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S  E  R  P
Search Engine Results Page

What is a SERP scan?

A SERP (Search Engine 
Results Page) scan involves: 

• Going into incognito mode on 
a browser

• Taking a search term/phrase 
you want to rank for

• Heading to Google 

• Entering the term into the 
search bar

• Analysing the results to 
identify: 

• Opportunities

• Challenges

• Alternatives (keyword 
& channels)

What is included in this 
guide?

In this guide, we have provided 
examples of the SERP based on 
a Top of Funnel, Middle of Funnel 
and Bottom of Funnel search 
term/phrase. 

Within each example, we have 
provided analysis which includes:

• Key features of the SERP 

• Opportunities to ‘win’ in the 
SERP

• Alternative strategies if the 
SERP is too competitive

Key considerations: 

Quick wins are possible with 
SEO but depending on the 
search term there may be high 
competition.

For example, if you are a relatively 
new site or are light on content, 
it is likely your site has low 
authority. This means it will be 
harder to rank for terms relevant 
to your business.

As such, you should consider a 
longer-term SEO strategy as well 
as looking at how to use a multi-
channel approach to drive users 
to your key content.



Top of Funnel search example 

‘Sources across the web’ 
feature
• This feature shows answers from several 

sites to a specific search in a 3x3 view 
with an option to view more

• This can be a great opportunity to 
gain visibility and organic traffic but is 
extremely competitive

• To try and gain visibility in this feature, 
your site needs to consistently offer 
valuable content to your users which 
includes following key E-E-A-T 
guidelines.

Coworking/Office Space 
Provider
• These are a big player in the coworking 

space. Therefore, they are highly 
authoritative which will help them rank 
well for this topic

• High authority US Office Space sites are 
even outranking those of the UK

Office Space Aggregator
This website provides listings of office 
spaces to rent in a wide variety of 
locations. As a result, they will be seen as 
highly authoritative, helping them rank 
well for this term

Large US Organisations
We see high-authority US sites appearing 
in this space. This is again an indicator that 
this is a very competitive space to try and 
rank for.

In summary…
• This is a highly competitive SERP with 

very authoritative sites appearing

• You should consider whether you can 
realistically compete for this term or look 
for alternatives such as: 

• Longer tail search terms 

• Lower funnel searches e.g. ‘dog-
friendly co-working space in 
Nottingham’

• That said, it’s not all about SEO! If this is 
about sharing your unique take on the 
subject, then you may still want to create 
this content and drive to it from other 
channels (e.g. social, email, PPC etc)

https://sharpahead.com/blog/practical-tips-for-b2b-seo-using-googles-eeat-guidelines-2/
https://sharpahead.com/blog/practical-tips-for-b2b-seo-using-googles-eeat-guidelines-2/


Middle of Funnel search example

‘Featured Snippets’
Atlantech have created a highly tailored page which has 
helped them gain the highly valuable ‘featured snippet’ 
position. The key elements they’ve used to help achieve this 
are to : 

• Incorporate the number of tips in the SEO Title

• Add a Table of Contents. Google has scraped the table to 
provide the featured snippet

• Weave in highly relevant internal links to related pages

• Make the page easily scannable 

• Add the author details to highlight expertise in this 
space

• Add links to related blog content e.g. ‘10 questions to ask 
before you buy data center services for your business’  

• Incorporate related search terms throughout the content

‘People also ask’
Use this to identify content to include in your page or to 
inform topics for additional pages

Tips, Tips, Tips
Tips dominate this space and it is still a very competitive 
space. It is therefore worth considering: 

• How authoritative your site is against those ranking top 
for these terms

• If you aren’t as authoritative, then this means your 
content has to be even better than the top performing 
site and it may still take a long time to rank

• This may be okay if it’s part of a longer-term content 
strategy, where you are working towards higher 
authority, but consider how you can use other 
channels to get eyeballs on the page if it is key for your 
organisation (e.g. signposting to it from other pages of 
the site, driving to it from other channels etc)

Related Searches
Look to the related searches to get ideas for related terms 
to include in your content or for ideas on new content to be 
created

In summary…
• Always view the SERP results to understand what types 

of content rank well for a given term

• In this example, it’s listicles which means key features 
should always include: 

• A Table of Contents

• Strong internal linking

• Related content on the topic

• Related terms within the content (typically as 
H2s and H3s)



Bottom of Funnel search example

Ads
• This space is heavily dominated by ads so you may well 

need to add some budget to highly relevant terms to 
maximise lead generation

• Consider dedicated PPC landing pages to maximise 
conversions

Directories/Marketplaces
Google is providing alternative locations to find relevant 
services through dedicated directories and marketplaces 
with Cylex and Yell

Google Maps
Local searches typically always bring up Google Maps. 
Within this there are key opportunities to gain presence 
through: 

• Google Maps ads

• Your Google My Business listing

To maximise your visibility with your organic Google My 
Business listing, optimising the listing with imagery, reviews 
etc is vital

Individual Organisations
Those ranking top have woven in relevant search terms into 
their Title and Meta Description e.g.

