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How to Create Content
that Drives Qualified
Traffic and Leads at Scale

#wineweb



What we’ll cover today

Don’t start from scratch

Automate (& customize!) metadata

Write with reuse in mind (Modular content is your friend)
Remember: Published # final
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Don’t Start from Scratch.
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Find your potential champs



You don’t need 1,000 decent articles.

You need 100 great articles.
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300
Q Real-Time
150
I.. H
i@y Audience
=) ==} ==} =} =g (=} ==—{=} =1
- November 2016 - e December 2016 - - - January 2017 == =)
't’ Acquisition -
Primary Dimension: Search Query
Overview
Secondary dimension ¥ Advanced Filter ON i = = | &M
» All Traffic d I X | edit @Aﬂ__ _'-t_-_ T
» AdWords Search Query Average Position
v Search Console NEW -
20
Landing Pages vg for View: 22 (-7.46%)
Countries orbit media (2.33%) 2,759
how to promote an event (1.30%) 3,299
footer design (1.26%) 14,166
> Social how to market an event (1.04%) 1,725
» Campaigns . .
competitor analysis tools (0.86%) 10,641
B Behavior what to blog about (0.76%) 8,920
website footer (0.72%) 6,219
F Conversions )
seo best practices (0.71%) 11,593
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’ Primary Dimension: Search Query

[

i

Secondary dimension ¥ Q | advanced | @ | = | T = 0

O Real-Time

Include ~ Greater than ~ ’10

.'i’. Audience

2, Acoution Show me just the “page two” phrases
{ Include... Average Position... Greater than... 10

» All Traffic
» AdWords
Search Query Clicks V¥ Impressions - CTR Average Position
v Search Console NEW
S 168,751 4,606,446 3.66% 19
g Fag % of Total: 100.00% (168,751) % of Total: 57.60% (7,996,914) Avg for View: 2.11% (73.60%) Avg for View: 22 (-14.86%)
Countries
1. (not set) 110,639 (65.56%) 2,058,784 (44.69%) 537% 17
Devices
2. orbit media 1,355 (0.80%) 2,759 (0.06%) 49.11% 1.3
Queries
3. how to promote an event 754 (0.45%) 3,299 (0.07%) 22.86% 23
» Social
) 4. footer design 733 (0.43%) 14,166 (0.31%) 517% 3.8
» Campaigns
5. how to market an event 606 (0.36%) 1,725 (0.04%) 35.13% 1.1
E ESRice 6. competitor analysis tools 500 (0.30%) 10,641 (0.23%) 4.70% 3.1
) 7. whatto blog about 441 (0.26%) 8920 (0.19%) 4.94% 5.4
F Conversions
8. website footer 420 (0.25%) 6.219 (0.14%) 6.75% 23
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@ Real-Time

.'i’. Audience
't’ Acquisition
Overview
» All Traffic
» AdWords
v Search Console NEW
Landing Pages
Countries
Devices
Queries
» Social

» Campaigns

[0 Behavior

Primary Dimension: Search Query

Secondary dimension ¥

Search Query

how to get a lot of followers on twitter

web design for financial institutions

my rankings

web development company websites
utm url builder

utm bulder

what is an article spinner

keyword advice

how to increase website ranking in google search

website design illinois

Clicks

Advanced Filter ON X | edit

! ’ ’

of Total: 68.90% (168,751) % of Total: 43.60% (7,996,914) Avg for View: 2.11% (58.03%) Avg for View: 22 (3.59%)
5 (0.00%) 1,340 (0.04%) 0.37% 10
0.00% 10
. 4 0.00% 10

A list of phrases for which
. 5.26% 10

you almost rank high!

1.85% 10
0.00% 10
0 (0.00%) 130 (0.00%) 0.00% 10
0 (0.00%) 37 (0.00%) 0.00% 10
0 (0.00%) 17 (0.00%) 0.00% 10
0 (0.00%) 136 (0.00%) 0.00% 10

Show rows: Goto: | 1 1-100f 25216 @£ >

This report was generated on 1/26/17 at 8:57:03 PM - Refresh Report
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@ Orbit Media Studios




Create a Keyword List

Name your list (required)

Low Hanging Fruit

33 of 50 characters available

IFNCEGCAY OGN Upload CSV

Enter up to 750 keywords to your list.

Select Default Country

United States - en-US
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What’s ranking?

Google

user flow analysis

Web  Images  Videos  News  Shopping  More+  Search tools

About 240,000,000 results (0.49 seconds)

Analyze your data with the Users Flow - Analytics Help
support.google.com » Analytics Help » Help > Users Flow ¥ Google ~

See specific examples of how the Users Flow report can give you insights into your data.
... (This is different from applying a user- or session-based Segment, as ...

About the Users Flow report - Analytics Help - Google
support.google.com » Analytics Help » Help » Users Flow * Google

Once you have a general idea of how the Users Flow report works, read the Analyze
your data with the Users Flow article to see some specific ways to gain even ...

Build it with the user in mind: How To Design User Flow

g
User flow is the path you construct for users to convert. Design each step of your flow
with intention & watch traffic, leads & sales grow.

Images for user flow analysis Report images

More images for user flow analysis

termmology What are the dlfferenoes between user flows ...

... ¥ Stack v
Sep 27,2013 - Then. flow in UX denotes through the system. Meaning that the analysis
makes use of the system templates (either existing or those of the ...

Path Analysis in Google Analytics with Flow Visualization ...
cutroni.com » Home » Analysis ~

Oct 19, 2011 - Path Analysis in Google Analytics with Flow Visualization ... The new
reports show visitor flow through nodes, and where people drop out ..... Cross Device
Measurement and the User-1D - Universal Analytics: Now out of beta!

People also ask

What is the purpose of task analysis? 24
What is user flow in Google Analytics? v

User Flow Example - Adventures in UX - Cargo

Process: | worked out a text and a visual version of a hypothetical user's flow through
my app. The visual ... Skills: Task Analysis, User Flow, UML. Previous / Next ..

How to Use Google Analytxcs Vlsnors Flow Reports to ..

l... ¥ Search Engme Watch ~
Jun 7, 2013 - We all want our website to be unr friendly. But you don't get there without
constant analysis and optimization. Here's how the Visitor Flow ...

User Flow Analy5|s usmg Google Analytlcs Examples for ..

v Orbit Media Sludlos v
Seo 24,2015 - Websrle owners never ask. But user flow analysis is critical. Here's how
10 use Google Analytics to find your user flow, plus definition and ..

Introducing Flow Visualization - Analytics Blog
analytics.blogspot.com/.../introducing-flow-visuali... ¥ Google AnalyticsBlog ~
Oct 18, 2011 - Flow izing visitor flow ... Our design team
chose not to build individual “path analysis,” which can quickly ..

Searches related to user flow analysis
user flow tool user flow diagram tool
user flow definition user flow patterns
user flow vs user journey  user flow template

user flow google analytics

Goooooo gle >

1234567288910 Next
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GO gl user flow analysis

| |
o W I Web  Images  Videos
u About 240,000,000 results (0.49 seconds)

Analyze your data with the Users Flow - Analytics Help
support.google.com » Analytics Help » Help > Users Flow ¥ Google ~
See specific examples of how the Users Flow report can give you insights in|
... (This is different from applying a user- or session-based Segment, as ...

More ~ Search tools

user flow analysis

About the Users Flow report - Analytics Help - Google
support.google.com » Analytics Help » Help » Users Flow * Google ~

Once you have a general idea of how the Users Flow report works, read the Analyze
your data with the Users Flow article to see some specific ways to gain even ...

Build it with the user in mind: How To Design User Flow

g
User flow is the path you construct for users to convert. Design each step of your flow

u
with intention & watch traffic, leads & sales grow.
Images for user flow analysis Report images u I l e n I a n I n g
2 3 T s o ; = L ]
More images for user flow analysis [ |

terminology - What are the dlfferenoes between user flows ..

ux ... » Stack -
Sep 27,2013 - Then. flow in UX denotes through the system. Meaning that the analysis
makes use of the system templates (either existing or those of the ...

Path Analysis in Google Analytics with Flow Visualization ...
cutroni.com » Home » Analysis ~

Oct 19, 2011 - Path Analysis in Google Analytics with Flow Visualization ... The new
reports show visitor flow through nodes, and where people drop out ..... Cross Device
Measurement and the User-1D - Universal Analytics: Now out of betal Je—

People also ask User Flow Analysis using Google Analytics: Examples for ...

xha‘ sl P:""’_se;“"s“ i"a'ysfs?o www.orbitmedia.com/.../user-flow-google-analytics/ ¥ Orbit Media Studios ~
TR B PR Sep 24, 2015 - Website owners never ask. But user flow analysis is critical. Here's how
D to use Google Analytics to find your user flow, plus definition and .

