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Run	this	report	in	Google	Analy3cs	to	find	the	pages	on	
your	website	with	the	most	traffic	

LANDING	PAGES	REPORT	



This	landing	page	report	shows	the	
pages	on	your	website	with	the	
most	traffic.	Op3mize	these	pages	
in	order	to	keep	driving	traffic	to	
your	website.	

LANDING	PAGES	REPORT	



OPTIMIZE	LANDING	PAGES	WITH	HIGH	TRAFFIC:	
•  Do	you	have	or	can	you	write	a	beBer	call	to	

ac3on?	
•  Can	the	metadata	(3tle	tag	or	descrip3on	tag)	

be	improved?	
•  If	the	page	is	a	blog	post,	is	the	informa3on	s3ll	

relevant	to	the	latest	product	and	informa3on	
available?	

•  Is	a	phone	number,	email	or	link	to	a	contact	
form/page	easily	accessible?	

•  Can	you	provide		links	to	other	relevant	content	
on	your	site?		

	
	

LANDING	PAGES	REPORT	



Pages	with	3ps	tend	to	have	a	high	bounce	rate	because	people	typically	visit	the	site,	read	the	3p	and	
move	on.	These	types	of	blog	posts	DO	tend	to	drive	traffic	to	a	website.	It	is	possible	you	may	be	
trading	off	high	bounce	rates	for	more	traffic	to	the	website.	You	can	compare	page	traffic	and	bounce	
rates	with	the	page	content	to	uncover	why	people	may	be	bouncing	off	the	page.	

LANDING	PAGES	REPORT	–	Bounce	Rates	



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	‘3ps’	blog	post	has	a	high	bounce	rate,	you	
can	try	to	drive	visitors	further	into	your	website	by:	
•  Providing	a	list	of	related	3ps	or	informa3on	at	the	boBom	of	the	page	

so	users	will	click	on	related	informa3on	once	they	get	the	informa3on	
they	came	to	the	current	page	for.	

•  Placing	an	eye-catching	banner	at	the	boBom	of	the	page	with	content	
such	as,	“Read	Our	30	Tips	for	MicrosoY	Dynamics	GP	Users”	and	link	
to	a	complete	list	of	all	of	your	Dynamics	GP	3ps.	

Other	ideas,	depending	on	the	page’s	content,	could	include	a	link	to	a	
related	case	study	or	white	paper.	

IMPROVE	BOUNCE	RATES	ON	‘TIPS’	BLOG	POSTS	

DON’T	BE	ALARMED	IF	YOU	
SEE	A	HIGH	BOUNCE	RATE	



Run	this	report	in	Google	Analy3cs	to	find	404	(not	
found)	error	pages	on	your	website	

FIXING	“NOT	FOUND”	PAGES	



REPORT:	“NOT	FOUND”	PAGES	/	404	ERROR	PAGES	



REPORT:	“NOT	FOUND”	PAGES	/	404	ERROR	PAGES	



Fix:	
Site	Errors	in	
	
	
	
	
Find	a	complete	
explanaPon	of	
how	to	fix	errors	
here.	



It	is	important	to	run	this	report	quarterly	so	you	can	fix	“not	found”	pages	and	prevent	a	
nega3ve	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.		
•  An	old	blog	post,	press	release,	or	ar3cle	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,	marke3ng	emails,	directory	

lis3ngs	etc.	
	
	
When	you	change	your	website’s	URL	structure	or	take	down	a	page	that	other	sites	link	to,	
you	lose	PageRank,	resul3ng	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	frustra3on	
when	they	aren’t	able	to	access	the	content	they	were	looking	for.		

WHY	IS	THIS	SITE	ERROR	REPORT	SO	IMPORTANT?	



Fixing	Not	Found	Pages	

•  If	you	have	access	to	the	broken	link	that	is	
crea3ng	the	Not	Found	page	just	change	the	
URL	

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

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



Priori3zing	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	priori3zes	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	gegng	traffic	of	5	or	more	clicks	per	month	in	your	
Google	Analy3cs	report	(see	slide	#9)	

•  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	



What	devices	are	people	using	to	browse	your	
website?	

MOBILE	TRAFFIC	REPORT	



IS	IT	IMPORTANT	FOR	YOUR	WEBSITE	TO	BE	OPTIMIZED	FOR	MOBILE?	

Consult	this	report	to	determine	if	it	is	important	to	take	the	next	step	with	your	website	and	op3mize	for	mobile.	If	
you	don’t	have	a	lot	of	traffic	from	mobile	devices,	a	mobile-op3mized	website	may	be	lower	on	your	priority	list.	



Add	this	browser	extension	on	Google	Chrome	to	get	a	
click	map	and	more	detailed	website	insight	

PAGE	ANALYTICS	(BY	GOOGLE)		



SEE	HOW	
CUSTOMERS	
ARE	
INTERACTING	
WITH	YOUR	
WEB	PAGES	

NOTE:	The	
percentages	do	
not	add	up	to	
100%.	When	
mul3ple	links	to	
the	same	
des3na3on	are	
present	on	a	
single	page,	all	
instances	of	that	
link	show	the	
same	percentage	
of	the	total	100%.	

hBps://chrome.google.com/webstore/detail/page-analy3cs-by-google/fnbdnhhicmebfgdgglcdacdapkcihcoh	



SEE	HOW	CUSTOMERS	ARE	
INTERACTING	WITH	YOUR	WEB	PAGES	

•  Which	areas	of	the	page	are	website	
visitors	gravita3ng	to?		

•  Are	certain	areas	of	the	page	gegng	
more	clicks	than	others?		

•  Is	the	content	you	want	people	to	see	
gegng	clicks?	

	
These	are	just	some	of	the	ques3ons	this	
browser	extension	can	help	answer.	Use	
insights	from	this	report	to	op3mize	your	
website	layout.	



Use	goals	to	measure	how	oYen	users	complete	
specific	ac3ons.	

SETTING	UP	GOALS	



Use	goals	to	measure	how	o[en	users	complete	specific	acPons.	



Learn	more	about	goals	here.	Need	help	segng	up	
goals?	Contact	dave@interac3velimited.com	



ARE	YOUR	GOALS	SET	UP	PROPERLY?	



We	oYen	see	a	discrepancy	in	data	between	Google	AdWords	
and	Google	Analy3cs.	We	recommend	relying	on	Google	

AdWords	data	for	AdWords	adver3sing	performance	metrics.	

TRACKING	CONVERSIONS	



DATA	USED	IN	THIS	PRESENTATION	
FROM	CAL	BUSINESS	SOLUTIONS		



 

 
For questions, contact: 
 
 
David Foreman 
dave@interactivelimited.com 
 
Brittany Farley 
brittany@interactivelimited.com 
 
Phone: 888-800-0999 
 
 
 


