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INTRODUCTION

There are many ways to approach a website from an SEO point of view but knowing what
order to do them in is often the part that requires experience. One might tackle a content
audit first but in our experience we've found that first sorting out all the technical matters
first is the way to get more from the strategies to follow.

A few years ago we were approached by a company that operates in a competitive industry
and they needed assistance in increasing the number of people coming to their website
and inquiring about their services. They want to grow their business and they recognise
that search engine optimisation (SEQO) is a fantastic way to do so. We spent a lot of time
talking with them about the business, understanding how they operate and how their
target audience operates. From this, we were able to get started on their website with the
first point of order being the technical side. We're not going to look at all the technical
changes we did today or what we have been doing but rather we are going to walk you
through our next move. Based on our track record below, the results speak for themselves:
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The results really do speak for themselves and now it's time to look at what to do next to
keep this momentum going. The next strategy we are going to roll out is a content strategy.
We've wanted to do this for a while but other matters with higher priority have taken the
front seat. We are now in a position to look at the content and we are going to run you
through how we go about doing this. You're welcome to follow along and give this a try on
your own website if you wish.
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THE STRATEGY

We've noticed that Google is looking at websites in a topical sense more and more these
days. What we mean by this is that Google looks at a website and wants to see that all the
content on the website points in the same direction. For example, if you have a blog on
gardening and there happens to be a blog post from a year ago about a new car that the
author bought, this is off-topic and would be best removed to ensure that the website stays
on point. By going through all the pages and isolating content that needs to be removed or
changed, we grow this same direction position that we are trying to achieve.

Here's how we go about this.

#1 FINDING THE PAGES

The first step of this process is to find all the pages that we're going to work on and we're
going to do this using Google's Search Console. Log into your Search Console account, click
on "Search Traffic" and then "Search Analytics". From here you want to select "Clicks",
"Impressions"”, "CTR" and select "Pages". Like this:

Search Analytics

Analyze your performance on Google Search. Filter and compare your results to better

v Clicks v/ Impressions v CTR Position

Queries e Pages Countries D
No filter = No filter = No filter = N
Total clicks Total impressions Avg. CTR

187 21,448 0.87%
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Below the chart, you'll see a list of all the pages on your website and that's what we're
going to be working with. One thing we would recommend is ordering the Impressions
column from highest to lowest as we want to deal with the pages that are getting a high
impression count but a low click-through rate (CTR). In other words, the potential clicks are
there but we aren't getting those clicks and we need to find out why. Maybe it's because
we're not appearing high enough in the search results, maybe it's because the meta title
isn't enticing enough or maybe it's something else altogether.

Below is an example:

Pages Monthly Volume (ZA) CPC (ZA) Competition (ZA)  Clicks Impressions ¥ CTR
1 1% 0 R0.00 0 105 6,937 1.51% »
2 Isearch-engine-optimisation/ - 0 R34.49 043 8 4,401 0.18% »
3 Isocial-media/ 6,600 R6.16 0.34 5 531 0.94% »
4 /2016/11/27/serptrends-seo-extension/ - 0 R0.00 0 2 482 0.41% »
5 Ipay-per-click/ 210 R129 0.69 0 362 0% »
6 /2017/04/19/search-console-keyword-opportunities/ - 0 R0.00 0 0 342 0% »
7 /2017/01/10/amp-mobile-first-index-seo/ -~ 0 R0.00 0 2 297 0.67% »
8 Iseo-tools/ - 390 R24.77 0.53 0 290 0% »
9 /web-development/ - 1,900 R52.04 0.67 0 286 0% »
10 12017/09/15/link-redirection-chrome-extensions/ - 0 R0.00 0 0 279 0% »
1" /2015/08/24/monty-python-the-holy-grail-game-of-thrones-mashup/ -0 R0.00 0 7 270 2.59% »

#2 EXPORTING THE PAGES

Once you've got your pages ordered, scroll right down to the bottom and look for the
"Download" button and give that a click. You're able to download a CSV file or move the
data straight into Google Docs. We decided to use a CSV file as we wanted to use Excel to
handle the data manipulation. Once you've downloaded the CSV file and imported it into
Excel, highlight all the data and then choose Insert > Table and that will give you the
following:

