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Building a Search Intent-Driven Website Architecture

Understand intent and build a user experience to match it
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Who am 1?

LAZARINA STOY.

Tech SEO & Innovation Manager @ SKALE
Freelance SEO Growth & Analytics Consultant
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 Website planning is b
complex and can get
quite messy.
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In this presentation, | will...

¢y propose a continuous improvement planning approach for web

architecture

@ highlight the importance of goal-driven site architecture planning

@ highlight the relationship between site goals, user personas, and search

Intent

¢y demonstrate ways of considering search intent in both page planning

and structure planning

@ highlight the benefits of having an intent-driven website architecture

@ highlight different ways to troubleshoot for intent mismatch
recommend some further reading to get set you on a path of success
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BUT BEFORE WE BEGIN...
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WHAT IS SEARCH INTENT?
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Search intent is the reason why
someone would write a query and
submit It fo search engines.
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't represents an objective
that the searcher is trying to
accomplish through their
online journey.

m u lazarinastoy.com | @lazarinastoy


https://lazarinastoy.com
http://www.twitter.com/lazarinastoy
http://www.linkedin.com/in/lazarinastoy

m SEO MASTERY
{';SUMMIT
)

WHAT ARE THE MAIN TYPES OF
SEARCH INTENT?
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Users with informational search intent query
the web indicating an intent to locate a
particular information snippet, which can
help them satisfy an knowledge need they

are struggling with.
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Users with navigational search intent
demonstrate a desire 1o be taken o a
specific location of an organisation they
are already brand-aware of.
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Users with a transactional search intent
demonsirate a desire to obtain something

other than information, typically
performing a web-mediated transaction.
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ACCORDING TO ACADEMIC STUDIES...

75% of queries can be classified into a single category of user intent

25% of queries can be attributed to more than one search intent.
e |.| |.|
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From these 25%, we can already
distinguish patterns, which form new
categories of infent.
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Which intent type component do they Commercial
have? Intent

Informational

Navigational

Transactional

The user with commercial intent wants to gain
more information to inform their comparative
evaluation of organisations they are already
brand-aware of, with the aim of better

informing their purchase
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Localised
Intent

The user with localised intent
indicates a desire to complete
a transaction physically, or an
effort to find a solution to a
recognised need that is close
in physical and geographical
proximity to them.
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Understanding intent and how to target it
can lead 1o better performance
management.
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& Conversion
LOW TO MEDIUM prediction

& Full-funnel

TRANSACTIONAL INTENT

MEDIUM TO HIGH | d
WHY TRACK IT? Ready to buy, confirm your site appears for S EO - e n a b e
relevant queries and drives traffic to the right landing pages. .
KEYWORD EXAMPLES: [blender prices), [top cheap blenders] mar ket N g strate gy

+ NAVIGATIONAL INTENT
WHY TRACK IT? Searchers want you. Make sure

T T L ..and not to mention...

KEYWORD EXAMPLE: [Blendtec blender]

HIGH

WHY TRACK IT? Be sure searchers can
find you both online and in-person.
~ KEYWORD EXAMPLE: [Blendtec Reno]

getSTAT.com . @getSTAT
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Knowing this, we need to take a continuous
approach to website architecture planning,
which is aligned with intent, user personas,
and goals.
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What are the KPIs?

What are your key KPIs for the
website? What is its primary
purpose? How will you measure
the pages’ success? Organic visits?
Revenue? Leads generated?

What type of visitors are
needed to fulfill these goals?

What are the personas of these
users? Where do they get their
information from? What languages
and terminology can you use to
address them directly? What is
their behavioural path on the
website in the ideal scenario?

m u lazarinastoy.com | @lazarinastoy

How can you evolve alongside the
search intent?

The user journey in reality is complex and
intent is evolving. Being wary of the
changes, benchmarking, and modifying the
architecture is key for success.

What do you want them to see?