Process: | worked out a text and a visual version of a hypothetical user’s fl
my app. The visual ... Skills: Task Analysis, User Flow, UML. Previous / Ni

How to Use Google Analyt:cs Vlsnors Flow Reports to ..

com/..../h google l... ¥+ Search Engin
Jun 7, 2013 - We all want our website to be user friendly. But you don't get t
constant analysis and optimization. Here's how the Visitor Flow ...

User Flow Analysus usmg Google Ana!ytlcs Examples for .
v Orbit Media Studlos

Sep 24,2015~ Wabsv(e owners never ask But user flow anulysl' is critical. Here's how
1o use Google Analytics to find your user flow, plus definition and .

Introducing Flow Visualization - Analytics Blog
analytics.blogspot.com/.../introducing-flow-visuali... ¥ Google AnalyticsBlog ~
Oct 19, 2011 - Flow visitor flow ... Our design team
chose not to build individual “path analysis,” which can quickly ..

Searches related to user flow analysis
user flow tool user flow diagram tool
user flow definition user flow patterns
user flow vs user journey  user flow template

user flow google analytics
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Potential champions: Re-write & re-launch

Rewrite the article with more depth/detail
~ocus on a more specific keyphrase/topic
Link from these to “falling stars”

L.aunch and promote again

@ Orbit Media Studios #Hwineweb



Find your falling stars



Tracked Keywords Overview O [ ExportCsV v

1-40f4
- L] L]
The rank is slipping!

Keyword | — ank't A1 URL Optimize *
internal linking best practices < . .

i,)' Y National Lz V2 https://www.orbitmedia.com... &

NOE poOsts
internal linking ( blogposts ) National r #5 V1 https://www.orbitmedia.com... &
internal linking SEO ( blogposts ) National #9 Vé https://www.orbitmedia.com... &
internal linking seo ( blog posts National #10 - https://www.orbitmedia.com... &
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©® Pageviews

2,000
1,000 Apr 12, 2020 - Apr 18, 2020
® Pageviews: 213
IEEEE/IEEEEEEIIIEIIEEEEEEE pu EEENIENEENIEEEEEEEEEEEEEEIIE EEEEEEEENEEENIENENEEEEEEENTNTINSENIEENNSEEIENNIEEEIST IENENEEERIEEEERINIENT
e 2016 o il amnm 5018 L[ Jaaamae= wis

v

Primary Dimension: Page Other =

Traffic has dropped

Secondary dimension ¥ Sort Type: Default «

in recent months! [ # @ =

Uniq g Bounce Rate
Page Pageviews g Paietiens Page Entrances % Exit
96,209 89,540 00:05:01 85,353 85.87% 85.56%
% of Total: 1.30% % of Total: 1.35% Avg for View % of Total: 1.58% | Avg for View: | Avg for View:
(7,383,617) (6,617,400) 00:02:55 (5,414,945) 82.41% 73.34%
(71.72%) (4.21%) (16.67%)

| 1. /blog/website-launch-checklist/ & 96,209(100.00%) 89,540(100.00%) 00:05:01 85,353(100.00%) 85.87% 85.56%



4 Home Secondary dimension ¥ Q, advanced

» 8% Customization

Search for the page.

Acquisition Conversions All Goals ¥
REPORTS Landing Pege Average BounceRate | Po0SS/ Goal Goal
Impressions ¥ Clicks CTR Position  geesions Session  Completions 4 valye Conversion
» © Realtime Rate
B adence 8,634,475 84,077 0.97% 30 85894 8579% 1.19 264  $264.00 0.31%
- % of Total. 100.007 % of Total Avg for Avg for % of Total View Avg for % of Total % of Total Avg for
(8,634,475) 100.00% (84,077) View View 73.64% (116,641) % View 39.40% 39.40% ($670.00) View
S2% 0.97% 30 132 (670) 0.57%
v > Acquisition (0 (0.00%) (-9.86%) (-46.49%)
Overview 1. él-);?\?s/-[ @ | 1,555,648 (18.02%) | 7784 (0.26%) 0.50% 11| 7078 (s24%) 90.45% 106 2 (076%)  $2.00 (076%) 0.03%
» All Traffic =
2. /blog/i (L 988,308 (11.45%) 2,878 (342% 0.29% 40 2990 (3.48%) 87.02% 112 | 6 (227%) | $6.00 (2.27%) 0.20%
» Google Ads
3. /blogh @ 526376 (6.10%) 8,538 (1015%) 1.62% 11| 8715 (10.15%) 90.04% 107 | 14 (530%)  $14.00 (530% 0.16%
v Search Console r-and-v
Landing Pages 4. /blog/s & | 491,906 (5.70%) @ 1,073 (1.28%) 0.22% $2 | 1,158 (1.35%) 85.23% 121 | 5 (1.89%) | $5.00 (1.89%) 0.43%
Countries 5. ;’;‘;"%’l: @ | 336752 (3.90%) | 13,079 (1556%) 3.88% 88 12859 (1497%) 91.09% 108 8 (303%) $8.00 (302%) 0.06%
Devices -
Y 6. / & 249,371 (2.89%) 1,098 (131%) 0.44% 41 1,520 (1.77%) 41.51% 294 59 (2235%) $59.00 (2235%) 3.88%
Queries =
7. /blogh WL 224,572 (2.60%) 1,839 (219%) 0.82% 39 1,987 (2.31%) 87.77% 1.21 5 89%) $5.00 89%) 0.25%
» Social
8. /;"°9’? @ | 216,130 (2.50%) | 1,750 (2.08%) 0.81% 18 1,688 (197%) 67.77% 140 | 4 (152%) | $4.00 (1.52%) 0.24%
» Campaigns u
e R 9. /servic @ 188,068 (218%) 249 (030%) 0.13% 34 243 (0.28%) 65.84% 208 0 (0o00%) $0.00 (voow) 0.00%
. . BETA
2, Attribution 10. /blog/c @ | 186,115 (2.16%) 128 (015 0.07% 49 115 (0.13%) 86.09% 130 | 0 (0.00% @ $0.00 (0.00%) 0.00%
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ff Home Secondary dimension ¥ | Q  advanced
» B¥ Customization
u+ Acquisition Behavior Conversions All Goals ¥
REPORTS Search Query Average Goal
. impressions = ¥ Clicks CTR Position Sessions  Bounce Rate s"°°'l / m:"‘l' Goal Value Conversion
» O Realtime
Sie adenes 1,555,648 7,784  0.50% 11 7,078 90.45%  1.06 2 $2.00 0.03%
% of Total: 18.02% % of Total Avg for View Avg for % of Total Avy View Avg for v % ( ot Avg for
0.97 3 5.075 0 0.30% (6

(8,63 9.26

(84,077)

1,475) View: 30 6.07

(1 1(;"43.«1 1)

v 2 Acquisition

1. profile picture

Overview
» All Traffic 2. profile pictures
» Google Ads 3. profile pic

~ Search Console 4. cool profile pictures A" the page queries With impreSSionS

e and clicks, so you can better target.

Queries 8. Dbest profile picture

» Social
9. profile photos

» Campaigns
10. profile picture ideas

@ Orbit Media Studios Hwineweb



Falling Stars: Improve the page

e Add related keyphrases, Q&A, semantic phrases
e Add detail, quotes, examples, images, video, etc.
e Link to these from “potential champions”

@ Orbit Media Studios #Hwineweb



Find your best mousetraps



Conversions > Goals > Reverse Goal Path

}0 Acquisition
B Behavior

[ Conversions

A Goals

Overview

Goal URLs

Reverse Goal Path

Funnel
Visualization

Goal Flow

v Ecommerce

Multi-Channel
Funnels

v Attribution

Q Discover

£ Admin

Explorer
Goal Completion Location
1. /sticky-newsletter-thank-you/
2. /sticky-newsletter-thank-you/
3. /sticky-newsletter-thank-you/
4. /sticky-newsletter-thank-you/
5. /sticky-newsletter-thank-you/
6. /sticky-newsletter-thank-you/
7. [Isticky-newsletter-thank-you/
8. /sticky-newsletter-thank-you/
9. /sticky-newsletter-thank-you/
10. /sticky-newsletter-thank-you/
11. /sticky-newsletter-thank-you/
12. /sticky-newsletter-thank-you/
13. /sticky-newsletter-thank-you/
14. /sticky-newsletter-thank-you/
15. /sticky-newsletter-thank-you/

The pages they were reading...

