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Google Analyfics | Acquisition > All Traffic > Channels

How do visitors find your welbsite?

Acquisition Behavior Conversions All Goals =
Default Channel Grouping
% New Pages / Goal
Bounce Rate Avg. Session Goal Completions
Sessions + Sessions Mew Users Session Durati Conversion Goal Value
Rate
75,195 49.37% 37,123 47.94% 1.18 00:02:46 27.15% 20,417 $468,150.00
% of Total: Ava for View % of Total: Ava for View Ava for Avg for View: Avqg for View: % of Total: % of Total: 100.00%
100.00% (75,195) 49.25% 100.25% (37,031) 47.94% View: 00:02:46 27.15% 100.00% (20,417) (5468,150.00)
{0.25%) {0.00%) 1.18 {0.00%) {0.00%)
(0.00%)

1. Organic Search 41,092 (54.65%) 62.08% @ 25,508 (62.71%) 47.79% 1.18 00:02:27 34.08% 14,003 (6250%) $320,810.00 (68.53%)
2. Direct 29,539 (39.28%) 31.96% 9,440 (25.43%) 47 71% 1.15 00:03:08 18.05% 5,331 (26.11%) | $122,695.00 (26.21%)
3. Referral 3,622 (4.82%) 47.54% 1,722 (4.64%) 49.42% 1.33 00:03:32 26.59% 963 (4.72%) $21,920.00 (2.68%)
4, Social 699 (0.93%) 50.64% 354 (0.95%) 56.37% 1.42 00:02:22 15.16% 106 (0.52%) $2,495.00 (0.53%)
5. Email 122 (0.16%) 25.41% 31 (0.08%) 43.44% 2.53 00:05:07 8.20% 10 (0.05%) $175.00 (0.04%)
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Google Analyfics | Behavior > Site Content > All Pages #

What content do visitors consume?

O ﬂ O

n Unique Avyg. Time on Bounce Rate
Page Pageviews P Shre P . Page Value
88,796 78,415 00:09:47 72122 47.94% 81.22% $5.28
% of Total: % of Total: Avg for View: % of Total: Ay for View: Avyg for View: % of Total:
100.00% (88,796) | 100.00% (78,415) 00:09:47 | 100.00%(72,122) 47.94% B1.22% 46.73% ($11.31)
(D.00%) {0.00%) (0.00%)
flearning_center/tool-test-google-t - _ . e : . e o
1 e e Hesripton-lengthis @ | 67,626 (76.16%) | 59,817 (76.28%) 00:17:02 58417 (81.00%) 48.54% 87.82%  $5.42(10268%)
2 iE] 3,716 (4.18%) 3017 (3.85%) 00:01:21 2624 (364%) 34.78% 34.12% $3.03 (57.38%)
3. ﬂ:j;‘éf!?;m”m” sample-content-d 5 | 3910 (418%) | 3562 (454%) 00:08:16 3,531 (490%) 53.36% 87.95%  $10.59(200.48%)
4, [learning centerftools-search-engi m | 4 934 1950y | 1578 @019 00:09:02 1,359 (1:88%) 33.38% 79.99%  $13.56(256.71%)
ne-simulator/
5. [learning_center/ @ 1,213 (1.37%) 970 (1.24%) 00:01:12 243 (0.34%) 31.95% 24.48% | $5.67(107.33%)

fotheweb.com




Analytics | Acquisition > Search Console > Landing Page

How does Google organic tfraffic perform by page?*

(available for 90 days only)

R Google Search Console it Conversions | AllGoals ~ | G 50gle Analytics
Landing Page o
rage BounceRate = L2993/ | goalCompletions e
Impressions ©~ ¥ Clicks CTR Position | | sessions Session Goal Value e i
Rate
670,436 17,468 2.61% 44 40,725 47.82% 1.18 13,848 $317,110.00 34.00%
% of Total: 100.00% % of Total Avg for Avg for % of Total Mg for View: Avg for % of Total: % of Total: 67.74% Avg for View:
(670,436) | 100.00% (17,468) View: | View: 44 54.16% (75,195) 47.94% View: 67.83% (20,417) ($468,150.00) 27.15%
2.61% (0.00%) (-0.27%) 1.18 (25.23%)
(0.00%) (-0.23%)
flearning_center/tool-test-google — S — —
1. -title-meta-description-lengths/ d= | 329,938 (49.21%) 13,152 (75.29%) 3.99% 40 | 31,015 (76.16%) 47.86% 1.15 | 10,192 (73.60%) $231,690.00 (73.06%) 32.86%
/learning_center/search-engine- P i e
2. marketing-tools/ = 62,260 (9.29%) 120 (0.69%) 0.19% 27 331 (0.81%) 84.59% 1.08 4 (0.03%) $65.00 (0.02%) 1.21%
/blog/2016/03/build-your-own-s
3. eo-reporting-dashboard-for-cliend® = 53,231 (7.94%) 68 (0.39%) 0.13% 48 136 (0.33%) 84.56% 1.21 4 (0.03%) $50.00 (0.02%) 2.94%
ts-management/
flearning_center/tools-search-en e e e P
4. gine-simulator/ = 22,916 (3.42%) 712 (4.08%) 3.11% 30 1,176 (2.89%) 32.65% 1.20 750 (5.42%) $17,150.00 (5.41%) 63.78%
/blog/2017/01/is-your-site-suffe
5. ring-from-the-most-common-tecd® 17,967 (2.68%) 100 (0.57%) 0.56% 57 162 (0.40%) 80.25% 1.27 2 (0.01%) $0.00 (0.00%) 1.23%
hnical-seo-problems/

tothewelb.com
% This report available when Google Search Console is connected to Google Analytics




Google Analytics | Conversions > Goals> Goal URLs

Are visitors taking the actions you want them to?

