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Just how many dashboards do you need to track one Twitter feed?



What the client
thinks they want:
One system that will
justify their budget
and answer all their
guestions

What vendors
think that means:
| need media
monitoring and
some metrics

What the clientreally needs
Probably three different
vendors that need to be

Integrated into one
dashboard




Dashboards...What Are They?

u A user interface that resembles
an automobile's dashboard

u They organize and present
information in a way that is
easy to read and access

u Interactive
u Braided data




Good Dashboards Are More Than Pretty Charts

u Valid data
u Easy to find answers to your questions
u Metrics aligned to goals

u Integration of social, traditional, digital,
web, survey data, CRM etc.

u Ability to easily find the data and/or
stories behind the charts/numbers




Testing the Accuracy of Coding

% of alerts found
SDL m UberVu m NetBase

NetBase 17.65%
UbervVu I 60.00%
SDL 100.00%

H % positive m %negative m %neutral

% Agreementwith human coding

NetBase 88.64% UberVu . 28 00%
ubervu | s 31 NetBaset 92.11%

SDL 48.94% Beyond _ 30.00%
SDL _ 40.35%

0.00%  20.00% 40.00% 60.00% 80.00% 100.00%




Overview of Dashboards
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Sales Target Risk Reduction
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Understanding Relationships Between Metrics

Analyzing the impact of messaging on web traffic and social

engagement What worked?
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—-00 of items containing one or more key messages

MO WhatR A RwoR?i
600 Q 10 wo

What we will do next:




Brand Metrics

KPI Last This period Difference
month/period
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WhatRA RY QiU 6 2 NJ K

% point change since last month

—e—Share of desirable voice —e—=Share of undesirable voice
o Unique visits to Website —e—Engagement Index

W

Mar I\@y June

Jan Feb Apr
.\/C.)/’8~ )

What we will do next:

hAdbNvbhrordvwsA~GOO




Media and Engagement Dashboard
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Analysis Scoring Engagement
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Media and Engagement Analysis
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Steps to follow when creating a dashboard:

C )
Step 1: Get consensus on goals & objectives

(. )

C )
Step 2: The audit

(. )

C )
Step 3: Track down data

(. )

C )
Step 4: Implementation

(. )

C )
Step 5: Put your dashboard to work

. J




Step 1: Get consensus on goals & objectives

u  Set up a meeting to decide:
J . o (1 !!? -
What’s the definition of “success”*  For your department or
What outcomes need to be measured? function
Who will use it?
Who will maintain it?

_ For the dashboard
What will it be used for? Or the dashboar

itself




Step 2: The audit

u  Who else is using dashboards?
u  What technology exists?

u  What tools are available?

u Who are the experts?

u Outsource vs. in-house?




Step 3: Track down data

u  How will you get the data you need?
u  What sources of data exist?
u How valid is the data you have?
Accuracy tests
Validity tests




Step 4: Implementation

u Outsource? In-house?
u Who do you need on the team?
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