1 A B G D E

M | clickEd| impressionEd cnﬂ [

| https://www.imoddigital.com/ 105 6937 1.51% 48

| https://www.imoddigital.com,/2013/07/03/e-commerce-in-south-africa/ k] 250 3.6% 44

| https://www.imoddigital.com,/2015/08,/24/monty-python-the-holy-grail-g of -t hupfamp/ ] 153 4.66% 6.5

| https://www.i ligital.com/search-engil ptimisation; 8 4401 0.18% 45
https://www.imoddigital.com/2015/08/24/monty-python-the-holy-grail-g of-tt hup/ 7 270 2.55% 12

i https:/fwww.i lmoddlgltal comj2015;’051'03,‘ d-e-p k-review/amp/ 5 55 5.26% 7.2

| https:// il I ial-media/ 5 531 0.54% 44

| https://www.imoddigital. com/2015;’05[03/red -e-powerbank-review) 4 145 2.68% 16

| https:// imoddigital.com/2016,/04/04/track-outb d-links bsi hod-that ks/ B 169 1.78% 120

| https://www.imoddigital.com/2016/11/27/serptrends-sec- e)nensmn/ 2 482 0.41% 26

| https://www.imoddigital.com/2016/04/18/blog-commenting-as-part-of-a-link-building- strategvl 2 30 6.67% 61

| https://www.imoddigital. corr\!2015,|’09!03/c ki tes-first-ever-drink d-campai 2 45 4.44% 44

| https://www.imoddigital.com/2017/01/10/amp-mobile-first-ind o 2 297 0.67% 95

| https://www.imoddigital.com/2013/01/28/mozcation-cape townj 1 21 4.76% 27

| https://www.imoddigital.com/2015/02/26/wwf-chall y against-a-tiger/ 1 15 6.67% 6.6

| https://www.imoddigital.com/2013/04/22/i i | g ign/ i 135 0.74% 48

Note: For the sake of our client's privacy, we will use our own website for example purposes.
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It's important to convert the data into a table as it will give you the ability to order columns
with ease.

#3 FORMATTING THE SHEET

We love conditional formatting here at iMod Digital so we immediately started to format
the cells. One of the best things you can do is order the impression column from highest to
lowest (as we did earlier) and then use conditional formatting to highlight the pages that
have a very low CTR. In other words, we want to find pages that are getting a high number
of impressions but a poor number of clicks as these are the pages we are going to need to
work on.

Follow these steps:

1. Order the impression column in descending order.
2. Highlight the CTR column.
3. Click on "Conditional Formatting" in Excel.

Here are the options you want to choose:

New Formatting Rule

Style: | Classic

Format only cells that contain

Cell value less than |2 | B
Format with: | light red fill with dark red text AaBbCcYyZz

Note 1: You don't have to use 2% for this, you can play around with numbers that suite your
website.

Note 2: You may need to manipulate the CTR column depending on what Excel version you're
using.
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At this point your spreadsheet will now look something along these lines:

J A B I D E
Page: B4 clickEd| impression[ Positioid
https://www.imoddigital.com/ 105 6937 1,51 48
https://www.imoddigital.com/search-engine-optimisation/ 8 4401 0,18 45
https://www.imoddigital.com/social-media/ 5 531 0,94 44
https://www.imoddigital.com/2016/11/27/serptrends-seo-extension; 2 482 0,41 26
https://www.imoddigital.com/pay-per-click/ 1] 362 0 40
https://www.imoddigital.com/2017/04/15/search-console-keyword-opportunities/ 1] 342 0 77
https://www.imoddigital.com/2017/01/10/amp-mobile-first-index-seo/ 2 257 0,67 55
https://www.imoddigital.com/seo-tools/ 1] 250 0 59
https:// imoddigital fweb-devel / (1] 286 0 50
https://www.imoddigital.com/2017/09/15/link-redirection-chrome-extensions/ 1] 275 0 68
https://www.imoddigital.com/2015/08/24/monty-python-the-holy-grail-g of-th hup/ 7 270 2,55 12
https://www.imoddigital.com/2013/07/03/e-commerce-in-south-africa/ g 250 3,6 44
https://www.imoddigital.com/2016/08/30/expensive-keywords-2016/ [1] 204 (1] 85

#4 ACTION POINTS

Our next step is to add an additional column called "Action". Afterall, we want to bring
actional insights to this process so that we can make changes and better the website. In
this action column we want to have the following actions available to us:

« Keep - Page will remain as is.

* Remove - Page will be removed.

« Evolve - Page requires more work.

* Review - Page requires greater investigation.

The aim here is to understand what all the pages with a CTR lower than 2% require. This
process does require some practise and experience but to give you an idea of what we're
looking for:

« Keep - The page has a good or okay CTR, we don't feel that we need to update it and
are happy to keep it as is.

« Remove - The page is off topic, let's rather remove it from the site altogether to keep
the site on topic.

* Evolve - The page has a low CTR but receives a lot of impressions. We need to
investigate the meta data, text on the page, perhaps add some media, create
internal links and include some call to action's. Essentially, we need to make the
page better than it currently is!

* Review - Itisn't clear on what the page requires to make it better but the CTR is low
and the impressions are high so we know that there is opportunity, let's flag it for
later.

