
If you run a small business website, especially in a specialist or regulated sector, you'll know that visitors often
arrive with messy, half-formed search queries. Sometimes they use language that doesn’t quite match your service
names or industry jargon. This mismatch can lead to confusion — and a visitor leaving before they even reach out.
So, how do you reduce that early confusion and turn browsers into enquirers? In this post, we’ll explore practical
strategies drawing on proven guidance from Google Search Central and real-world examples such as Releaf. Plus,
we’ll discuss the importance of clarity, site structure, and UX writing done right.

Understanding the Real-World Search Language
Visitors rarely come to your site using neat, exact-match keywords. Instead, they use natural language, often
mixed with regional terms, synonyms, or incomplete questions. For example, someone looking for a specialist clinic
might type “best stress help near me” instead of “psychological stress counselling clinic.”

Why does this matter? Because if your website's language and structure are only optimised for exact-match
keywords, you risk alienating or confusing visitors whose intent doesn’t match your chosen terms.

Case in point: The team behind Releaf — a site offering mental health services — has invested heavily in
understanding the messy language their audience actually uses. Instead of forcing visitors into strict taxonomy,
their homepage presents approachable, jargon-free language that speaks to common visitor questions and
feelings.

Intent vs Exact-Match Keywords

Google Search Central emphasises that focusing solely on keyword stuffing is outdated. Instead, you should aim
to satisfy the visitor’s intent. This means your content should address the underlying question or need that
brought someone to your site, not just echo the exact words they typed.

For example, if someone enters “how to reduce stress fast,” the intent is immediate relief or guidance, not a lecture
on stress theories. Your content (and meta descriptions) should align with this intent to reassure and engage
visitors immediately.



Homepage Clarity and Fast Reassurance
Your homepage is often the first impression—and in many cases, the first step visitors take before deciding
whether to contact you. Clear, purposeful wording here saves time and builds trust.

Headline clarity: Use simple, straightforward headings that answer “What do you offer?” instead of vague
marketing slogans.

Quick info snippets: Use concise summaries or bullet points to highlight services, eligibility, or benefits.

Reassuring tone: Show empathy and understanding. Real visitors want to feel you “get” their problem.

Visible contact options: Make phone numbers, enquiry forms, or chat links easy to spot from the first
screen.

This approach is backed by Google Search Central's helpful content guidance, which recommends creating content
first for people—not search engines—and clearly answering their needs.

Real example: How Releaf greets visitors

On the Releaf homepage, visitors are met with a friendly introduction about stress and anxiety support, followed
by clear next steps laid out in logical order. The language is plain English: “Feeling overwhelmed? Here's how we
can help.” Such clarity reduces hesitation or second-guessing.

Navigation That Follows Learning Order
Effective navigation helps visitors move through your site following the natural flow of their understanding and
interest. Instead of presenting a disorganised list of services or pages, organise your navigation to reflect how
people typically learn:

1. Explore the problem: What are they facing? Describe issues and symptoms.

2. See solutions: Outline your services or product options.

3. Understand benefits & eligibility: Who is it for and why?

4. Know what to do next: Clear CTAs (calls to action) such as enquiry forms or booking.



This creates a natural journey and reduces the mental load for visitors. It also cuts down on dead-end pages,
which frustrate users and kill conversions.

Keep menu labels descriptive and user-friendly

Here’s a pet peeve from my 12 years designing UK small-business websites: confusing menu labels. Terms like
“Solutions” or “Services” might sound neat internally, but do they resonate with your audience? Something simple
like “What We Offer” or “How We Help” usually works better.

From personal experience, testing menus on mobile devices reveals many usability issues that desktop views hide.
People want quick, easy access to what they need on a small screen. Make sure your menu structure is simple,
visible, and follows the visitor’s learning order rather than your business’s internal terminology.

Applying Mobile Usability Testing: An Informal, Task-Based Approach
Before signing off any page, it’s crucial to check how it performs on
https://cheapwebsitedesigner.co.uk/blog/designing-websites-for-complicated-search-queries-a-lesson-from-
specialist-healthcare/ mobile devices. The Google Search Central resource on mobile usability provides great
technical tips, but here’s an informal method that I recommend:

1. Put yourself in the visitor’s shoes: Pick a few realistic tasks, such as “Find out if you offer X service” or “Learn
how to contact the clinic.”

2. Test on your phone: Navigate the site literally as a first-time visitor would. Does the menu make sense? Is
the language intuitive?

3. Note moments of hesitation: Any confusion or dead-ends? Rewrite unclear headings or links.

4. Refine CTAs and contact methods: Are buttons easy to tap? Is contact info clearly visible?

This simple, task-based testing ensures your site communicates clearly under real-life conditions—especially on
mobile, where most visitors now land.

Summing Up: Key Actions to Reduce Confusion
Focus Area Action Steps Language clarity

Use plain English, avoiding jargon.

Match content to visitor intent, not exact keyword matches.

Homepage clarity

Use simple headings and reassurance.

Make contact options immediately visible.

Navigation structure

Follow the visitor’s learning order.

Use clear, descriptive menu labels.

Avoid dead-end pages.

Mobile usability

Conduct informal, task-driven phone tests.



Simplify interactions and reduce friction.

Further Resources and Credits
For those interested in digging deeper, the following resources are invaluable:

Google Search Central Helpful Content Guidance — for aligning your content with real user intent.

Releaf — an example of clear, user-friendly site structure and language.
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By focusing on clarity, user-focused site structure, and thoughtful UX writing, you give visitors what they truly
need: confidence to reach out and engage with your business.


