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Introduction to Keywords (KW102) provides a comprehensive 
overview of what’s considered one of the most critical ingredients for online 
marketing success – keywords. researching, analyzing, and utilizing 
highly targeted, relevant, and traffic generating keywords are often what 
separates online marketing stardom from the millions of other websites 
that fail miserably in the eyes of the search engines. Getting it right means 
learning all about keywords, such as where  to find them, tools to use, 
techniques to implement for unearthing overlooked keywords, and much more.  

Notable Topics Covered in this Course Include the Following:

7 Reasons to Choose the IMAA as Your Search Engine Marketing Training Partner:
1. Industry Leading SEO Educational Content that’s Second to None
2. Cutting Edge Strategies for Achieving Rapid Page 1 Rankings with the Search Engines
3. Proven Concepts and Strategies for Dominating the Competition
4. Easy-to-Use and Implement Tactics Developed by Expert Online Marketers
5. See Real Online Marketing Results in as Little as One Hour!
6. YOU become an Internet Marketing Expert in No Time at All 
7. Knowledge gained that will last a LIFETIME!

Enroll Today with the IMAA and Start Seeing Online 
Marketing Results in as Little as ONE HOUR!Enroll Now!

Lesson #1 | Overview 

Keywords are without question one of the most vital components of any successful internet marketing strategy as they 

provide you with great leverage, insight and knowledge as to what individuals think, feel and ultimately "search" for on 

the internet.  Technically speaking, keywords are the words, phrases, and related search terms that are utilized throughout 

the various channels of internet marketing for promoting and advancing a given topic or subject matter. Hey, we all use 

keywords - you may not even know it. Searched for something on the internet lately - sure you have - well, you entered a 

keyword in the search box!   

Keywords are one of the most important aspects of a website, as they are used extensively throughout the (1). Title Page. 

(2). Meta Content. (3). Header Tags (4). Web copy. (5). Internal file names. (6). Links. (7). Site maps and various other 

places.  And by the way, don't worry about those big words we just spoke about, you're going to become an expert and 

know exactly what they mean.   

In short, keywords are the fuel that makes your website run, propelling it forward and onward down the road of the ever-

changing and dynamically driven internet highway.  But keywords are not just for your website, rather, they're used 

extensively in (1). blogs (2). press releases (3). white papers and articles, along with (4). social media links and stories, 

just to name a select few.  And there are various types of keywords, ranging from the hotly contested and ultra-

competitive shorter words and phrases (short tail keywords) to the much more granular, specific, and higher conversion 

rate long tail keywords.   

One of your core foundation's for success in internet marketing is the ability to effectively understand the concept of 

keywords-what they are, how they are used, where to find them, what keywords should you be focusing on, how to further 

leverage them, along with other supporting strategies and tactics.  Remember - a beautifully designed website - one that 

flows seamlessly from a navigation perspective, provides users with an abundance of content, and is littered with colorful, 

vibrant pictures and images - is just another website without the effective use of proper keywords.  When implemented in 

a useful and strategic manner, keywords can propel your website (and other internet marketing strategies taught by the 

IMAA) to new levels of transparency and notoriety online.  

Types of Keywords and Understanding Your Industry 

The three (3) primary categories of keywords are (1). short tail (2). long tail, and (3). medium tail (i.e., something in 

between) - some would even consider a fourth category, which is what the IMAA calls (4). excessive long tail keywords.  

Short tail keywords are often seen as highly-competitive, sought after by many, but also tend to have a lower conversion 

rate, and they tell us very little about the user's known intent on searching. Long tail keywords, on the other hand, are less 

competitive, have a lower search volume, are more specific in nature, and also tend to have a considerably higher 

conversion rate than short tail keywords.  Medium tail keywords are just that; longer than short tail, but shorter than long 

tail.  Lastly, as mentioned earlier, a fourth category can be identified, which is known as excessive long tail, which is 

nothing more than taking the concept of long tail keywords to the extreme.  And by the way, when we mean "conversion", 

we're essentially talking about having a visitor conduct a search on the internet, find what they are looking for, and initiate 

an intended action. Now, let's take a look at some examples of the following keyword categories. 

Short Tail (one to two words) 

• Example 1: BMW 

• Example 2: Pizza delivery 

• Example 3: Soap 

• Example 4: Attorney 

 

Medium Tail (Something in the Middle) | (approximately three words) 

• Example 1: RED BMW for sale 

• Example 2: Pizza delivery Dallas 

• Example 3: Soap for sale 

• Example 4: Attorney San Diego 

completing a form online, emailing you for a quote, or perhaps calling to inquire about your goods or services.  These are 
just a few of the many examples that can result in successful conversion for your business, and one that has a direct result 
from the keywords chosen to use throughout your site.   

 
Keyword Matrix 
To put it in better perspective, let's take a look at the Keyword Matrix developed by the IMAA. 

