Case Study: Blog & Full-Funnel SEO

Brand Marketing Manager Teejaytrue.com, Q4-2020 Snapshot

What | Did Active uses @

3.8K w0
Full-Funnel Strategy Implemented
1. Blog development around personal finance, .
wealth-building, and digital income topics
2. SEO optimization on blog and landing pages e
(meta tags, headers, internal linking) 0
3. Social media amplification via organic posts tied
to each blog asset - L 2 40

4. Traffic segmentation using Google Analytics
tracking, UTMs, and source attribution

5. Conversion funnel design tied to the content Perfermance nghllghts

journey (Top-of-Funnel blog > Middle-of-Funnel (Oct Dec 2020)

offers > Bottom-of-Funnel email/subscription)
Overall Performance
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Organic, Tailwind, Pinterest, Youtube, Google Organic social 1500
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= Takeaway
Direct 4m?2s Built and executed a full-funnel content strategy that
drove 3.8K new users in ~6 weeks, with 80% of traffic
Referral 4m 28s sourced from organic social and blog content. Top-

performing post generated 3.4K views. Implemented

" " source attribution, behavioral tracking, and optimized

Unaassigned 0% for SEO and social distribution. Used insights to shape
future content and email capture flows