Which pages are your money-makers?
Which bring the most traffic? Here we
discuss positioning, messaging,
optimisations, and internal linking
strategies and tactics for maximising
the impact of architecture.

What is the intent of your visitors? What
do they come to see on the website?

What value does your website provide? How
are you going to persuade visitors to choose
your website and business over the millions
others on the web. Here we will discuss
competitive advantages, keyword intént
matching, and value-driven planning.
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KPIs & PERFORMANCE
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Performance can e highly volatile,
however, changes often tell important stories
about infent alignment.
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Here are some of the main KPIs and what
they signal regarding search intent:
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Organic Sessions, Clicks ./

, combined with a low

. Bounce rate (and ofher engagement metric

modules ../) = Intent Maich

LAF T

Infent match typically results in higher keyword

A

ranking positions .~/ overtime for the target

Zilmlllil

keywords.
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The target query characteristics of an intent match page

will signal the prominent intent it has maiched.

L Short-tail, high volume queries are typically
Informational in nature and don’'t engage users for long

dLong-tail, low volume queries are more likely to align
with a higher engagement.
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Intent match for high-volume keywords will result in more
impressions ./, and respectively higher search metrics .~
(Clicks, CTR, maybe even position).

However, high traffic for low infent keywords means a

)\—

lesser likelihood of conversions (goal completions) .
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INTENT-DRIVEN USER PERSONAS
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Enterprise Erin

Ecommerce Manager at enterprise or large
store / company with large operations.

Overview

e 100+ employees

e $5m+turnover
(sometimes
considerably higher)

e Already operatesin
many territories /
marketplaces

Frustrations

e Haspressure from above to
expand cross border and is
looking for a self contained
solution

e Hasskills gaps in her teamor
organisation/doesn’t want to
build a cross border trade team
herself

e Skill gaps are often
unpredictable / random

e Has capacity and resourcing
problems

Needs

e Looking for areliable,
proactive and flexible partner
(who tailors services to her and
proactively searches for new
sales channels)

e Credibility (case studies)
e Reputation
e Stability

m u lazarinastoy.com | @lazarinastoy

"
| really want to create a lovely home,

with my existing furniture...

Daivd Miller

& 28
Q New-York

Tech

Internet

Social Media
Online Shopping
Gatgets

Early Adopter

B Product Designer

A Living with his girtfind

Bio

Lives in a rented apartment, 2.5
rooms, with his student girifriend,
works in a high-tech job. Likes hosting
people. After a long day at work, he
likes to throw on the couch with his
girffriend in front of the TV.

Favorite Brands

& G o vas

Wants & Needs Frustrations

» Dor't want to spend money on interior
designer and he doesn't have much
time to deal with the design planning.

» Create a cozy atmosphere at home
with innovative design.

* Design the house at low investment
and without much effort, * He designs his apartment, but he thinks
that she can look much better.
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Building personas is all about pattern
recognition. Shared pain points, shared
experiences, shared expectations, and

SO On...
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The process will also highlight the
iInevitable:

Your website will likely target different

personas to satisfy vastly different
goails.
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And so, a spectrum forms...

@ m u lazarinastoy.com | @lazarinastoy


https://lazarinastoy.com
http://www.twitter.com/lazarinastoy
http://www.linkedin.com/in/lazarinastoy

ASEO MASTERY
C sSUMMIT
O

H New Users

a4 Clicks

. Goal completions
H Bounce Rate

Informational intent, one-time visitor

These are likely your least desired visitors. They can be
bouncers, pogo-sticking, or simply information-driven.
Some might not even notice the brand name or service.

"\ Sessions
8| Clicks

.~ Interactions
% Bounce Rate

Commercial intent, single visit no goal completion

While this user puts you into consideration, they are likely in the same
category with the least ideal visitor. This is a purchase that was
uncaptured, yet the intent was present.

Your Star

Your least

ideal visitor Informational intent, repeated visitor with interactions Commercial or Transactional (otherwise high) intent

visitor, single visit with a goal completion

As someone starts returning to the website (either

via search or otherwise), they start building brand
awareness. This now increases the likelihood of
navigational or commercial intent, related to your

brand.

