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§ Google Analytics

TRAFFIC SOURCE REPORT

Run this report in Google Analytics to find which sites
send you traffic and drill down to specific pages
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REPORT: OVERALL TRAFFIC - SOURCE/MEDIUM
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REPORT: OVERALL TRAFFIC - SOURCE/MEDIUM

Drill down into each referring traffic source to identify exactly which pages
sent the most traffic and which referring pages generated the most leads

All accounts > https://www.calszone.c
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§ Google Analytics

LANDING PAGES REPORT

Run this report in Google Analytics to find the pages on
your website with the most traffic
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LANDING PAGES REPORT

This landing page report shows the
pages on your website with the
most inbound traffic. Optimize
these pages in order to further
improve traffic and make sure your

CTA’s are in place.
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LANDING PAGE TITLE REPORT

This landing page report shows the
title tag of each page so you can
check for titles that are too long or

are not optimized properly.
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Dynamics GP-ERP Partner

Microsoft Dynamics GP Tip: Using
SmartList to Find Out Who, What
and When - CAL Business Solutions-
Acumatica-Microsoft Dynamics GP-
ERP Partner

Microsoft Dynamics GP (Great
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LANDING PAGES REPORT

OPTIMIZE LANDING PAGES WITH HIGH TRAFFIC:

Do you have or can you write a better call to
action?

 (Can the metadata (title tag or description tag)
be improved?

e Can you improve the quality of the post?

* Is the information still relevant to the latest
product and information available?

* Are there prominent CTAs within the page ore
post?

* Can you provide links to other relevant content
within the last para of the text of the post?
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LANDING PAGES REPORT - Bounce Rates

Pages with tips have a high bounce rate because people typically visit the site, read the tip and move
on. If you are going to offer tips offer a subscription to your tip feed using MailChimp. If you have a
high bounce rate on a high traffic prospect-focused post try to lower it by adding more and better CTAs

Acquisition Behavior
Landing Page Source / Medium % N
Sessions o New Users Bounce Rate
Sessions
8182 71.65% 58621 71.38%
1. /microsoft-dynamics-gp/gp-highlights/ ) google / organic 499 ) 97.19% 485 68.74%
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IMPROVE BOUNCE RATES ON ‘TIPS’ BLOG POSTS

When you discover a page has a high bounce rate, there are changes you
can implement to that page to try to keep people on your website longer.

For example, when you see a ‘tips’ blog post has a high bounce rate, you
can try to drive visitors further into your website by:

* Providing a MailChimp signup form for visitors to get all posts
categorized with “GP Tip” via email.

* Placing an eye-catching banner at the bottom of the page with content
such as, “Read Our 30 Tips for Microsoft Dynamics GP Users” and link
to a complete list of all of your Dynamics GP tips.

Other ideas, depending on the page’s content, could include a link to a
related case study or white paper.
DON’T BE ALARMED IF YOU
SEE A HIGH BOUNCE RATE
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"~ LIMITED LILC



IMPROVE BOUNCE RATES ON ‘PROSPECT TARGETED’ POSTS

When you discover a prospect targeted post has a high bounce rate or low
time on site, there are changes you can implement to that page to try to
keep people on your website longer.

* Improve or update the content so that it meets the quality expectations
of the visitor

e Embed a short video from a webinar out-take or demo that ads to the
written content

* Provide links from within the body copy to other relevant posts or
pages on your site

* Improve or add CTA’s
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OPTIMIZE HIGH QUALITY POSTS WITH LOW BOUNCE RATES
BUT LOW TRAFFIC

Sometimes the highest quality posts on your site have low traffic because
they were never optimized properly, or they are just targeted to very
narrow niches

* If a high quality post has low traffic, check to make sure the title tag
and description tags are properly optimized

* |f the post/page has optimized meta-tags and low bounce rates and
high time on site but is targeted to a very narrow niche, spend some
time creating rewrites to post on other sites linking back to the original
post.
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Google

§ Google Analytics

FIXING “NOT FOUND” PAGES

Run this report in Google Analytics to find 404 (not
found) error pages on your website

"\Interactive
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REPORT:

“NOT FOUND” PAGES / 404 ERROR PAGES
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REPORT: “NOT FOUND” PAGES / 404 ERROR PAGES
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Google
Search Console

Dashboard
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Site Errors in

Messages
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WHY IS THIS SITE ERROR REPORT SO IMPORTANT?

It is important to run this report quarterly so you can fix “not found” pages and prevent a
negative impact on your website’s SEO and user experience.

“Not found” pages are created when:
* Your website is redesigned or restructured and links to a page are changed.

* Anold blog post, press release, or article links to a page like a webinar page or a piece of
outdated content that was removed from your site.

* A marketer creates an incorrect link to a page in AdWords, marketing emails, directory
listings etc.

