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Search Engine Optimization, Online Marketing; Co
day Adventist Church prioritize these digital strategies and tools?

Most of the world spends hours online each day. Many people have become addicted to

research, googling anything they have a question about. They look for maps and location

information, check product reviews, read articles, watch video S, post comments, check in with

old friends...theyAll even goguees tqgiucerss itomesy cd ocons/
comfortable asking close friends or family. Many people may google questions about topics

such as spirituality, health, or informatio  n to help them through an inner struggle.

To be specific, 74,000 people google 3Bible stud
population of Scranton, Pennsylvania.

The name 3Jesusj is googled 1,500,000 ti memh. a mo

Go g|e "bible study” § Q

Volume: 74,000/mo | CPC: $1.17 | Competition: 0.63

All Images Videos Books News More Settings Tools

About 46,700,000 results (0.45 seconds)

Bible Study Tools %
https://www.biblestudytools.com/ v
Use our free online Bible to better know the Word of God. Read verses by topic, study Scripture with . Related Keywords Export to CSV
commentary while using our large library of biblical ...
Study - Geneva Study Bible - Prayers - Bible Study Tools - Books Of The Bible . Keyword Vol CPC Comp
+r bible study lessons & 12,100 $1.59 0.64
Online Bible Study Guides and Articles - Bible Study Tools % bible study topics @ 12100 $071  0.51
https://www.biblestudytools.com/bible-study/ v ¥ b'b!e su{dy guide = 9900 $119 099
4 days ago - Study and explore the Bible online with free guides for new testament and old testament b 0"!'“9 _b|b|e study £ 9,900 $2.39 074
Bible study. Additional verse and topical resources ... ¢ daily bible study & 3,600 $1.17  0.69
% bible study guide books & 720 $0.86 0.99
= . - . 3 N +r daily bible study online & 480 $2.93 0.58
Top 10 Bible Studies 2017 | Christian Bible Studies - Christianity Today & online womens bible study & 83 $2.88 092
https://www.christianitytoday.com/biblestudies/.../top.../top-10-bible-studies-2017.htm... ¥
Nov 15, 2017 - We will see in this seven-session Bible study that the apostle Peter shows us how to Powered by Keywords Everywhere
begin to think differently, which will radically affect our ...
®
Bible Studies | Bible Study Lessons | Lifeway . People Also Search For  Exporttocsv
https://www.lifeway.com/en/shop/bible-studies v
A Christ-centered chronological Bible study for all ages. ... MasterWork. Works of respected Christian # Keyword Vol CPC Comp
authors and leaders in a Bible study format. ¥ bible study lessons & 12,100 $1.59 0.64
#r daily bible study & 3,600 $1.17 0.69
Bible Study Minute Daily Devotional - Crosswalk.com I‘:‘s"sf;‘su‘f__y fellowship 1900 §123 039
https://wwlwc.rosswalk,cqm/devothnats/blble-study-mlnutgl v ) ) 4 bible study guide pdf & 1,000 $1.84 035
Read today's Bible Study Minute devotional brought to you by BibleStudyTools.com. Grow in your faith = g o =
) i e TR . bible study guide books & 720 $0.86 0.99
and hope with daily inspirational Scripture! 5 .
. bible study fellowship 500 $1.50 017
criticism & : .
.. bible study guide for 500 $1.35 0.99
oventura  glendale Bible gtudy @ e beginners & ’ )
o D) ° Intensive Care Ministries b'.ble studies forsmall grougs 450 $0.91 1
— Beverly Hills - o) - Inductive Bible Study .
X008 — A #r online bible study tool & 390 $1.05 032

(Pulled August 2018 from keyword research tools Keyword Planner (Google Ads), Ubersuggest
and Keywords Everywhere.)

This is a huge ministry opportunity ? if Adventist websites can rank high in the search
results Google displays for these search terms.

Currently, however , Otheawebs#tes ra tatchiry ¢his raffic. e .

This is a missed opportunity to introduce these see kers to the hope and help that the
Adventist message can provide. To quote Forbes, 3 Websites without- SEO
and-mortar businesses without door s. j



That As exactly why this bl comgingsan!)ihaebeenrcrdated. 8 our c e
educat ing our worldwide church body in fundamental Search Engine Optimization techniques,

we can significantly bolster our collective web presence. We can ensure that Adventist

resources are more easily findable and accessible to those  already searching for what we

already offer! We donAt need to reinvent the wheel; we |
content searchable and accessible to the modern seeker.

What is SEO?

Search Engine Optimization, or SEO, is an ever -evolving set of strategies used in online

marke ting to help organizations reach more of their target audience. It is the process of
utilizing a variety of technigues to positively
results. The higher a website ranks when a person googles search term s related to it, the more

web traffic it receives. Most people do not scroll past the first page of search engine results.

With this important fact in mind, | challenge you to google Seventh -day Adventist Church, Jesus,
Bible prophecy, or the name of your church, ministry, organization, etc. What do you find? What
kind of cudbiagpeéat p| d i3 d y duwvesultssevenlf? Was it good or bad? Are people

being led away by the competition or misinformation?

This resource will dive into what SEO strategies involve and how it relates to each of our
ministries, from local to global. By being intentional and str ategic, we can improve our digital
curb appeal and encourage more people to encounter, and possibly embrace, our message.

Just as Seventh-day Adventists made strides in popular media throughout history ? from print
to radio to television ? i t As n o w vdragerte neaolimitiess missionary opportunities the
internet and digital technologies provide for us.

We canAt ignore this vast online audience (3the
what we have to offer ? an audience we may never otherwise meet!
SEO is both highly technical and an art form. Professionals in this arena are highly sought -after

and highly compensated by many types of businesses that know their true profitability depends

on their findability and reputation online. But we can, wi th some education, invest the time (and
sometimes money) ourselvesto implement these valuable techniques. This is your chance to
learn insider information and use it for the gospel  ? ultimately aiding the fulfillment of the

Great Commission (Matt. 28:16 -20).

As with all things digital, the technology and tricks  -of-the -trade will continually change, but the
underlying philosophy will remain largely the same. With careful, prayerful guidance, let us
begin. We recommend working through this series in the order presented .


https://www.sdadata.org/digital-evangelism-blog/first-impressions-matter-to-seekers-tips-for-improving-your-churchs-digital-curb-appeal

Introduction to Search Engine Optimization (SEO): R\ i
Helping More Seekers Find Your Ministry




Whet her youAre a conference, union, <church, sc
organization, or a  retailer, you may be asking:

What is SEO, and what does it have to do with my ministry?

One way to understand SEO is to think of the internet as a traditional library, but bigger. All the

worl dAs content is in this |library. To find mate
through each aisle. This is a large, multi -story building wit h shelves from floor to ceiling. If you

want to find what you need, and fast, you ask the librarian: Google.

You approach Google: 31 need snow |l eopard inform
of books. There are travel magazines about zoos thath ave snow | eopards, ki d:
of snow leopards, decor magazines about snow -leopard -print area rugs, reference books on

animal facts, a few encyclopedias, some National Geographics, and some support manuals for

Apple OS X Snow Leopard.

YouAreheVeew, so you say, JActually, I jJust want
Google whisks the previous stack away and returns with a smaller stack of literature. You pick

the first book off top, qui->thel lieirstteanountd hns of Canptnal a n
Asi a. i

Done. And you only needed to look at the first few pages of the top book.

The goal of GoogleAs search engine is to give se
didnAt do that very well, peomel e wouldnAt wuse th
Google acts as the Great Virtual Librarian, seeking content that is most relevant to what was

typed in the search box. The more specific the search query, the more specific the search

results.

On the other hand, if an author wants their booktomake t he | i brari anAs ho

certain topic, they must demonstrate to the librarian that, for a certain topic, their book
is the best match or contains the most reliable information.

An author might do this by designing a catchy cover. They might also make the book title
contain words that are often used when people ask questions about this topic. They write a
subtitle that further specifies what readers will learn, and they craft the back -cover copy as a
teaser to draw the reader in. They also have som eone write an author bio that positions that
author as an expert in the field.

The author will also seek to get on bestseller lists, be quoted in various magazines, and even

get recommended by other authors. Maybe this author will write forewords to other books and

have other prolific authors write the foreword in theirs. The author will be posting ads,
participating in interviews, doing readings, etc.

The author creates a credible 3buzzj and el evate



The librarian see s all this and brings this book to all readers asking about this topic.

And if the library patrons willingly receive it, or even come back to read it again, all the more
reason to keep bringing out this book for queries on this topic.

The author catered to the librarian by catering to what the readers were looking for.

Keep this analogy in mind as we go through this series. Each of those elements represent an
online process involved in search engine optimization and, ultimately, the su ccess of your web
presence.

See also: thegospelcoalition.org/how  -mormons -are -winning_-the -internet

SEO is all about hel pingnteheisisglonh peeplde ifmnmntdhe
are people out there that are searching for what is already your specialty ? a cooking class, a

good private school, a small friendly church, a big friendly church, a health seminar, an online

Bible study, informat ion about a perplexing Bible verse, how to deal with peer pressure, or how

to find help and support when your friends and f

You may have heard the term 3JSEO}j or 3Search Eng
content managemen t, social media, or web development.

| t As allterm tb debcribe a collection of efforts to make your web presence more
prominent in search results after someone types a related phrase into a search engine (most
likely Google, but some use Bing, Yaho o, etc.)

Because it As -agplieddnd ever wevotl/iad pyocess, SEO does not have a set definition
in a dictionary ? it has several definitions! The most important thing to keep in mind, however,
is that:

SEO is all about people ? their behaviors and pr  eferences ? and not just search engines.

|l t As about your target audienceAs needs, desires
make the connection so they realize that, yes, you can provide what they need. Youare worth
their time.

Then they either buy from you, subscribe to your content, follow you on social media, join your
cause, or come to your event or location (all possible calls -to-action ? which will be studied later
in this series!).