...before they converted this many times

Goal Previous St 1

/blog/blogging-statistics/
/blog/website-footer-design-best-practices/
/blog/improve-google-rankings/
/blog/web-design-standards/
/blog/website-competitive-analysis-tools/
/blog/how-to-write-testimonials-examples/
/blog/email-signup-forms/
/blog/web-design-tips/
/blog/how-to-market-an-event/
/blog/seo-best-practices/
/blog/website-navigation/

/blog/website-launch-checklist/

/blog/what-is-google-tag-manager-and-why-se-

it/
/blog/content-marketing-metrics-to-track/

/blog/google-analytics-url-builder/

Goal Previous Step - 2

(entrance)
(entrance)
(entrance)
(entrance)
(entrance)
(entrance)
(entrance)
(entrance)
(entrance)
(entrance)
(entrance)

(entrance)
(entrance)

(entrance)

(entrance)

mpletions
Step-3 S E ¥

(not set) 95 (3.60%)
(not set) 74 (2.80%)
(not set) 70 (2.65%)
(not set) 67 (2.54%)
(not set) 61 (2.31%)
(not set) 55 (2.08%)
(not set) 52 (1.97%)
(not set) 52 (1.97%)
(not set) 46 (1.74%)
(not set) 42 (1.59%)
(not set) 40 (1.51%)
(not set) 37 (1.40%)
(not set) 37 (1.40%)
(not set) 33 (1.25%)
(not set) 30 (1.14%)

Hwineweb
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Behavior > Site Content > All Pages

» > Acquisition Secondary dimension ¥ | Sort Type: = Default ~ Q advanced BH @ | = | T T
> B Behavior Pageviews w9 Toeos | e R Page Value
Overview
, 590 962 541 91 0 §00:03: 26 465490 83.41% 78.77% $0.01
Behavior Flow o of .th otal Avg for View % of Total Avg for View Avg for View % of Total

100.004 mu 00 00:03:26 100.00% 83.41% 78.77% 100.00% (S0.01)

2 580 %'}, 91 (0 "l';'"'» 465,490) (0.00%) (0.00%)
« Site Content (590, ) (541,910) (0.00%) (465,490) 0.00%) (0.00

All Pages

Content Drilldown

/blog/how-to-write-testimonials-e I % Fa 06
xamples/ i ¥ 48,653 (8.23%) § 46,003 (849% 00:06:0

O

O

[olog websitefooterdesignbest o | sg 742 e5ew) | 36267 00w | o0osd THE UNique pageviews |
flog wihatie googletagmanage @ | 37,009 (6.26%) | 35465 (650 wod t0 each of those pages |

/blog/improve-google-rankings/ & § 30,532 (5.17%) || 28,867 (5.33° 00:06:4

Landing Pages

Exit Pages

» Site Speed

» Site Search /blog/perfect-profile-pictures-9-tip @ T oy ria i -
s-plus-some-research/ & 25,176 (4.26%) §] 23,893 (44 00:07:15 23,856 (512%) 90.39% 94.47% <$0.01 (276%)

» Events
/ @ H 22,019 (3.73%) § 19,043 (351% 00:01:49 16,323 (351%) 49.23% 48.77%  $0.03(206 83%)
» Publisher
/blog/website-navigation/ PN 17,474 (2.96%) § 16,018 (296% 00:05:44 15652 (336%) 84.54% 86.53% <$0.01 (17.01%)

Experiments
/blog/seo-best-practices/ 7 N 16,688 (2.82%) f 15174 (280% 00:04:21 14,590 (313%) 79.36% 81.35% <$0.01 (27.21%)
» M Conversions
/blog/media-pitch-examples/ PN 16,477 (2.79%) § 15441 (285%) 00:08:36 15416 (331%) 90.28% 93.45% <$0.01 (7.49%)

Q i
Wi RN /blog/ # | 12011 o3%) | 9,050 (167 00:01:15 4790 (103%) 47.05% 3244%  $0.05(422 43%)

8 Admin ﬁ}”°9’9°°9'e'3”3'y“°5'“”'b”"de 11,749 (1.99%) [ 10976 (2032 00:02:14 10341 (222%) 66.84% 67.73% <$0.01 (27.08%)

]| He el el ey e iep el (s] e

/blog/how-to-market-an-event/ & 9,929 (1.68%) 9,328 (1.72%) 00:07:42 9,296 (200%) 89.72% 92.18% <$0.01 (8.85%)
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A B C D E

1 Page Pageviews Newsletter Subs Conversion Rate

2 /blog/email-signup-forms/ 4,098 39 0.95%

3 /blog/free-seo-advice/ 3,367 27 0.80%

4 /blog/blogger-trends/ 6,434 49 0.76%

5  /blog/how-to-start-a-blog/ 2,400 18 0.75%

6  /blog/great-writing-higher-search-rankings/ 2,354 14 0.59%

7 Iblog/web-content-checklist-17-ways-to-publish-better-c 2,818 13 0.46%

8  /blog/questions-to-ask-your-homepage/ 4,157 19 0.46%

9  /blog/how-to-research-keywords-tips/ 5,190 21 0.40%

10 /blog/social-media-seo/ 4,065 15 0.37%

11 /blog/lead-generation-website-practices/ . )

12 Ibloglremove-from-your-site/ Move everything into a spreadsheet
13 /blog/writing-headlines/ .

7 S ——————rsy and manually do the calculation...
15 /blog/email-into-high-ranking-articles/

16 /blog/neuromarketing-web-design/ %{j
17 /blog/how-to-setup-google-analytics/

18 /blog/seo-best-practices/ 18,697 52 0.28%

19 /blog/what-to-blog-about/ 8,707 24 0.28%

20 /blog/content-promotion-strategy/ 3,318 9 0.27%

21 /blog/ways-to-improve-your-website/ 14,681 37 0.25%

22 /blog/content-marketing-mission-statement/ 3,621 9 0.25%

@ ( 23 /bloglincrease-website-traffic/ 7,667 19 0.25% ineweb




Untitled spreadsheet - Google X

C (6 https://docs.google.com/spreadsheets/d/113nn4D3xa2dvy_Ox3yZh1FnLU2HxVq5q8EOf4timHpl/edit#gid=0
Untitled spreadsheet
File Edit View Insert Format Data Tools Add-ons Help
~ ~ & T 100% - $ % .0 .00 123- : H =-1-lv-
i Do more with Sheets
fx E +| Looking for even more
Sheets features? Get a few
A B add-ons. G H '
1
B}

© oo N oo o H» W N

- | e | - | -
A O N =~ O

a
n

Get add-ons...



Untitled spreadsheet - Google X

& /ﬁ https://docs.google.com/spreadsheets/d/113nn4D3xa2dvy_Ox3yZh1FnLU2HxVq5q8EOf4timHpl/edit#gid=0 @ ﬁ) B @ 50 G [

A

G

File Edit View

Insert

Format

Data

Tools

Add-ons

Help

Add-ons

All ~

Flubaroo

Search add-ons

Google Analytics

Access all of your Google Analytics
data in Google Spreadsheets.

W Power Tools
569,800 users

s Uertexyz:
Template Gallery

DEAEBO

Template Gallery

=

v
YetAnotherMailMerge

Yet Another Mail Merge




Conversion Rate Per Post - Go X

C (ﬂ https://docs.google.com/spreadsheets/d/113nn4D3xa2dvy_0Ox3yZh1FnLU2HxVq5q8EOf4timHpl/edit#gid=0 O} ﬁ) B & 0 6

Conversion Rate Per Post [
File Edit View Insert Format Data Tools Add-ons Help Allchanges saved in Drive

“~ ~ & T 100% - $ % .0 .00 123- Document add-ons B 7 s A & H = -

-

=

Google Analytics > Create new report

A B G |
1 . Get add-ons... Run reports
2 Manage add-ons... Schedule reports
3
4 Help
5
6
7
8
9
10
11
12
13
14

=
&3]



& (ﬁ https://docs.google.com/spreadsheets/d/1VPpgTNCCPAoOpFywteOcynjoPDyB54aeg5LYhSmeljA/edit#gid=0 @ ﬁ) [ S &6 @ g = Q 6

Conversion Rate Per Post Demo 0O ~ B @

File Edit View Insert Format Data Tools Add-ons Help Allchanges saved in Drive

~ ~ & P 100%x - $ % .0 .00 123- Arial . 10 - B I 5 i A Create a new report X

ﬁ( 1) Name your report
i i “ ° - . = 2 Name
| | Name of the report? Conversions == conersions
2
2 2) Select a view
. Where to get the data? rocount
: Account | owitedicom :
; Property
9 Property _) https://www.orbitmedia.com 4
10 View

