
Your 

company 

An example of a website and 

search engine marketing audit 

By 

Ann Stanley

Your 

company 



Your 

company 

Anicca Digital Solutions
• Anicca Digital Solutions was formed as a web development 

company in 2004 and became a full digital agency in 2006 

• We are an East Midlands accredited supplier and carryout work on 

behalf of Business Link

• In addition to working directly with clients; we have collaborative 

partnerships with other agencies and technology companies and 

carryout work for them on a sub-contract basis 

• We have a number of sub-brands including Online Marketing 

School and Reflex Website Content Management System. 

• The directors includes;

– Ann Stanley (MD) is responsible for providing online marketing consultancy and 

training to clients. Ann is a chartered marketer and a Google AdWords 

Professional

– Alex Fowler (Technical Director) is responsible for building clients websites and 

developing and maintaining our own stable of websites

http://www.cimhk.org.hk/cpd/logo.jpg
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Current Clients
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What we do?

Website 

development

Online 
marketing 

consultancy

Online 
marketing 

training
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Website Development
• We develop websites with a modern design and content 

optimised for the search engines 

• All of our websites are search engine friendly and 
incorporate our Reflex Website Content Management 
System - so you can edit the content, menus and 
database forms yourself 

• You can choose a range of extra modules to meet your 
business or clients’ needs, including: 

– Ongoing content, news and community tools such as blogs and forums

– Customer registration, profiling and filtering via a customer database, 

– Property, product or service database

– Ecommerce and shopping carts to take orders or reservations online

• We provide a complete hands-on support package, 
from the original web specification to hosting and 
ongoing support
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Online Marketing Training
• We provide a choice of seminars, workshop or lecture formats (from 45 minutes 

to 3–day Google Master-Class)

• Bespoke or standard courses, covering range of online marketing subjects, with 
modules for beginners to advanced users:

– Successful websites 

– Selling online

– Overview of online marketing 

– Search engine optimisation

– PPC and paid online marketing

– Email marketing

– Affiliate marketing

– Improving sales conversion and ROI

– Starting an online business
• All our workshops have online demonstrations and practical sessions so you 

can apply the lesson to your own website or marketing campaign

• In-house courses - suitable for your own marketing team, agency staff or directly 
to clients

• Online Marketing School – these open-courses are held in venues around the 
country working with partners on a shared revenue basis
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Online Marketing Consultancy
Initial consultancy and auditing

• Strategic review of your website and online marketing 
activities

• Production of online marketing strategy and plans

• Usability audit of yours and competitor websites to review 
the design, content and functionality; in order to improve 
sales conversion

• Technical audit of your site to determine whether it is search 
engine friendly, keyphrase research, Gap analysis, SEO 
page plans 

• Online surveys and customer feedback to determine site 
strategy
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Online Marketing Implementation
Online marketing implementation and campaigns

• PPC campaigns, including setting up new plans or improving 
the effectiveness of current campaigns

• Search engine optimisation of your site, including content 
creation and advice on correcting technical issues

• Link development strategies, ePR, directories, social 
networking

• Email marketing, including content creation, list 
management and broadcasting

• Ecommerce marketing, including shopping portals, 
comparison sites , shopping networking sites, affiliate 
marketing  and CPA  models

• Ongoing management & reporting
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Mini review of your site and 

online marketing
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Review of your 

Analytic results

These are real results and 

conclusions but any data that 

would reveal the identity of the 

company have been removed
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Visits from all traffic

Weekly cycle with lower weekend traffic

Traffic lower over Christmas

Bounce rate, average time on site are poorer than 

industry averages



Your 

company 

Traffic sources

High level of direct traffic as compared to other sites

Search traffic is average, referral traffic is low
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Split of traffic sources

Search traffic dropped off for Christmas

Traffic peaks can be seen in direct traffic due to other activities

Bounce rates are high for direct and paid traffic (>50%)
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Countries
About half the 

traffic is from 

outside the UK, 

most of this is 

from direct traffic 
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Much of the direct 

traffic is from outside 

the UK and has very 

high bounce rate, 

these visitors may be 

looking for another 

site
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Keywords

non-paid
Organic traffic mainly 

from brand terms

These visitors have a 

lower bounce rate, 

spend more time on 

the site and have 

more page views

Your data
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Keyphrases

Non-paid

Mainly brand

terms

Your data
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Paid 

(PPC)

PPC traffic only 20-40  

visits per day start of 

Dec)

Visitors have a higher 

bounce rate and spend 

less time on site and 

lower page views –

phrases may not match 

landing page content, or 

they don’t like what they 

see!
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Keyphrases

Paid
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Top 

Content

Your data
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Number of repeat visits
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Number of page viewed
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Goals 

(contact 

us)
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Conclusions & Issues
• Analytics data shows the relative importance of the different methods of 

traffic generation; the site is highly dependent on direct and search traffic 

(direct traffic  = 46%, search  = 48%), whereas referrals traffic is very low at 

5%

• Half the traffic is from international visitors, this is mainly from direct traffic 

and has very high bounce rates. 

