
Engaging Audiences: Google Analytics Audience Report and Insights  

 

Part A  

Audience 

• How many users were there in the selected time period? 

53,696 users visited the website 1 July 2020- 1 July 2021 

• What percentage of visitors were returning; what percentage were new? 

93.4% new visitors and only 6.6% returning visitors. 

• What other relevant insights can you derive from the Audience overview 
data, including from the demographic data? (250 – 300 words) 

Within audience overview, major statistics are total number of users out of 53696 users 
are new and did not create a repeat session. Most of the users did not return to the 
page after their first visit shown by low returning visitors of 6.6%. Another major data 
is bounce rate which on average is high with 89.30%. This kind of bounce rate signifies 
that visitor do not wish to read long and stay on this page. Also, it is implied by pages 
per session which is 1.31 on average and number of sessions per user which is 1.15, 
that, visitors are not reading the articles and they click on the link but do not stay on 
the page to read it. This is further fortified by the fact that average session duration is 
only 49 seconds.  

 Majority of visitors are from Australia (51.69%) followed by a substantial 
percentage from United States (15.87%). However, interestingly viewership language 
preference is majority English (US) than English (Au). Within Australia, the website 
has visitors mainly from Sydney and Canberra, with Sydney dominating the scene. 
Age group of 25-34 made the highest users followed by the age group of 18-24 which 
tells us that the content was more interesting for these demographics. The gender of 
the audience was roughly 60-40, females more than males. Within interests’ section 
of audience overview, some main topics of interest can be found, such as 
entertainment/movies, shopping, lifestyle, food and dining, fashion, travel and 
technology. These themes can be said to be the most popular among the current 
visitors. Mobile devices were used more to view the content, that is 61.21% of the total 
devices. 

 

Acquisition 

Look at the acquisition overview, and answer the following questions: 

• What percentage of visits were organic? What percentage were direct? 

85.3% organic  



10% direct  

• Looking at the social media referrals, which three social media sites 
accounted for the most referrals to the site? 

1. Facebook 

2. Twitter  

3. Yammer 

Behaviour 

Look at the behaviour overview, and answer the following questions: 

• How many page views were there?   

80,581 

• What was the average time on the page? 

2 min. 39 sec 

• What was the most popular article on the site? 

http://www.nowuc.com.au/2019/03/love-yourself-top-5-self-love-movies-of-all-time/  

 

Part B - Audience segment analysis and insights 

NowUC is a feature of works of students of journalism from the University of Canberra. 
The main aim of the website is to demonstrate the works of the students to attract new 
students, branding of the university journalism course and provide a platform for the 
students to showcase their works. The chosen segments are the key demographics 
for the website of NowUC. The age group of 18-24 both within males (3.53% users) 
and females (4.66% users) is key demographics who make up for people interested 
in the website. People in the age group of 18-24 have more probability of starting a 
college degree in near future. Therefore, these demographics are key segments that 



website should focus. The bounce rate in the two segments is lesser (85.73 and 
84.61%) than the average user (89.3%) and pages viewed per session is also more 
(well above 1.3). This is an indication that the chosen segments are engaging more 
on the website than any average user. Within in-market segment, it was found that 
these age groups are also looking for education and post-secondary related content 
which is another good chance for NowUC to brand University of Canberra in this age 
group and enact a landing page to University of Canberra journalism degrees page. 
Moreover, acquisition and behaviour show that mobile devices are a popular choice 
to view the website by male segment (55.17%) while desktop is a popular device 
choice in female segment (53.12%). Nonetheless, both these device choices are 
required to be targeted while mobile friendly content design and content should be 
published as it most popular overall. 

When focusing on acquisition of users, the bounce rate was lower in the social 
and direct channels as opposed to the organic search which is the highest traffic 
channel (image provided below). Therefore, it is only clear that these channels can 
bring more engagement and should be focused on. While zooming into the behaviour 
and content consumption, the main theme consumed best was ‘Culture & Lifestyle’ 
section of the website. The article titles being popular are also featured in that section 
of the website. Therefore, it can be said that focusing on the content in this section 
and creating more content in these titles can prove to be more engaging for the key 
segments in discussion.  

Furthermore, while investigating what pages gained the interests of these 
segments. It was found that in site content, they liked the content based on UC and 
Canberra in particular. Combining this knowledge with the geographical knowledge of 
the audience tells a story. Maximum visitors came from Sydney and Canberra which 
is also the closest population that are more likely to undertake studies in UC. More 
and more students after the pandemic are likely to study closer to home due to 
uncertainties related to the online and offline delivery. Hence it is only advisable to 
attract more local students than international students nowadays (Hall & Packham, 
2021). Therefore, another recommendation is to focus content on familiarising 
audience with UC and Canberra and creating landing pages that take potential 
students to the UC courses and UC website for this segment, particularly.  

Lastly, behaviour summary shows that average time spent on the pages are 
impressive in these segments in females and are as high as 3 minutes whereas males 
are not spending enough time on the pages. Therefore, male segment focused content 
requires more thought.  

Recommendations:  

1. Create more links to the landing page for University of Canberra journalism courses 
into the blogs published on the website. As the key segments could be interested in 
registering for degree courses and the page could lead to some conversion and 
become a channel for University of Canberra website to create new admissions. This 
is evident from behaviour and site content data, that audience of this segment like 
education and NowUC related info page.   



2. Mobile friendly content design and reading flow should be designed to enable more 
viewing time and more engagement. Young population segment, both males and 
females consume online content on mobile phones more than any other device 
(Anderson & Jiang, 2018).  

3. Average time spent on pages is longer than usual in this segment however, male 
segment requires more content to hold their attention and therefore, the articles of 
their liking can be pondered upon by the content writers of NowUC. 

In conclusion, NowUC is a flourishing website with high quality content and 
potential to attract key demographics that can potentially be students in University of 
Canberra with proper channelling and conversion planning.   

  



Screenshots of Data Discussed: 
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