O

g View by, Orbit Media

3) Choose configuration options

15 Metrics
s 3 o ﬁ x .
. Which metric? Goal Completions SN
12 Dimensions
20 Which dimension? Goal Previous Step | x coal Previous step- 1

« | » Dimensions Reference



Conversions > Goals > Reverse Goal Path

}0 Acquisition
B Behavior

[ Conversions

A Goals

Overview

Goal URLs

Reverse Goal Path

Funnel
Visualization

Goal Flow

v Ecommerce

Multi-Channel
Funnels

v Attribution

Q Discover

£ Admin

Explorer
Goal Completion Location
1. /sticky-newsletter-thank-you/
2. /sticky-newsletter-thank-you/
3. /sticky-newsletter-thank-you/
4. /sticky-newsletter-thank-you/
5. /sticky-newsletter-thank-you/
6. /sticky-newsletter-thank-you/
7. [Isticky-newsletter-thank-you/
8. /sticky-newsletter-thank-you/
9. /sticky-newsletter-thank-you/
10. /sticky-newsletter-thank-you/
11. /sticky-newsletter-thank-you/
12. /sticky-newsletter-thank-you/
13. /sticky-newsletter-thank-you/
14. /sticky-newsletter-thank-you/
15. /sticky-newsletter-thank-you/

The pages they were reading...

...before they converted this many times

Goal Previous St 1

/blog/blogging-statistics/
/blog/website-footer-design-best-practices/
/blog/improve-google-rankings/
/blog/web-design-standards/
/blog/website-competitive-analysis-tools/
/blog/how-to-write-testimonials-examples/
/blog/email-signup-forms/
/blog/web-design-tips/
/blog/how-to-market-an-event/
/blog/seo-best-practices/
/blog/website-navigation/

/blog/website-launch-checklist/

/blog/what-is-google-tag-manager-and-why-se-

it/
/blog/content-marketing-metrics-to-track/

/blog/google-analytics-url-builder/

Goal Previous Step - 2

(entrance)
(entrance)
(entrance)
(entrance)
(entrance)
(entrance)
(entrance)
(entrance)
(entrance)
(entrance)
(entrance)

(entrance)
(entrance)

(entrance)

(entrance)

mpletions
Step-3 S E ¥

(not set) 95 (3.60%)
(not set) 74 (2.80%)
(not set) 70 (2.65%)
(not set) 67 (2.54%)
(not set) 61 (2.31%)
(not set) 55 (2.08%)
(not set) 52 (1.97%)
(not set) 52 (1.97%)
(not set) 46 (1.74%)
(not set) 42 (1.59%)
(not set) 40 (1.51%)
(not set) 37 (1.40%)
(not set) 37 (1.40%)
(not set) 33 (1.25%)
(not set) 30 (1.14%)
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Conversion Rate Per Post Demo B ~ 8 e

File Edit View Insert Format Data Tools Add-ons Help Allchanges saved in Drive

~ ~ & T 100x - $ % .0 .00 123- Arl - 10 - B I SA o HBEE-Z=Z-L-I3-V-
ﬂ,
A B | c . D . E ' F
2  Report Name Conversions
3 ViewlD 4239547
4 Start Date 150daysAgo
5 End Date yesterday
6 _ Metrics ga:goalCompletionsAll
7 'Dimensions ga:goalPreviousStep1
8  Order
9  Filters
10 Segments
1 Limit 10000
12 Spreadsheet URL
. 13 Skip Report https://develo...dsheet-add-on [/
MY For help with this add-on: https://developers.google.com/analytics/solutions/google-analytics-spreadsheet-add-on
19
20
21

22

Report Configuration -~ ' Sheet1 - Explore | <

+
1]




Conversion Rate Per Post Demo [ ~ B g

File Edit View Insert Format Data Tools Add-ons Help Allchanges saved in Drive

~ ~ & T 100%x - $ % .0 .00 123- Documentaddons B 7 & A & H 38 - =- L-|»- Y- - N
ﬁ( ” . i Google Analytics = Create new report ' = =
S— Supermetrics B Run reports
1 hedule reports _
2 Report Name Conversions Get add-ons... >
3 View ID 4239547 Manage add-ons... Help
4 Start Date 150daysAgo
5 End Date yesterday
6 Metrics ga:goalCompletionsAll
7 Dimensions ga:goalPreviousStep1
8  Order
9  Filters
10 Segments
1 Limit 10000
12 Spreadsheet URL
. 13 Skip Report
MET For help with this add-on: https://developers.google.com/analytics/solutions/google-analytics-spreadsheet-add-on
19
20

21

29

-+
][

Report Configuration - | Sheet1 - RA Explore <




“ o~ & P 100%x - $ % .0 .00 123-  Arial v 10 . e 23 Create a new report b4

Jx 1) Name your report
A ] C D
. Name

i o fauation Ope Name of the report? Pageviews Pageviews

2 Report Name

3 ViewlID 2) Select a view

e Where to get the data? —

5  EndDate Accou nt OrbitMedia.com e
6  Metrics

7 Dimensions Property

Property https://www.orbitmedia.com —

8  Order

9  Filters View

::’ f:g:tnents Vi ew Orbit Media =

m
12 Spreadsheet URL 3) Choose configuration options
» 13 Skip Report Metrics

e Which metric? Unique Pageviews [==== x UniuePageviews

19 Metrics Reference
2(1) Wh h d y n P Dimensions

§ | ich dimension? Page |y ;..

23 Dimensions Reference

+ =

Report Configuration «

~




Behavior > Site Content > All Pages

» > Acquisition Secondary dimension ¥ | Sort Type: = Default ~ Q advanced BH @ | = | T T
> B Behavior Pageviews w9 Toeos | e R Page Value
Overview
, 590 962 541 91 0 §00:03: 26 465490 83.41% 78.77% $0.01
Behavior Flow o of .th otal Avg for View % of Total Avg for View Avg for View % of Total

100.004 mu 00 00:03:26 100.00% 83.41% 78.77% 100.00% (S0.01)

2 580 %'}, 91 (0 "l';'"'» 465,490) (0.00%) (0.00%)
« Site Content (590, ) (541,910) (0.00%) (465,490) 0.00%) (0.00

All Pages

Content Drilldown

/blog/how-to-write-testimonials-e I % Fa 06
xamples/ i ¥ 48,653 (8.23%) § 46,003 (849% 00:06:0

O

O

[olog websitefooterdesignbest o | sg 742 e5ew) | 36267 00w | o0osd THE UNique pageviews |
flog wihatie googletagmanage @ | 37,009 (6.26%) | 35465 (650 wod t0 each of those pages |

/blog/improve-google-rankings/ & § 30,532 (5.17%) || 28,867 (5.33° 00:06:4

Landing Pages

Exit Pages

» Site Speed

» Site Search /blog/perfect-profile-pictures-9-tip @ T oy ria i -
s-plus-some-research/ & 25,176 (4.26%) §] 23,893 (44 00:07:15 23,856 (512%) 90.39% 94.47% <$0.01 (276%)

» Events
/ @ H 22,019 (3.73%) § 19,043 (351% 00:01:49 16,323 (351%) 49.23% 48.77%  $0.03(206 83%)
» Publisher
/blog/website-navigation/ PN 17,474 (2.96%) § 16,018 (296% 00:05:44 15652 (336%) 84.54% 86.53% <$0.01 (17.01%)

Experiments
/blog/seo-best-practices/ 7 N 16,688 (2.82%) f 15174 (280% 00:04:21 14,590 (313%) 79.36% 81.35% <$0.01 (27.21%)
» M Conversions
/blog/media-pitch-examples/ PN 16,477 (2.79%) § 15441 (285%) 00:08:36 15416 (331%) 90.28% 93.45% <$0.01 (7.49%)

Q i
Wi RN /blog/ # | 12011 o3%) | 9,050 (167 00:01:15 4790 (103%) 47.05% 3244%  $0.05(422 43%)

8 Admin ﬁ}”°9’9°°9'e'3”3'y“°5'“”'b”"de 11,749 (1.99%) [ 10976 (2032 00:02:14 10341 (222%) 66.84% 67.73% <$0.01 (27.08%)

]| He el el ey e iep el (s] e

/blog/how-to-market-an-event/ & 9,929 (1.68%) 9,328 (1.72%) 00:07:42 9,296 (200%) 89.72% 92.18% <$0.01 (8.85%)
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Conversion Rate Per Post Demo & ~ B 9