• Spikes in direct traffic probably due to off-line marketing

• Weekly cycle with around 100-130 visits per day during the week

• Bounce rate (leaving the site immediately) 
– The site has an average of 58% cf (46% for industry standards, taken from other Analytics 

results as your site is not set up for sharing results)

– Bounce rate varies considerably depending on traffic source, with paid search traffic and 

direct traffic much higher

– Bounce rates also varies by the pages on the site – suggesting that the quality of the content 

varies, or some people are being sent by  PPC to the wrong pages

• Goals and conversions – initial results show high % goal conversion (3-8% 

visiting the contact us page) – however conversions should be a completed 

form
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Recommendations
• Search traffic is quite low, both organic and PPC 

need to be investigated and improved

• Most search traffic is from brand terms

• The behaviour of paid search traffic and direct 
traffic is different from unpaid search, they do 
not respond as favourable to the site – this may 
be indicative of some design issues

• Analytics has been set up to track goal 
conversions (landing on contact us page), 
however this should be extended to include an 
online form and a thank you page
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Search engine marketing
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Review of your PPC Results
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Review of the PPC structure & set-up

• 1 active campaign with 60 ad groups

• Reasonably well structured campaign – could 
benefit from splitting the ad groups up further

• Content not in the same campaign as search

• Good use of phrase match and negative match

• No conversion tracking

• Only 1 ad per ad group

Account reasonably well structured, but campaign 

could be split into separate campaigns for  ad groups 

labelled “where, who, where, how”

Current ad groups could be split further
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Review of the PPC results

• Good positions (average 5.3) – CPC optimised to 
achieve this

• CTR’s need to be improved (average >1%) 
– 31 out of 60 ad groups

– 83 keyphrases <1% CTR compared to 256 keyphrases 
with >1% CTR

– No optimisation ie pausing of keyphrases with <1% CTR

• Quality scores need to be improved
– No “great” quality scores and most ad groups contained  

OK or poor keyphrases

– Quality score of <6 = 493 out of 1155 keyphrases 

Poor quality scores means you get worse positions 
and pay more  as compared to your competitors
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Ad 

group

results

Pink = positions average >10

Red text = ad group average <1% CTR
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Keyphrase

results

Yellow = <1% CTR

Red text = quality score 6 or below
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PPC recommendations
• Restructure  campaigns and ad groups further – so ads 

match keyphrases 

• Set-up conversion tracking

• Test additional ads

• Set targets for positions, CPC, traffic and conversions

• Optimise campaigns to increase CTR and quality score 
ie modify or pause keyphrases and ads that don’t 
perform (<1% CTR)

• Optimise keyphrases to increase conversions

• Integrate results with organic and other traffic
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Review of your SEO

Anicca Solution’s site used as an 

example



Your 

company 

Search engine marketing
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Current SEO status (11 Jan)
PR = 3, Alexa = 1,871,724

Yahoo inbound links = 1,535 

Google inbound links = 0
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76 pages indexed in Google

URL, title and 

descriptions have 

been optimised for 

each topic/page
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Homepage
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Keyphrase density

Insufficient text 

but site appears 

to be successfully 

optimised for 

“business data, 

sales leads”
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Search engine positions for 

41 out of 52 keyphrases tested
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Conclusions
• Some optimisation has been carried out for specific terms, 

especially those relating to Leicester, although these are not 

necessarily high volume phrases

• PDF’s have good positions eg for PPC geo-targeting 

• There is an average Page Rank of 3 on the Home page but further 

work on link building is required to strengthen the authority of the 

site as compared to your competitors

• Site would benefit from more ongoing optimised content eg a blog or 

further articles
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Next steps

• Meeting to discuss the results

• Proposal & costing to set-up and manage 

a PPC campaign (and/or other projects)
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Any Questions?

ann@anicca-solutions.com


