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At FMG Suite, our business is centered around one
simple premise: we love marketing so you don’t have
to. We know that you are busy meeting with clients
and may not have time to roll out the sophisticated
marketing strategies you would like. This is why we
have created lead generating websites and integrat-
ed digital marketing tools for financial advisors. We
act as your marketing team and help with automa-
tion, email, social media, content creation, website
design, and more.

Our team is a group of experts who combine dec-
ades of financial marketing experience to pioneer
a unique marketing approach for financial advi-
sors. We've recruited top talent in video production,
graphic design, animation, compliance, marketing,
content creation, web development, search engine
optimization, and software design in order to break
new ground in digital marketing. Everything we do
and create is designed to help you accomplish more
through your marketing for less time and money.

Meet your new marketing team by
visiting www.fmgsuite.com

WE BELIEVE FINANCIAL
PROFESSIONALS DESERVE TO
FOCUS ON WHAT THEY LOVE.
THEY DON'T LOVE MARKETING.

WE DO.

WE COMBINE REMARKABLE
CONTENT AND ELEGANT
TECHNOLOGY IN AN INSPIRED
MARKETING SUITE.


http://www.fmgsuite.com
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Chapter One

What is Google Analytics?

Google Analytics is a tool offered by Google that allows users to track and report their website
content. As any marketer knows, an inbound strategy is only as strong as its analytics. Without
quantitative data, content is just content. Google Analytics helps users take their website a

step further by providing data on what viewers are doing.

Google Analytics is centered on delivering information, but there are many more uses for
the software, such as different types of reports. Reports allow users to view more in-depth
information about who users are and how they interact with your website or content, such as
browser types, operating systems used, or service providers. We will go more into detail about

how to make a report and the benefits it can have on tracking your website information.

Google Analytics is a “freemium” service, meaning that the entry level is free, but users can
pay to receive more functionality. All of our FMG websites are integrated with Google Analytics

automatically and users can view basic data right from their FMG Suite Dashboard.

Some basic ® ®

questlons that How mony people are visiting my Whot keywords. are drawing
’ . . website? visitors to my site?
financial advisors

can answer by ©) O)
using Google What pages on my website are Where are most visitors coming

Analytics are:

viewed the most? from (ex: referrals, social mediaq,
organic search, paid search, etc.)?
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Chapter Two

CHECKLIST

Make or log into your Gmail
account

Go to Google Analytics
website and sign up

Copy and paste Tracking ID
into FMG Metrics section

Copy and paste Site ID into
FMG Metrics section

Click “Configure”

ONONONONO

Every marketer should use Google Analytics to ac-
curately track their website data. Not only is it a free
service, but it is also easy to set up and FMG Suite
websites come integrated with it automatically. Ad-
visors benefit from knowing how many people visit
their websites, what pages they view, and even their
geographic location.

In order to set up your Google Analytics, you must
have a Gmail email address. If you have a Gmail ac-
count, great! You're ready for step two. If you don't,
here is a quick overview of how to create one:

Go to Gmail.com and click Create an Account. You
will be greeted with a simple form fill with some
basic information, such as your name.

MeONI e lIRORRALTO@AN my
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@ Once you create your account, go to
analytics.google.com. You will also need
another tab with your FMG Dashboard open.

Signup

D — (3) Click “Sign Up"

S0 harve qeesiona T Heip Canter

iPad = 9:12 PM

% Google Analytics
What wouid you ke o track?
[ [
Tracking Methad
This proparty warks using Univarsal Analytics. Click Get Tracking ID and implement tha Universal
Analytics iracking coda snippet 1o complate your sat up.

Sating up your account
Account Name required

@ Google Analytics will then ask for some

basic information about your website,

Sating up your peopanty
Website Hame requiced

such as your domain and industry. While

this explanation is just for website traf-

Industry Category
[rerea.

fic, note that advisors can also track the

Reporting Time Zone
e R L

performance of their mobile app. At the

Data Sharing Semngs
Data you collect, process, and stors using Gaogle Analytics ("Google Analytics data®) s secure and
kep! configential. This dala is Used o provide and maintain the Google Analybes service. 1o perform
‘system criical cperations, and in rare exceplions fer legal reasons as described in our privacy policy.

bottom, you will see a button labeled "Get
Tracking ID.” Click this button.

