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10 ways to make analytics actionable
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Moving past…

• “29 people retweeted us.”

• “This webpage got 987 hits and a 1:48 average time on page.”

• “That Facebook post had 16,568 impressions.”

• “Our emails average a 2.7% click-through rate.”
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#1

WEBSITES: FILTER INTERNAL VS. 
EXTERNAL TRAFFIC WITH GOOGLE 
ANALYTICS
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1. Work with your IT team to identify your organization’s IP 
address or range of IP addresses

2. Create custom top-level filters in your site’s instance of 
Google Analytics

3. Reassess your web traffic within these new parameters

4. Place audience-relevant content in targeted locations across 
your site

Detailed steps can be found at:
• cognique.co.uk/blog/exclude-internal-traffic-google-analytics
• support.google.com/analytics/answer/1034840

http://www.cognique.co.uk/blog/exclude-internal-traffic-google-analytics/#.WDyzJvkrKUl
https://support.google.com/analytics/answer/1034840
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#2

WEBSITES: ANALYZE PATTERNS WITH 
CRAZYEGG HEATMAPPING SOFTWARE



Michael A. Reina
Director of Digital Engagement, The University of Texas System

@MichaelAReinaUT
#SystemSeminar2016
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WEBSITES: GET AUTOMATED 
INFOGRAPHICS WITH WHATAGRAPH
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WEBSITES: IMPROVE SEARCH ENGINE 
OPTIMIZATION WITH MOZ
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#5

EMAIL MARKETING: MEASURE STRENGTH 
OF CONTENT THROUGH CLICK-TO-OPEN 
(ENGAGEMENT) RATE
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Open Rate = Emails opened ÷ Emails sent
Measures quality of subject line, timing of email, etc.

Click-through Rate = Number of Clicks ÷ Emails sent
Measures overall response of an email campaign
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Click-to-Open Rate = Number of clicks ÷ Emails opened
Measures engagement rate and effectives/quality of content
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EMAIL MARKETING: MAKE SMART 
DECISIONS BY LOOKING AT TREND 
LINES
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#7

SOCIAL MEDIA TRENDS: STAY INFORMED 
BY FOLLOWING PEW RESEARCH’S 
SUITE OF ACCOUNTS
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@pewinternet
Nonpartisan, non-advocacy @pewresearch data about the internet, science and technology

@pewresearch
Nonpartisan, non-advocacy data and analysis on the issues, attitudes and trends shaping America and the world

@pewglobal
Nonpartisan, non-advocacy @pewresearch data about global attitudes and trends shaping the world.

@pewjournalism
Nonpartisan, non-advocacy @pewresearch data on the state of news and information in a changing society.

@facttank
A blog from @pewresearch writers, pollsters & demographers. We find the news in the numbers. Tweeting about polls, data, econ, demographics and more.
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#8

SOCIAL MEDIA: DEFINE VIDEO VIEWS 
AND MEASURE AVERAGE WATCH TIME
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Facebook Video View = 3 seconds
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Twitter Video View = 3 seconds



60 x minutes viewed ÷
Video views

=
Average Watch Time 

(seconds)

60 x 2,778
÷

9,076
=

18.36 seconds 
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YouTube Video View = 10 seconds
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TWITTER: TWEET LENGTH VS. 
ENGAGEMENT
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1. Export Twitter data from “Tweets” tab of analytics.twitter.com

2. Delete URLs from column C of the spreadsheet

3. Add a new column to the leftmost side of the spreadsheet

4. Copy this formula into the cells of the new column: =LEN(D2)

5. Convert engagement rate column into a percentage

6. Run scatter plot w/ tweet length & the engagement rate columns

7. Decipher what tweet length range works best for you
Working example can be found at blog.bufferapp.com/twitter-analytics

https://blog.bufferapp.com/twitter-analytics
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#10

FACEBOOK: TRACK THE MOST 
ENGAGING POSTS FROM COMPETITORS 
AND PEERS
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Recap

1. Filtering traffic
2. CrazyEgg heatmapping
3. Whatagraph
4. SEO + Moz
5. Click-to-open rates

6. Email performance trends
7. Pew research
8. Video views vs. watch time
9. Tweet length/engagement
10.Tracking peers on Facebook
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bit.ly/digi-tips
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Using Digital Analytics to Make Decisions

QUESTIONS?
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