GDB; Dpltﬂl‘l Goal Option:

H Goal 7: Newsletter Subscribe
Goal 7: Newsletter Subscribe
Primary Dimension: Goal Completion Location

All Goals 27,647 Secondary dimension = Filter by URL > |7 Q| advanced | [ @ 2| 257
Goal 1: Contact Us Subrnission 15 o ek o - e oo Do (o e el tas)
Goal 2: Used Learning Center Tool 23,903
125 $1,875.00
Goal 3: PDF Download 2,859 . of Total: 100.00% (125) of Total: 100,00% ($1,875.00)
Goa! 4: phone Number C|ECk 25 1. /learning_center/tool-test-google-title-meta-description-lengths/ 80 (64.00%) $1,200.00 (54.00%)
Goal 5 Social Buttons 710 2. /learning_center/sample-content-document/ 19 (15.20%) $285.00 (1520%)
Goal 6: Chat Engagement 10 B S ooy W00 (mooy)
Goal 7: Newsletter Subscribe ’ 125 4. /blog/2013/07/seo-best-practices-for-optimizing-pdf-files/ 5 (4.00%) $75.00 (4.00%)
5. (entrance) 4 (3.20%) $60.00 (220%)
6. /2017-b2b-seo-lead-generation-training-workshop/ 3 (2.40%) $45.00 (z.40%)
7. /learning_center/ 2 (1.60%) $30.00 (1.60%
8. /services/increase-website-lead-generation/ 2 (1.60%) $30.00 (160%)
9. /learning_center/search-engine-marketing-tools/ 1 (0.80%) $15.00 (0.80%)
10. /learning_center/seo-glossary/ 1 (0.80%) $15.00 (0.80%)

Chart on right shows pages and their impact on a specific goal completion.
totheweb.com




Google Search Console (GSC)

#5

How does Google Organic perform for pages & queries?

Search Analytics

~ Clicks + Impressions " CTR  Position

* Queries Pages Countries

No filter = No filter = No filter =

Total clicks Total impressions Avg. CTR

16,833 623,611 2.7%
Queries

1 meta description checker

2 meta description tool L

3 meta description checker tool =

4 meta description length checker [

5 meta description tester =

6 totheweb

7 website content template [

Devices Search Type Search Dates
No filter = Web - No filter aﬁ Last 90 days -
Avg. position
47.4 Google Search Console
Clicks ¥ Impressions CTR Position
1,105 3,564 31% 1.7 »
253 1,319 19.18% 22 »
213 687 31% 1.4 »
205 2,139 9.58% 3.0 »
202 507 39.84% 1.5 »
201 275 73.09% 1.0 »
164 1,524 10.76% 48 »

Data is available for
90 days and then it
disappears.

Learn how to collect this
data for long-term review.

https://goo.gl/Tm5txA

fotheweb.com



https://goo.gl/Tm5txA

Google Analyfics | Acquisition > All Traffic> Referrals > Landing Page

Is your Referral/Social activity producing the results you want?

Primary Dimension: Source Landing Page Other =

Q, advanced | BH

Secondary dimension: Landing Page ~ | Sort Type: Default ~

Acquisition Behavior Conversions Goal 3: PDF Download ~
Source Landing Page
Sessions & Bounce Rate Pages / Avg. Session PDF Download (Goal 3 PDF Download (Goal 3 PDF Download (Goal
Session Duration Conversion Rate) Completions) 3 Value)
4 547 50.08% 1.35 | 00:03:25 1 85% 84 $2,100.00
of T Avg for View Avg v 3 A \ Avg for Vi » of Total: 4.38% (1,918) % of Total: 4.38%
1. shopify.com /leaming_center/tool-test-google-title & | gag (11 44%) 53.85% 114 00:02:39 2.88% 15 (17.86%) | $375.00 (17.86%)
: : -meta-description-lengths/ g z z SR : i CE e
2. mail.google.com /learning_center/tool-testgoogle-titie & | 369 (7 74 47.16% 1.20 00:02:36 0.28% 1 (19 $25.00 (119%)
-meta-description-lengths/
3. 123-reg.co.uk /learning_center/tool-test-google-title & | 550 (5 55, 46.00% 118 00:06:24 2.00% 5 (s95%) | $125.00 (595%)
-meta-description-lengths/
4. k2search.pl /learning_center/tool-test-google-title g | 559 (5 50, 44.80% 119 00:02:13 0.80% 2 (238%) | $50.00 (238%)
-meta-description-lengths/
i i /learning_center/tool-test-google-title & et {0 oo R
5. arturjablonski.con -meta-description-lengths/ 161 (3.54%) 57.76% 1.09 00:01:09 0.00% 0 (0.00%) $0.00 (0.00%)
6. |lfacebook.com /learning_center/tool-test-google-title & 112 (2.46%) 40.18% 113 00:02:32 0.00% 0 (0.00%) $0.00 (0.00%)

-meta-description-lengths/

totheweb.com




Google Analyfics | Acquisition > Social > Landing Page

Is Social activity driving sufficient traffic for the effort?