File Edit View Insert Format Data Tools Add-ons Help Allchanges saved in Drive

~ ~ @& T 100% - $ % .0 .00 123-  Arial - 10 - B I S A @ HSE. =-1..15.-%. - A

fx

. A I = ¢ D E -
1
2 Report Name Conversions Pageviews
3 ViewID 4239547 4239547
4 Start Date 150daysAgo 150daysAgo
5 End Date yesterday yesterday
6  Metrics ga:goalCompletionsAll ga:pageviews
7 Dimensions ga:goalPreviousStep1 ga:pagePath
8  Order
9  Filters

10 Segments
1 Limit 10000 10000
12 Spreadsheet URL

. 13 Skip Report

18 For help with this add-on: https://developers.google.com/analytics/solutions/google-analytics-spreadsheet-add-on
19
20
2
22
TG
+ = Report Configuration - | Conversions ~ Sheet1 ~ ad Explore <




Conversion Rate Per Post Demo | ~ B @

File Edit View Insert Format Data Tools Add-ons Help Allchanges saved in Drive

~ ~ @ T 100% - $ % 0 .00 123-  Aial - 12 - B I & A O HBE- =E-F5-Ilp-2- - A
fX Pageviews
A B C D E
Repor

2 Last Run On 2019-01-22 6:3¢ epo t Status

3 View Name Orbit Media 2 reports completed successfully

4 Total Results Found 5255 Converslons

5  Total Results Returned 5255 Pageviews

6 Contains Sampled Data No

7 OK

8

9 T

O o For AR

Totals For All Results

1 Pageviews
12 697702
13
1
15 Page Pageviews
16 |/ 27255
17 /- 1
18/ website (the “Service 1
19 /?_scpsug=crawled,5824054,SeJ
plGIBa89rcTspmW9W 1

+ = Report Configuration ~ | Pageviews ‘Conversions ~  Sheet1 ~ <




-

© ®© N O O » 0N

. |k [k ] wk | Ve | e | ek ek ] =
O N OO, e WN = O

19

20
21

Conversions

Last Run On 2019-01-22 6:10:24
View Name Orbit Media

Total Results Found 419

Total Results Returned 419

Contains Sampled Data No

Totals For All Results

Results Breakdown
Goal Previous Step - 1
(entrance)

(not set)

/

[?fbclid=IwAR17_OPsXjvv_ShnW
cpW7bbrdyhfTCdWFRLTYM3yTn
hIHtJRObnLsOT_hck

[7s=2010
/?7s=2010\

+ Report Configuration ~

Goal Completions

3240

Goal Completions

Conversions -

331
0
103

Sheet1 ~




—

© O N O o0 & 0N

b [oh ] k| k| bk [k ] e
N O O AW = O

18

19
20
21

A B C D E
Conversions

Last Run On 2019-01-22 6:14:39
View Name Orbit Media

Total Results Found 235

Total Results Returned 235

Contains Sampled Data No

Totals For All Results

Results Breakdown

Goal Previous Step - 1
(entrance)
/

I?fbelid=IwAR17_OPsXjvv_ShnW
cpW7bbrdyhfTCAWFRLTyM3yTn
hIHtJRObNLsOT _hck

/about/
/about/b-corp/
/about/careers/

+ Report Configuration -

Conversions -

331
103

1
18
2
4

Sheet1 ~

All of the pages from which people
converted

The number of those conversions

-




—

>
@
O
O
m

© ®© N O O A~ 0N

20

21

Pageviews

Last Run On

View Name

Total Results Found
Total Results Returned
Contains Sampled Data

Totals For All Results

Results Breakdown

/ website (the “Service

/?_scpsug=crawled,5824054,SeJ
plGIBa89rcTspmWoW

/?_scpsug=crawled,6267976,SeJ
plGIBa89rcTspmWoW

/?7d_utk=1c609801-5ca6-4961-98

e L e La Ll

+

2019-01-22 6:38:09
Orbit Media

5255

5255

No

geviews
697702

All of the pages on the website

The number of unique pageviews to each

-

Report Configuration ~ | Pageviews -~ 'Conversions ~  Sheetl ~



O 0 N O »nn & W N =

ad | =k | -
N = 0O

Create a new tab...

b | A
s W

“Conversion Rate Per Post”

-d | -d
o O

N | b | b | -a
O W o N

-}
[

Report Configuration ~ Conversions ~ Pageviews ~ Conversion Rate Per Post ~ O¢ »
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N

O 00 N &0 U0 W

11
12
13
14
15
16
17
18

“n

=Pageviews!A16
: \ B C D

Page

/

=
/ website (the “Service

/?_scpsug=crawled,5824054,SeJ)

/?_scpsug=crawled,6267976,SeJ|
/?d_utk=1c609801-5ca6-4961-98«
[?fbclid=IwARO-ynCMQndM4tVIp(
[?fbclid=IwAR02dOYct2pmWM3C

| [?fbclid=IwWAROSnmmBK6UbGnNnI

[?fbclid=IwAROLBkdjaZYZUm3NC
[?fbclid=IWAROSWNzX2xFdyevly:
[?fbclid=IwAR17_OPsXjvv_ShnW
[?fbclid=IwAR1Ax5a8XJVzVawkz;
[?fbclid=IwAR1eL_QAkCqd8HDfV
[?fbclid=IwAR1iIFPNKnES51TxjV5C

?fbclid=IwAR1Yj8inuNea2R71pP

INL. 1l A L. ANNN LML ZAAL . AAF. ™

+ Conversions ~

@ Orbit Media Studios

=Pageviews!A16

Bring in the pages
from the Pageviews tab

Pageviews ~ Conversion Rate Per Post ~

Hwineweb




| Page Pageviews

/

Jeu

/ website (the “Service
/?_scpsug=crawled,5824054,SeJ| Make a COI umn fOI’
1?_scpsug=crawled,6267976,SeJ| “Pag eviews”
/?7d_utk=1c609801-5ca6-4961-98
[?fbclid=IwARO-ynCMQndM4tVIip(
10 /?fbclid=IwAR02dOYct2pmWM3C
11 [?fbclid=IwWAROSnmmBK6UbGnNnNII
12 [?fbclid=IwAROLBkdjaZYZUm3NC
13 [?fbclid=IwWAROSWNzX2xFdyevly:
14 [?fbclid=IwAR17_OPsXjvv_ShnW
15 [?fbclid=IwAR1Ax5a8XJVzVawkz:
16 [?fbclid=IwAR1eL_QAkCqd8HDfV
17 [?fbclid=IwAR1iIFPNKnE51TxjV5C
18 /?fbclid=IwAR1Yj8inuNea2R71pP

an INL A L. APDNAN A TLL"ZAAL AL T

N

O 0 N o o b W

-

Conversions ~ Pageviews ~ Conversion Rate Per Post ~ Oc 4 »
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=Pageviews!B16
A (\Bq =Pageviews!B16 F 6

R — e Bring in the pageviews

3 |/ 27266 :

o .* | from the Pageviews tab

5 | website (the “Service 1

6  /?_scpsug=crawled,5824054,SeJ)| 1

7 |?_scpsug=crawled,6267976,SeJ) 2

8 | /?d_utk=1c609801-5ca6-4961-98« 1

9 /?fbclid=IwARO-ynCMQndM4tVIp( 1

10 [?fbclid=IwAR02dOYct2pmWM3C 1

11 [?fbclid=IwWAROSnmmBK6UbGNnI 2

12 [?fbclid=IwAROLBkdjaZYZUm3NC 1

13 [?fbclid=IWAROSWNzX2xFdyevly: 1

14 [?fbclid=IwAR17_OPsXjvv_ShnW 1

15| /?fbclid=IwAR1Ax5a8XJVzVawkz; 1

16 /?fbclid=IwAR1eL_QAkCqd8HDfV 1

17 [?fbclid=IwAR1iIFPNKnE51TxjV5C 1

18 [?fhelid=IwAR1Yi8inuNea?R71n0P 1 .
+ = Conversions -~ Pageviews ~ Conversion Rate Per Post ~ Oc ¢« a

@ Orbit Media Studios Hwineweb



2 | Page Pageviews Converting Page

3 |/ 27266

4 |- 1

5 | website (the “Service 1

6 /?_scpsug=crawled,5824054,SeJ) 1 Make a new column fOI’
7 I?_scpsug=crawled,6267976,SeJ| 2 “Converti ng Pag e”
8  /?2d_utk=1c609801-5ca6-4961-98« 1