SEO combines some technical work with creative, strategic ¢ ontent work. Often, a complete
SEO project involves an SEO specialist, a content strategist (copywriter), and a web developer.
However, there are several SEO best practices you can implement yourself as a content
manager, communication director, webmaster, or tech -savvy volunteer.


https://www.thegospelcoalition.org/article/how-mormons-are-winning-the-internet/)

The process of SEO can have a big effect on your
audience is local or global.

SEO is so big in the business world that there is an overabundance of tools and techniques

being pushedbyvari ous J3authoritiesj{ in the industry. It
|l earn and keep up with, and i tAs often difficult
specialists in this industry still find it challenging.

That As why t hi s @ielpd/eu thwoagh SEOrfuadamentdls, step -by-step, to make
sure our ChurchAs ministries do dmeadhingrhensfiss. out on
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Glossary of Terms in Digital Marketing
and Search Engine Optimization (SEO




Based on generally accepted definitions as defined by Google.

Web presence - Any web page, whether owned by you or not, that mentions your brand and

can show up as a search result listing. Your website certainly should be the most prominent

part of your web presence, but other pages can show up as well, such as social media account S,
reviews from sites like Yelp or Google or Manta, externally published articles, videos on

YouTube, mentions of your brand on other sites, and more. The bigger your web presence, the

more you can dominate search results listings for search queries that r elate to your brand.

Search engine - A software program that searches throughout a database of information to
identify keywords or phrases specific by the user. Google is the largest and most popular
search engine for online searches, followed closely by  Yahoo! and Bing. Social media search
engines also get a lot of press, such as that of YouTube, Facebook, Twitter and LinkedIn.

Algorithm - A process, set of rules, or program for the purpose of calculating various
operations. In the context of SEO, the al gorithms used by search engines determine which
pages to suggest for a given search query.

Algorithm Update [Google] -Google is known for continually pe
algorithm in order to deliver the most fitting, relevant results to the sea rcher. The more Google

learns about natural language, searcher intent, and trends in content and web development,

the more it fine -tunes its algorithm. If you keep up with digital marketing news, you may have

heard of GoogleAs recens, mapoh abgdHummmngpdade;
etc.

Above the fold - Adapted from the newspaper term for the front -page area above t
fold, this refers to the upper area of a website that appears on screen before the user has to

scrol | . tdntto\ostthe mepessary introductory information above the fold so new
visitors donAt have to scroll to figure out how

content above the fold can be distracting ?t he eye doesnAt know what to

Alt text/Alt Attributes -Text applied to Iimages on a website,
explain what a picture/image placed on your site is about. This allows Google to index it, and it
also helps blind users know what photos are on your site, vias  creen readers.

Analytics - Collecting, analyzing, and interpreting data from your website. Typically, this refers
to Google Analytics, though some content management systems have their own analytics
software that can provide similar data.

Anchor text - The clickable word(s) of an active hyperlink.

Anchor point - A point/location on a webpage, such as halfway down through the content or

the very end, that a user ca-oodedljinkmpj to based on
Authority (online credibility) - The combination of cues search engines use to determine
websites and webpagesA credibility, which affect

12



Backlink (inbound link) - A link to a webpage or website that originates from an external
website.

3Bl ack-Riastkjy SEO techniques that go against Googl
hat methods were in attempt to 3cheat the system
updates to penalize this type of activity that impeded user experience.

Blog - A blog i s a website or page that is consistently updated with new information about a
chosen topic. Often run by a single person or a small group of people, the writing tends to be
less formal and more like a conversation.

Internet Bot - A software applicationt hat does an automated task over the internet. These
tasks are usually simple and repetitive, and performed much faster than any human could. Bots
are used for crawling the web to analyze and file information from web servers. The most
common is referred to as a Spider, which are used by search engines to understand and
categorize content.

Broken Link - A link that leads to a 404 Not Found error code. Generally, a link becomes broken
when the destination URL is changed without arranging a redirect, when a website goes offline,
or a web page is removed without implementing a redirect.

Bounce Rate - Percentage of visitors who leave without visiting another page on that website.

CMS (Content Management System) - This could refer to two types of software that  create
and manage digital content, often in a collaborative environment: web content management

(WCM) and enterprise content management (ECM). WCM can refer to a web development

platform such as WordPress, Joomla, Wix, Drupal, AdventistChurchConnect, Squarespace,
etc.; ECM means a system of managing content alone, separate from the web development
platform, but used in conjunction, and with extended content -focuses features such as content
scheduling and collaborative editing.

Content - Any information you place on your website. Content can be anything from written
information, to infographics, to charts, to photos.

Content Marketing - Is the practice of creating content thatisi ntended for a specific audience
and optimizing that content to make it more easily found in search engines

Conversion - When a user/visitor completes a desired action on a website.

Callto Action (CTA) -Is t he pri mary 3 astheactionnyouava nt gdurgeadeieto

do after reading the convincing content on your
JWatch video nowjy or 3Join today!j{ or J3Donate no
you join our cause by supporting our goal financia | | y ? j

Clickbait - Content, primarily headlines, created to attract people to click. Often overly -
dramatic, playing on emotions, oversimplifying, communicating urgency, and suspected of
overpromising for the sake of getting more traffic, more reads, more s ales, more sign -ups, etc..

13


https://wordpress.com/
http://www.joomla.org/
https://www.wix.com/
https://www.drupal.org/
https://www.adventistchurchconnect.com/
https://www.squarespace.com/

Googl

impact.

eANs most recent wupdate

Crawl / Crawler / Spider -Aninternet 3 b ot j
websites and webpages to make sure they are categorized and listed appropriately.

further

scrutinizes
misleading content. However, clickbait content done carefully and correctly can still make a big

t hat systematically

Crawl Error - When a googlebot is blocked from crawling your website or web page. A page

that is not crawled by googlebo

web.

Directory

ts will not be indexed and therefore cannot be found on the

- Phonebooks of the internet. A directory lists the location of your organization,

hours of operation, brief description, phone number, and photos. This helps significantly with
local SEO, as each directory listing can show up as a separate search result. (It is extremely
i mportant that all information

DomainName -The part of a websiteAs
a particular website is stored.

Duplicate Content

cat

n your directory

URL
I n

that directs
Janalytics. go

- Blocks of content on a webpage that match content that exists else where

on the same website or a different website. It is possible for duplicate content to cause one

page to rank in search results while the other will not, as Google indexes it as covering the
copied content is not. ( Beware of

to Jmake i

same content. Quoting or referencing content is safe, but

tacti

cs to J3spini content

Engagement

t

only slight

- Is the interaction between a visitor and your website. Did they click on a | ink,

does it seem like they have read whole pages of your website all of these actions are used
together to determine your websites engagement. A website with high engagement will do
better than one with low or no engagement.

Featured Snippets
captions that answers a commonly

- Found at the top of search results pages for certain topics, these are short
-asked question. Each snippet is extracted from a webpage

the googlebot thinks best addresses the topic in a concise way. (example: google a topic like

3 h otwo

Google

tie a slip knotj and

how to tie a slip knot L Q

All Videos Images Shopping News More Settings Tools

About 17,300,000 results (0.38 seconds)

Slip Knot Tying Instructions —

1. Make a loop by doubling line back onto itself. —< ';o B
2. Run tag end back toward loop and lay over the doubled 3 , 3

lines. ‘:‘_.né% ﬂ%_ =
N

3. Make one or two turns with the tag end arcund deubled lines
and through new loop created.

Slip Knot - How to tie a Slip Knot - NetKnots
https./www.netknots.com/rope_knots/slip-knot

About this result Feedback
Slip Knot - How to tie a Slip Knot - NetKnots
https:/fwww.netknots.com/rope_knots/slip-knot *
Slip Knot Tying Instructions. Make a loop by doubling line back onto itself. Run tag end back toward loop
and lay over the doubled lines. Make cne or two turns with the tag end around doubled lines and through
new loop created

Slip Knot | How to tie the Slip Knot | Knots - Animated Knots by Grog
https:/fwww.animatedknots.com/slip/ -

not e

t he

featur ed

box
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https://www.hobo-web.co.uk/duplicate-content-problems/
https://www.hobo-web.co.uk/duplicate-content-problems/

3 Fi nd a b Hdwieasiyithe content on a website can be found, both by users and search
engines.

Google Webmaster Guidelines -Googl eAs gui delines on acmeptabl
practices, as well as improper practices that can result in manual action.

Google Analytics - A free web analytics program that can be used to contain performance,
track audience behavior, traffic, content performance, and loads more.

Google SearchConso le-According to Googl e issfred seavicecofiere€lmyns ol e
Google that helps you monitor and maintain your site's presence in Google Search results.

Footer - The footer is the information found at the bottom of a web page. Here you should
place information such as your privacy policy, contact information, copyright, site map, Terms
of use, Social Media Icons, email signup, Login information etc.

Footer Menu - is the information placed inside the footer, such as Navigation.

Header - The top of a webpage that typically displays a page title, navigation menu, hero
image, or other introductory content.

Heading(s) - In web development and in word processing, headings can refer to styles such as

H1, H2, H3Y, which i ndi c &hereshouldenlybeaond Hl per pagei, amd ar c h
best practices recommend they include the webpag
the page.

Homepage - The default, or introductory web page, of a website.

Hero Image - Is a large image at the top of the page that takes up much of the screen when you
enter a website. Sometimes they have text overlay, sometimes they

HTML / CSS - HTML stands for Hypertext Markup Language used by web developers and is the
standardized syst em that tags files so your site has the font, colors, graphics and hyperlink
effects you want. CSS stands for Cascading Style Sheets, or files dedicated to telling browsers
how a page should be displayed, including various HTML elements. It is considered m ore
efficient than using HTML alone, which can be repetitive.

HTTP - Hypertext Transfer Protocol is how data is transferred from a computer server to a web
browser.

HTTPS- Hypertext Transfer Protocol Secure uses a Secure Sockets Layer (SSL) to encrypt data
transferred between a website and web browser. Google prefers to rank secure websites, so
those that display https instead of http may perform better in search results.