Or, go to Behavior > Landing Pages, add “Source” as Secondary Dimension to see all sources driving traffic fo landing pages.

Primary Dimension: Shared URL e—e
Secondary dimension: Source ~ Advanced Filter ON X edit H| @ - = | T
3 Avg. Session Pages /
Shared URL Source Sessions Pageviews Duration Sasalon
totheweb.com/learning_center/tool-test- . - ,,. 01"
L google-title-meta-description-lengths/ AREACELCOm L URAIE) £OR 00 Lot e Ll
totheweb.com/learning_center/tool-test- = -0 -
2. google-title-meta-description-lengths/ facebook.com 160 (14.53%) 200 (11.20%) 00:01:38 1.25
totheweb.com/learning_center/tool-test- G 09
g google-title-meta-description-lengths/ l.facebook.com 122 (11.08%) 139 (7.78%) 00:02:18 1.14
4. totheweb.com/ linkedin.com B7 (7.90%) 341 (19.09%) 00:03:18 3.92
5, totheweb.com/learning_center/tool-test- £ s 54 (4.90% 73 (4.09%) 00:01:29 1.35
* google-title-meta-description-lengths/ : w4-00%) T St :

Read: Stop All Social Media Activity (Organic) | Solve For A Profitable Reality

fotheweb.com



https://www.kaushik.net/avinash/stop-organic-social-media-marketing-solve-for-profit/

Google Analytics

Try this...

 |dentify your top 10 performing pages
based on page views this year.
Where is traffic coming from?

« What do you see in your analytics that
IS a concern on these pages?

« What content did you expect to
receive higher page views but didn’t?




See what Googlebot Sees

Crawl
your Site

Use Screaming Frog to crawl

your site the way Google does.

You can use this to prioritize
content to improve, to review
meta data, 404 errors, etc.

fotheweb.com Q



https://www.screamingfrog.co.uk/seo-spider/

Quick Win #3 | Create Awesome Blog Confent

Ensure each Google-indexed
page contains original, rich
content—with relevant keywords.

13



Quick Win #3 | Create Awesome Blog Content

Block Pages

NOINDEX: A meta robots NOINDEX element is usually a superior way
to block pages as they continue to be crawled but will NOT appear
iIN the SERPs. <meta name="robots" content="noindex">

CANONICAL: For pages with Query Strings and similar content, 301
redirect or use the canonical tag.

ROBOTS.TXT: Useful for directories you do not want crawlers to

INdeX. Note: crawlers can ignore robots.txt. Disallow simply suggests crawlers not go to a
location. Google can still show a blocked URL if it thinks it is relevant to the query.
totheweb.com




Understanding the Crawl + Keyword-to-Page Mapping

ScreamingFrog Excel

TOPIC + Primary
Keyword

Related Keywords

Title Tag

Description Tag Headings <H1> Headings<H2>

enterprise email

email filter

Email security
software

enterprise software
and other phrases

software block

security testing
software

Test the Security of Your
Email Software

Software Filtering blocks
Spam Intrusions

Test the Security of Your
Software

This is the best enterprise

software to test the security Enterprise Software Security Software Testing
of your software.

Software Filter Block 99% of
all Spam Intrusions

Get the most of your

software blocking software Software Blockers

Sample Description Tag L What's the Business Cost of
eenhiont Prevent Phishing Aftacks Phishing Attack?

fotheweb.com




Quick Wins to

Leads to your
Welbsite




Improve your
Homepage



Quick Win #1 | Improve your Homepage

IS your
homepage
a bouncer?

18



Quick Win #1 | Promote Important Content Above The Fold

SOURCE

B2B Screen Resolutions NN/g

1024 x 768 pixels or higher.

16

ABOVE THE FOLD

1 £

% of Viewing Time

BELOW THE FOLD

100 200 300 400 500 600 700 800 900 1000 1100 1200 1300 1400 1500 1600 1700 1800 1900 2000+
m Pixels from the Top fotheweb.com




Quick Win #1 | Improve your Homepage

Drive pbuyers 10
Services pages

More Products views = more leads.
Your homepage should serve as @
launch pad fo product pages.

Iil : | Check your site across all screen sizes:

20


http://quirktools.com/screenfly/

#1 | Improve your Homepage | Small Change — Big Benefifs

SCA LI x Powerful. Open. Flexible.
B | g B e n ef | TS Mo fen foen gt fele we fel Tnunl

Before
SCALIY romerts

Home | Company | Products | Services | Partners | News | Events | Contact Us

Linux email and calendaring
for the enterprise.

N R

Freedom of choice.
Freedom from lock-in.

Today's organizations, whether small, medium or large,
require reliable, full-function, cost-effective messaging.
Scalix's rich Linux email and calendaring solution works within
your IT infrastructure and offers zero-disruption migration.