9 [?fbclid=IwARO-ynCMQndM4tVIp( 1

10 /?fbclid=IwAR02dOYct2pmWM3C 1

11 [?fbclid=IwWARO5SnmmBK6UbGnNnI 2

12 /?fbclid=IwAROLBkdjaZYZUm3NC 1

13 /?fbclid=IwWAROSWNzX2xFdyevly: 1

14 ?fbclid=IwAR17_OPsXjvv_ShnW 1

15 /?fbclid=IwAR1Ax5a8XJVzVawkz: 1

16 /?fbclid=IwAR1eL_QAkCqd8HDfV 1

17 [?fbclid=IwAR1iIFPNKNE51TxjV5C 1

18 | [?fhelid=lwAR1Yi8inuNea?R710P 1

-

Conversions ~ Pageviews ~ Conversion Rate Per Post ~ Oc 4 »
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O 0 N oo o b~ W

11
12
13
14
15
16
17
18

=Conversions!A16

/?_scpsug=crawled,582
/?_scpsug=crawled,626|
/?d_utk=1c609801-5ca€

Bring in the conversions
»/?fbclid=IwARO-ynCMQ from the ConverSionS tab Femployment-appl

B D
| Page Pageviews Converting Page
/ 27266 (entrance) l
/ - 4 .
/ website (the “Service | =Conversions!B16 7_OPsXjw_Shn\

/?fbclid=IwAR02dOYct2pmWM3C

[?fbclid=IwAROSnmmBK6UbGnNnII
[?fbclid=IwAROLBkdjaZYZUm3NC
[?fbclid=IwWAROSWNzX2xFdyevly:
[?fbclid=IwAR17_OPsXjvv_ShnW
[?fbclid=IwAR1Ax5a8XJVzVawkz
[?fbclid=IwAR1eL_QAkCqd8HDfV
[?fbclid=IwAR1iIFPNKNnES1TxjV5C
[?fhelid=lwAR1Yi8inuNea?R710P

+ = Conversions -

@ Orbit Media Studios

U5 P W . P U (RS U N S et

Pageviews ~

/about/chicago-cause/
/about/content-chemistry/
/about/team-bios/
/association-web-design/
/bank-website-design/
/blog-newsletter-thank-you-page
/blog/
/blog/?fbclid=IwAR2MpghH_Gs(

/bloa/10-thinas-to-make-vour-blc

Conversion Rate Per Post ~

Hwineweb




O 0 N o o & W

11
12
13
14
15
16
17
18

Page

/

/ -

/ website (the “Service
/?_scpsug=crawled,5824054,SeJ|
/?_scpsug=crawled,6267976,SeJ)
/?d_utk=1c609801-5ca6-4961-98
[?fbclid=IwARO-ynCMQndM4tVip(
[?fbclid=IwAR02dOYct2pmWM3C
[?fbclid=IwAROSnmmBK6UbGNnII
[?fbclid=IwAROLBkdjaZYZUm3NC
[?fbclid=IwAROSWNzX2xFdyevly:
[?fbclid=IwAR17_OPsXjvv_ShnW
[?fbclid=IwAR1Ax5a8XJVzVawkz
[?fbclid=IwAR1eL_QAkCqd8HDfV
[?fbclid=IwAR1iIFPNKNnE51TxjV5C
[?fbclid=IwAR1Yi8inuNea?R71nP

+ = Conversions ~

@ Orbit Media Studios

Pageviews Converting Page Conversions

27266 (entrance) /
1 /

Make a new column for [ivw-sShn\
“Conversions”

/about/careers/
/about/careers/employment-appl
/about/chicago-cause/
/about/content-chemistry/
/about/team-bios/
/association-web-design/
/bank-website-design/
/blog-newsletter-thank-you-page
/blog/
/blog/?fbclid=IwAR2MpghH_Gs(

/bloa/10-thinas-to-make-vour-blc

ek | i | |k | | | | N | |

Pageviews ~ Conversion Rate Per Post ~ Oc ¢«
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O 0 N oo o &~ W

11
12
13
14
15
16
147/
18

=Conversions!B16

A \

‘Page

/

f

/ website (the “Service
/?_scpsug=crawled,5824054,SeJ)
/?_scpsug=crawled,6267976,SeJ)

/?7d_utk=1c609801-5ca6-4961-98«

[?fbclid=IwARO-ynCMQndM4tVIp(
[?fbclid=IwAR02dOYct2pmWM3C
[?fbclid=IwAROSnmmBK6EUbGnNnII
[?fbclid=IwAROLBkdjaZYZUm3NC
[?fbclid=IwWAROSWNzX2xFdyevly:
[?fbclid=IwAR17_OPsXjvv_ShnW
[?fbclid=IwAR1Ax5a8XJVzVawkz
[?fbclid=IwAR1eL_QAkCqd8HDfV
[?fbelid=IwAR1iIFPNKnES51TxjV5C
[?fhelid=IwAR1Yi8inuNea?R71nP

-

Conversions -

@ Orbit Media Studios

P

B C D E

=Conversions!B16

Conversions

e . 331|
Bring in the conversions 08|
from the Conversions tab |snn 1

T Tapout/ 18
2 /about/b-corp/ 2
1 /about/careers/ 4
1 /about/careers/employment-appl 22
1 /about/chicago-cause/ 1
2 /about/content-chemistry/ 16
1 /about/team-bios/ 5
1 /association-web-design/ 1
1 /bank-website-design/ 1
1 /blog-newsletter-thank-you-page 1
1 /blog/ 425
1 /blog/?fbclid=IwAR2MpghH_Gs( 1
1 /bloa/10-thinas-to-make-vour-blc 2
Pageviews ~ Conversion Rate Per Post ~ Oc ¢«

Hwineweb




2  Page Pageviews Converting Page Conversions Pageviews

3 |/ 27266 /blog/blogging-statistics/

4 |l- 1 /about/careers/employment-appl 22

5 |/ website (the “Service 1 Make a new column fOI’ 1

6  /?_scpsug=crawled,5824054,SeJ| T : = 425

7 |?_scpsug=crawled,6267976,SeJ| 2 Pagewews 3

8  /?2d_utk=1c609801-5ca6-4961-98¢ 1 /blog/author-websites/ 3

9  [?fbclid=IwAR0-ynCMQndM4tVIp( 1 /about/content-chemistry/ 16

10 /?fbclid=IwAR02dOYct2pmWM3C 1 /about/chicago-cause/ 1

11 [?fbclid=IwAROSnmmBK6UbGnnII 2 /blog/blogger-trends/ 5

12 /?fbclid=IwAROLBkdjaZYZUm3NC 1 /about/b-corp/ 2

13 [?fbclid=IwWAROSWNzX2xFdyevly: 1 /association-web-design/ 1

14 [?fbclid=IwAR17_OPsXjvv_ShnW 1 /bank-website-design/ 1

15 [?fbclid=IwAR1Ax5a8XJVzVawkz 1 /blog-newsletter-thank-you-page 1

16 [?fbclid=IwAR1eL_QAkCqd8HDfV 1 / 104

17 [?fbclid=IwAR1iIFPNKNnE51TxjV5C 1 /blog/?fbclid=IwAR2MpghH_Gs( 1 ‘
+ B Conversions ~ Pageviews ~ Conversion Rate Per Post ~ « ) n Explore
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=VLOOKUP(D3,A$3:B$1000,2,0)

A B c D E F G
1
2  Page Pageviews Converting Page Conversions Pageviews
/ 27266 /blog/blogging-statistics/ 100 11
/ _ 2 S

/| website (the “Ser =VLOOKU P(DS,A$3B$1 000,2,0)

/?_scpsug=crawle]
/?_scpsug=crawle

Show the pageviews (data from column B)
/?d_utk=1c609801
rmid-waroynl  WHEN the page (data from column A)

10 pdic=iwAro2aq  Matches the converting page (from column C)
11 [?fbclid=IwARO5nNN

O 0O N oo & W

12 [?fbclid=IwAROLBkdjaZYZUm3NC 1 /about/b-corp/ 2

13 [?fbclid=IwWAROSWNzX2xFdyevly: 1 /association-web-design/ 1

14 [?fbclid=IwAR17_OPsXjvv_ShnW 1 /bank-website-design/ 1

15 [?fbclid=IwAR1Ax5a8XJVzVawkz 1 /blog-newsletter-thank-you-page 1

16 [?fbclid=lwAR1eL_QAKCqd8HDfV 1 / 104

17 [?fbclid=IWAR1iIFPNKNE51TxjV5C 1 Iblog/2fbclid=IwAR2MpghH_Gs( 1 :
+ E - Conversions ~ Pageviews ~ Conversion Rate Per Post ~ « ) 84 Explore
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O I N oo | & @