‘The data sharing options give you mare cantrol over sharing your Goagle Analylics data, Learm mare.

+ Google products & senvicus RECOUME

product hinking
+ Bonchmarking

<+ Tocteien uppon
=

j | Analyscs Home | Teerss of Servica | Privacy Polcy | Send Fascback
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#0000 T-Mobile & 1:49 PM % 40% M
You will receive a Tracking ID, which will start with

& {ﬂ https://analytics.google.com [
a UA, such as the one to the right. Copy this whole

TrOCkiﬂg |D as |t OppeOrS. 1% Google Analytics Home  Reporing  Customization ﬂ PRPRPR - hitp:/Pu
Fr
'YOUR WEBSITE
bl Tracking ID Status
o) ERECER - UA-59725897-2 No data received in past 48 hours. Les
Bl Propery Settings Website tracking
This is the Universal Analytics tracking code for this property.
&4 Ueer Management To get al the benefits of Universal Analytics for tis property, copy and pd
want to track.
JS Tracking Info B ]
Trackina Code
Return to your FMG Dashboard, log into your If you have not already set up your Google Analyt-
account, and hover over your profile. ics tool, you will see an option to set it up. When
you click this, you should see two boxes — one
Click on Metrics. asking for your Tracking ID and one asking for your
Site ID.

© fmgsuite

DASHBOARD

Using FMG Suite is easy. Below are some of the most common activities that

we can help you accomplish. SIGN OUT

Dashboard

WEST COAST Notifications
MANAGEMENT N Ariliar Thie awitle "G inairasice

brandon@faulknermediagroup.com

EDIT PROFILE
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®

Your Tracking ID is the UA To get your Site ID, return to the Google Analytics tab. In the naviga-

number that you just copied. tion bar, you will see a web address. Select the numbers after the "P”
Paste it in the Tracking ID box. and copy those.

43367p105069996/%3Fm.p

This is your Site ID. Return to your Dashboard, paste these numbers into the
second box on the Metrics page, and click “Configure.”

After completing these steps correctly, your FMG Suite website will be connected
to Google Analytics. Within 24 to 48 hours, you will start seeing data roll in.
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Chapter Three

After setting up your Google Analytics account, you may be confused with all the jargon you see on your

dashboard. From “visits” to “time on page” to “bounce rate,” there is a lot of vocabulary to nail down to fully

understand your data. Here are some of the most common ones:

The people who come to your site.
Once they are there, they can do a
variety of actions (see below).

The number of times visitors
viewed a specific page. Pageviews
are counted when a visitor views,

goes back to, or refreshes a page.

The number of pages on your site
that the average visitor has been
to. If the number is too low, it
means that visitors may only be
viewing your homepage or anoth-
er popular page. If it is too high,
visitors may be not reading pages
and just clicking through. Market-
ers strive for a happy medium.

The traffic generated to your
site from your social profiles, like

Facebook, LinkedIn, and Twitter.

The amount of time a visitor spends on a specific page before moving
on to the next page or leaving your site. This is one of the most valuable
insights because advisors can tell if their pages are being read and, if
people leave the site, which page they were last reading.

How long visitors spend on your website overall, which is the sum of the
different “Time on Page” measurements.

Someone who came to your website, viewed a single page, and left.
Usually bounce is seen as a bad thing, unless you are directing traffic
to a single landing page or contact form.

The number of visitors who came to your site for the first time, which
is determined by whether or not they had a Google cookie from their
last visit.
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Returning Visitors

The number of visitors who have returned after a previous visit. It is
beneficial to compare the ratio of new visitors vs returning visitors be-
cause too many new visitors may mean that people are visiting but
not coming back, while too many returning visitors may mean that you
aren’t generating any new, unique leads.

Referring Sites
Other (non-advertising) sites that have sent you traffic, such as outside
blogs, referrals, or other social sites.

Direct Traffic

The number of visitors who came straight to your website, either by
typing your URL in or clicking a bookmark. They are usually people who
have been to your site before, but not always.

