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About the Created Content 

Committee  

• The CCC works with CARLI staff and members to 

identify, develop, and encourage cooperation and 

collaboration to foster the creation, management, and 

access to digital resources. 

• The CARLI CONTENTdm collections include digital 

images and accompanying metadata from 32 different 

institutions, totalling 167 collections in all 

• The CCC reports statistics on these collections 

quarterly 



Report on sources of traffic 

• Google Analytics (CARLI provides 

spreadsheet) 

• Excel 

• OpenRefine (optional but faster and easier) 

• Reports 

 

http://www.carli.illinois.edu/products-services/contentdm/google-analytics-usage-reports-carli-digital-collections
http://www.carli.illinois.edu/products-services/contentdm/google-analytics-usage-reports-carli-digital-collections
http://www.carli.illinois.edu/products-services/contentdm/google-analytics-usage-reports-carli-digital-collections


Transforming the data 

• Deciding what stories to tell 

• Finding new interpretations of the data 









Beyond the Numbers: 

Digging into Data  

• Determining popular items 

• Discovering sources of traffic 

• Analyzing anomalies  

• Marketing success 



What content is popular 

• Common search terms and types 

• Specifically relevant keywords for your 

collection 



What drives traffic 

• What sites are sending users to the 

collection? 

• What types of sites tend to recur? 

• Are there new sources of traffic that can be 

identified for promotional efforts? 



Anomalies 

• Are there spikes in traffic? 

• What are they generated by or tied to?   



Marketing success  

• Matching traffic patterns with marketing 

efforts 

• Were certain campaigns or types of images 

better at driving traffic 

• Once on the landing page did the users 

explore other things on that site?  Other 

collections? 

• Who are we reaching with our marketing? 



Making Use of the Data 

Analysis of efforts and identifying areas of 

improvement 



• Are these what we expected? 

• Are themes coming up?  How might we 

apply these to existing collections to improve 

discoverability? 

• What implications are there for the 

metadata? 

Search terms used 



Traffic Generation 

Now that we can see where traffic is coming 

from we can ask: 

• How can we use social media to better drive 

traffic? 

• What other channels exist to drive traffic? 

• What can we do to improve existing 

channels? 



Moving forward 


