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Filter Usage Rate

Total Audience: Total number of combined Facebook Page likes, Twitter followers, Instagram followers, and
LinkedIn Followers.

Total Impressions: The total number of views received by posted content or the profile pages.

Overall Organic Engagement The percentage of users who viewed organic posted content and, in some capacity*, engaged
Rate: with the content (ie. likes, retweets, shares). This is measured by:

Total # of engagements*

Post Reach**

Audience %: This pie graph breaks down what percentage of the total audience comes from each of

Thruline’s main channels.

Web Referrals Total traffic to postedu and blog.post.edu referred from a social channel