Individually, these vocabulary words can be confusing
or misleading. Put together, they start to show how
potential clients are finding your website, what they're
doing when they get there, and which pieces of your
content are performing well (along with the ones that
could use some work).



Chapter Four

The Key Areas Advisors Should Focus On

Although you are likely a left-brained analytical number lover, you may shy away from Google Analytics due
to it's jargon-rich, initially overwhelming nature. In an effort to provide users with all the data they’ll ever
need, the analytics platform can be difficult to sift through or find anything meaningful.

However, advisors may be more inclined to use Google Analytics if they realize that they really only need to
know three things about their website when getting started:

How much traffic is coming to my site?

Who is that traffic made up of?

What are those visitors doing?
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How much traffic is
coming to my site?

First, let’s tackle how to see how much
traffic you are getting on your site.

®

Log into Google Analytics and
select your website.

— :

/

©

In the top right drop down menu,

select a date range (such as the
last 30 days)

®

Go to Audience, then Overview
to view “Users”. You should see a
screen like this:

™\

Audience Overview

Emal Dxpod = AddeDuibbosnd  Saonis

Al Uners.
130 7% Basmnna

Bwarwn VR Bebeci v i

® Seesions

% Google Analytics

May 23, 2016 -.Jun 22, 2016 -

e []

00:03:43

Bource Rt

74.39%

At | T

% Mew Seazoa

52.94%
TN

As you can see from this example, 158 people visited this website in the last month. You
can also see how many page views that entails (506), the average number of pages visi-
tors clicked on when they were there (almost 2), and how long they spent (about a minute

and a half). So who are these 158 people?

®
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Who is that traffic
made up of?

This is where it can get interesting.

To find out where in the world the site visitors are from, go to “Audience,” then
“Geo,” then “Location.” You can see from the data here that a vast majority of
these site visitors are from outside the United States. A full 41% are from Russial

% Google Analytics

Reporting  Customizaion  Admin

[Cssmrmmsaros ] & Acquisition
Q Search reports & help ‘ i v
Country
% New Sessions Pages |
1 Dashboards ) bl : ‘ - = ;i

v Shorteuts

291 52.92% 154  73.88% 1.77

@ inteligence Events % of Total: Avg for View: % of Total: Avg for View: | Avg for View:
100.00% (291) | 52.92% (0.00%) | 100.00% (154) | 73.88% (0.00%)

Real-Time

1. mm Russia 120 (41.24%) 0.83% 1 (0.85%) 61.67% 165

Ay Audience

2. E5 United States 55 (18.90%) 69.09% 38 (24.68%) 52.73% 295

Overview

Active Users

5 Brazil 41 (14.09%) 100.00% 41 (26.62%) 100.00%

‘Cohort Analysis BETA

User Explorer . L1 ltaly 8 (275%) 100.00% 8 (5.19%) 100.00% 1.00

» Demographics
5. @ China 7 (241%) 100.00% 7 (4.55%) 100.00% 1.00

» Interests

v Geo

(not set) 6 (2.06%) 100.00% 6 (3.90%) 100.00% 1.00

Language {
Location 7. [*l Canada 5 (1.72%) 80.00% 4 (2.60%) 20.00% 8.80

» Behavior

8. L1 France 5 (1.72%) 100.00% 5 (3.25%) 100.00% 1.00
» Technology | | } { 1

» Mobile 9. I Argentina 3 (1.03%) 100.00% 3 (1.95%) 100.00% 1.00

» Custom

10. e Japan 3 (1.03%) 100.00% 3 (1.95%) 100.00% 1.00

» Benchmarking

This is just an example, but as you can see web visitors come from all over! That's the
beauty (and often, curse) of the worldwide web.

®
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What are those visitors doing?

View what is happening on your site and adjust accordingly.

To find out more about the site visitors’ behavior, In this example, 73% of visitors went to a landing
navigate to “Behavior” and then to “Overview.” This  page, 16% made it to the home page, and 3% went
section provides a nice summary of which pages are  tothe advisor's bios. These aren’t great numbers, but
most popular with site visitors. they tell a powerful story with simple information.