Inbound Link - A link coming from another site to your own website. Also referred to as a
backlink. When these are legitimate, they can demonstrate authority and credibility, which are
ranking factors. If they are purchased or coerced, Google can penalize your site for having
them.

15



Internal Link - A hyperlink from one page of your site to another page on your site . If your site

is about cooking and you mention egg substitutes on one page, instead of explaining it on that

page while you already haveapage al | about egg substitutes, you
Substitutesty into a hyperlink to the JAIIl About

External Link - Alink on your site that leads the user to another site. Best used for reference,

citing sources, referr als to trusted sources, or as a way of avoiding reinventing the wheel if

another site has information youAd Iike to inclu
external l inks to open in a new browser tabit) so

Index - The database search engines use to store and fetch information gathered during the
Jcrawling}j process.

Keywords - The words, phrases, topics, ideas, or questions that describe what your content is

all about. This also refers to the words or phr  ases your target audience typically uses in Google
searches. The goal is to match your audienceAs |
your content as a good fit for their related searches.

Keyword Research - The process of discovering any relevant terms, topics, or subjects people
enter into search engines. This can also include the rate of competition and the amount of
searches conducted for each term or topic.

JKeywor d SiRededtimgrkeywords beyond what is natural, in the hopes of increas ing
search rankings. This is now considered a spam t
Guidelines and can result in a ranking penalty.

Landing Page - A stand-alone web page designed to capture leads or generate conversions,
usually with persuasive conte nt built around a single, clear, concise call to action (sign up,
download, subscribe, register, enter contest, etc.)

Manual Action -Googl eAs term for a pena}lTthye. Macncuaarl d iAncg ito
lists instances where a human reviewer has determined that pages on your site are not compliant

with Googl e' s webmas @Apenalizpdiveelbsites gan ejther bd deinated ers .
removed from GoogleAs search results.

Metadata / Meta description -A description of a webdusdgrthds cont
webpage title in search results. While it 1isnAt
the page content in the form of a teaser or intro, which can help convince them to click on that

link.

Mobile Responsive / Mobile First - Websit es information like image, links, text, videos are
easily shrunken and available across platforms like smartphones and tablets and still providing
great user experience.

NAP -I nt ernet acronym for 3Name, Address and Phone
subj ect of online directory | istings, as 1 tAs | mpe
on each listing, or Google may count them as different/separate entities.
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Navigation Menu / Website Navigation -A websiteAs main menu of || in
Contact, Services, Blog, etc.), telling the user what they can find on this website. It can also
display the major topics the website covers.

Organic search results - What appears in search result listings after typing in a search query
after paidadsorspon sored posts. J3Organic} refers to the f
caused them to rank, rather than pay -per-click advertising.

Page Speed - The amount of time it takes for a webpage to completely load. Page speed is
ranking factor.

Paid search r esults - Pay-per-click advertisements that appear above and often below the
organic results on search engines.

PPC (Pay-per -click) - A type of advertising where advertisers are charged a certain amount
(usually determined by bid, relevance, account history , and competition) every time a user clicks
on the ad.

Redirect - A technique that sends a user (or search engine) who requested one webpage to a
different (but equally relevant) webpage. There are two types of redirects:

301: Permanent

302: Temporary

Permanent (301) redirects are recommended.

Robots.txt - The Robots Exclusion Protocol (or Standard) is a text file, accessible at the root of a
website, that tells search engine crawlers which areas of a website should be ignored.

ROI: Return on Investment. W hile a broadly used business term, ROI is often discussed in
digital marketing and SEO because these practices are not cheap to apply, but can have
remar kably positive effects on an organizati onAs

RSS Feed- An acronym for Really Simple Syndication, RSS feeds allow content published on

another site to display on your site. For example, daily news headlines, posts from a
recommended bl og, or even YouTube videos on a ce
area on your website. You can also create content to be distributed via RSS to other websites.

Search Engine Marketing (SEM) -To i ncrease a websiteAs visibili:
pages with both paid and organic activities.
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Search Engine Optimization (SEO) - The process of optimizing a website which includes the
content, so it will appear in prominent positions in the organic search results of search engines
like Google.

Offsite SEO - Activities that are associated with your  brand which take place outside of a
website. Can include email marketing, social media marketing, TV, radio, high -quality
natural backlinks, and more.

Onsite SEO - Activities that take place directly on your website that help your pages rank.
This includes SEO focuses such as title tags, meta tags, intuitive website navigation,
intuitive sitemaps, high -quality content, etc.

SERPs-Acr onym for J3Search Engine Results Page(s)j
Sitemap - A list of pages on a website. There are two types of sitemaps:

HTML: This type of sitemap, typically organized by topics, helps site users navigate a
website.

XML: This type of sitemap provides crawlers with a list of webpages on a website and
assists the indexing process.

SSL Certificate (http vs https) - A digital certificate used for website identity authentication
and to encrypt information sent to the server using Secure Sockets Layer technology.

Subdomain - A domain that is part of a primary domain:  blog .thiswebsite.com.

Top Level Domain (TLD) - The extension of a given w eb address, such as .com, .org, .net, .info,
etc.

Traffic - The measurement of people (and sometimes bots) who visit your website.

URL-The 3physicalj addr ess o fhttpa/wwedladpizaogge . iFamr e x a |
URL?it tells your browser which website to J3goj t

UX (User Experience) - The overall impressions users have while interacting with a brand, its
online presence, and its product/services. Those who work in the field of User Experience
Engineering (UX E) work as software or website reviewers/testers, as an advocate for users
specifically in the digital field.

User -generated content (UGC) - Forms of content like blog posts, comments, podcasts,
reviews, videos, blog posts, etc. that is created by custome rs or users about a certain brand.

Vlog - A blog in video form.

Webmaster - A person who manages the technical aspects of the website. Note: a webmaster
is not the same as a web developer, though at times one person can occupy both roles. A
webmaster may use a CMS to create, post, archive, or move content without getting into the
code at all, while a developer has the capability to edit a website at the code level.

18


https://www.sdadata.org/

WhiteHat -Tactics that comply with Googl eAs Webmast el
hatij).

Widget - A stand-alone mini -program that can be installed/embedded into a website through
code to perform a certain action. Widgets can be ads, submission forms, quizzes or polls, or
they can display content from another website, such as headlines, weather, etc.

Webpage - A document that exists on the World Wide Web and can b e viewed by web
browsers. A website is made up of several webpages, linked together by a sitemap, or
navigational structure.
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SEO Basics:
Breakdown and Summary Check -List




You may be wondering, whaanwe actuallydoto optimize our web presence?

Sinceoptimizing content forsearch engineprimarily means optimizing content fopeople
many principles of SEO follow fundamental principles of advertising, marketing, psychology
and sociologyRememberji Qa £ € Fo2dzi LIS2LIX S I yR G§KSAN

However sincesearch engines are the vehicle by which this content is delivered, there are
several technical aspects involved as weallich as web development, data gathering and
analysis, and researchet you spreadsheets ready!)

This why digital marketing agenciasd large organizatiortypically have an entire team to
carry out SEGtrategies often comprised of copywriters, content managers, web developers,
andSEO specialists. These team members spend considerable amounts of their time just
keeping up with this industry, as trends and best practices can changeadeaihgn

While this can sound overwhelming, take comfort that much of this research has already beel
done for you, and eachlogpost inthis seriesis based on the latest data available.

2 S antrdduceyou tothe concepts and processes that are major ptayia a complete SEO
strategy: achecklist overview, writing and optimig content for online raders, $er
Experience Engineering (UX/UXE)}2of 0S { 9h o6F&aA0&ax OGN Ol Ay3
activity, and any technical setup or modifications that will be needed throughout.

[ SGQa adlFNI ¢A0K | OKSO(lfAaAad 2F YIFe22N St S

NOTEMake sure to check the dates of our SEO blogs as you read thrthiglguide will be
dzLJRI § SR FNBIljdzSyidte |a GNBYyRa OKFy3dS 2NJ AT

The following SEO fundamentals checklist Hhsee categories: roles, onsite
work, and offsite work.

ROLE&efers to the different positions, expertise, and points of view that contribute to
successful SEO. Often this meapescificjob positiors that work together as part of an SEO
team, but it can alsalemonstrate thewide range oflifferent facets involved in truly
optimizing content for search engines (people).

ONSITEefers to adjustments and development done directly on the pages of your website.

OFFSITeefers to SEO efforts done on platforms otlilean your website, such as social media,
directories, review sites, external websites, etc. This can create more listings in search result:
that relate to your website/topic/organization, and they can also catch different audiences
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and send that traffiback to your website. When done correctly and legitimately, offsite
efforts can also boost credibility, relevance, and authority.

6b2GSY azald 2FFaAldS {9hz SalLISOAlfte ALK
and it must be managed wittare.)

These items will be covered in depth in later posts.

1) COMMON ROLES IN A WIROQUNDED SEO TEAM

Copywritersand content writers are trained differently than academic writers or
creative writers. Advertising theory plays a big part in creating content that connects
with its target audience.

Rather than an artistic focus, these writers focus on clarity, connection, directness,
and appropriate emotional appeal. They writertdate. They write to enhance
understanding and lift up the reader, makititgemfeel like the hero of the stony

not to condesend and make their brand the star of the show. They inform and
educate, emphasizing the benefits in store for the reader,anoiply describinghe
features of a product or service.

When it comes to SEO, these writers know how search engines work anth huse
keywords/phrasesvithout sounding unnaturalh @S NI £ £ = A G Q& A YL
not just any writet even a very good writerwill be successful with copywriting or
content writing without proper training.