€ scancoves Got powertil Sl Customers - B free evaluation software @ <2> linux email white papere]
QOutiook users a solid . Scalx Caze Study: Cty of
i bt and calendaring... Bicomington, N

Reduce costs.
Improve reliability.

Seamless migration.
No end-user disruption.

Love Linux?

calendar .
We've got mail.

experience ,,

Fed Hat and Scalix help
customer "regain control of IT

infrastructure *
b Tt redhat cem No compromise Linux amail and calendaring Scalix's customners raport 30-70% raduction Cross-platform integration blends with open
eieek Labs - functionality. Scalix Clients of Choice means in TCO. Industrial-strength scalability and and proprietary infrastructure, including
| S desktop-grade web email plus unegualed refiability reduces hardware requirements, Microsoft Exchange, Outlook and Active
News Outlook support. outages and administrative complaxity. Directory, to ansure a smooth transition.
% PC Magazine Product Review:
Free Scalix 9.0 Sealx 8.0 (PDF) (# Learn about Scalix's Clients of (# Read the City of Bloomington, (@ Learn about Scalix's integrated

PC Magazine, July 2004 Choice architectura. Indiana case study. massaging platform.

Evaluation Software

Sign up now for a free 60-day
evaluation of the latest Scalix
release,

Whether you have 250 or 250,000 users, you get
arich, full-function messaging solution with
zero disruption migration to Scalix on Linux.

Scalx Eazes Migration to Linux
for Emad and Calendaring with
Major Mewy Release

June 14, 2004

als

Contact Us =

Customers = News = Events =

Register

Why Scalix on Linux?

@ Freedom from lock-in.

@ Freedom from rising costs.

@ Freedom to use the email client and desktop of your choice,
# Freedom to preserva your investment in mail-related apps.
(# Freedom to migrate thousands of users—transparently.

Home | Company | Products | Services | Patners | Mews | Events | Cortact Us | Sitemap
@ Sealix Corparation 2003-2004. Al rights reserved

Events

Erterprize Email and Calendaring
on Linux —Scaix 9.0
Recorded Web Sarminar

Linusaiorld Expo
fugust 2.5, Moscone Center, San
Francizco, CA

Customer Case Study

Customer Case Study

Press Release, December 14, 2004

Press Release, December 1, 2004

Press Release, November 23, 2004

January 31-Feb 2, Burlingame, CA

February 14-17, Hynes Convention
Center

March 10-16 Hannover, Germany,
Hall & H3Y530

Request a free consultation from a
Scallx sales representative.

Jain the Scallx Partnar Network,

Request more information today!

fotheweb.com




#1 | Improve your Homepage | Small Change — Big Benefifs

Guide Your

Provide a clear path to
guide primary audiences.

 CLIENT LOGIN

| I O ; p ‘ E ( : ‘ ; OUR FOCUS OUR SERYICE COMPANY INFO NEWS & EVENTS CONTACT INFD

Before

6) RevenueScience

OUR FOCUS

OUR SERYICE COMPANY INFO NEWS & EYENTS CONTACT INFO 7 CLIENT LOGIN

Deliver the audience. Drive the revenue.

Want to help your online advertisers put the right campaign in front of the right
audience - everytime?

Then it is time ko explore the power of behavioral targeting. As the leader in behavioral targeting
for web advertising, Revenue Science helps drive increased revenue by bargeting the highest-
quality audiences, optimizing reach, and protecting customer privacy.

Deliver the audience. Drive the revenue.

Want to help your online advertisers put the right campaign in front of the right

audience - everytime?

Then i is time to explore the power of behavioral targeting, As the leader in behavioral targeting
for web advertising, Revenue Science helps drive increased revenue by targeting the highest-
quality audiences, optimizing reach, and protecting customer privacy,

Reach

audience.

B in the news B highlights B customer feedback
Orline Advertising and Privacy Survey ek here ko receive a complimentary
Shows Consumers Hold Strong Preference - whitepaper on "Behavioral Targeting: The
for Targeted Advertising, mors= Mext Generation”.

“sudience Search has provided Singapers
Airlires with precision targeting logic to mawmize

o " o the impact of our message and ko ensure that it
IMedia Connection Article:

Changing the Privacy Paradigm, more =

Revenue Sctience, Inc, And Trafficmac
Enter Partnership To Streamline
Inwventory Management in Behavioral
Targeting., more >

reaches the most sppropriste sudience, resulting
in greatly reduced adwertigng waste,”

-Kenneth Bright,
¥P of Marketing - Singapore Airlines

winfo@revenuescience.com | New York (645) 274-1170 | Seattle (425) 216-1700 | Site Map | Privacy

ONLINE PUBLISHERS

Serve ads to customers who are
most likely to buy.