4 Google Analytics

Page Pageviews % Pageviews
1./ @ 37 N 7368%
2. /home.him @ 83 [l 16.18%
e 3. /bios.htm @ 19 | 3.70% C )
4. /comprehensive_investor_servhtm @ 14 | 273%
e 6. /advisory_report01.htm P 12 | 2.34%
6. finvestment_perspectives.htm @ 4 | 0.78%

\ 7. Iretirement_plan01.htm @ 3 | 058% J
/
Q. p

Some changes and tips this advisor could
follow after looking at their analytics:

® ® ®

Market to clients and prospects Make sure their home page has a Use engaging copy to keep
in their local area (they don’t do lot of good information, because visitors on the website longer.
business in Russia). this is the most popular page,

next to their landing page.

Google Analytics is like a puzzle. Each standalone piece doesn’t show the whole
picture, but when pieced together, they start to make sense. Play around with
the website and see what you can learn about your site.
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Chapter Five

Not only can you measure statistics about your website with Google Analytics, but you can also start to
measure your SEO, or Search Engine Optimization, marketing success.

The world of SEO is changing rapidly and there is no sure way to success, but it can be helpful to analyze

what your ads are doing, how much organic traffic is coming to your site, and how much your ads cost com-

pared to their performance.

SEO marketing is the combination  Organic Traffic is the traffic that comes to your site from search en-

of paid and unpaid efforts to gain  gines without any additional advertising. To view organic traffic to your

traffic from search engines such site:

as Google and Bing. Whether or

not you are paying for search en-  Open your Channel Grouping report, which can be found by clicking

gine ads, a chunk of your traffic  Acquisition > All Traffic > Channels. You will see your traffic segmented

will come from web searches. into channels, such as Organic Search, Referral, Paid Search, and more.

% Google Analytics

Dashboards
Shorteuts.
Inteligence Events
Real-Time

i Audience
Overview
Active Users
Cohort Analysis B€TA
User Explorer
» Demographics
+ Interests
» Geo
» Behavior
» Technology
» Mobile
» Custom
+ Benchmarking

Users Flow

Acquisition
Overview
~ Al Traffic

Channels

Home  Reporting  Customization  Admin

Channels

Customize Email Export = Addto Dashboard

Al Users

100.00% Sessions. + Add Segment

Explorer
Summary Site Usage Goal Set1 Ecommerce
Sossions | ¥5. Selecta metic

® sessions

Jun 22

Primary Dimension: Default Channel Grouping  Source Medum  Sourco  Medum  Other ~

Sacondary dimension v | Sort Typa: | Default v

Acquisition Conversions  Goal 1: Gompleto Get Started Now Fom ~
Default Channel Grouping

o New Sessions Avg. Session (Goal 1 i
e Duration

Conversion Rato)

17,715 42.88% 7,597 00:02:47 0.00%

Ao for View: 0.00% (0.00%)

10000% (17715) | 4287%00%) | 100 0247 (000%)
. Direct 7,913 (67 44.14% 3498 j2595%) 00:02:24 0.00%

Organic Search 4,755 (2684%) 36.24% | 1723 2268 00:02:51 000%
. Referral 2,987 (16.86%) BT2% | 1308 (17.19%) 3 00:04:10 000%
. Paid Search 968 (5.46%) 50.21% ) . 00:02:35 0.00%

Social 818 (452%) 63.60% ) 00:01:43
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9:12 PM

o4 Google Analytics

Explarer

Suwmsry  SheUsege  Ecommence
Bassons * VB Seedamewe Day Woek | Momh | of %

® Sezsions

20060

tober 2013 Jarary 2004 Ak 200 Jaly 200 Conber 204 Janary 213 Ap 275 Juy 2018

Frimary Dmerson. Keyword Scurce  Landng Fage  Offwr =

Swctvatury divirwan v | Son Typs: Dt ~ q senced [BlOT T2 m

A ques o Bohaver

% Mawr Pages |
Bounce Rate Avg Sension
Setsions Session
Sesnions + M Users Derslion

. ol Toad
410,574}

285535 68.35% 195169 49.55%

56.36%
63.74%
Te61%

62.19%

Geagle | AnalyScs Heme | Teems of Senvice | Privacy Poley | Send Foedback.