11
12
13
14
15
16
17

Page

/

/-

/ website (the “Service
/?_scpsug=crawled,5824054,SeJ|
/?_scpsug=crawled,6267976,SeJ|
/?d_utk=1c609801-5ca6-4961-98«
[?fbclid=IwARO0-ynCMQndM4tVIp(
[?fbclid=IwAR02dOYct2pmWM3C
[?fbclid=IwAROSNnmmBK6UbGnNnII
[?fbclid=IwAROLBkdjaZYZUm3NC
[?fbclid=IwWAROSWNzX2xFdyevly:
[?fbclid=IwAR17_OPsXjvv_ShnW
[?fbclid=IwAR1Ax5a8XJVzVawkz
[?fbclid=IwAR1eL_QAKCqd8HDfV
[?fbclid=IwAR1IFPNKNnES51TxjV5C
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Your Best Mousetraps: Promote everywhere

Link to these from “traffic champs”

Promote heavily on social media

Send again in email newsletter

Write a guest post that links back to it

Add to the homepage, top of blog, email signature

@ Orbit Media Studios #Hwineweb



Repurpose existing content






A week-by-week checklist to your
office move

An office move is no simple task. It’s a huge project
often made more complex by inflexible deadlines.
Need a little help getting organized?

Tips & trends

Case studies Resources

The true cost of building out your
space

We arm you with the data and intelligence you need
to make the most informed decision possible—
across major U.S. markets.

Contact Subscribe

A surprising way to cut real estate
costs

Real estate costs go far beyond rent. Learn what your
office is really costing you, and how the right space
can enhance employee performance—and your
bottom line.
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Case studies Resources About
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Tips & trends

Case studies

Tips & trends

O

(s

Contact

Resources

Case studies

Tips & trends

Home / Tips

O

Subscribe ‘ ©)

About Contact Subscribe | ©)

Resources About Contact Subscribe | Q

Tips & trends Case studies Resources About Contact Subscribe

Case studies Resources About Contact Subscribe | Q

[ R
Home / Tips & trends / People P i o
7 L

Tips & trends Case studies Resources About Contact Subscribe ‘ Q

.

Tips & trends Case studies Resources About Contact Subscribe |

& trends / Place

Home / Tips & trends / Process |
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Branding the | -

workplace:
How to unite
employees
under your
mission
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Home | Resources

Forget the beanbags: Here are 6 workplace

trends to steal from tech.

The workplace is changing, and unless you’ve been living under a
rock (or just working from home) you’ve probably noticed. Fewer
cubicles, better perks, Ping-Pong tables ... Since the physical
workplace isn’t essential any longer, employers are making it
more appealing to be there, and easier than ever to collaborate.

Tech companies are pioneers of this trend. They’ve challenged
long-held expectations and defined what the modern workplace
looks like. Bean bags aside, their reasoning still stands: The
workplace can and should evolve to be a better partner to
employees.

But how do you differentiate between a passing fad and lasting
feature? This ebook covers six workplace trends we expect to
stand the test of time. These features deliver on employee output
and enjoyment, add value, and can be customized for any
company—no matter how traditional.

Download your copy now.

First name*

First Name

Last Name*

Last Name

Email*

Email

Company*

Company

Job title*

Title

Yes, | want to receive weekly workplace strategy tips
and insights from OfficeRenew.com

Download

B Werespect your privacy. Your information stays with us.
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Automate (& Customize!)
with Metadata.

Hwineweb



Content *ability

Findability
Usability
Scalability

Reusability
Flexibility
Accessibility
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SEO title — © Insert snippet variable

How To Improve Your Google Rankings: 9 Steps to Rank Higher Fast Using Analytics

W UR.

improve-google-rankings

Meta description
Meta description

SEO is slow, but there is one shortcut to rank higher. It's in your Analytics. Here's how to improve

© Insert snippet variable

your Google rankings and rank higher in nine steps.
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Go&g'e how to improve google rankings | T 832 g

e p— e

s&) www.searchenginejournal.com» SEO ¥

5 Proven Ways to Increase Your Google Rankings
Apr 2, 2018 - What are the top five areas that you should concentrate on to improve your SERP
ranking and organic traffic? How long will it take to see SEO ...

() www.orbitmedia.com > blog » improve-google-rankings ¥

How To Improve Your Google Rankings: 9 Steps to Rank ...
Here's the summary again, then we'll go into detail. Find the phrases for which you almost rank
high. Find the page in Google search results. Confirm the ranking. Next, improve the page by
better indicating the relevance for the phrase. Check back and see if it worked.
You've visited this page 2 times. Last visit: 11/20/19

Q www.websolutions.com > blog s 10-googie-hacks-to-improve-your-s... ¥

10 Google Hacks to Improve Your Search Rank for Free | Web ...

Jul 24, 2018 - Here are 10 free ways to improve your Google search rank. Improve your website's
user experience. Write great content optimized for SEO. Get more backlinks. Improve your page
speed. Fix broken links. Optimize your images. Use H1 and H2 header tags. Optimize for local
search.

How to Improve Your Website ... - How to Use Google Posts to ...

@ neilpatel.com> Blog > SEO ¥
The Step-by-Step Guide to Improving Your Google Rankings ...

Learn how to improve your Google rankings through SEO. Follow these instructions to rank your
website higher on Google and increase your SEO.
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These fields are what show in Facebook

shares. They default, but can be
overridden.

Facebook Title

# " If you don't want to use the post title for sharing the post on Facebook but instead want another \

__title there, write it here.

Facebook Description

If you don't want to use the meta Properly sized for QOOd- but want another

description there, write it here. IOOkmg social shares.

" Facebook Image \
https://www.orbitmedia.com/wp-conteni Upload Image = Clear Image
\ . ' 3 /

If you wanttoroverride the image used on Facebook for this-pestyapioad / choose an image here.
The recommended image size for Facebook is 1200 by 630 pixels.

@ Orbit Media Studios #Hwineweb



i ® e Post to Facebook
w | g2 ; | & @ llml : glel ) Bl A : ; i
X|olomE e o= =|: |@|E|e|)|BS|o|E|f @& facebook.com/dialog/share?app_id=140586622674265&display=popup&h... & +

O & orbitmedia.com/blog/improve-google-rankings/ n Shars on Facehook

i Apps W Bookmarks [ SEOtools [ Opsresources [5 Useful resources [5 Analytics BB
Share to News Feed or Story v

@ Orbit Media Studios 12 T

O fusitive o

= Avten A\ s A ['A1 B
The "Queries" report shows

" e |the keyphrases you rank for

How 'To Improve Yo
Steps tO Rank High ....-.wm‘[The "Average Position" is

11,784

(g Pages

» Camcangrs

the ranking for the phrase

[—— & what s meraged srvoes "0

ORBITMEDIA.COM
How To Improve Your Google Rankings: 9 Steps to Rank Higher:

& TagFriends @ Checkin (&) Feeling/Activity

° B News Feed &5 Friends v

JOIN OVER 16,000 PEOPLE WHO RECEIVE WEB MARKETING TIPS EVEEF
WEEKS.
By signing up you agree to our Privacy Policy.

Waiting for vc.hotjar.io...

an Friends v
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Same deal with Twitter

Twitter Title

If you don't want to use the post title for sharing the post on Twitter but instead want another title
there, write it here.

Twitter Description

If you don't want to use the meta description for sharing the post on Twitter but want another
description there, write it here.

Twitter Image

https://www.orbitmedia.com/wp-conten!  Upload Image Clear Image

If you want to override the image used on Twitter for this post, upload / choose an i here. The

image size for Twitter is 1024 by 512 pixels.
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O & orbitmedia.com/blog/improve-google-rankings/

||| s |

5 Apps W Bookmarks [5 SEOtools [5 Opsresources [ Useful resources [ Analytics

@ Orbit Media Studios

How To Improve Your
Steps to Rank Higher

JOIN OVER 16,000 PEOPLE WHO RECEIVE WEB MARKETING TIPS EVERY TW
WEEKS.

By signing up you agree to our Privacy Policy.
Waiting for ve.hotjar.io.

B3 Orbit resources

PORTFOLI @

ZME8| &

ale

* @0 8P GoFHa

B3 Client sites - WP B3 Client BBs

Share a link on Twitter

@ twitter.com/intent/tweet?text=How%20T0%20Improve%20Your%?2...