 
Understanding Your Industry is Key 
Now that you've got a solid understanding for the various types of keywords, let's talk about your industry.  Specifically, 
for understanding your industry, it's important to note that for every industry, there are numerous sub-industries, and 
within these sub-industries, you have categories, and possibly even sub-categories. Simply stated, your industry - probably 
initially thought of as one big area with only a handful of keywords that are important to you - is fortunately incorrect - 
"fortunately" in that you'll be surprised at the number and quality of keywords that can be found for your industry when 
you really start to dig into the "sub-industries" and the accompanying categories. Let's look at two (2) examples to get a 
better idea of what we're talking about: 

• An attorney who specializes in incorporating businesses, along with filing trademarks, and other essential 
documents. 

• A dentist with offices in St. Louis, Missouri who specializes in cosmetic dentistry. 

The fundamental key concepts to gain in understanding one's industry is to be able to analyze the entire landscape, 
identify broad-based general words, phrases, and terms (these are keywords!) for a given industry, identify if they have 
applicability to your sub-industry, research those terms even more, and then scale down even further to see if they can 
provide meaningful use for your business.  Sound difficult and technical? Well, it's not - all you need are some good 
examples and quite a bit of practice - both of what you'll get from this course on Keywords from the IMAA. Okay, so let's 
look at our first example, the attorney who specializes in business documents and filings.  What would his or her industry 
be - it would be the field of law.  Great, so let's identify just a few broad-based general words, phrases, and terms for this 
industry, such as the following: 

• lawyer 
• attorney 
• lawsuits 
• divorce 
• injury settlements 
• workers compensation 
• business incorporation 

Long Tail (generally, three to seven words) 

• Example 1: RED BMW for sale Cleveland, Ohio 

• Example 2: Pizza delivery Dallas, Texas 

• Example 3: Soap for sale for child allergies 

• Example 4: Attorney San Diego for divorce 

 
Excessive Long Tail (a long specific phrase, which can be any number of words, phrases and terms thrown 

together, generally more than seven) 

• Example 1: 2002 RED BMW 325 For sale Cleveland, Ohio 

• Example 2: Pizza delivery Dallas, Texas for Southern Methodist University 

• Example 3: Soap for sale for child allergies and sensitive skin conditions 

• Example 4: Attorney San Diego for divorce proceedings with a prenuptial  

 
Examples As you can see, the short tail keywords don't tell us too much about a user's true intent when they search, just that they 

have a credible interest in the topic.  The medium tail keywords give us more insight into a user's search pattern, but it can 

still be perceived as a broad search, one in which the user may have a number of intents.  The long tail keywords, 

however, start to show us the true intent of the search term and what the user is specifically looking for.  And lastly, the 

excessive long tail search clearly shows us what the user is searching for, as the words, phrases, and search terms are quite 

specific indeed.  For example, the keyword "attorney", which is a short tail keyword, has many disadvantages and challenges. First and 

foremost, a Google search of that single term brings up tens of millions of results (over 340,000,000!) thus your ability to 

bypass and leapfrog many of the results and hopefully attain a page 1 ranking on the internet is highly unlikely due to the 

sheer competitiveness  seen for using this keyword.  Second, the term "attorney" tells us almost nothing about the user's 

true intent regarding their search? Are they looking for an attorney? If so, what type and where? Maybe they are interested 

in becoming an attorney and want to know what types there are? Or maybe they're disgruntled at their attorney they used 

and want to file a complaint. You simply don't have much information to go on.  Now, moving onto the medium tale, you 

have a somewhat better understanding in that they are searching for an "Attorney San Diego", but again, what type of 

attorney? Perhaps a criminal defense attorney, a product liability attorney, or maybe a general search is being conducted 

to see how many attorneys are listed in the search results for the city of San Diego.  The user's search is becoming much 

clearer, but additional information would be helpful. Thus, the long tail search for "Attorney San Diego for Divorce" gives 

us a greater understanding of the user's intent: he or she needs to find, locate, and possibly retain the services of a divorce 

attorney in San Diego, CA.  This long tail keyword is descriptive, is generally less competitive to rank for than the short 

tail and medium tail keywords, and should bring you targeted traffic to your website.  Lastly, the excessive long tail 

keyword of "Attorney San Diego for divorce proceedings with a prenuptial" is quite descriptive, yet the search volume is 

extremely low for this keyword phrase, which means incorporating it into your website may only have marginal benefits 

because, after all, how many users are actually typing that exact phrase into a search engine?  You may very well rank on 

page 1 of the search engines for this excessive long tail keyword, but with only a few searches a year, how much value 

would it really bring you? Hard to say, but you will ultimately be the judge for that.  

You can interpret the other examples listed in the same manner by asking yourself the question: Do I have a reasonable 

and credible understanding of the intent of the user's search from the given keywords used for their respective query? 

Striking a Healthy Balance 

The challenge for you is to strike a healthy balance between finding keywords that are descriptive enough in 

understanding a user's true intent on searching, while also having a search volume for these very keywords that is 

considered acceptable for your needs.  This healthy balance - which you'll learn more about in a later lesson, are essential 

ingredients of the "Keyword Triangle" - an unwavering concept developed by the IMAA that will hopefully result in a 

large number of visitors bringing highly targeted traffic to your website, ultimately giving way to conversion on your site. 

And what exactly is conversion? Well, we just spoke about it, but remember that it can mean different things for different 

websites, but generally speaking, it is a certain action that is undertaken by a visitor, such as purchasing a product,  
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