• Heathrow is incorporated in the Title of the top two 
ranking sites

• The Meta Description uses terms such as “Leading” and 
“Global” to help encourage a higher CTR

• PRS have also incorporated the proximity to key 
motorways

In summary…
• You may need to consider a joint PPC and SEO strategy

• Google Business Profile presence is vital for local 
searches. Consider adding Google Maps Ads to your 
marketing mix if you are struggling to rank organically

• To help your main website page rank, look at who is 
ranking top and see what they are incorporating in order 
to improve and optimise your content accordingly. Do note 
that if they have higher overall authority, this may require a 
longer-term strategy or an alternative channel mix 
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Google Ads Overview 01

Terms to know 
02

Google Ads displays your ad to potential 

leads or customers who are interested in 

your product or service.

Advertisers bid on search terms, or 

keywords, and the winners of that bid are 

placed at the top of search results pages, 

on YouTube videos, or on relevant websites, 

depending on the type of ad campaign 

selected.

1. AdRank

AdRank is a value that’s used to determine your ad 

position. It is calculated using your bid amount, your 

auction-time ad quality, the Ad Rank thresholds, the 

competitiveness of an auction, the context of the 

person’s search, and the expected impact of extensions 

and other ad formats.

2. Bidding

Google Ads is based on a bidding system, where you, 

as the advertiser, select a maximum bid amount you’re 

willing to pay for a click on your ad. The higher your bid, 

the better your placement. You have three options for 

bidding: CPC, CPM, or CPE.

• CPC, or cost-per-click, is the amount you pay for each 

click on your ad.

• CPM, or cost per mille, is the amount you pay for one 

thousand ad impressions; that is when your ad is 

shown to a thousand people.

• CPE, or cost per engagement, is the amount you pay 

when someone takes a predetermined action with 

your ad.

3. Campaign Type

Before you begin a paid campaign on Google Ads, you’ll 

select between seven campaign types: search, display, 

video, shopping, app, smart, or performance max.

Search ads are text ads that are displayed among search 

results on a Google results page.

Display ads are typically image-based and are shown on 

web pages within the Google Display Network.

Video ads are between six and 15 seconds and appear 

on YouTube.

Shopping campaigns appear on search results and the 

Google shopping tab.

ormation from your app to 

4. Click-Through Rate (CTR)

Your CTR is the number of clicks you get on your ad as a 

proportion of the number of views your ad gets. A higher 

CTR indicates a quality ad matching search intent and 

targeting relevant keywords.

5. Conversion Rate (CVR)

Conversion Rate is a measure of form submissions as a 

proportion of total visits to your landing page. 

6. Display Network

The Google Display Network helps you find the right 

audience with its targeting options that strategically 

show your message to potential customers at the right 

place and the right time.

7. Extensions

Ad Extensions allow you to supplement your ad with 

additional information at no extra cost. 

8. Keywords

Keywords are words or phrases that are used to match 

your ads with the terms that people are searching for.

Negative keywords are a list of keyword terms that you 

do not want to rank for. 

9. PPC

Pay-per-click, or PPC, is a type of advertising where the 

advertiser pays per click on an ad. PPC is not specific 

to Google Ads, but it is the most common type of paid 

campaign. 

10. Quality Score (QS)

Your Quality Score measures the quality of your ad by 

your click-through rate (CTR), the relevance of your 

keywords, the quality of your landing page, and your 

past performance on the Search Engine Results Pages. 

QS is a determining factor in your AdRank.

Cheatsheet
Google Ads

What is E-E-A-T?

& how to optimise your content for 

better rankings and experience

In summary

The SERP is a busy and ever changing 
space. Outside of normal website 
results, you may find a mix of the 
following: 

• Ads

• Maps

• Featured Snippets

• People also ask

• Sources across the web

• Alternative directories

• Related searches

 

Therefore, it is vital to: 

• Understand the landscape: Always 
look at the SERP to gain a full 
understanding of the opportunities 
and challenges for a given term

• Review the competition: If too 
competitive, you may need to 
consider alternative keywords to 
target and/or other channels to 
drive to the page

• Consider the Search Intent of the 
term: You may want to look at 
alternatives including longer-tail 
terms where competition is lower 
and intent is higher

• Look further than your website: 
Your Google Business Profile should 
be considered a key channel in your 
marketing mix for local searches

If you are looking for guidance 
on your digital strategy, 
including SEO, please do get in 
touch – we’d love to hear from 
you!

Related articles you may 
find useful: 

• Practical Tips for B2B SEO 
using Google’s E-E-A-T 
guidelines

• How to use Google Search 
Console for B2B marketing

• Bard Bungles B2B – 
Bing Better
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