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Case Study Activity: Measuring the Success of a Blog Post Using Google Analytics

Objective:

Participants will analyze the performance of a blog post using key metrics from Google
Analytics. This activity is designed to help participants understand how to evaluate digital
content based on data and to derive actionable insights to improve content performance.

Duration:

30-45 minutes

Materials Needed:
1. Google Analytics Dashboard (real or simulated data).

2. Laptops or Tablets for each participant (with access to Google Analytics or a
shared data set).

3. Pre-prepared scenario with metrics and data for participants to analyze.

Scenario:

A company launches a blog post aimed at generating traffic and increasing conversions.
After one month, the company uses Google Analytics to assess how well the blog post
performed. Your task is to analyze the data and make recommendations to optimize future
blog content.

Key Metrics to Measure:
1. Traffic:
o The number of users who visited the blog post.

o Look for total visits, new vs. returning visitors, and traffic sources (e.g.,
organic search, social media, referral sites).
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2. Bounce Rate:

o The percentage of visitors who leave the website after viewing only one page.

o Ahigh bounce rate could indicate that the blog postisn’t engaging enough or
that users didn’t find it relevant.

3. Time on Page:
o The average amount of time visitors spent reading the blog post.

o Longertime on page generally indicates that users found the content
engaging and informative.

4. Conversions:

o The number of visitors who completed the desired action after reading the

blog post (e.g., sighing up for a newsletter, filling out a form, or purchasing a
product).

o Measure the conversion rate to determine how effective the blog post was in
driving action.

Steps for Participants:
1. Form Groups (if working in teams):

o Divide participants into small groups (3-4 members per group), or let them
work individually depending on the class size.

2. Analyze the Data (15-20 minutes):

o Each group orindividual will receive a Google Analytics report with key

metrics related to the blog post (or a hypothetical set of metrics if real data is
not available).

o Participants should analyze the data, focusing on:
= Traffic sources (e.g., organic search, social media, direct traffic).

= Bounce rate and potential reasons why visitors are leaving without
engaging further.

= Time on page to evaluate how engaging the content is.
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= Conversion rate to determine how effective the blog post is at driving
desired actions (e.g., newsletter sign-ups).

3. Discussion and Recommendations (10-15 minutes):

o Based onthe metrics, each group or individual will come up with actionable
insights to improve the blog post’s performance.

o Focus on the following:

» How toreduce the bounce rate (e.g., improving internal linking,
adding a stronger call to action, optimizing the introduction).

» Ways toincrease time on page (e.g., making the content more
engaging, adding multimedia, breaking up long blocks of text).

= |deasto boost conversions (e.g., clearer calls-to-action, optimizing
the placement of sign-up forms, offering incentives).

4. Present Findings (Optional, if working in teams):

o Each group will present their analysis to the class, sharing key metrics,
insights, and recommendations for optimizing the blog post.

o Encourage the class to ask questions and discuss alternative approaches.

Sample Blog Post Metrics for the Case Study:
« Total Visitors: 2,000
¢ New vs. Returning Visitors: 80% new, 20% returning
 Bounce Rate: 70%
e Average Time on Page: 1 minute 30 seconds
e Conversions (Newsletter Sign-Ups): 50 sign-ups (2.5% conversion rate)
o Traffic Sources:
o Organic Search: 45%
o Social Media: 30%
o Referral: 15%
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o Direct: 10%

Analysis Example:
e Engagement:

o The average time on page (1 minute 30 seconds) suggests that some users
are engaging with the content, but there is room for improvement.

o Actionable Insight: To increase time on page, consider breaking up the text
with headings, bullet points, and adding visuals (infographics or videos) to
make the post more engaging.

e Bounce Rate:

o Ahigh bounce rate (70%) indicates that many visitors are leaving after
reading only this page.

o Actionable Insight: Add more internal links to related content and a stronger
call to action to keep visitors on the site.

o« Conversions:
o Aconversion rate of 2.5% is relatively low for newsletter sign-ups.

o Actionable Insight: Experiment with placing the sign-up form higher on the
page, possibly within the first few paragraphs, or offer an incentive (e.g., free
e-book) for signing up.

