&3 800-787-0497

Google Covh ioataloy o
Partner O

CONTENT, DODCUMENT and
KNOWLEDGE
Managameant

orld

Home Subscribe Arficles Topics

morevisibility
LEADERS IN SEARCH, DESIGN
& INTERACTIVE MARKETING

Partner

Industries  White Papers  Buyers' Guide Webinars Events KM Resources KM Awards  About

SAVE THE DATE! KMWORLD 2019 in Washington DC NOVEMBER 5 - 7, 2019

- - a .4 by
Behind the scenes in search Search KMWorld
Oct 31, 2018 |Keyword
Judith Lamont, Ph.D.

This article appears in the issue November/December 2018 [Volume 27, Issue 6] Connect

1 Lz 0 ] share G+ (@ sore HVE.

The importance of structuring information to make it findable is overlooked with surprising frequency,
whether the information is online or within an enterprise. Organizations struggle to set aside the time
and financial resources for this task. But without this commitment, corporate information will not provide
the value that it should. New solutions are emerging that help connect searchers with content, but
established principles also need to be followed.
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Search Technologies

Checkers is a popular fast food restaurant that offers drive-through and walk-up service to customers in Popular Articles

nearly 1,000 locations throughout the U.S. Providing accurate information online is critical to driving
traffic to the restaurant. Potential customers may use Google on their mobile devices for a general
search of “nearby fast food or may be asking, “Siri, what are the closest restaurants serving boneless
barbeque chicken?” As a result, a top priority for Checkers was to improve organic search.
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“We wanted to be sure that prospective customers could find us easily, and also get the correct location or hours of our UCB and Verint Release
restaurants,” said Jason Carrigan, head of digital marketing at Checkers. “Otherwise, they could end up looking at listings from Digital Health Assistant
Google and other search engines that did not have complete or accurate information.” About ene-third of the stores are company-  App

owned, with the remainder being franchises, so Checkers also wanted to manage the information centrally in order to ensure that it November 16, 2012

was consistent and up-to-date across its diverse locations.

Knowledge Management:
The company began looking for a product that offered the ability to store corporate information in a central location and facilitate  ©sing Design Thinking to
; } ) i Go trom Insights to

organic search. “We weighed the pros and cons of each product and looked at the technology, the quality of the support, and the 7=
road map of each company,” explained Carrigan. After considering several options, the company decided on the Yext Knowledge ., or o ns 501
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Engine from Yext, which helps manage online corporate information to ensure accuracy and branding consistency. .
2018 KM Promise Award
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ovember 19, 2013
Yext includes a cloud-based central platfiorm with a set of pre-formatted fields for the structured data that an organization is likely to
need in order to present basic customer-facing information. The database can be customized to add any other fields that the
organization needs. Yext has software integrations with Google, Apple Maps, Alexa, and others to feed these consumer services
with business information from Yext, so they can display the updated information to consumers.
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Checkers manages fields for store location, hours, menu items, special offers, and other information that reflect topics of interest to
prospective customers. “Updating information is easy when the data is all in one place,” noted Carrigan. Checkers also uses Yext
internally to track store information that is not customer facing. *Our employees can search for store features such as single or
double drive-through lanes and whether the store has updated to a new point-of-sale system,” Carrigan added. “It is helpful to
have operational data stored in the same place as our customer-facing data.”
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Kofax Enhances AI
Functionalities for the
Over time, Checkers plans to activate other capabilities of Yext. “We are building out the system incrementally,” Carrigan Digital Workforce

explained. “For example, we will be using the review tool in the future. This will allow us to analyze and respond to online Movember 21, 2018
comments. The role of a community manager will continue to evolve from just responding to online comments to managing

G University giv
reviews and ultimately owning/managing higher level knowledge about the brand on the intemet " i, e A

Oracle Cloud high marks
According to Carrigan, Yext has the right partnerships and technology to support Checkers' goals. “We picked the company e
because it has the vision and the ability to execute it ” Checkers has seen a significant impact from this deployment and is

confident that having its information organized and linked to online search engines will prove ta be the right path going forward.

Tips for Creating a
Culture of KM-Enabled
Change

ext has its roots in marketing and advertising. and its products and services have evolved along with the digital age. With the rise  Movember 05, 2018

of artificial intelligence and services such as Sin, Alexa, and Google Assistant, Checkers has seen “a huge shift” in how consumers Important Insights Into
interact with businesses, said Erin Jaeger, director of product marketing at Yext. “In the past, users might go to a company’s NOMe  Creating a People-Centric
page and look for information, but now, they are asking questlons like what time a store in a particular location is open. They're not u orkplace

getting links back anymore—they’re getting structured answers.” Jaeger sees this shift in how services display answers as a lovember 08, 2018

means to better meet consumer demand for information.