With this detailed look, advisors can see the first pages viewers go to from search en-
gine results, what keywords drive the most traffic, which search engines drive the most
traffic, the pages viewers leave most often, and more.
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Choosing Your
Keywords

Keywords are words or phrases that
frequently appear within your website
and that people will search for in a
search engine.

In relation to SEO, a good keyword density is between 2 and 4%, mean-
ing your select keywords make up 2 to 4% of your total content.

While there are no guarantees in the world of SEO, the goal of incor-
porating select keywords into your website and content is to help you
appear higher in search engine results when someone searches for an
advisor in your geographical region or area of specialty.

There’s no one right answer, but generally you want at least three and
no more than 10 keywords. More keywords doesn’t necessarily mean
more search results. You need a good balance of quality and quantity.
Within your website content, you should aim for your keywords to ap-
pear 2 to 4% of the time. If you choose 10 keywords, it will be hard to
organically incorporate that many different words and phrases multiple
times within your pages.

Choosing your keywords is where the analytical side of your brain takes
the lead. There are thousands of articles on strategies for creating key-
words and it can be overwhelming if you dive too deep into the rab-
bit hole of SEO. We're going to make it as easy as possible for you to
choose your keywords in less than 30 minutes.
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®

Jot down a list of five to 20 words or phrases that come to mind when you think about your practice and
what you do. These keywords could be as vague as “financial advisor” and as specific as “IRA rollovers for
executives in Walla Walla Washington.”

®

Now it's time to narrow down your list. For vague terms, such as “financial advisor,” “investment advice,”

"

and “retirement planning,” work on specifying them. There are tens of millions of results for these terms.
You want to compete in a smaller pool. Look at what happens when we search for “financial advisor” versus

“financial advisor san diego” versus “financial advisor san diego ca”:

) XN ) . XN )

PHONE6 &  9:41 PM % 33% 0> ~ PHONE6 & 9141 PM % 33% @ - PHONE6 &  9:41 PM % 33% @0 >

financial advisor

Google | Google | Google |

financial advisor san diego financial advisor san diego ca

All: SWaps: ihews Timegess  Videce Al Maps  News  Images  Videos Al Maps  News Images  Videos

About 75,900,000 results (0.56 seconds) About 5,150,000 results (0.57 nds) About 1,740,000 results (0.55 seconds)

We learned two things from this search. First, look at how the number of results drops when we add our
city. The more specific you can get, the better. Second, we get different results when we add our state.

Your keywords can be iterations of one another. So, if you're in San Diego, you may include several varia-
tions of San Diego, such as “San Diego CA,” “San Diego California,” etc.

©,

Now that you've created a few keywords that include variations of your location, focus on your specialities.
What special services do you provide, or what types of clients do you enjoy serving? Try running some
Google searches to see the results you get. Some keywords you could try include “financial advisor for
affluent families,” “private wealth services,” “financial advice for divorced women,” “IRA rollovers in Dallas,”

“Social Security planning for couples in Florida,” etc.

The more specific you get, the more likely it will be that your site appears higher in the search results. Aim to
create keywords with at least three words. Ideally, your search terms yield under 1 million pages of content in
a Google search. Anything more than 1 million represents a very saturated niche. If you can create keywords
with under 100,000 results, you're a true SEO rockstar.
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Let’s look at how

our results fall far see PHONEG =  9:41PM
below the 1 million
mark when we get GOOQ|€
more spec i fi C: financial advice for divorced women

All Maps News Images Videos

About 437,000 results (0.46 seconds)

~ PHONE6 &  9:41PM % 33% 0> eee PHONE6 = 9:41 PM % 33% 0

Google Google

IRA rollover san diego ca financial planning for widows
All Maps News Images Videos All Maps News Images Videos
About 359,000 results (0.94 seconds) About 277,000 results (0.45 seconds)

Now, let’s try getting really specific:

o — ) o — ) o — )

eee PHONE6 T  9:41 PM } 33% eee PHONE6 =  9:41 PM % 33% 02 - PHONE6 = 9:41 PM } 33%

Google | Google | Google |

actively managed mutual funds texas passive asset management san diego maximize ESOP benefits san diego

All Maps News Images Videos All Maps News Images Videos All Maps News Images Videos

About 200,000 results (0.67 seconds) About 173,000 results (0.46 seconds) About 7,400 results (0.68 seconds)

But what are the chances that your target client base will search for these
terms? While it largely depends on the financial fluency of your client base,
you should generally avoid using too technical jargon that the average investor

wouldn’t search for.
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By now, you should have a tailored list of 3 to 10 keywords. Incorporate these keywords into your website con-
tent, as well as in the title tags and descriptions of pages. If you have a FMG Suite website, each system and
custom content page in your dashboard has an SEO Toolkit where you can create a title and description tag.