Key Takeaways:

1. Data-Driven Decisions:
Analytics provide valuable insights into content performance, allowing for
continuous optimization.

2. Engagement Metrics Matter:
Monitoring bounce rate, time on page, and traffic sources helps identify where
content s falling short and where it’s succeeding.
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3. Actionable Insights:
Based on the data, participants will be able to recommend changes that can lead to
better engagement, lower bounce rates, and higher conversions.

Expected Outcomes:

o Participants will develop the ability to analyze data from Google Analytics and draw
meaningful conclusions about digital content performance.

e Theywill be able to make informed recommendations to optimize blog content for
higher engagement and conversions.

e Participants will gain practical experience in evaluating digital content using real-
world metrics.

Scenario 1: E-commerce Website Sales Drop
Sample Metrics:
« Total Visitors: 5,000
e New vs. Returning Visitors: 70% new, 30% returning
o Bounce Rate: 65%
e Average Time on Page: 2 minutes
e Conversions (Product Purchases): 75 purchases (1.5% conversion rate)
e Cart Abandonment Rate: 60%
o Traffic Sources:
o Organic Search: 40%
o Social Media: 25%
o Paid Ads: 20%
o Referral: 10%

o Direct: 5%

Attachment to MT
Task 2.3

Funded by the European Union. Views and opinions expressed are however
RN Co-funded by those of the author(s) only and do not necessarily reflect those of the European
:*.*: the European Union Union or the European Education and Culture Executive Agency (EACEA).

Neither the European Union nor EACEA can be held responsible for them.



":E I\/]C\ A Joint development, piloting and validation of entrepreneurial mindset

and key skills curricula and training materials for third countries

Scenario 2: Blog Traffic Drop After Website Redesign

Sample Metrics:

Total Visitors: 3,500
New vs. Returning Visitors: 85% new, 15% returning
Bounce Rate: 80% (up from 50% before the redesign)
Average Time on Page: 1 minute 10 seconds
Total Blog Posts Viewed: 1,200 (down from 2,000 before the redesign)
Traffic Sources:
o Organic Search: 25% (down from 50% before the redesign)
o Social Media: 30%
o Referral: 20%

o Direct: 25%

Scenario 3: Social Media Campaign Drives Traffic but Low Conversions

Sample Metrics:

Total Visitors: 4,000 (from the social media campaign)
New vs. Returning Visitors: 90% new, 10% returning
Bounce Rate: 85%
Average Time on Page: 50 seconds
Conversions (Sign-Ups): 40 sign-ups (1% conversion rate)
Traffic Sources:

o Facebook: 50%

o Instagram: 35%

o Referral: 10%
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o Direct: 5%

Scenario 4: Event Registration Page Receives Traffic but Few Sign-Ups
Sample Metrics:
¢ Total Visitors: 1,200
e Newvs. Returning Visitors: 75% new, 25% returning
e Bounce Rate: 70%
e Average Time on Page: 1 minute 40 seconds
e Conversions (Event Sign-Ups): 20 sign-ups (1.6% conversion rate)
e Scroll Depth: 50% of users scroll halfway through the page
o Traffic Sources:
o Organic Search: 30%
o Social Media: 25%
o Referral: 20%

o Direct: 25%

Scenario 5: Landing Page for New Product Launch - Low Engagement
Sample Metrics:

« Total Visitors: 8,000

¢ New vs. Returning Visitors: 85% new, 15% returning

 Bounce Rate: 75%

e Average Time on Page: 1 minute 20 seconds

e Conversions (Product Inquiries): 100 inquiries (1.25% conversion rate)

o Traffic Sources:

o Paid Ads: 50%
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o Organic Search: 20%
o Social Media: 15%
o Referral: 10%

o Direct: 5%
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