7/ Sessions

Clicks

~ Goal completions / Interactions

‘ m u lazarinastoy.com | @Iaiarﬁf&%?ment Metrics

Whether your revenue-driving metric is
web-mediated sales, sign-ups, or even
newsletter registrations, this is your golden
star - high intent and highly engaged
visitors.

. Sessions
il Clicks

#"  Money-making interactions
.. Bounce Rate
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Placing user personas on an intent
spectrum, tied to goals and KPIs will
change the way you see keyword
research and link building.
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Or, otherwise, it will streamline your
perception of both on-page and
off-page optimisations needed to
reach your goals.
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OPTIMIZE THE SITE'S MAIN PAGES, BASED
ON THE TYPE OF INTENT THEY SERVE
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Infent-driven on-page optimisation
starts with intent-driven keyword
research and SERP analysis.
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«s. SEARCH INTENT KEYWORD CLASSIFIER [LAZARINA STOY]

O b O U -I- ke VWO rd NNNNNNNNNNNNN
ay = There is a recognized need, with no clear solution. The behavior is purely information-seeking. The searcher is asking general
Y 2 m CE=)) - stions with the intention of learning and understanding potential pathways to a solution better
- NAVIGATIONAL
B here is brand awareness The searcher is solution-aware, but more specifically in the context of digital marketing, they are
@R brand-aware, Tk rchy int i in navigating ! tior bran bsite, a product pa ition
= & anding f
’ 2ton Ca ’ e There is a recognized need, recognized solution, and recognized vendors for providing this solution. The searcher in this stage is
3 4 n the proc of market evaluation, comparative analysis, and option consideration
TTTTTTTTTTTT
V4 sl  There is a recognized need, recognized solution, and an indicator of transactional urgency. The user is purchase-oriented
H Dk SE THI! ASHBOARD:
1. Export broad match keyword research data from SEMrush Keyword Magic t f Expl
e o o

| tutorial on

use this dashboard as part of content creation.

how to

CLUSTER OVERVIEW
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SERP analysis is a crucial step in
deftermining your search
competitors, their unigue
advantages and limitations, and
the market gap.
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SERP analysis is a crucial step in
deftermining your search
competitors, their unigue
advantages and limitations, and
the market gap.
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Google has the advantage of
scale (in search patterns) and
hindsight. This enables a great
deal of reinforcement learning
and prediction of search patterns
and user intent.
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Google strives to satisfy user
queries with the most relevant
content as quickly as possible.
Meaning that result pages are full
of content reflecting what most of
the searchers making a query will
be looking for.
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Ads - See boxing gloves
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Bawing Gloves For Trng, Sparming & Competion | Buy Now ok ok ok (37) Spocai offer
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Boang Gloves | Loradae. Evertast Sparmng 8 Trameg

Lo rasmst o Ty e by bty ot 4 g Sarwey @ b 8y

ot Bnrg e Wy Coen @ Mot Adidas Spoed 50
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IR LA Of S Jinte & P Dot - . e ‘amnatition 1 Biv Na 3 . - 4 P~ Special offer * ok k ok * (20)
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While in pages with mixed intent or
uncertain intent, Google has
INfroduced a variety of rich resulis
alternatives, which can serve as
indicators of the potential intent
distribution.
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en wikipedia.org » wiki » Boxing_glove ~

Boxing glove - Wikipedia

Jump to History - Boxing expenenced a revival in Beitain around the 17th century, Many bouts
were fought with bare knuciles and with no standard rules until Jack Broughton introduced
boxing rules known as Broughton's Law In the 18th century, where the gloves were used for
practice purposes only.

BOXING GLOVES Features - Types of gloves - Safety - Influence of boxing gloves ...