Keep within the character count suggested, as Google will cut off any letters that go beyond the maximum
limit. If you're adding your tags to your home page and you specialize in retirement planning in southern Cali-
fornia, you may write the following:

ABC Financial Group | Southern ABC Financial Group provides retirement planning, estate planning,
California Retirement Planning and 401k rollovers to clients in San Diego, Orange County, and Los
Angeles.

@ Finder File Edit View Go Window Help @ - 2 100% @M € Sun 10May 12:49 Doney Q =

SEO Toolkit

Title Tag: 0/100

Description Tag: 0 7 150
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One of the main ideas with SEO marketing is establishing keywords. You know how to choose keywords to
integrate into your content. Now, we'll show you how to find your most salient keywords.

Navigate to Acquisition > Search Console > Queries (Queries is just a fancy way to say searches). You should
see a page like this:

' )

"4 Google Analytics

® Impressions

2,566,332 53,011 17 2.07%
o 000 24643 | NetTom 100N @ION) | %ol Touw: 10DO0K(17) | Avger ew: 207% (030%)

51, ik buikding srategies 357 e 170 e 27 2 4%

52 wobmaster toot 3505 ) 2 e 1) 0.06%

K 53 google ranung 3424w 3 povw 2unsrm 000% j

Amount of times one of your site’s pages, ranked for Amount of times one of your site's pages has been
that keyword, has been shown in the search results.  clicked after showing in a search for that keyword.

The percentage of the time that one of your pages, Where a page is shown for that keyword.
when shown for that keyword, is clicked.

As you can tell, this function is very useful in SEO marketing because you can see which keywords perform
best, which are being searched for most, and which drive traffic to your website.

Numbers are just numbers until a marketer does something with them. A good next step may be to sprinkle
more of your most popular keywords into your website content. Google and other search engines scour your
page and find keywords, and they put emphasis on titles, page headers, and subheaders. These are great
places to sneak in your keywords (for more on headers and subheaders, check out our blog post).


https://fmgsuite.com/market-in-motion/headers-and-subheads/
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Chapter Six

Where to Go From Here

Hopefully now, you feel a little more versed in the world of Google Analytics and see it more as a helpful
tool than an overwhelming piece of software filled with Internet jargon and complex options. All FMG
Suite websites come integrated with Google Analytics and with a little more knowledge, advisors can track
everything mentioned in this whitepaper without hiring a SEO guru.

First, we looked at what Google Analytics is and how it can help. We covered some of the basic questions an
advisor can answer by using Google Analytics.

Second, we looked at how to set up your Google Analytics account and link it to your website. This is the first
step to gathering useful, concrete data.

Next we examined some of the most common terms that you may hear when researching Google Analytics.
We covered things like traffic, page views, visitors and more.

Once we understood some of the key terms, we looked at the types of data you can gather and how it can
help your marketing. We explained some of the key areas that advisors should be looking at, how Google
Analytics influences Search Engine Optimization, and how to incorporate keywords into your marketing
efforts.

This is just the foundation of Google Analytics and once you understand these basic steps, you will be well
on your way to improving your marketing strategy. Some steps you can take to practice what you learned in
this whitepaper may include:

@ Reviewing the key areas discussed in @ Reviewing your analytics every few
Chapter 4. months.
@ Updating your site’s SEO keywords (focus @ Reviewing and studying the terms we
on page titles, headers, and subheaders). covered (and more).

Data aggregation is the future of marketing and helps make your content strategies
more measurable. Once you master these skills, play around with Google Analytics and

&)

see what else you can dig up!
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