Rewenue Science, Inc. And Trafficac
Enter Partnership To Streamline
Invventary Management in Behavioral
Targeting, more:

Automotive Leader Edmunds. com Selects

Revenue Science To Provide Full Range OF
Behavioral Targeting Services more =

»info@revenuescience.com | New York (646) 274-1170 | Seattle (425) 216-1700 | Site Map | Privacy

lick here to receive a complimentary
whitepaper on “Behavioral Targeting: The
Mext Generaoon”,

IMedia Connection Article:
Changing the Privacy Paradigm. more =

AGENCIES & MARKETERS

Deliver your brand messaging to
the target audience.

arm b

@harketWhtch

"y combining the behavioral and waorkplace
targeting capabilities of Rewenue Science

e Search service, we plan to offer

dwertisers a package For virtually any audien

they request,”

-Scot McLernon,
EYP of Sales % Marketing

fotheweb.com




Quick Win #1 | Improve your Homepage

Work Effort

On-Going testing of graphical elements for homepage
« Content: Typically in-house support.

» Graphics: Expect to start at $125+

One-Time fee to use Crazykgg:

* Free version
» Paid version starts at S108/annum fotheweb.com @




Quick Win #




Start

using
the keywords for
which you want
The page 10 rank.



Quick Win #2: Keywords, Keywords, Keywords

The Right Way 1o
Add Keywords 1o
Content

Include the primary keywords as a core
page theme along with its modifiers
and related synonyms, in a natural
manner within the content.




#2 | Topics

e | ToTheWeb

LEAD

GENERATION AL

BASED
MARKETING

9

fotheweb.com Q




Quick Win #2 | Optimizing Content with Keywords

How will you use
vour keywords?

* As a central focus of a page
* Title tags and Meta descriptions
* Body copy, headings and in <H> tags
* Within file names
* Internal links to another page on your site
* Within image Alf text.

28



Quick Win #2 | Distribution of Search by Word Length

SSSSSS

Take advantage

Keyword Length Distribution

of long-tail .

40

keywords :

26

to drive visitors ” . .
looking specifically :

fOI’WhOTYOUOffeI’ mOne Word ®Two Words mThree Words ® Four Words = Fiv

totheweb.com @



How do you find the
keywords?




Quick Win #2 | Distribution of Search by Word Length

Start by selecting keywords based on:

* Langudage your custfomers use
* Words customers talk about when describing a problem.

* Jopical relevance: Keywords associated with your
topic that typically co-exist on top-ranking pages.

* User intent - are visitors likely to convert?

* Search volume and competition - do buyers type or
speak these words in Google?

e Related phrases: variations and synonyms Q
totheweb.com



Quick Win #2: Keywords, Keywords, Keywords

Work Effort

One-Time writing effort to insert keywords info content:

« Typically in-house support.

« Keyword research can easily be done in-house

One-lime fee to update welbsite content:

« Low cost programmer or in-house resource

« Hire external resources from Upwork.com. e o @



Quick Win #



1InN5

Blogs can be the fastest way 1o
expand your digital footprint

tfotheweb.com



YOUR NEXT BLOG...



How 1o Measure
the effectiveness
of your

Use Data - Don’t Guess

36



Quick Win #3 | Create Awesome Blog Content

Acquisition

Evaluate your most effective
post and determine what is
contributing to its success:

Landing Page

Goal
Bounce Rate
ot + Conversion

) 2995 78.30% 3.31%
lGoogle Analytics ol Totsl: | vy forView: | Avg for View:

/blog/2013/07/seo-best-practices-for-optimizing-pd 1327 (44319 81.76% 414%
ffiles/ = ‘ ‘

« (Go to Analytics and find your top blog.
Look af the traffic graph for longevity trends
and then traffic by source, bounce, goals.

/blog/2017/01/is-your-site-suffering-from-the-most-

: 358 (11.95%) 77.65% 1.96%
common-technical-seo-problems/

/blog/2016/03/build-your-own-sec-reporting-dashbo ;.

ard-for-clients-management/ 263 (oA5%) B9I5% 253%

4 /blog/201 6/06/ten-quick-wins-to-immediately-impro

" ve-your-b2b-website-lead-generation-opportunities/ il BGLN LI

/blog/2016/10/which-media-channels-do-smart-b2b =
-marketers-use-to-drive-leads/ =

Behavior> Site Content> Landing page

totheweb.com Q

126 (4.21%) 78.57% 3.97%

« Go to Search Console and review the
keywords driving fraffic plus the CTR +
ranking position for the post.

« Use our free Google page simulator to see
how search engines see your page.




Quick Win #3 |Create Awesome Blog Content

Numibers supercharge measurement and help identify
missed opportunities - track in Google Search Console

URLS Clicks Impressions CIR Position

https://totheweb.com/learning_center/tool-test-google-title-meta-description-lengths/ 7630 145,872  5.23% 24

https://fotheweb.com/learning_center/sample-content-document/ 1621 12,939  12.53% 8
https://fotheweb.com/blog/2013/07 /seo-best-practices-for-optimizing-pdf-files/ 535 13,532 3.95% 29
https://totheweb.com/learning_center/tools-search-engine-simulator/ 495 13,961 3.55% 14
https://totheweb.com/pdfs/ToTheWeb-Keyword-Optimization-Guide.pdf 205 3,543 5.79% 58
https://totheweb.com/ 204 3,265 6.25%

https://tothewelb.com/learning_center/search-engine-marketing-tools/ 80 53,920 0.15%

Missed opportunity - high impressions - low clicks & click-through-rate




Quick Win #3 | Create Awesome Blog Content

There are many elements to consider when managing a B2B
website when the primary focus is on lead generation.