SEO specialistsften actboth asa consultant anditechnicalimplementord L § Q &
220 G2 adlreée OdzZNNByld Ay gKFG D223t SQa |
K2g AdQa I FFSOGAY A (K SowdheyonsiSe dajitefit antzd S
what drives them to conversions (maga purchase, subsciiigto a newsletter,
donatingto a cause, shargcontent, etc.). This helps them advise writers,

marketers and web developersindalsotest or measurd & G NI} 4 S3@ Q& S

SEO specialists conduct auditsan organizatiof2 &@ebsitesand/or their entire web
presence, and they monitor and interpret analytics to see how users behave on a
website or social media page. They do keyword research and use variety of software
programsto audit websites, create content briefs, andegeup with the numerous ways
a brand can expand and enrich its web presefmeach of which will be covered further
down in ths checkilisj.
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https://www.thebalancesmb.com/the-surprising-answer-to-what-is-copywriting-4056392
https://expresswriters.com/how-content-writing-works/
https://searchenginewatch.com/2018/07/13/keyword-stuffing-is-terrible-for-your-seo-heres-what-to-do-instead/
https://searchenginewatch.com/2018/07/13/keyword-stuffing-is-terrible-for-your-seo-heres-what-to-do-instead/

Web developerglay an integral supporting role to SEO specialists and writers. They
use their knowledge of HTML, XML, Java, etc., along with user experience and
web design best practisdo create a website that best supports the
recommendations foil K S  éoAtentSadsSEO.

Social media specialists NB SELISNIia G GKS o6A3 LKOG
write great posts, they coordinateampaigns manage advertisingnd work to
O22NRAYIFGS | o0NlYRQ&a 20SNI NOKAYy3I T2
presence.

2) ONSITE SEO BASICS

Keyword Research

Keyword Researchefers to the process afiscovering which words, phrases
SYUANBE aSyuaSyoSa 2N ljdzSadAzya | NB O2
regardingthe topic you wantto cover (e @ 9 @a& +S3Fy 5SaaSNJ
Gaz2ySGATAY3I [ 2dzNJ . £ 23102 ZRIRAOI Y E&05 2z
or Keyword Explorerthis process gives you a window into current search data to
help you develop a strategy for content creation

Measuing and Analyzing User Behavior

YYy2gft SRIS A& LR2GgSNWP LIQa KIFENR G2 RS
know how people are using it! Find out how many people come to your website,
what page they come in on, how long they stay, what pages @axdst likely

visit, links they click, et&ou might find that the page you want people to see is
getting skipped! Orf you change something without looking at user activity, you
might lose existing traffic and recovering from that is tougher than gaiginew
traffic.Ly aK2NILX GKAA& RIFEGIE (Sftfta &2dz gKI
your effort where itwill makethe most difference. Properly installirigoogle
Analyticsand Search Consolwill show you this data, and much more. While

there is a learning curve, they arcrediblydzd S ¥ dzf (22t a8 52y Q
without them!
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https://www.bigcommerce.com/ecommerce-answers/what-is-a-social-media-campaign/
https://yoast.com/keyword-research-ultimate-guide/
https://ads.google.com/home/
https://moz.com/mozpro/lander/keyword-research
https://support.google.com/analytics/answer/1008015?hl=en
https://support.google.com/analytics/answer/1008015?hl=en
https://www.google.com/webmasters/tools/home?hl=en
https://www.google.com/webmasters/tools/home?hl=en

Tags, Headersaind Meta Descriptions

These are the small pieces of content thlattate the way your site appears in the

list of search results. Based on keyword research sjmuldmake sure to use

the mostsearcheckeywordsiy S+ OK 2F @2dzNJ LJ 3SaQ A
2FT (0KS ONRoaSNI gAYR2603 KSI RSNE O6KSI
and meta descriptions (the intro blurb that shows underneath the page titte an
inkgt t KA&a KSflLJA RNIg¢g dzZaASNE Ay o0& AYUNREF

Fixing Page Errors

If your website has broken links or other pagad errors, Google takes notice
when it crawlsyour site(aka when google visits your website for tracking
purposes. This & R2y S 06& D2 2 3ThS drgs yolreRriBilIwithNI
Googla and frustrates site visitors! There are several wayaudit for these

errors, andthen you can fix link misspeilis, apply redirects, or optimize other
items that affect navigation.

Optimizing Page Load Speed

,2dz YIé KI @S & ausSyunchreedthdt gagedad Bpeed B a
ranking factor, especially for searches on mobile devices. If your page takes longe
than 1.5 seconds to load, your rankingnd the patience of your audiencemay

be at risk. Fortunatelythere are several things you can do to address, thigsch

will be discussed in a later post in this series

Mobile-FIRST

2 KAT S 282dz2Q@S KiEdndidesslara 2ndhileesiorsivaness,
mobile-FIRSTSs the most recenterm sprinkled througlweb developmentrticles
and guides. Bottom lingiour website MUST be easily viewable and usable on a
mobile screen. If not, users will leave your site AND Google will rank mobile
friendly sites over yours. Also keep in mind ttias means more than just having
a mobile friendly template. It has to do with content organization, text size, link
click/tap-ability, and navigation.

Optimizing Site Security
LGdQa y2id ifyouljwSkeiwl Beyhacked, buthert regardless ohow
YdzOK GN¥ FFAO AG 3ISGa 2N gKIFG G2LAOA
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https://www.screamingfrog.co.uk/seo-spider/
https://webmasters.googleblog.com/2018/01/using-page-speed-in-mobile-search.html
http://fortune.com/2018/03/28/google-search-mobile-first-desktop/

plugins and your site is hacked, all your hard work on optimization can be lost as
well. Additionally, websites without aBSL certificatewhichtells browsers that a
website is securgecancause a lower rankingnd causeskepticalsite visitorsto
rejectyour site.

Optimizing Navigation

You want to make sure yoiVIL sitemap is submitted to Googland this

sitemap should facilitate easy, uskrendly navigation throughout your site so
users can follow a logical path that leads them to an action. To help users visit
archived content and to give them whatever supporting information they need,
useinternal linking strategies.

Targeted, Topical, Readékntric Content

To achieve higher visibility for the key topics you want to work with, a good rule
of thumb is to keep ach webpage to one topic or subtopic astducture these
subtopics logicallyThis makes for better navigatiamdA 0 Q&4 S| aA SNJ ¥
determine what each page is abauaind direct the right traffic to it.

Consistent Updates (Frestbntent)

To determine if a site has fresh, relevant content, Google looks at how often a site
is updated. Ifyour siteK | & y Q (ipdade8 i§ § motiths and other websites
covering related topickavebeen updated it will cause the other sites to appear
higher in search results. Additionally, if a site visitor spotsafutate

information, credibility is hurt as welvhich is even touger to recover from)

Links to Other Sites WithiYour Web Presencesnd Some That ANBS y Q (i 0

To help show relevance, linking to other websites can boost credibifitye

links are to quality content about similar topics. Additionally, linking to sister
websites, your social media sites, or review sites can direct traffic where you want
AG G2 323 YR RSY2YAaAGNIGS OGKIFG &2dz K
AGH | 2dz R2y QiU 4yl G2 SyR dzLJ dzf GA YL
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https://letsencrypt.org/
https://letsencrypt.org/
https://letsencrypt.org/
https://www.digicert.com/blog/google-gives-ssl-secured-sites-search-ranking-boost/
https://www.digicert.com/blog/google-gives-ssl-secured-sites-search-ranking-boost/
https://security.googleblog.com/2016/09/moving-towards-more-secure-web.html
https://security.googleblog.com/2016/09/moving-towards-more-secure-web.html
https://support.google.com/webmasters/answer/183668?hl=en
https://blog.kissmetrics.com/commandments-of-internal-linking/
https://coschedule.com/blog/topic-clusters/
https://coschedule.com/blog/topic-clusters/

3) OFFSITE SBASICS

Social Media

This is the best place to start for efite SEO. Whether you use Facebook,
Instagram, YouTube, LinkedIn, Twitter, or a custom combination, remember to
always link back to your websife2 NJ ONSRAOAT AGeQa al (1Sa
0KSaS LA FOGF2NYVas odzi e2dzQft 2Fa4G4Sy 41
contact page, product page, or landing page with a call to action.

Review Sites

al 1S a4dz2NB @2dz aSG dzLJ 2NJ aOf I AYé @& 2 dzN.
Google, Fagbook, and other platforms that allow users to leave reviews. Bonus
SEO points if you regularly respond to reviewsh caution!) and show an active
interestin your audience!

Directory Sites

Especially if you have a briakd-mortar entity suchas a church, school, officer,
ministry, directory sites such &oogle My Busines§00gle Maps
Yellowpages.comBetter Business Bureguand severahiche-specific directory
siteshelp legitimize your entity and provide places to add additional information,
such as hours of availability, drigilirections, parking information, contact
information, areaspecifictips,and more. Proper attention to directory sites can
do wonders for your SECbut this process also needs to be done carefully. Not
all directory sites are respected.

External Publisings

2 KSy @2dzQNB TSI {idzZNBR la | 3dzSad of 23
online publication, you can name your organization in your binywhereyour
content is curated or quoted may show up in search reseltsted to your
organization

Other Websites

When a webpage that is not run by your organization links to you, or even
mentions you by name, it can show up as a listing in search results. If the page th
mention/link appears on is a respected site with quality content, this can be a
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https://www.centerforonlineevangelism.org/organization-yelp-things-consider/
https://www.google.com/business/
https://www.google.com/maps
https://www.yellowpages.com/?re=yp
https://www.bbb.org/
https://www.searchenginejournal.com/directory-submission-sites-google-likes-162689-2/162689/
https://www.searchenginejournal.com/directory-submission-sites-google-likes-162689-2/162689/

consderable reputation boost. However, if leguality websites/pages link to

your site, this could actually ding your credibility (even worseme

organizations have created fake websites to link back to $edvesp ¢ K| 0 Qf f
Google penalty as well as gylveputation hit). This is why it matters how you
represent your organization to other entitieléyou do discover questionable sites
linking to yoursmake sure to disavowthese links.

While this checklist covers several of the fundamental facets of SEO, this is a process of
LISNLISGdzl £ Y20GA2Yy donedEdzNI 62N Aa YySOSNI a

Google releases updates, websites need to consistently post fresh content, and trends in
online kehavior can change almost instantaneously.