“ laurelmackenzie

L

CONTACT

Share a link with your followers

How To Improve Your Google Rankings: 9 Steps to Rank
Using Analytics https://www.orbitmedia.com/blog/improv:
rankings/ via @orbiteers

T EmdilAddress

@ Orbit Media Studios

&

Laurel Miltner @laurelmackenzie - 7s v

How To Improve Your Google Rankings: 9 Steps to Rank Higher Fast Using
Analytics orbitmedia.com/blog/improve-g... via @orbiteers

ro-\Ar/\-xA

The "Queries" report shows |
the keyphrases you rank for ==

O ReakTime “

. AN

i Avsence

% Acqustion

Secondary dmenscn Q waced H © |
Query Imgreanone + Cicks Average Poston c1'
11,784 41
i The "Average Position" is .
=== |the ranking for the phrase 2
D Behavior 4 what s managed services 700 s -] 30

How To Improve Your Google Rankings: 9 Steps to Rank Higher Fast ...
SEO is slow, but there is one shortcut to rank higher. It's in your
Analytics. Here's how to improve your Google rankings and rank high...
& orbitmedia.com

» T

QO & il
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ece xolmmE e ®Emmns|:|de e\ Moz EO|DMEE & HveeEBEO0ORe x ®v +
& C (O @& usjll.com/en/trends-and-insights wr o @ F Q l!?ﬂ B a = % (w] @ :

i Apps % Bookmarks [ SEOtools [ Opsresources [5 Useful resources [ Analytics [3 Orbitresources [E3 Client sites - WP B Client BBs

@)L = e [JON
Trends & insig

The content that appears here
changes dynamically when a
user clicks on a different
category, based on its tags.

Latest Workplace Investor Cities Research

Investor Cities
City Momentum Index 2020 As Davos focuses on

sustainability, how is real estate
JLU's latest City Momentum Index covers 130 adapting7
Cities major established and emerging markets to

Are pPa rki ng lots the answer to the identify the world’s most dynamic cities. The built environment is ripe with solutions for
hOUSing Shortage7 helping tackle climate change
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(@)JLL ___B e ®= United States v ﬂ

Latest Workplace Investor Cities Research

These are all tagged to
content type: Trends &
Insights, category:
Workplace

Workplace
How can workplace design cut Smartphone entry, health centres
stress levels? up the ante in office buildings

Workplace

Wogkplacs With workplace stress and burnout a growing Service and technology are reaching new levels

How the smart home is issue for companies, good office design can in the office to enable a happier and more

. . . boost wellbeing and help employees to stayon  efficient workforce
influencing the smart office e R »
top of their job.

| October 30
| October 09 | October 08

RS s
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Latest Workplace Investor Cities Research

These are all tagged to
content type: Trends &
Insights, category: Investor

Investor Investor

How can impact investing move A decade of change: How the

to the next level? 2010s revamped real estate
Lo Investors are paying closer attention to which Looking back reveals just how much has
How Thailand is lOOklng to new projects can have the biggest positive impacton happened in the last 10 years

society and the environment.

markets to boost tourism

[ January 15

January 15 | January 06
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Cities

Are'parking lots the answer to the

housing shortage?

’ January 21

@ Orbit Media Studios

Latest Workplace Investor

L\

Cities Cities
As Davos focuses on Can big data really help build
sustainability, how is real estate  better cities?

adapting?

The built environment is ripe with solutions for ~ cities and commercial real estate
helping tackle climate change

| January 20 | January 17

= United States v n

Cities Research

And these are all tagged to
content type: Trends &
Insights, category: Cities

Why making sense of the data deluge is key for

B 8 S\ s .y - A/
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&« 5/ C ( @& usjll.com/en/manage-property-and-portfolio N w o ® Q l!g B a & E!l (] @ :

X

¥ United States v m

! Apps. % Bookmarks [ SEOtools [ Opsresources [E5 Useful resources Analytics Orbit resources Client sites - WP Client BBs

(©)J L B These are all pulled into this
page block based on the

Trend S & tags of content type: Trends

& Insights, service: Manage

Investor Cities Investor Cities
The economic markers to Why Philadelphia is Prologis deal highlights Why universities are
watch in 2020 emerging as a global city demand for warehouses bringing hotels on campus

Hwineweb
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Help us help you

| want to learn about choosing a CMS

retail/CPG

v for my company, or about the

v industry.

The difference between
a CMS and a DXP

As the marketing
technology stack
proliferates, it's crucial to
know how each platform
supports your needs. Learn
the difference between
content management
systems and digital
experience platforms.

@ Orbit Media Studios

How to choose the right
CMS

With the right content
management system (CMS),
your organization will be
able to easily deliver
amazing customer
experiences across all
channels. Here's how to find
the right one.

Sitecore Experience
Platform

A powerful content
management system (CMS)
is just the start. Sitecore®
Experience Platform™ (XP)
also combines customer
data, analytics, and
marketing automation
capabilities to nurture
customers throughout their
journey with personalized
content in real-time, across
any channel.

Procter & Gamble

With Sitecore, P&G
transforms its massive digital
marketing presence
worldwide through an agile
global platform that lowers
cost, speeds time to market,
and delivers a better
consumer experience.

Website: Sitecore

Hwineweb



Help us help you

| want to learn about personalizing experiences v for my company, or about the
retail/CPG v industry.

What is 10 personalization Personalization in L'Oréal’s digital
personalization? tactics for quick wins Sitecore transformation scales
In today’s increasingly Delivering relevant, Follow Maria to learn how :s;:rgei';ggore RE on
competitive marketplace, contextualized experiences personalization can work for

delivering contextual to customers is a priority for you. The goal: become the #1
customer experiences is no businesses, but many don't digital beauty brand in the
longer a “nice to have” —it's know where to begin. world.

an expectation. Dive into Discover how these simple

how personalization drives tactics can help you get

engagement and builds started quickly.

relationships.

Website: Sitecore

@ Orbit Media Studios #Hwineweb



Write with Reuse in Mind.
(Modular Content is Your Friend.)

rbit Media Studios #wineweb



6 Lego bricks =915,103,765 combinations (source)

@ Orbit Media Studios #Hwineweb


https://www.mentalfloss.com/article/92127/how-many-combinations-are-possible-using-6-lego-bricks

Modular content is flexible content

Content consistency
Agility & efficiency in content development

Opportunities for automation

Faster time to market

* Source: Intelligent Content: A primer

@ Orbit Media Studios #Hwineweb



Qutbound Multimedia On-Site

Sp

Soclal Post Collaborative

Ne | PE&Y P8 Ro

Newsletter Podcast ' Jll Presentation 'l Roundup Infographic

Pr

Press Release Video B > Research White Paper Case Study
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Think blocks and chunks, not final assets

o o

“Share this” pulls key
elements of the page

Consistent image & heading
across the user journey

Intro = teaser, social
share

Re-use as social shares,
proof points, testimonials

Also on YouTube, re-use on
other pages, in social ...

Re-use elsewhere for
consistency

k A




Service Page Case Study Pitch

@ Orbit Media Studios Hwineweb



Create
Once

Publish
Everywhere




l.\ccess INDUSTRIES

Home » Access Locations »

SERVICES & CONTACT CLIENT

RESOURCES ABOUT

SOFTWARE us CARE

Document Management, Storage,
Scanning, & Shredding in Chicago,

IL

Bartlett
1200 Humbracht Circle, Bartlett, IL
60103

. 630.681.8670

Oak Lawn

4100 West 76th Street, Chicago, IL
60652

. 630.681.8670

McCook

9220 West 55th Street, McCook, IL
60525

. 312.508.4693

.
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How can we help?
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How can we help?

CONTACT US

Hwineweb
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Structured metadata

Schema markup
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Modular content for audiences:

e Geography
® [ndustry

e Audience type

@ Orbit Media Studios #Hwineweb



Modular content for internal reuse:

Webpages
Social shares
Emails

Whitepapers

Sell sheets
Pitch decks

@ Orbit Media Studios #Hwineweb




Remember: Published # Final
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Digital ink Is never dry.

Andy Crestodina®
Co-founder & CMO, Orbit Media Studios

=
»
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| terate
Repurpose
Kill




You can:

e Confirm your page is ranking for target terms, tweak as needed

® See what related terms content is ranking for and better optimize
for those

® Give your content legs: Promote it, share it, make a report an
infographic, a blog post variant a guest post elsewhere ...

e Test different calls to action, button placements, etc.

e Update older but well-performing pages that start to dip in rankings

e Define and align on when it’s OK to let things die

@ Orbit Media Studios #Hwineweb



Questions? Let’s talk!

Laurel Milther
laurelmackenzie