3 Most Common Mistakes

’ #1 - IGNORING A HIGH HOMEPAGE BOUNCE RATE
What is a homepage bounce rate?
It is the percentage of visitors that enter a site at the homepage and then leave without clicking a subsequent page. This
indicates more than half your homepage visitors are immediately leaving. You can't sell to them. They are gone!.

Is your homepage a bouncer? If your bounce rate is over 50%, you have a problem.

How Can you Improve User Experience?

What do Non-Bounce Visitors Click? You address a high bounce rate by understanding the user experience. What do
| wvisitors who continue on into the site click on?

To do this:

+ implement the low-cost heat mapping tool at CrazyEgg.com to reveal which page elements get clicked.

» Then experiment with new approaches to increase the click-through-rate. Using the CrazyEgg “heat map® display you can
easily identify elements of the page that are not receiving high click activity, The heat map provides the information you

They quickly scan a page.

Adapft your blog to the way
people read content.

fotheweb.com



Quick Win #3 | Create Awesome Blog Content

What should
people do next?

¢ B | Og S hCIV@ h ig h bOU nce 3 Mistakes That Wil Slash your Website #.eadGeneration
. Opportunities. Take the Po ERicHery Sames
rates - 75% and higher - cm e
correct for this outcome.

N1 .
SEE WHAT
_ u GOOGLEBOT
» Include an obvious call-to- . & T e
action related to the post.




Quick Win #3 | Create Awesome Blog Content

Finding Topics

Use BuzzSumo to identify topics
that have been popular in the
past in ferms of sharing.

Search for popular posts your
competitors have wriften.

A Free version is available.




Identify questions where there is an
to write the best

answer.

Then, create the most
answer

you can.

The dafta shows that on average

‘S



Quick Win #3 | Create Awesome Blog Content

Narrate i
blog posts "

For $19/post create blog podcasts -
and then take all the podcasts and
create an ifTunes channel.
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Build visibility
across platforms

Turn one blog into multiple assets

 Slideshare

* LinkedIn post

« Podcast + iTunes

* Infographic

+ Guest post @ ’ .
O (P |




Quick Win #3 | Create Awesome Blog Content

Checklist for blog review - use the data.

v Is the post in-depth, valuable and unique? Does it focus on the
challenges you solve? Will it have a long shelf life? Why is it relevant now?

v If you were Google, what phrases would you associate with the post?

v Is the post easy to read and scan? Does it use bullet points and

graphics? Does it break up long paragraphs and use sub-headings that
contain keywords?

v Does it include a strong CTA that people will see? Is it easy to share?

v Can it be repurposed? Does it lend itself to creating a podcast/slide
deck, LinkedIn post, infographic, or video? @




Quick Win #3: Super-charge your Blog Content

Work Effort

Include email list

Writing & Editorial Support Sign-ups as a

- In-House - 4-16 hours for in-depth posts. conversion goal
IN Google

Images Analytics.

- Stock images - $100 or use in-house services.
Welbsite Infegration
 Usually done in-house through a templafe.

» Technical stuff - cost depends on effort theweh.com @
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Quick Win #4. Create a Lead Magnet o Attract Buyers

ToTheWeb created a free search optimization tool. This ool
Is driving a continuing stream of high-quality visitors aft no
cost, year after year.

This tool drove 85,000 visitors since Jan 1. A checklist (in MS Word) drove 4,800.

April 2016 May 2016 June 2016 July 2016 August 2016  September 2016 October 2016 November 2016

fotheweb.com




Quick Win #4: Create a Lead Magnet to Aftract Buyers

Altract Buyers. Excite
your visitors by offering
something they value
— give it away for free!

49



Quick Win #4:. Create a Lead Magnet to Aftract Buyers

« Solve one big problem: make your tool
easy to use and understand.

Complicated, mulfi-page ROI tools Tools that solve o
don’t work problem are

more likely to be

» Provide instant results solving one shared on social
specific problem - preferably one that media and

people need regularly generate [inks.

fotheweb.com @

 Use this tool as a content offering for @
remarketing campaign.




What is a Good
Example of o




Quick Win #4:. Create a Lead Magnet to Aftract Buyers

» Templates, Worksheets, planners.
¢ Assessments and evaluations

« Online course/tutorial - by video - offering a 30-day
free trial

« Checklists, toolkits, samples and cheat sheefts
« Educational podcasts

» Best practice guides and benchmark reports
» Resource lists

o Software trials

totheweb.com @



Quick Win #4:. Create a Lead Magnet to Aftract Buyers

Examples of Tools

Useful: Hubspot Website Grader
« https://website.grader.com/
Frequent-Use Tool: ToTheWeb Title & Meta Tag Check

« hitps://totheweb.com/learning center/tool-test-google-title-meta-
description-lengths/

Re-Usable Sample: Bid Sketch Sample Proposal
« hitps://www.bidsketch.com/
Worksheet: Blog Tracking Customizable Template by ToTheWeb:

« hitps://goo.gl/Tnzzok totheweb.com @



https://website.grader.com/
https://totheweb.com/learning_center/tool-test-google-title-meta-description-lengths/
https://www.bidsketch.com/
https://goo.gl/Tnzz5k

Quick Win #4:. Create a Lead Magnet to Aftract Buyers

Work Effort

Simple tools that

One-lime project to create the tool: solve a problem

. Simple tool - estimate $500 - $2,500 are more likely 1o
e shared on

 Use Upwork to locate programmers. ol Fredis

One-Time fee to integrate info site:

« Medium cost depending on
complexity — or done in-house.

fotheweb.com Q
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Get serious on

emall marketing lists

Email conversion rates are higher than
from ofther B2B marketing channels.

