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Don’t limit your searches to just a few keywords. Try the following tips and 
advanced features to improve the odds in favor of good results 
 

1. Think about “where information lives”. Who owns that information or is most likely to house it. Start there. 
2. Think synonyms. The #1 error of searchers is thinking too concretely. 
3. Work your search strings, rework them again and again…. 
4. Learn from previous search results; they can teach you to be smarter, more efficient searchers.   
5. Look for patterns in results; make connections. 
6. No one search strategy is “it”. 
7. No one advanced search feature is “it”. 
8. Google is unpredictable. Be very skeptical. 
9. Be persistent, be creative.  
10. Maintain an ongoing research audit trail. Document where you have been, what you have found, where it 

has led you. 
 

Advanced Google Search Features 
 

SYNONYMS (~) ï Place ~ in front of search terms to retrieve words with similar  

meaning.  
EXAMPLE: ~equity retrieves pages with matches to: stocks, investments, capital 
 

PHRASES (ñò) – Please phrases in quotes. 
EXAMPLE: ñglobal warmingò 
 

SITE SEARCHES - Think about where information “lives” and target specific URLs or organizations 
or specific domains. 
 

site: For example, census data comes from .gov web sites; look for academic information in .edu 

domains and association industry facts in .org. NOTE: To use site:, you must either enter the domain 
(edu) or the complete and correct URL (www.bls.gov). 
EXAMPLES:  
unemployment Georgia site:www.bls.gov 
~restaurant ~trends association site:org 
 

inurl: keyword occurs anywhere in the URL; very useful when you know the web site you want to 

search but do not know the exact URL.  
EXAMPLE: 
~asia "global warming" inurl:pew ï retrieves documents that discuss global warming in asia 
drawn from the Pew Charitable Trusts web site or other sites posting Pew content. 

 

AVOIDING CERTAIN URLs (-) 
You have the power to make sure that specific sites are not included in your search results. 
EXAMPLE: ñglobal warmingò ïinurl:wikipedia - will return results from any web sites except 
wikipedia 

 

FILE TYPES (filetype:) ï Think creatively about the format in which certain information might be 

found and build that into your search strategy.  
For example, financial data is often found in .xls or .cvs; presentations in .ppt; whitepapers in .pdf.  
You can also search for: doc, rtf.  Add filetype: to the end of your search:  
EXAMPLE: ~ethanol ~energy filetype:pdf 
 
 
 

 



 

 
NUMBER RANGES (..) ï search for a range of numbers or dates by placing .. between them.  

EXAMPLES: 
2000..2005 - retrieves 2000, 2001, 2002, 2003, 2004, or 2005.  
..31 - searches for numbers/dates less than 31 
31..  - searches for numbers/dates greater than 31. 
SAMPLE SEARCH: ~asia "global warming" ~impact ~health 2005..2007 
 

Handy Google Shortcuts 
Use Google’s search box to quickly retrieve frequently requested information. 
 

Definitions, Thesaurus, Encyclopedia Lookups 
¶ define: “Kyoto protocol” 

Stock Prices 
¶ stocks:ko – links you to a Yahoo! Finance KO stock page 

¶ stocks:ibm dell – links you to a Yahoo! Finance page containing information on both IBm 
and Dell stock pricing 

Currency Conversion 

¶ enter the conversion into the search box to use Google’s build-in currency converter 
o usd in gdp  

Book Search 

¶ books on “global warming” – retrieves Google Book Search (requires registration to use 
all features) 

 

Google Scholar 
¶ Subset of Google. 

¶ Includes: peer-reviewed papers, books, theses, abstracts, some popular sources. 

¶ If Emory owns it, “should” direct you to the full text. 

¶ Use Google advanced search features. 
Should I use Google Scholar? 
Can be useful for “dipping” into some of the more scholarly databases and beginning to gather 
articles and determine sources. However, it is not a substitute for searching specific eresources, 
such as EIU, Econlit, ABI Inform, Business Source Premier, Factiva, etc. Think of it as the 
difference between skimming the surface for a superficial look and driving beneath the surface for 
deeper and richer insights. 
 

Interesting New Search Engines 
 

SearchCrystal (www.searchcrystal.com) 
¶ visual results 

¶ web, images, video, news, blogs, mashup, Wikipedia 

Serph (www.serph.com) 
¶ social media metasearch engine 

o Del.icio.us, Flickr, You Tube, Technorati, and more 

¶ Seeking grass-roots opinions and comments 

¶ Be careful of bias 

Mahalo (www.mahalo.com) 
¶ Human screened links 

¶ Top 7, Background, Commentary & Criticism, Message Boards & Books 

Yahoo! Mindset (http://mindset.research.yahoo.com) 
¶ Filter “up” or “down” commercial. v. non-commercial sites 

 

http://www.searchcrystal.com/
http://www.serph.com/