When boxing first appeared in the Olympics in 688 B.C., Greek fighters wrapped their
hands with oll-softened oxhide leather strips called himantes. Those evolved into a
cestus, which is the ancient form of a boxing glove as we know it teday.

www.titleboxing.com » history-of-boxing-equipment ~
The Complete History of Boxing Equipment | TITLE Boxing Gear

People also ask

When did they start using boxing gloves? v
What are boxing gloves filled with? v
Why do boxers wear gloves physics? v
What do boxing gloves symbolize? v

Feoaback

boxingaddicts.com » boxing-gloves-history-and-how,..

Boxing Gloves History And How They Have Changed Over ...
The modeen day boxing glove wouldnt surface untl around 1773, invented by Jack Broughion
who s considered the father of baxing by many. The gloves wouldn® ...

Ancient Boxing Gloves - Early Thai Form Of Boxing ... - Modern Day Boxing Gloves
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Products Comparison Sites

n :Ji’ : n

Venum Ringhomns Everlast Elite RDX F15 Noir
Charger Boxing... Training Gloves ... Boxing Gloves
£27.00 £19.99 £32.99

JD Sports Sports Direct rdxsports.co.uk
*kkk* (37) Special offer

By Google By Buy Bye By Google

Double Impact Adidas Hybrid 100 Reebok Boxing

Muay Thai Boxi... Boxing Gloves Gloves Black/Gold

£77.40 £28.99 £34.99

Yokkao UK Fight Equipment... Made 4 Fighters
kkkk* (11) Special offer

By Google By Google By Google

O M2

Muay Thai Boxi...

£77.40
Yokkao UK

By Google

Adidas Hybrid 100
Boxing Gloves
£28.99

Fight Equipment...
*k k& (11)

By Google

Reebok Boxing
Gloves Black/Gold
£34.99

Made 4 Fighters
Special offer

By Google
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Start by researching SERPs for
intent-retlecting keyword
variations of your main target
phrases.
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_ to do this, you need a solid
grasp on the main phrases and
qguery characteristics that signal
intent
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Understand why the content in the
top three ranks as it does - what
are your competitors’ unique
characteristics that help them
match the user intente

azarinastoy.com | @lazarinastoy
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_ Break down these pages and
content characteristics into
components, €.9. title structure,
page structure, on-page
elements, schema
implementation, backlinks, infernal
inking...
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Tie the insights of this research with
your godls and user personas.

Which elements help achieve
what you strive fore
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Now... you are ready to build.
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Generally speaking...

Resources

Blog posts
Resource Pages — [N Guides

Intent Listicles g ,
~ Studies  Competitor

Company Pages — Navigational Comparisons

Intent

Product Pages — Transactional
Intent
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Resource pages..

e AiM fo Increase orgomc traffic
via serving an informational
search intent

e sometimes serve more than one
intfent

e Can be optimised to support
other goals (e.g. CRO initiatives)
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Company pages..

® Qssist with employer branding
e safisty navigational searches

e help establish the credibility of

the business
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Product pages...

e are likely the money-makers

e can be product listings, solution pages,
features deep-dives, tech
specifications, pricing pages,
depending on the type of business
highly competitive, high value

e the place where visitors convert
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Search engines usually have a way of
categorising fransactional searches from
non-tfransactional searches and adjusting
the results accordingly.
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In practice, this means that your
transactional pages will receive fewer
placements in search results, which
corresponds with the funnel and the
nicheness of these type of searches.
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This is where the gap-bridging occurs...
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After understanding your market, search
patterns, and personas, and building
your pages accordingly, you wil
implement architecture elements that
bridge the gap between what users want
and what the business needs.
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Here are some of my favourite tactics to
help you streamline the website
architecture from the get-go and enable
better page discoverabllity.
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Side box CTAS

e link from
resource
pages to
SIgN-up or
money pages

e Can Also be
text-based
content-based —
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_ For advanced performance, match
the infent-type of the page, where the
CTA is placed with the message on the
CTA box and the action you require from
the user.
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Jump-links TOC

e enhance BoFu
and high-intent
reading

e cnable crawler
page
understanding
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Mega Menus

e enhance BoFu
User Navigation

e Highlight money
PAgeESs

e Highlight
benefits, use
cases, and USPs

e Persona-driven
components
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_ Beware: Mega Menus  «asana
e Oon Mobile can be fricky
to replicate successfully

Why Asana?