26



Quick Win #5: Grow Your Email List

Add a scroll-tfriggered email sign-up
form on key pages of your site.

* Run a remarkefing campaign and drive
visitors back to an irresistible offer that is
only available providing an emaill

« Request an email in exchange for
selected, high-value content (ebooks,
gquides, efc.) that you will email fo them

* Provide awesome tools in exchange for
offering full access when prospects
provide their email.

Receive infrequent
updates from the pros.

Your Email Address

Get Started Today!

fotheweb.com Q




Quick Win #5: Grow Your Email List

Work Effort

One-lime project to design pop-up:
. Estimate free to $150.
One-Time fee to license or program pop-up:

« 39 Party SumoMe ListBuilder plugin:
$350/year

* Or, INn-house support.

Include emaill
list sign-ups as

a conversion
goal in Google
Analytics.

fotheweb.com Q
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Quick Win #6: Help a Report Look Like an Expert

Help a Reporter
Out (HARO) offers
a fast way fo gain
online exposure as
an expert

60



HARO connects journalists
with expert sources (you) to
meet journalists’ deadlines

When your content gets published it
builds links back to your site - and
Google notices!




Quick Win #6: Help a Reporter - Look Like an Expert

Think of HARO as offering FREE
advertising for your business in
exchange for a rather small effort.

Create a cheat
sheet of re-usable

« To quickly answer journalist requests, content and links
pull confent from your welbsite and to your photo &
then lightly edit based on journalists’ bio for quick
questions. follow-up.

* The more effort you put info
responding, the more often your

content will be published.
totheweb.com Q




Quick Win #6: Help a Reporter - Look Like an Expert

 HARO requests are time-sensitive. To be
considered, respond within hours of receiving
the journalist’s request. To support this time
crunch, create a cheat sheet of content
answers to draw from

* [t builds iInbound links: Every arficle ToTheWeb
provided to a journalist that was published
online linked back to our site from the
publisher’s site — at no additional cost!

fotheweb.com Q



Quick Win #6: Help a Reporter - Look Like an Expert

Work Effort

Monthly 3@ party charges:

Start a contest
with co-works to
award those who

« $19/month get the most
- Or go with the free version. g‘l?”gegfb
Monthly Maintenance: = Hf\R%, :

« Allocate 15 min a day for markefing
staff fo respond o enquiries

fotheweb.com Q
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Gather data with
Google’s
survey 1o0ol.

for a blog, article or
an Infographic.

66



Quick Win #7 - Take the Pulse of your Audience

Surveys are a fast way
to gather data for
content creation.

With Google Survey, get 500 survey
responses in less than 48 hours for
under $100. Try it now!




You supply the
questions -
Google provides



Quick Win #/7 - Take the Pulse of your Audience

Work Effort

Create the Survey B e
. audience groups
« Generally created by internal for the same
marketing staff. guestions.

Google Survey

» $50-$100 depending on number of
responses needed.

fotheweb.com Q
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The perfect audience - o
previous websifte visitor
you can

gle]]

appear where buyers are
reading

/]



Quick Win #8: Launch a Google Remarketing Campaign

Bring them back!

They visited your site once - now you m

can bring buyers back to your newest
content.

With remarkefing, you can show ads fo

people who have visited your welbsite or
wafched your Youlube channel.

It's very low-cost advertising.




Quick Win #8: Launch a Google Remarketing Campaign

Start with defining
who you will Target g SrEs

marketer’'s low-
Defermine the Pages You Will Tag cost way of
Are these current visitors who visited driving high-
high-value pages and never converted converting fraffic.
or did they only visit one select page?
totheweb.com @




Quick Win #8: Launch a Google Remarketing Campaign

 Tie Visitor Interests to Remarketing Content: Scparate
out content to deliver to different types of visitors; a
visitor on a product detfail page about search engine
markefing would not e remarketed with the same

content as a visitor to a blog about pay-per-click
advertising

» Create Ads. Stafic image ads work - but animated ads
work better. Don’t forget that you can easily test
different messaging and ad styles

 Establish the monthly budget. @
totheweb.com



Quick Win #8: Launch a Google Remarketing Campaign

Work Effort

Text and Image Ad Design

« Text ads typically written using an in-house writer
- Images for responsive ads - $150+

Google Campaign Set-Up & Ongoing Fees

¢ Source an authorized Adwords consultant on
Google or in Upwork.com

- Ad Fees: $100/mo + management fee . 6
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Quick Win #9: Tools to Improve Your Welbsite

Share it on
Twitter!

WordPress plugin - craft your own message.