If you're handing this strategy over to a copy team, then they will be able to work off the
action column. If you're doing it yourself, the action column will keep you aware of what
requires doing. Tackling all these tasks will take time if you're doing it properly, you need
the action column to keep on track.
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Here is an example:

Pages

| https://www.imoddigital.com/ 105 6937 1,51 48 Keep

| https://www.imoddigital.com/search-engine-optimisation/ 8 4401 0,18 45 Review
| https:/fwww.i social-media/ 5 531 0,94 44 Keep

| https://www.imoddigital.com/2016/11/27/serptrends-seo-extension/ 2 482 041 26 Evolve
| https://www.imoddigital.com/pay-per-click/ 1] 362 0 40 Evolve
| https://www.imoddigital.com,/2017/04/19/search-console-keyword-opportunities/ 1] 342 0 77 Evolve
| https://www.imoddigital.com/2017/01/10/amp-mobile-first-index-seo/ 2 257 0,67 95 Evolve
| https://www.imoddigital.com/seo-tools/ 1] 250 0 99 Evolve
| https://www.imoddigital.com/web-devel / 0 286 0 50 Evolve
| https://www.imoddigital.com/2017/08/15/link-redirection-chrome-extensions/ 1] 279 0 68 Evolve
| https://www.imoddigital.com/2015/08/24/monty-python-the-holy-grail-g of -th hup/ 7 270 2,59 12 Remove

Click here to download a copy of our spreadsheet in case you want to compare and see
what's what.

#5 TRAFFIC ANALYSIS

A step that we feel is incredibly important if you don't have a copy team or are pressed for
time is to look at how the pages are currently doing in terms of traffic. In order to do this
we're going to use Google Analytics' Site Content feature. Let's walk through it:

Let's look at the "amp mobile first index seo" page - We've marked it as evolve but we need
to determine if this is worth evolving. We know that the topic is old (over a year old) and
that it may not be worth evolving as it's a topic that's done. So we log into Google Analytics
and we're going to look at whether the page actually gets visitors. Here are the steps

* Loginto Google Analytics.

« Click on "Behavior" > "Site Content" > "All Pages".

« Setyour date range from the date the page was published until today.
« Search for the page, in our case, "amp-mobile" should find it.

The end result is as follows:

® Pageviews

40

v v/.\e
April 2017 July 2017 October 2017 January 2018
Primary Dimension: Page Page Title  Content Groupin Other
Secondary dimension ¥  Sort Type amp-mobile Q advanced B @ T T |
Page Pageviews + Avg. Time on Page Entrances Bounce Rate % Exit Page Value
135 62 00:01:16 56 1.79% 40.00% $0.00
1. /2017/01/10/amp-mobile-first-index- g 135(100.00 62 00:01:16 56 1.79% 40.00% $0.00

seo/

Immediately we can see that the few months following the launch of the blog post it
received traffic but essentially no longer does. In this example, we would probably look to
remove the post from the website because it's not getting any traffic and because the topic
is very dated it's impossible to evolve into something valuable. If we had a case study on
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the topic, we might create one and then link to this post and visa versa to tie it together but
that exercise will take a lot of time, time which is better used on other pages.

Action: Remove page.

You want to repeat this process for the pages that you want to evolve, don't waste time on
pages that are outdated, off topic or clearly never going to be valuable again.

On top of this, if you track conversions in Google Analytics for your website, you definitely
want to take this into account as well. If you have a page receiving conversions that has a
low CTR and high impressions, investing in this page is a sure way to increase the number
of leads that your website generates and that's what this is all about!

#6 LINKS

In some cases, there will be pages on the website that should be removed but do contain
links from other websites. We never want to lose a link to our website, even if the links
doesn't bring any visitors. In this case the post may be removed but we need to 301
redirect the post to another page on the website. This is important as we want those back
links to still be of value and not point to a dead page. When doing a 301 redirect to another
page it's crucial that the page being redirected to is on topic. In other words, there's no
point redirecting to a page where the person arriving doesn't find information of relevance.
This might mean you need to create new content and if that's the case it's a great
opportunity to create a valuable updated resource on your website. You can then reach out
to the owner of the website that linked to you and inform them of the change.

#7 GO FORTH

Once you've got your document ready and you've managed to isolate those posts that you
want to make changes to, it's time to action everything. Our suggestion is to handle the
content in packets rather than trying to address it all at once. Pick 10 pages that show good
signs of outcomes should you invest time into making them better and run with those
pages first. Once they are done and in place, then move onto the next 10. We cannot stress
how important it is to rather approach this slowly than quickly, the aim isn't to hurry
through all the pages to finish but to rather see each one as an opportunity and to slowly
go through them, getting wins for each one you do.

This process has worked countless times and is one that truly does result in great growth.
Whilst performing this exercise slowly, you will also get an idea of which pages are most
valuable to your business and in turn this information will fuel additional content to be
created for the website but that's a whole different topic for next time!

If you perform this strategy and get some good results, please let us know in the
comments below. Or, if you get stuck or need a hand, drop us a comment and we'll do our
best to help you along.
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