Features

® Cdn hlnder pgge equn'y < Timeline Reporting |||, Portfolios

Build a Get real- Monitor the prog

of linked pages, when -
improperly organised or s s
cluftered ol T

Workload
See how much v

e
work on strateg .
Kanban goals and across projects
boards track
progre
=] Calendar ohigplaes
View your Eorms

team's

m u lazarinastoy.com | @lazarinastoy work on Submit -l Desktop and||
one shared and

h
Sync your work
calendar manage
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Footer Navigation

e CRO . ‘
enhancement ol
Intent enrichment Kk

e Content spoflight

SIGN UP»

H You AJ
f ¥y In o

WRITERS THEATRE - 3?
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Last but certainly not least...
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Corporate volunteermg is a pillar of a company’s corporate social

.
In-content internal
Corporate volunteerlng programs came about to build more engaged

and valued workforces.

° °
| I I I kl I I g At the same time, they answered the demand for businesses to be

more globally conscious. With t of nf willing to earn

less to do more meaningful work and customers being 4 t more

° In tent vl i s
enhancement M1l

e cnable e e e e ¢
click-throughs 1o
money pages

e help crawlers
understand page
context & topic

ers
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Related Content

Related Content

Sections

e help crawlers
understand page
Con-l- ex-l- & -|- Op|C : Employes engagement  Volunteering & giving

Employee engagement Employee Purpose 6 steps to launch a solidarity program in the

C | U S Te rs Volunteering & giving pOSt-COVID e

Now, more than ever The coronavirus pandemic changed
How To Create A Corporate & Employee the rules of volunteering quickly. With the...

Volunteering Program

Congratulations! Now that you've taken the first step to
starting a corporate volunteering program. Corporate...
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Alinks to 1-2 high intent pages in the cluster
(with the second and third highest conversion

Informational Intent Page

Alinks to pillar page (money page, highest converting)
Alinks to one other high intent pages
+/receives links from a few informational pages, based on

¢9Iinks to other informational content, based on
similarity;

Alinks to pillar page (money page, highest converting) similarity rates)
Alinks to one other high intent page 3 s gait o3 +/receives links from multiple informational
f X link fi inf . | — frecewes a link from one high intent page, based on

receives link from one informational page, based on similarity pages

similarity +/receives links from multiple high intent pages
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Users,

beware...

iNnking

between

Ll clusters Is
e o equally
G important.
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Why Is infent-driven intfernal linking so
cruciale
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Save
resources.

Internal linking is important in the
sense that it prevents visitors from
‘pogosticking’ or otherwise - going
back to Google with their additional

questions and it prevents Google
from having to re-rank the million
websites it has again, based on the

new input.
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Provide new
perspectives.

Search intent enrichment is what |
like to refer to the practice of guiding
the user from one search intent to
the other. For instance, from
problem-aware, to solution-aware,
to brand-aware, and finally to
purchase-ready, all without them
having to leave the website.
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The aim of the website structure is to facilitate intent
shifts to the highest extent, without burdening users
with having to go through a search once again. Or
otherwise - to guide the user from one search intent to
the next closest one down the funnel in a seamless,
smooth, and organic manner.
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Resource to Branded &
Case Studies

Provide links to facilitate
the move from
informational to
navigational search
intent and commercial
search intent.