Test your website for the most common technical SEO
porodlems. Get the 10-Point Audit Checklist. CLICK TO TWEET ¥

Free or make a donation:
https://wordpress.org/plugins/better-click-to-tweet/

fotheweb.com Q



https://wordpress.org/plugins/better-click-to-tweet/

Quick Win #9: Tools to Improve Your Welbsite

n 2 2 Yoast SEO Premium
I I O I O | E] @ Readability @ ppc, b2b marketin... + Add keyword

‘;: @ Snippet preview (7]

a B2B Search Engine Marketing Tools & Articles: Get Tips from the Pros

AVO i | O b | e O S WO rd P reS S p | u g i n ::se:::r::::: :::::::::::I:i!conversion strategies: Find tools & articles to
- SEO opftimization reminder.

optimize your site for lead generation and higher search engine rankings

0 @ & Editsnippet

Free + paid:
https://yoast.com/wordpress/plugins/seo/

fotheweb.com Q


https://yoast.com/wordpress/plugins/seo/

Quick Win #9: Tools to Improve Your Welbsite

SumoMe

Receive infrequent
updates from the pros.

Available as WordPress plugin

- Email list builder

- SEO sharing buttons

Free + paid:
hitps://sumo.com/pricing eilREEE e Q



https://sumo.com/pricing

Footer Pop-Up

to the web SRCE v CUEBNTS v ABOUTLS ¥ TOOLS & OUIDES » THE BLOG

Banner ‘e

How Will Your Customers
Find Yours?

-7

Successful Marketers Use Smart Tools

e

Website Lead Generation Poid Search Advertising (PPC) Search Engine Optimization
(or-Page SEO;

Cick (PPC

‘oulube and remarkoting
el
e crovte o sheody fiow of volfic

The true moasure of SEM perh

Available as Wordpress plugin
- Easy confent promotion -

Competitive Review

An
periormanc;
planning a

e =
£0 st

When would you rather discover a website problem? Now or Later?

Free?
hitps://wordpress.org/plugins/footer-pop-up-banner/



https://wordpress.org/plugins/footer-pop-up-banner/

Quick Win #9: Tools to Improve Your Welsite

NARRATION
by the Pros

- Easy way to create podcasts & Y
» 1 blog post narration = $19/ea yiTune:

SSSSS VOXSNAP.COM

O‘s @ Listen to this post: Is your Site Suffering from the Most
oo:00 @
totheweb.com Q



Quick Win #9: Tools to Improve Your Welsite

My Sources +
Tools

 Research, General Work: Omar Ahmed Rifayet

o https://www.upwork.com/fl/omarahmedrifayet
« Google Analytics Implementation: hussainm@marketlytics.com ($700) or try Upwork.
« Programmer Tool Creation + Wordpress: hitps://www.upwork.com/fl/sreev

- Improve Speed + Migrate to HTTPS: CloudFlare.com
totheweb.com @

- Minimize Image File Size (free): hitp://compressjpeg.com/


https://www.upwork.com/fl/omarahmedrifayet
mailto:hussainm@marketlytics.com
https://www.upwork.com/fl/sreev
https://www.cloudflare.com/
http://compressjpeg.com/

Where to Stari

It works better with a six-month opfimization plan.




Where to Start by John Hodges

T starts with great content

- Determine who your targeted audience is and
where they can be found online, preferably in
large numbers.

- Develop ideas for great content, tools, and/or
resources that your targeted audience would be
interested in but which can't be found on tons of

sites online.




Where to Start by John Hodges

T starts with great content

 Build that content, tools, and/or resources.
Don't cut corners.

* Notify those webmasters of sites in #1 to lef them
know your content/fools/resources exist and ask
them to share with their readers if they find it
useful/interesting. Even though | used email to notify,
10-15% of sites contacted linked to my site.




Infelligent
Keyword
Selection




Optimizing Content with Keywords

Prioritize
Content

Prioritize content to optimize starting with
the homepage and in the Products area.
(use the Crawl file + Analytics)

Your goal is fo improve the level of
engagement and interest in these pages
to reduce bounce rafes. (Use data)

Use Crawl data: identify content gaps.




Create Awesome Blog Confent

Write in-depth, technical posts focusing on the challenges you solve:
« Consider the topic and keywords for which you want to rank.
« Creafe content with a long shelf life.

« Use bullet points, graphics, break up long paragraphs and add sulb-
headings that confain keywords.

« Use BuzzSumo to find the best networks for your buyers.
 Make your posts easy to share.

 Include strong CTAs

* Repurpose, repurpose, repurpose

9 Quick Wins to Instantly Boost #B@B B (use WP Plugin: Better Click fo Tweet)
Website Lead Generation cLICK TO TWEgT totheweb.com 88



ldentify your

Be clear about your objectives with each page, understand
the data and get to work improving performance.

" S e




Fast Track Lead Generation

* |dentify what is and isn’t working;

Test

» Evaluate frends, set a baseline and against | 'dentity
problem

establish KPIs to monitor regularly; baseline
* Priorifize execution for changes.

« Analyze and test alternative | Fix problem
approaches with copy, offers and
design changes.

fotheweb.com @




Adobe ‘©Polycom
Convert your @

Visitors
We work with B2B companies

with lead generation challenges.