However, aconsistent, concentrated effort can reap big rewards. You can find these checklist
concepts expanded in the comipgsts
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GETTING STARTED:
YOUR SEO SETUP WORKSHEET




Now that youAve | earned about the i mportance of

creating a successful SEO strategy, you donAt wa
reaching opportunities for exposure and I nfl uence. Il t As time to get s
You may be asking: 3What does my organization ne
organi zation is ready?j

This starter worksheet will help you complete the first essential steps of your SEO plan.
Click here to download a fillable PDF.

SEO SETUP WORKSHEET

1) Make sure your organization has a dedicated Google account.

Much of your SEO wor k wild/l be done within yduwur o
gmail account along with extended features and apps ? that is solely dedicated to the

organization as a whole, not to one particular employee. It might be something like
[MinistryName]Webmaster@gmail.com . YOouAlI I use this to set up

and Search Console, set up your map and Google My Business listings, and more.

Having a dedicated general email account for your organization helps keep SEO and online

marketing efforts separate from other email accounts, such as personal or employee -specific
accounts. In some cases, it may need to be shared between two or three employees that are all
involved in managing your organi z atepuatioNhghisonl!l i ne
shared access can streamline your SEO efforts. To keep things safe, the login information can

be kept and monitored internally by a management position, preventing problems in the event

of employee turnover. Click here for more account management best practices for

ministries.

What i s your organizationAs dedicated, gener al G

|l f you donAt yet have one, use this space to pl a

Gmail address/Google login

Username (donot use an employeeAs name. Choose some
organization. There is a spot for first name and last name, so something like First Name:
[Organization], Last Name: [Webmaster] will suffice.):

Passwor d (or use a generator ):
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https://www.sdadata.org/uploads/8/1/9/8/81986746/seo_setup_worksheet_final_fillable.pdf
https://www.sdadata.org/digital-evangelism-blog/social-media-best-practices-checklist-for-ministries
https://www.random.org/passwords/

Existing email address  (used for verification, and/or password recovery [make sure this
is an email address that multiple people in management positions have access to, so a
single employee wonAt be in complete control

Phone number (preferably a mobile number to use for account verification and/or
recovery. If possible, use a mobile phone of a department head or management position
that is close enough to your positi  on that you can easily work together on any verification
or recovery tasks.):

Setting up your Google account (skip this step if your organization already has an account
that meets the aforementioned requirements)

Start here , filling in the information you wrote out in the previous section. Make sure you have
quick access to the email and/or phone number you gave, as Google will send you a code you
will need to enter to complete the account setup and verification.

2) Make sure your site appears secure to Google with an SSL Certificate (http:// vs.
http s://)

To ensure that a userAs connection to your websi
valid SSL Certificate installed ( read more here ). This new security measure became a must -have

in July 2018, when Google Chrome started marking each site without an SSL Certificate (or

https) as not secure.

< C' A Not secure

Not only is this a factor in search engine ranking , but it can also alarm users who visit your
website. This is especially detrimental if you sell products or accept donations online.

Additionally, when you set up variouwwanttheSSLyt i cs
certificate set up properly, so you can effectively track user data. This is an important
preliminary step in preparing for SEO work.
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https://accounts.google.com/SignUp?hl=en
https://www.centerforonlineevangelism.org/keep-your-site-from-being-marked-not-secure/
https://webmasters.googleblog.com/2014/08/https-as-ranking-signal.html

Getting an SSL Certificate does not have to be difficult or costly. They can be obtained for

free at letsencrypt.org  or set up through your hosting provider. These steps will help you
determine the best way to get one Ifyouralregdylbaveam r g an
SSL Certificate on yadaayskiptostepd8ni zati onAs webs

What iIs the hosting provider f deg Stemwund gr gani zat
Hostgator, GoDaddy, your mini tryAs parent or ga

Will your hosting provider allow you to use an SSL Certificate from letsencrypt.org?
(You may need to check with your web developer, webmaster, IT department, etc. to
determine this.)

Your SSL Certificate is set up through:

Is your SSL Certificate current/valid ?

3) Is your website error  -free?

Before you bring more traffic to your organizat:.i
going to leave as quickly as they came due to frustration with errors! We recommend the

following FREE tool to detect any error s on your website such as broken links, invalid redirects,

server issues, and more. This is crucial to your onsite SEO efforts.

Screaming Frog SEO Spider

This free software saves you from havin g to review and test each page, link, or image manually.
Download this software onto your hard drive, open the program, and type in your

organi zationAs website information. The software
popul at e t he prYouranalso/esporicthie datatinto an Excel spreadsheet.

Need more assistance? Try this beginning walk -through on SEO Spider.

Does the report list any errors?

4) Is your website mobile -FIRST (mobile -friendly/mobile -responsive)?
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http://letsencrypt.org/
https://www.siteground.com/
https://www.thesslstore.com/knowledgebase/ssl-support/how-to-check-a-certificates-expiration-date-chrome/
https://www.screamingfrog.co.uk/seo-spider/
https://www.centerforonlineevangelism.org/wp-content/uploads/2018/07/Screaming-Frog-Beginning-Walk-thru.pdf
https://www.centerforonlineevangelism.org/website-surviving-mobilegeddon/
https://www.centerforonlineevangelism.org/website-surviving-mobilegeddon/

You donAt want to frustrate new visitors with a
screen. With over half of all website traffic worldwide coming from mobile devices, this cannot

be ignored. WhatAs more, Google is confavonual ly u
websites that are optimized for mobile browsi  ng. Your search engine ranking will be impacted

by this.

Being mobile -friendly involves more than just installing a mobile  -responsive website theme. It
means also considering text size, page load speed, whether your site uses Java or Flash, if you
have text in tables or embedded in an image, and more.

First, start with testing your organizati onAs we
friendly.j

Use: https://search.google.com/test/mobile -friendly

What do the results say? List any errors or page -loading issues:

Use this space for notes to forward to your website developer, webmaster,
designer, etc.

5) Verify your organizationAs NAP.

Especially if your organization has brick -and-mortar locations, you need to verify what Google
considers your organiza t i o MAR sName, Address, and Phone number.

It may sound simple enough, but this is a common place for inconsistency, errors, and can have
an unnecessary negative impact on your search engine rankings.

These three bits of information are the most critical components of your local listing data, and

they have to appear in exactly the same way (i.e., 123 Thisway Rd., vs. 123 Thisway Rdvs. 123
Thisway Road) in every p lace they appear, including on your website, in directory listings, on
your social media accounts, etc. Any discrepancies can cause Google to not list one of those
URLs (website, directory listing, social media, etc.), or to treat a slightly different NAP as a
separate entity altogether.

After confirming your NAP with your organization, use this space as the official
listing place for the name, address, and phone number. This can serve as a guide for
all places your NAP will be listed:

32


https://www.statista.com/statistics/277125/share-of-website-traffic-coming-from-mobile-devices/
https://search.google.com/test/mobile-friendly
https://search.google.com/test/mobile-friendly
https://moz.com/blog/why-listing-accuracy-is-important-whiteboard-friday

If your organization has multiple locations: Make sure all your locations are treated as
separate entities, each with its own NAP. See also: Local SEO for Multiple Locations,
Everything You Need to Know

If you have a large number of locations, create a centralized, master document that conta ins all
location details. Create a new version each time any location data changes.

If you are a virtual organization: Your NAP will be your organization Name, email Address,
and primary Phone number.

Once youAve compl eted t hi ®dwdrtokhe foendational tyskswfar e
successful SEO effort.

r
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https://www.semrush.com/blog/local-seo-for-multiple-locations-everything-you-need-to-know/
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Constructing Your SEO Foundation
Setting up Google Analytics and Search Console



|l t A\s the feedback youAvyowAlwlaylse walmlte dt' o Fs emaa | H yw
using your website.

This chapter is all about getting you connected to the right data that will continually fuel your
SEO strategy. You no |l onger have to guess what vy
website, your content, your products, etc.

As mentioned in the beginning checklist of SEO fundamentals, if you want to further improve
both search -engine -findability and user experience, you first need to see how your website is
currently being used.

It can be risky to change a link, move a page, or even change a title or headline without
considering how many people are already visiting

The information you get from  Google Analytics and Google Search Consol e (previously called
Google Webmaster Tools) helps you quantify specific goals and objectives to include in your
overall SEO strategy. You can learn a lot about your audience!

Yes, this is a lot to learn, and it is highly technical. But skip this chapter at your own risk ? all the
SEO techniques you will learn in the following chapters only work well if your actions are being
driven by data from these free , behind -the -scenes tools.

We Al | cover:

How to set up Google Analytics
How to set up Google Search Console
Beginner Tutorial for Google Analytics

= =4 4 2

Beginner Tutorial for Google Search Console

NOTE: The following setup describes how to set up Google Analytics and Search Console

fora WordPress website, a highly recommended and widely -used development platform (CMS

or Content Management System ) . I f your organizationAs website
you see will be slightly different, but overall the process tends to be similar.

Key differences may arise during steps that involve web development, such as applying
tracking codes and uploa ding verification files. If you have questions, contact your CMS or

website providerAs technical support, consult th
your IT team.

Most major platforms will have set instructions for setting up Google Analyti cs and Search
Consol e. However, itAs a good idea to confirm th

to be applied to each page of the website. If not, you miss out on most of the invaluable data of
how users navigate your site. Make sure to geta  clear answer from the tech support
representative.
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How to Set up Google Analytics

Any website worth building is a website worth tracking.

1. Signint o your organizationAs Gmail account

Google
Signin

to continue to Google Analytics

Emall or phone

» Input the email address associated with your website «

Forgot email?

More opions [ e |

English (United States) ~ Help Privacy Terms

2. After you enter in your email and password, go to
i

Start analyzing your site's traffic in 3 steps

analytics.google.com __ to sign up.

o Sign up for Google Analytics e Add tracking code o Learn about your audience Start using Google Analytics

Y

. hi A
~ >y .
~ //
Sign up now, it's easy and free!