The philosophy espoused by Yext is for each company to provide its own information rather than relying on third-party services to
uncover the correct information on their own_ “We allow companies to structure their public-facing data, and then power it to the

places on the web where a consumer could look for that information,” Jaeger said.

Data can be entered using a centralized approach, as is the case with Checkers, or by individuals in different facilities. A
distributed approach works well if local managers have control over specific information for their stores, such as hours or local
menu items, which may vary from store to store. Yext also allows different levels of access by individuals who enter data into the
system.

Yext provides reports about how an organization's information shows up on partner sites, so it can be verified or corrected.
Organizations can also integrate Yext with other enterprise applications, such as business intelligence systems that can provide
analytics. For example, a customer can export data from Yext about how many phone calls they receive from Google Maps into
Domo, a data integration solution through which that data can be viewed along with analytics from other sources.

Voice search brings new challenges, highlights old issues

According to ComScore, which provides metrics on cross-platform consumer and audience behavior, 40% of adults use voice
search once a day. ComScore predicts that within 2 years, 50% of all searches will be done by voice. Google says that 20% of
searches are voice-related. The increased use of mobile devices is a major factor—typing on such devices is more difficult than on
a keyboard so voice is more convenient.

“Voice search is very different from keyword queries, said Khrysti Nazzaro, VP, brand strategy, at MoreVisibility. “Natural speech
patterns elongate query strings significantly. In addition, adjustments should be made in the keywords that are being leveraged.”
MoreVisibility is an online advertising company that specializes in SEQ, pay per click, and website design. The combination of
length and natural language in voice queries affects the way advertisers and webmasters should structure information for optimal
retrieval. “Content on the website should cover all the main questions,” advised Nazzaro, “so that Google can understand a
guestion even if it is formulated in different ways.”

The structure of the data is key to successful retrieval, particularly for natural language inquires. “The facts are not different based
on what service a consumer is using,” observed Erin Jaeger, director of product marketing at Yext, “but the search strategy may
be. We work with a lot of customers, asking them to describe their voice search strategy. As consumer services like Google and
Alexa evolve, the way the search services parse the natural ?language gueries will also evolve, but there will always be a need for
structured data.”

Given the context of voice queries, companies that want their websites to be found should develop concise pieces of content.
Keywords should reflect the conversational tone of voice queries so the content will be found. And, industry experts advise, in
order to be a match for such searches, content carried on a website needs to have a structured data markup that provides
equivalent detail.

Searching the site

If a prospective customer searching for a product or service arrives at a website, either by going directly to a particular site or via
organic search, the goal is to get the individual to the information that will help them achieve their objective. Some websites
operate entirely via links from one page to another or tabs at the top of the page. Others may offer faceted search, which presents
a list of choices based on a taxonomy, and generally offers filters that include a product’s price, color, brand, model, or other
descriptor based on the type of customer who would find that attribute of use in a buying decision. Companies typically offer onsite
search with a search box that allows the user to enter a query; however, those queries alone sometimes lack meaningful context.

The key to maximizing a positive search outcome is context. “If a user is searching the site of an industrial product manufacturer,
‘mold stripping” can mean many things,” said Seth Earley, CEO of EIS. “To a plastic manufacturer, it might mean breaking down an
injection mold. For that, certain tools would be needed. A maintenance company might need to remaove mold from a wall, and a
carpenter might be stripping paint off wooden trim, so they might need chemicals. Clues such as prior purchases or information
about the searcher's profession could help the system retrieve the right information.”

In order for this to happen, though, information about the product needs to be structured, stored, and accessible to various
enterprise systems. Ideally, onsite search should be integrated with enterprise systems that also help provide as complete a
picture of the user as possible. Being able to access other information helps to disambiguate queries: for example, knowing what
industry the searcher was from, could help narrow the options. This data provides additional “signals” to enrich the weak signal
that keywords alone typically provide.

In some cases, emerging technologies have served as a catalyst to promote a new lock at structuring content. “Chatbots are a
retrieval mechanism that forces enterprises to think about content and information,” said Earley. “If a baot is retrieving information
from a source, it has to be highly curated and have the right structure. The bot has to be able fo understand what the user wants,
which may require a semantic search, especially for more complex queries.”
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