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GOAL: Learn 1 Thing
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AGENDA

1. Introduction 
2. Website Fundamentals
3. Introduction to Analytics
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PART 1
Website Fundamentals & 
Introduction to Analytics
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PART 2
Social Media Best Practices 

& Intro to SEO
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PART 3
Competitor Analysis 

& Introduction to Paid Search
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GOOGLE ADWORDS CERTIFIED  & 
GOOGLE ANALYTICS CERTIFIED
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DIGITAL ACQUISITION
PLAN

DISCOVER PLAN EXECUTE MONITOR INNOVATE

Research current 
situation, use 

experience and data to 
understand market and 

end users.

Step-by-step solutions 
designed to reach client 

specified goals.  
Develop a roadmap to 

success.

Implement the plan to 
maximize profits and 

reduce customer 
acquisition costs in all 

digital channels.

Implement reporting to 
enable improved data 

based decision making.  
Understand the market 

reaction to client 
offering.

Identify opportunities 
to keep moving forward 

to the next level of 
growth.  Adapt to the 

ever changing
marketplace.
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Where Are You?
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Google Lands You On A Page, 
Not Always Your Homepage
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Paid

Local

Organic

Search  Engine Results Page (SERP)

Social
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STRATEGY
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Tool:
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https://developers.google.com/speed/pagespeed/insights/
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Pages

You don’t have to 
have the best site, 
just the best page 

for that query.
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Headline that matches what was clicked
A supporting sub-header to provide extra information
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Calls To Action



WWW.AOKMARKETING.COM

Logo & Contact Information
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Main Content and Descriptive Copy
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Offer
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Trust Building
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Product Presentation
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Secondary Content
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Is the change 
above the fold?

Dealing with Issues

→ Changes above the fold are noticed by more 
people, thus increasing the likelihood of the test 
having an impact.

25

Is the change
noticeable in under 
5 seconds?
→ Show a group of people control and then 
variation(s), can they tell the difference after 
seeing it for 5 seconds? If not, it’s likely to have 
less impact.

Does it add or 
remove anything?
→ Bigger changes like removing distractions or 
adding key information tend to have more impact

Is It a high traffic 
page?
→ Relative improvement on a high traffic page 
results in more absolute dollars.
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GOOGLE ANALYTICS

https://analytics.google.com/analytics/web/#report/trafficsources-overview/a54516992w87479473p92320289/
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Vanity vs. Sanity
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All the traffic in the world is great…
But if it doesn’t convert it’s fundamentally worthless.
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Google Analytics
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https://analytics.google.com/analytics/web/demoAccount
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THE JOURNEY – IN ANALYTICS

• Customer Journey

o Customer #1 - Journey 

o Customer #2 – Journey

o Customer #3 - Journey 
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Google Analytics 4

30



WWW.AOKMARKETING.COM

How the Tools Work
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THANK YOU!

Dave Burnett
db@aokmg.com
o. 416-815-8000 x 222
c. 416-816-5895

mailto:db@aokmg.com
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