Still have questions? Help Center

All we need is some basic info about what You'll get a tracking code to paste onto your In a few hours you'll be able to start seeing

site you'd like to monitor. pages so Google knows when your site is
visited.

Jle | Analytics Home | Terms of Service

data about your site.

Privacy Policy | Send Feedback
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3. Make sure 3websitej is selected at the top | e

New Account

What would you like to track?
Website Mobile app

Tracking Method

This property works using Universal Analytics. Click Get Tracking ID and implement the Universal Analytics tracking code snippet
to complete your set up.

Setting up your account

Account Name required

Setting up your property

Website Name required
Website URL required
http://  «

Industry Category

SelectOne ~

4 . | nput your organizationAs name in J3JAccount Na

5. Use your websiteAs domain name for the J3Websit
IJmymini strywebsite. comj

6. 3l ndustry Categoryij i s optional but recommend
benchmark data from the websites of similar organizations, giving you a general gui de
for evaluating website performance and setting expectations.

7. Enter the time zone of your organizationAs pr

37



8. Before you finish on this page, note the check boxes. There are some data sharing

options. You can read throughthese | i nks and decide i f youAd | i ke
Googl eANs support team and account specialists. I
data, leave the boxes unchecked.

Data Sharing Settings

Data you collect, process, and store using Google Analytics ("Google Analytics data") is secure and kept confidential. This data is
used to maintain and protect the Google Analytics service, to perform system critical operations, and in rare exceptions for legal
reasons as described in our privacy policy.

The data sharing options give you more control over sharing your Google Analytics data. Learn more.

v/ Google products & services RECOMMENDED
Share Google Analytics data with Google to help improve Google's products and services. /f you disable this option, data can
still flow to other Google products explicitly linked to Analytics. Visit the product linking section in each property to view or
change your settings

v/ Benchmarking RECOMMENDED
Contribute anonymous data to an aggregate data set to enable features like benchmarking and publication that can help you
understand data trends. All identifiable information about your website is removed and combined with other anonymous data
before it is shared with others

v/ Technical support RECOMMENDED
Let Google technical support representatives access your Google Analytics data and account when necessary to provide
service and find solutions to technical issues

! Account specialists RECOMMENDED
Give Google marketing specialists and your Google sales specialists access to your Google Analytics data and account so they
can find ways to improve your configuration and analysis, and share optimization tips with you. If you don't have dedicated

sales specialists, give this access to authorized Google representatives

Learn how Google Analytics safeguards your data.

You are using 0 out of 100 accounts

N

Get Tracking ID

Cancel

9. Click 3 Get andlapop-kp scraen williskjyou to agree to terms of service. You
must accept before you continue.
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YouAl | see a screen similar to this

All accounts > amissionariesblog
5 ‘ ®
b All Web Site Data ~ (=3
Q Administration
A Missionaries Blog / amissionariesblog -«
=! - o iesbl ANALYTICS EDUCATION -
amissionaries| v . " : < | >
sl Find your basic tracking
® © TrackingInfo code, and additional data-
B Property settings collection settings.
- The following settings are available only in
s User Management Universal Analytics.
>‘ Js  Tracking Info Click Tracking Code to find the basic code snippet
for a website or to download platform SDKs for an
(=] Tracking Code app (websites & apps).
Data Collection . g <
F Click Session Settings to configure the length of a
HvoriD session and of a campaign (websites & apps).
Session Settings
Organic Search Sources
Referral Exclusion List This is the tracking ID for your Google Analytics property. If you
Q Search Term Exclusion List Tracking ID are using a 3rd-party web hosting provider like WordPress, GoDaddy,
UA- T or Wix, you will need to follow their instructions to set up Google
* PRODUCT LINKING Analytics on your website.
N =] AdWords Linking Website Tracking OKAY, GOT IT!

10. The Tracking ID and Website Tracking script (code) you receive will need to be
installed on each page  of your website in order to start gathering information about how
people are navigating your site and to, then, present it in its reports.



There are several ways to install Google Analytics on your site, and it depends on the type
of content management system (CMS) uWeAdl If ogo ytolunm
common methods:

1) Installing the code in AdventistChurchConnect or AdventistSchoolConnect 3.0
From your ACC dashboard, go to Settings, the n Integrations.

At the top youAll see an 3Analyticsji box.
dropdown menu.

A space will show up to enter your Google Analytics ID. This will apply it to the
entire site.

~ Adventist... © . -

Dashboard

£l Pages

Integrations

Events Analytics More Info
Forms

Type None

Galleries

Media

Store

Disqus More Info

# Themes

Shortname e.g. mysite .disqus.com
Users

Settings

reCAPTCHA More Info

Site key

Secret Key

Payment Processing More Info

Stripe $§ | Connect with Stripe
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2) Applying the Website Tracking script to your websiteAs code.

If you or your website developer is up for it, you can add this Website Tracking
script directly to the theme of your WordPress website.

This small javascript code is copied and p
before the clos ing </head> tag.

- NOTE: Your specific tracKK¥Xg code will

<script type="text/javascript™>

var gag = gaq || [];
_gag.push(['_setRAccount", "UA-XEXEE-X']):
_gag.push(['_trackPageview']);

{function() |
var ga = document.createElement ("script'):; ga.type = "text/javascript'; ga.async = true;
ga.3arc = ('https:" == document.location.protocol ? "https://s3l" : "http://www') + '.google-analvtics.com/ga
Sk
var 3 = document.getElementsByTagName ('script') [0]; s.parentNode.insertBefore(ga, 3);
(b

<fscript>

3) Using a free WordPr ess plotas Thermare sévéta pluginse r | n s i
designed for the purpose of applying Google Analytics to your WordPress website, this is
just one of the recommended plugins)

From your WordPress dashboard, go to 3plug

Do a keyword search for 3Monsterlnsight sij

I nstall Monsterlnsights and click Jactivat
Once activated, there will be a new sectioninyour Admi n area call ed .
Go to Insights > Settings. YouAl/l need to

allows Wordpress to communicate with Google and send its site visitor

information.

To authenticate, make sure you are still logged in to your organi zationAs
account. Check that the Gmail address is up at the top right of the pop -up box
from Monsterlnsights. Click 3AIl owy and fo
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You can also paste the code i n manually. C
box, then go b ack to your Analytics account, click on the Admin link in the main
menu, and then 3Property Settingsj under t

Copy the code under 3Tracking | Df (include
the text box in the plugin.

Click ven Ch&aamnges} and your site should now

There are also ways to add your tracking code to Wix, SquareSpace or other CMSs,
many of which have instructions in their help sections or can be found with a simple
internet search.

Now that your code is applied to your site, check back in a few days to make sure everything is
working. You should see some activity through most of your webpages, though it will take
about 30 days to truly get a picture of the regular activity.

Once you hav e verified that Analytics is successfully installed, then you can install Google

Search Console. This essentially submits your website to Google, enabling you to monitor how
your website interacts with search engines. It is also a useful tool to check for errors that might
keep Google from crawling your site.
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How to Set Up Google Search Console
Monitor how your website interacts with Google searches,

and determine if any errors are preventing users from finding your organization's webs ite.
1. Goto SearchConsole and click 3Sign | n.j
Google Ess@

Search Console

| mome Welcome to Search Console

Get the data, tools, and diagnostics needed to create and maintain Google-friendly websites and mobile apps.
To get started, click the "Sign in" button above.

Here are some of the things you can do once you add
your property:

« Analyze clicks from Google Search. Learn more.

Google Search Console

* Get alerts for critical errors or issues. Learn more.

« Test whether Google can successfully understand your content.
Learn more.

2. Enter the email address & password associated

Google
Signin

to continue to Google Search Console

Email or phone

ﬁ ‘ Input the email address associated with your website h
Forgot email?
More options NEXT

43
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3. Once you the enter email and password, you will see the welcome page.

Google # 0 @

Search Console Help ~ O -

rome Welcome to Search Console

All Messages
Get the data, tools, and diagnostics needed to create and maintain Google-friendly websites and mobile apps.

Web Tools To get started, just add your site or app now.

Website - https:/www.exam T [ ADD A PROPERTY

Here are some of the things you can do once you add
your property:

* Analyze clicks from Google Search. Learn more.

Google Search Console Q »

* Get alerts for critical errors or issues. Learn more.

« Test whether Google can successfully understand your content.
Learn more.

©2018 Google LLC - Webmaster Central - Terms of Service - Privacy Policy - Search Console Help

4. First, add the name of your website and then,

Google # 0@

Search Console Help  ~ o -
H
e Welcome to Search Console e
All Messages
Get the data, tools, and diagnostics needed to create and maintain Google-friendly websites and mobile apps.
Web Tools To get started, just add your site or app now.

Q—

Here are some of the things you can do once you add
your property:

Google Search Console o »

* Analyze clicks from Google Search. Learn more.
* Get alerts for critical errors or issues. Learn more.

« Test whether Google can successfully understand your content.
Learn more.

NOTE:The actwual function of addi ngNEW Gpogl®eSearcht y i snA
Console yet. ThatAs why Search Console automatic
you can add your website. (Google Search Console recently updated and is slowly getting rid of the

old format. We will provide an updated lesson with newer screenshots when Google permanently

removes the old format.)
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5. Next you'll be asked to verify if you own the website. Since you already have Google
Analytics installed and are logged in to the same Google account, you may try the first
recommended method of wverification/ ownership.

page.

NOTE: If this method of verification does not work, please see the next step for additional
instructions. If you are using a CMS other than WordPress, this process will likely need an alternative
method of verification.

Google
Search Console

Verify your owne}ship of https://Www . com/. Learn more.

Recommended method Alternate methods

Recommended: Google Analytics
Use your Google Analytics account.
* You must be using the asynchronous tracking code .

» Your tracking code should be in the <head> section of your page.
« You must have the "edit" permission for the Analytics web property.

