I fyou do any kind of mar-
ket research, listen up.
Your world is about to be
rocked.

Launched with surpris-
ingly little fanfare on Au-
gust 6, Google Insights for
Search is a free service that
allows users to track the
popularity of phrases and
words that have been typed
into Google’s search engine
since 2004. The resource
enables users to sort data
by country, sub-region,
date and industry. It also
features the top searches re-
lated to a term or phrase,
the fastest rising searches
and even heat maps that
display the geographic lo-
cation of where terms are
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Google Insights promises to be a valuable
market research tool for small businesses

base, you say? Hardly.

For market researchers
everywhere, this is a sem-
inal event akin to the fall of
the Berlin Wall. While not
without its flaws, the tool
represents a new data fron-

The new database has
seismic implications

for the forecasting of
consumer behaviour and
business investment

tier that allows research-
ers to peer into the online
activity patterns of Google
users.

plications for the forecast-
ing of consumer behaviour
and business investment.
Forecasting is the heart of
any business plan, and this
application has the poten-
tial to take market projec-
tions to a new level.

How does it work?

Let’s say you're an upstart
accountant in Vancouver.
You're thinking of setting
up your own practice, but
you're unsure where to tar-
get your services and how
best to position yourself in
the market. Startby going to
Google Insights for Search
home page (www.google.
com/insights/search/).

In the search box, type
the phrase or term you wish

-

most popular. Updated daily, the new to research. In this case,
Justanotheronlinedata-  database has seismic im-  youw'd input “accounting.”
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Next, select the appro-
priate geographic, time and
industry filters. In this in-
stance, the filters are set to
focus

on allGoogle searches for
B.C. between 2004 to the
present in all categories.
Now, hit the search button.
Google Insights processes
your request and splashes
an assortment of custom
maps, charts and numbers
across the screen.

Here’s where the fun be-
gins.

The data can now be
used in at least five ways
to glean intelligence about
your target market and how
potential customers use
Google to search for infor-
mation on what you offer:
mInterest over time. Like a
chart showing stock price
over time, the first chart
illustrates the volume of
searches for the term “ac-
countant” by B.C. Googlers
between 2004 and 2008. In
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term “accountant” is high-
est in 12 provincial cities,
seven of which are in Met-
ro Vancouver. A graphic-
al heat map also illustrates
the search volumes for each
of these centres on a map of
British Columbia,

For startup or small

operations with limit-,

ed resources

and time, this is literally a
treasure map. It reveals the
market’s low-hanging fruit
where demand is highest
and pinpoints the best lo-
cations to launch or con-
centrate your business de-
velopment.

® Top searches. The resource
also reveals so-called “top
searches™ other words or
phrases that Googlers use
related to the term you've
entered. In this instance,
when Googlers in British
Columbia search for “ac-
countant,” they also search
for the phrases “chartered
accountant” (No. 1 ranked
related search), “Vancouver
accountant” (No. 2), “cer-

1), “tax accountant Vancou-
ver” (No. 2), “cpa” (No. 3),
“cma” (No. 4) and “char-
tered accountants” (No. 5).
This is a great way to spot
new trends related to your
keyword and identify fresh
terms and concepts that
Googlers are checking out
online, but may not be on
your radar.

While the tool provides
a new and insightful win-
dow into the online be-
haviour of Google users,
Google Insights is not with-
out its quirks.

The resource manual ap-
pears to have been cobbled
together as an afterthought.
It has only sparse explana-
tions and few examples of
how to use the data.

Search volume results
can vary from day to day
for the same word or phrase
for the same period, which
suggests the administrators
are still tinkering with the
ranking systems or wrest-
ling with system bugs.

Results are only re-
turned for terms that have
a “significant amount” of
search volume, although
that’s never precisely de-
fined. Search results by cat-
egory are often unavailable,
which is especially frustrat-
ing for researchers seek-
ing more detailed industry
breakdowns,

The tool is very U.S.-
centric: it detects the high-
est peaks in search volume
and randomly chooses a