Case Studies to
Service & Contact

Provide links to
facilitate the move
from commercial to

transactional and

localised search intent.

m u lazarinastoy.com | @lazarinastoy

Case Studies, white papers, and
branded to Services and Contact

Provide links to facilitate the move
from commercial and navigational
intent to transactional and
localised search intent



https://lazarinastoy.com
http://www.twitter.com/lazarinastoy
http://www.linkedin.com/in/lazarinastoy

SUMMIT

Finally... a word on what you should
avoid.
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D Don't assume users start on the homepage

Don't assume everything is equally important

Don’t use carousels

Don't overdo the above-the-fold content

Don't overdo the footer.

Don't neglect to update your site

R/T: @al_zarz / @OnelyCom

@ m u lazarinastoy.com | @lazarinastoy


https://lazarinastoy.com
http://www.twitter.com/lazarinastoy
http://www.linkedin.com/in/lazarinastoy
https://www.onely.com/blog/site-architecture/#Dont_assume_users_start_on_the_homepage
https://www.onely.com/blog/site-architecture/#Dont_assume_everything_is_equally_important
https://www.onely.com/blog/site-architecture/#Dont_use_carousels
https://www.onely.com/blog/site-architecture/#Dont_overdo_the_above-the-fold_content
https://www.onely.com/blog/site-architecture/#Dont_overdo_the_footer
https://www.onely.com/blog/site-architecture/#Dont_neglect_to_update_your_site

(.-m SEO MASTERY

EMBRACE CONTINUOUS
IMPROVEMENT
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In reality the user journey iIs much more complex
and rarely as straightforward.

. This is where data comes In to assist you o
analyse how users inferact with your site, or even
INn your industry and niche behave, using a variety
of available data touchpoints.
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D Ensure the technical SEO hygiene of the site is good

Ensure content alignment with intent, personas, and goals

une underperforming content for topical authority
““Analyse user behaviour and performance (also MCF).

Identify and address drop-off points relative to personas

Identity restructuring opportunities and pain points vi

user searches
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Incorporatfing search intent in
the process of planning and link
stfructure is so important and
beneficial

and hopefully I've

demonsirated the WHYs and
HOW-TOs of ensuring it is
\\ achieved.

—
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This can not only assist for a pleasant journey throughout the site (UX),
personalised based on the visitors’ previous experience with a given
topic, and their content expectations, but also signal to crawlers
about the links, authoritativeness, and trustworthiness of the site.
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BUT BEFORE WE GO...
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. HERE ARE SOME AMALING
RESOURCES FOR YOU TO CHECK OUT
NEXT...
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Site Architecture: How To
Build A Website That Ranks

And Converts Site Architecture: How To Build A
Website That Ranks And Converts

by

Aleksandra Zarzycka, Onely

in
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How to Build Your Website
Architecture for SEO

O Semrush Blog SEO Advanced SEO Channels Content Marketing News & Research  Semrush o

by

ERIKA VARAGOULI, Semrush

wiin

K cai e Lo Getting your website architecture right is one of the most important ARTICLE METRICS
What Is Website technical SEO basics, yet it's often overlooked.

Architecture? 160

The Importance of Your A website shouldn't be a random collection of pages and posts. It Backlinks

Website Architecture

should be an organized collection of content that's easy for search

What Does a Good Website 2 dq t igat d d d
ATERITSEtrS Lok Lika? engines and users to navigate and understand. 61

How to Define

& Website Architecture That In this guide, you're going to learn how to build a site structure that Referring Domains
Works works and helps your site achieve SEO success. @
Data from Backl nalytics

Specifically, we'll look at:
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Search Intent Optimisation: A

Jz% Home Services ¥ About Blog Contact —

ide

Comprehensive Guide

Home » Search Intent Optimisation: A Comprehensive Gu

Search Intent

by Optimisation: A
. Comprehensive
Hedgehog Digital Guide

o
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If you need a re-cap of the talk
or prefer a written format,
check-out the write-up on my
website

https://lazarinastoy.com/buil
ding-a-search-intent-driven
-website-architecture/
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How To Build A Search Intent-First
Website Architecture
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Building a Search Intent-Driven Website
Architecture

Lazarina Stoy

THANK YOU
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