The Google Analytics tracking code is used only to verify site ownership. No Google Analytics data will be accessed

= -

6a. Just in case this process needs a few extra steps, it may be a good idea to have your website
administrator/developer available for guidance or assistandéote the recommended mettas of
verification:

HTML file upload which requires ftp access to your website. Google will give you a file to download,
YR @2dz gAff dzLX 21 R GKFG alryS FAES (G2 @2dzNJ Fi

HTML tag There are plugins avabé to assist in this, such as Jetpack or Yoast SEO. This involves
, 2

FRRAY3 | YSOF GFr3 G2 @2dz2NJ aAdSQa K2YSLI 3So

0KSYSQa KSIFRSNJ LKL FA{SY (K2dzZaAK AF @&2dz ®Kl y3S

Domain name provider This involves signing in to your domain provider account to upload a file.

Google will provide steps to walk you through this process.
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Google Tag Managerlf you are using Google Tag Manager, you can utilize this process for
verification. Tag Manager is not covered in this lesson.

If you are still having trouble verifying your website for search console, feel free to ask for help at
info@centerforonlineevangelism.org

Verify your ownership of http://famissionariesblog.wordpress.com/. Learn more.

Your Google Account will be recorded in Google's systems as an official owner of this property.
Note - your ownership information will be stored and be visible to other owners (both current and future).

Recommended method Alternate methods

Recommended: HTML file upload

Upload an HTML file to your site.

1. Download this HTML verification file. [googleba5819ed9ead3051.html]

2. Upload the file to http://amissionariesblog.wordpress.com/

3. Confirm successful upload by visiting http://amissionariesblog.wordpress.com/googleba5819ed9ead3051.html in your browser.
4. Click Verify below.

To stay verified, don't remove the HTML file, even after verification succeeds.

™

reCAPTCHA

I'm not a robot

Not now
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6b. For WordPress users who use Yoast SEO we recommend using the HTML tag within the
JAlternate Yhet hoas.¢e¢asily copy this code and pas:!
within the Yoast SEO plugin:

Verify your ownership of S ey b sy imew swmpdl, Leam more

Recommended method Alternate methods

— Choose the HTML tag under Alternative
& ta
Add a m;a tag to your site’s home page. MethOdS to Verify Site

1. Copy the meta tag below, and paste it into your site’s home page. It should go in the <head> section, before the first <body> section.

=meta name="google-site-verification" contenty " HLIT LI T L T oy P I l|f>

b Eimmine meemE Note: Copy only the code
2. Click Verify below.

To stay verified, don't remove the meta tag, even after verification succeeds.

Domain name provider
Sign in to your domain name provider.

Google Analytics
Use your Google Analytics account.

Google Tag Manager
Use your Google Tag Manager account.

Place the copied code in the Google Sea  rch Console box. After saving this, you can return to
Google Search Console and click on the 3Verifyij

v‘ SEO Dashboard General Features  Yourinfo Security

Dashboard © NEEDHELP? v
Titles & Metas

Social Webmaster Tools verification

XML Sitemaps You can use the boxes below to verify with the different Webmaster Tools, if your site is already
verified, you can just forget about these. Enter the verify meta values for:

Advanced

Tools Bing Webmaster Tools:

Search Console
; Google Search Console:
Premium

P Yandex Webmaster Tools:
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7. Once your website ownership is verified, your Search Console dashboard should look
similar to this:

Google # 0\
Search Console o nttpsiiweww com/ Help ~ g -
Dashboard New and important
Messages (1)

Improve the search presence of https://www. — e COM/ Feb 22, 2017

» Search Appearance @)
View all

» Search Traffic L3

» Google Index
o Current Status
*» Crawl
Security Issues Crawl Errors » Search Analytics » Sitemaps No Sitemaps D)
Other Resources No data available. (Why not?) No data available. (Why not?) Why submit a Sitemap?

You will have to wait 5-7 days to see any meaningful data. Make sure to check back regularly  ?
set calendar appointments to make sure you donAt

After youAve confirmed that both Analytics and S
the next chapter will show you how to start using these important tools.

If you want to keep learning more, here are some recommended videos:

9 How to Set up Google Search Console (and add a sitemap)
M How to Increase Your Search Traffic Using Google Search Console
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Beginner Tutorial for Google Analytics

Helping you get the most out of viewing and interpreting this valuable data
to most effectively optimize your website.

When you log in to Google Analytics or Search Console with no prior knowledge of these tools,
it can seem overwhelming!

But soon youAl|l di scover just how much you can |
planning technical or content updates. It will become second nature with continued use.

I n this section, youAl/ |l earn how to quickly che
engine performance or wuser experience, aivelyusgrs u Al
are navigating your site. YouAll find out if any

certain pages are causing adrop  -off in traffic.

By tracking your audienceAs patterns, you can be
preferences and beh avior, which can dramatically improve engagement.

WeAll start with terms and basi casdistedwatk ithoonghof f ol |
each tool.

You will see these terms in the menus and reports of Google Analytics or in Search Console

displays, s o youAl | |l i kely understand them even better
vocabulary list can seem intimidating at first, but as you get to know and interact with the

platform it will quickly start to make sense. (  NOTE: Not all terms will be covered in these

tutorials ? only the most immediately necessary).
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Google Analytics Terms and Functions

Terms change so if you run across a term in Google Analytics that you are unfamiliar with,
hover over it and a brief description pops up.

Average Se ssion Duration: The average amount of time a visitor stayed on your website. Two
to three minutes is favorable, while | ess than o
they were looking for.

Behavior : This element measures how users interact with your site, or with applications on the
website. Standard metrics include the number of users interacting with your application, the
number of sessions those users create, and the screens or web pages they visi  t.

Bounce Rate: The percentage of users that come to the website and then click out

immediately, signifying that they did not find what they were looking for. T he lower the

number, the better. When the number | s ekantgother , t
search terms being used to find it.

NOTE:DonAt take this n@@begl eoof seni ocoonsbkyders i
whenever someone hits the 3backj button, whic
didnAt find what t heontent! & malbathatthey fouhdevhghthey e ¢
needed on that one page and left.

Conversion : Completion of an activity that is important to the success of your business, such as
a completed sign up for your email newsletter (a Goal conversion) or a purchase (a Transaction,
sometimes called an Ecommerce conversion).

Direct Visitors: Di rect visitors have come to your site by
into the address bar in their browser.

Key Performance Indicators (KPIs)  : Measurable values that demonstrate how effectively your
website is achieving its objectives, such as nu mber of sessions, target bounce rate, number of
returning visitors, demographics engagement, etc.

New User: A first-time visitor to the website (unique IP address)

Page/Session: This shows how much a visitor engaged on the website, such as how many
pages they clicked on.

Referral Visitors: Visitors who visit the website because it was mentioned somewhere on
another website or blog that they were visiting.

Sessions: A 3JsetseoNsainteractions within your website
frame (set to a default of 30 minutes). This can mean multiple page views, social commenting,
or ecommerce transactions (for more information, try this Google support article ).

Users: People who have started at least one session during the date range.
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Navigating Your Google Analytics Dashboard

NOTE: If you just set up Google Analytics, we recommend letting it gather a mor
worth of data before making in  -depth analyses. Otherwise you will not have enough data

to truly determine usage patterns. Usage patterns fluctuate throughout the year and

around holidays. Over ti me, Yy o uaNdatterndoevsimmme f am

After | ogging in, youAl/l i mmedi ately be taken to
(by default) the last seven days of activity on your website.

By selecting J 2 8-dodmamyesyon thenbottorhleft ofithatbbp x, Yy ou Al | get
complete picture of average use patterns.

Other boxes on the Home screen show user trends, regions users are browsing from, and
which devices are used for browsing (desktop, mobile, tablet).

It can also be helpful to scroll to the la st box that displays which pages your users visit, with the
most popular on top.

All accounts > ‘ . ‘
I All web site Data -  :
Q,  Search reports and help Google Analytics Home . INTELLIGENCE
i Hom Users Sessions Bounce Rate Session Duration Active Users right now
)

2%  CUSTOMIZATION 49 67 65.67% 2m 34s

462.9% 463% 16.4% 139.7%
Reports ve last 7 days
(©  REAL-TIME
2 AUDIENCE
3 ACQUISITION
[ BEHAVIOR Top Active Pages

There Is no data for this view.
F CONVERSIONS
1 1
Last 7 days w AUDIENCE OVERVIEW > REAL-TIME REPORT >
How do you acquire users?

Traffic Channel Source / Medium Referrals
Q  DISCOVER
£ ADMIN

<
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Got specific questions already?

A great place to start your Google Analytics journey is at the top left of the page, the
Intelligence section.

This will guide you thr ough Google Analytics by asking questions like 3 Wher e 1's my tr:
coming f r3oMn?ajt omer e my most popwlda?frf pages from Ju

This will also notify you of any inconsistencies in your data. These  anomalies (the term Google
uses) will be presented as insights.

Insights will explain opportunities, trends, or changes that can have an impact on your website.
For example, it can show you that a certain landing page is getting more traffic than before or if
the number of new users is dropping. The information presented here allows you to adjust

accordingly.
v [0

& Back X

E'} INTELLIGENCE

-‘E} Where is my traffic coming from

- . You asked: Where Is my traffic coming from 3
Write your questions here

Top Country by Sessions

Auag 21-
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You can find your insights on your Home page in the second row on the right.

l ; All accounts > ‘ . .
0 Analytics  Ajl web Site Data - g oo
Insights
Q Search reports and help Google Analytics Home @ INTELLIGENCE
fr HOME Users Sessions Bounce Rate Session Duration Active Users right now

BT  CUSTOMIZATION

12.8% 12% 10.7% O

vs last 7 days
Reports Y

per minute

(© REAL-TIME

2 AUDIENCE

> ACQUISITION
B0 BEHAVIOR
There is no data for this view.
[ CONVERSIONS
23
Q  DIsCOVER Aug
£ AomiN Last 7 days w AUDIENCE OVERVIEW REAL-TIME REPORT >
< How do you acquire users?
Q Search reports and help Traffic Channel Source / Medium Referrals

785 Anomaly Detected: spike in
Pageviews for Page ...
HOME 350 b niiemn )

Aug 8, 2018

.3
B¥  CUSTOMIZATION 300
Pageviews for
L s e ———
Reports o0 R Y
(© REAL-TIME . For this Page, we forecast Pageviews of 2.31-
42.7 for Aug 8, 2018, and your actual
- Pageviews of 79 is higher than this range.
==  AUDIENCE 150
Forecasted bounds
-== Forecasted value
ACQUISITION 100 = Actual value
= Anomalies
80
BEHAVIOR 50 /’
. P
23 24 25 26 27 28 29

CONVERSIONS

[
=1
5]

T 0 Y

Aug
@ Organic Search ® Social ® Direct Referral Other EXPAND CARD

Last 7 days + ACQUISITION REPORT > MORE INSIGHTS >
DISCOVER

o]




Helpful Reports

With several reports to choose from, the most immediately helpful reports can be:

AUDIENCE? Over vi

Above

Al Analytics

Q_  Searchreports and help

A HOME
BT CUSTOMIZATION
Reports

REAL-TIME

2 AUDIENCE

AUDIENCE? Geo

t he
more in -depth look at how many users are coming to your site and how they spend their time.