When you change your website’s URL structure or take down a page that other sites link to,
you lose PageRank, resulting in a decreased level of search visibility and a website that isn’t
quite as powerful as it once was in terms of SEO. It is important to implement 301 redirects to
a related page or the page’s new URL when a page is not found. When a user lands on a “not
found” page they are also likely to bounce from your website and experience frustration
when they aren’t able to access the content they were looking for.
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Fixing Not Found Pages

* |f you have access to the broken link that is
creating the Not Found page just change the
URL

* |f you don’t have access to change the URL
create a 301 redirect to the correct page or
any relevant page on your site

* |f you don’t have a relevant page on your site
and it’s a good external link, create a new
page on that URL

" “\Interactive
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Prioritizing Fixing Not Found Pages

* Fixing all broken links can be a huge task — don’t try to fix
all of your broken links, just fix the most important ones

* Google prioritizes the crawl error report by a number of
unknown factors so we don’t completely trust that priority
(see slide #10).

 The most important links to fix are links that are showing
up as getting traffic of 5 or more clicks per month in your
Google Analytics report (see slide #9)

e Also important are links from strong external sites even if
they have only one click per month or less in the GA report

 Unimportant links are from spam sites or are from pages
which appear to have no current link to your site

"\ Interactive
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§ Google Analytics
PAGE ANALYTICS (BY GOOGLE)

Add this browser extension on Google Chrome to get a
click map and more detailed website insight
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X W% Google Analytics = View in Google Analytics

Segments - Pageviews -
SEE HOW .
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over over to meetthe team
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« Latest web based technology

« Integrated ERP/CRM/Project

« Designed for mobile access
Unique unlimited user pricing

‘= GP Quick Quote

"My favorite thing about using Great Plains is the ability to do repetitive journal entries, | 36% |
which eliminates double entry. This one feature alone saves time for my entire team :’ OnlinegSeagort
and makes month end closing a breeze." — VNA Health at Home Contact Us / Blo

860-485-0910

CAL Business Solutions - providing ERP Solutioys since 1982
Two Leading ERP Systems For Small/Mid Size Companies Both Avaijible On Premise And Cloud

Agumatica

1e Cloud ERP e

Microsoft
DynamicsGP

=\

. « Mature product: 47k customers
See where website .
Feature rich, 500+ add-on tools

visitors are clicking, : .
s - _.Powerful financial reporting
and use this information

. « Bt to use with Microsoft Office
to make improvements!
[6.9% |

Product Overview



SEE HOW CUSTOMERS ARE S e e e P —
INTERACTING WITH YOUR WEB PAGES vsers | B2 e | B | S e | B s | E i | Sarine
VA VAV UV VAV NI ISV PN RNV OV S | UV NG SN | WA
Apr 15,2017 - May 14, 2017 - how only Clicks - with more than: 0.10% - [

* Which areas of the page are website
visitors gravitating to?

* Are certain areas of the page getting
more clicks than others?

jover over to meetthe team

* Is the content you want people to see

CAL Business Solutions - providing ERP Solutioffs since 1982

getti n g CI ic kS ? Two Leading ERP Systems For Small/Mid Size Companies Both Avaijfible On Premise And Cloud

i Microsoft
Acumatica 494 DynamicsGP

These are just some of the questions this . Lot e baed ety

« Integrated ERP/CRM/Project Feature rich, 500+ add-on tools

b rOWS e r exte n s i O n Ca n h e I p a n SWe r . U S e « Designed for mobile access Zins(iit?];seat:'leiscil:;‘;irnn?:;tigweml financial reporting

« Unique unlimited user pricing t ke i . tb"'nt to use with Microsoft Office
0 make |mprovemen_§.

insights from this report to optimize your O p— o
website layout.

. « Mature product: 47k customers
See where website
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§ Google Analytics
SETTING UP GOALS

Use goals to measure how often users complete
specific actions.

"\Interactive
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Use goals to measure how often users complete specific actions.

http://www.erpsoftwareblog.com Set up GOALS under the Admin tab » = o

iwww.erpsoftwareblog.comv - Y

O\ Administration
89Blogs ERPSoftwareBlog, and Others

©

89Blogs ERPSoftwareBlog, a http://www.erpsoftwareblog. www.erpsoftwareblog.com v

% Account Settings E Property Settings n View Settings

User Management o User Management o User Management

Y All Filters < Tracking Info F Goals '

? 0O %

T \Interactive § Google Analytics
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Watch the goals video overview

P W) 00627 | L uioe)

ra

Learn more about goals here. Need help setting up
goals? Contact dave@interactivelimited.com
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ARE YOUR GOALS SET UP PROPERLY?

https ».com .
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TRACKING CONVERSIONS

We often see a discrepancy in data between Google AdWords
and Google Analytics. We recommend relying on Google
AdWords data for AdWords advertising performance metrics.
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For questions, contact:

David Foreman
dave@interactivelimited.com

Brittany Farley
brittany@interactivelimited.com

Phone: 888-800-0999
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