All Web Site Data ~

ew

ne

graph

( WhoAs

visiting?)

t o

t he

right,

sel ect

3 Mont h

Audience Overview @ B save 4, EXPORT « SHARE | {8} INTELLIGENCE
May 1, 2018 - Jul 31,2018
O All Users + Add Segment !
100.00% Users
Overview
Users = V8. Selecta metric Hourly | Day = Weef = Month
® Users
40
—
20
—
May 8 May 15 May 22 May 29 Jun 5 Jun 12 Jun 19 Jun 26

Under Geo you can view the Language used by the vi ewer. If you see significant percentages in
different languages, it could be a tip that a translated page could be helpful to your audience.

&  AUDIENCE

O L E I.-'\'I T—-.'l\u'l'\'.

Active Users

Lifetime Value

Cohort Analysis BE™

Audiences

User Explorer

» Demographics

> nterests

o MEW

v Geo

Language

Location
» Behavior
» Technology

» Mobile

Aug 23

Frimary Dimension: Language

Secondary dimension

Language
1. en-us
2. engb
3. enca
4. en-au

Sort Type:

Aug 24

Default -

Acquisition

1,278 (70.41%)
185 (10.19%)
91 (5.01%)

50 (2.75%)
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If you are a local organization that depends upon local traffic to your website,
click Geo > Location > City to see if your target area is engaging with your site.

v Geo Primary Dimension: C{:-untr;.'tnntlnent Sub Continent

Language Secondary dimension ¥

Location Acquisition

AUDIENCE? Demographics ? Overview

I f your content iIs targeted to a certain age or

age and gender (see arrow 2) of the users who visited in the last  selected timeframe.

At the top right you can customize the timeframe by date (arrow 3).

, All accounts > R
Ol Analytics . A I O : ‘
Q,  search reports and help Demographics: Qverview B save 4, EXPORT = SHARE (&) INTELLIGENCE
[ May 1,2018 - Jul 31,2018
2  AUDIENCE All Users + Add Segment /'
\ 100.00% Users 3
Overview 1
Active Users Key Metric: | Users -

i« BETA
Lifetime Value Age 0.67% of total users Gender 1.79% of total users

Cohort Analysis BE™ 2

Audiences NEW
User Explorer

v Demographics

W female W male

Overview

Age

Gender

g nterests
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ACQUISITION ? Overview (How are they getting here?)

With the default timeframe set to 3 months (found in the right corner of the page),
view how people are getting to your site:

2 20 : B

B save 4, EXPORT < SHARE %) INTELLIGENCE

May 1, 2018 - Jul 31, 2018

These visitors may have clicked to your site via:

1. Organic Search (they searched for a keyword or phrase, found your site
in the listing and decided to click on it)
2. Direct (they typed your URL into their browser)
3. Referral (they clicked on a link on another site)
a. To find out which sites are |inked to your
4. Social (they clicked on a link from social media)
5. Paid Search (they clicked on a pay -per-click ad)

T -
q Search reports and help
————————r
Reports S
Acquisition
@ REAL-TIME Users +  New Users Sessions
>  AUDIENCE

Each terms are clickablq —

1,600 2,905

e ACQUISITION 1 m Organic Sear 564

2 W Direct 589

3 W Referral 288

» Socia 4 m Social 72

L
T
|
I

I

5 W Paid Search 13

Bl BEHAVIOR
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ACQUISITION ? Social ? Overview

ScrolldownintheOver vi ew wi ndow to Social Valwue. Unl ess vy
have any goals here. However, you will be able to see how many sessions have come from

which soci al media platform. Study this data and
published in the selected timeframe (3 -month default).

through your site
Q,  search reports and help

Don't show education messages.

A HOME
- This Report Uses Goals
B+ CUSTOMIZATION
Goal conversions are the primary metric for measuring how well your site fulfills business objectives. A goal conversion is registered once a user
Reports completes a desired action on your site, such as a registration or download.
® REAL-TIME Contact your view's administrator to enable goals

®  AUDIENCE “ % of sessions: 100.00%

Overview
e ACQUISITION

Social Value

Overview
» Al Traffic
»  Adwords ‘ PN | Y. B ions:
of @ You haven't defined any goals, so A Sessions: 1,113
> Gl Ermk we're unable to measure the . . X
Seareh Lonsele value of social referrals on your oo _h s Sessions via Social
v Social site. Referral: 128
Create a goal
Overview Conversions: 0
DetvorcRe e Contributed Social
Landing Pages Conversions: 0
Conversions Last Interaction Social
) Conversions: 0
Plugins
Users Flow
» Campaigns Social Sources Social Network Sessions % Sessions
Social Network ’ ac I %
E BEHAVIOR 1. Facebook 116 90.62'
Pages 2. Twitter 12 9.38%
| CONVERSIONS Shared URL

view full repor

Q DISCOVER Social Plugins

Social Network
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ACQUISITION ? Social ? Network Referrals

This is big for social media managers!

This report lets you see which pages users are coming

in on through social media referrals. This can help you track which posts are driving users to
your site, depending on which URL was linked in the post.

>

ACQUISITION

Overview

All Traffic
Google Ads
Search Console
Social

Overview

Metwork Referrals

Landing Pages
Conversions
Plugins

Users Flow

Campaigns

250

Primary Dimension: Social M

Secondary dimension -

Social Metwork

1. YouTube

2. Pinterest

3. Facebook

4. WordPress

Clickable Terms
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ACQUISITION ? Social ? Users Flow

This journey map starts with the social media platform that brought the user to your website.

See which page URL they clicked on, which can indicate which posts are getting the most

activity and which events are encouraging click -throughs.

If you hover overthe St arting Pages or |

nteract.
many users kept navigating your site, and how many dropped off at this point. Use this data to

on

review your site content and determine if users are finding what they need or getti

frustrated/bored and leaving.

S

ng

youAl |

All accounts > https:/www com
L owww. .com ~
Q Search reports and help

Social Users Flow

ﬁ HOME Level of Detail +  Export «

BY  CUSTOMIZATION All Users

+ Add Segment
100.00% Sessions

Reports

(© REALTIME Starting pages

214 sessions, 139 drop-offs

[ SocialNetwork - JU

& AUDIENCE

- wp Facebook —
- m
(RS 193 82
e ACQUISITION .
d
Overview
> All Traffic
»  AdWords
» Search Console
=== /core4-onli...-training/
v Social L)
Overview
Network Referrals
Landing Pages
CTNEEE in /additional...resources/
47
Plugins
Users Flow .
Bl = Linkedin
-9 - ffind-a-house-church/
» Campaigns 16
D BEHAVIOR = YouTube
=g .
= /chattanoog...-workshop/
i
M CONVERSIONS
wp Pocket
Q >
s DISCOVER II (17 more pages)
39
=P Twitter
=
£ ADMIN i

Jan 1,2018-Mar 14, 2018

1st Interaction
75 sessions, 30 drop-offs

- /find-a-house-church/
18

labout/
L RP)

wmm [cored-onli. -training/
9

im

=== fintroducto...h-webinar/

[

is (12 more pages)
25

a

L4
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BEHAVIOR? Overview (What are they doing?)

The Behavior Overview provides a graph showing the amount of traffic your website receives
and how they use yoursite. Make sure to select 3Monthi above t

These are the most important metrics here: 1) Pageviews, 2) Unique Pageviews,
and 3) Average Time on Page.

All accounts »
0 Analytics  A) Web Site Data - ®:0: B

Q,  Search reports and help Overview @ B save 4, EXPORT  « SHARE C%INTELLIGEMCE

Jul 1,2018- Jul 31,2018
A HOME All Users + Add Segment
100.00% Pageviews b

3% CcuSTOMIZATION

Overview
Reports
s Pageviews w VS. Selectametric Hourly = Day Week Month
@© ReALTIME
® Pageviews
800
= AUDIENCE
2+ ACQUISITION
400

N BEHAVIOR

Jul 8 Jul1s Jul 22 Jul 28

1 2 - 3

Behavior Flow / / {
Pageviews Unigue Pageviews Avg. Time on Page Bounce Rate % Exit

»  Site Content

Overview

»  Site Speed . _ | -
e — e — T —_—— N — T

»__ Site Search
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The Site Content section describes how visitors engage with pages on your website. For
example, under ALL PAGESyou can see your top pages and how many views they receive,

average time on page, plus which type of page is most popular

? helping you determine what

content performs best on your website (remember the best way to determine this is to select it
by month on the upper right on the screen).

Pages @

All Users
100.00% Pageviews

Explorer MNavigation Summary

Pageviews + (V5. Selectametric

@ Pageviews

15,000

7,500

+ Add Segment

B save

4 EXPORT = SHARE %INTELLIGENCE

Jul1,2018 - Jul 31,2018

Day Week Month d ...

Jul 1, 2018 - Jul 31, 2018

-
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