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What is analytics?

The measurement of movement
toward your business goals
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_and heres 2 chart that shows what

you might, see 1 You looked al a
mountain range through a Lennis racket.
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What Is Data Driven?

Proactively using analytics
to guide decision-making,
to inform teams, and
to evaluate progress
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The Benefits of Being Data Driven Are Clear

“Improved” or “Substantially Improved”

64.0%
60.0%
40.0% 39.0%
20.0%
0.0%
Collaboration with Speed of decision Trust in underlying
internal departments making data
and with external
stakeholders N=676

Source: Aberdeen Group, April 2014
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How to Encourage a Data Driven Culture

Choose metrics wisely
Everyone’'s an analyst
Communicate visually

Make it self-service

Gowith IT

o s WD

. Just get started
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1. Choose Metrics That Map To
Your Marketing Strategy



Like Goals Around Your Marketing Funnel

Demand Generation

=~

Marketing Qualification

~_~

Sales Qualification

=~

Revenue/Sales

+1+ :
wtttableau




At Tableau Marketing, We Have Dozens of Metrics

« "Bigdata”
* Diverse sources
« Subtle differences in needs among the

team
« Lots of different programs
-~ DAanrniALh, A _——em L 1 G |
na g

Google Analytics
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Tableau Marketing Funnel

Awareness

Demand Generation

Marketing Qualification

Sales Qualification

Planning: Markets, Budget, Segments, Programs, Campaigns

Remarket & Suspects

:

PR, AR, Social, Blog, etc.

~ Ll I
\LIEHOhoLLINhA

(
ULOUUIT ™A

Inbound Paid Search, Events,
Website, SEO, Freemium, Content, Blog, Digital Advertising, Account
Buzz, Social, WOM Based Marketing, List
Purchase
~N

Qualified Leads

Automation, Nurture, Engagement, Behavioral Scoring, Predictive Scoring, Firmographic Scoring

H ~
Sales Generated Leads - Sales Accepted
Renewal/Cross-sell/Upsell, Referrals, LinkedIn, 5 Leads
Prospecting Tools, Channel @R susliess ules

________________________________________________________________________________________

Sales Qualified & Funnel

Sales Pipeline Management

Y
Won : Lost
Customer Conversion, ‘ .
. Prospect Remarketing
Community

Evaluation, Refinement, ROI




Our Technology Stack

Drupal CMS (Content Management System) plus
Google Analytics Premium
Optimizely

Dru pal DemandBase

SDL WorldServer (Localization)
Cvent

Certain

Meltwater

Equua Marketing Automation Platform plus

E|Oq ua Infer
- ON24

AdRoll, etc.
Forms ActOn

Certain

Email 2 | - AllianceTech
Campaigns Programs Events Module

Salesforce com: CRM plus
LinkedIn Sales Navigator

- Salesloft
S FDC - SAVO Sales Insight
ToutApp

RainKing, Discover,.org, Data.com,
etc.

SQL Server Database, Google Big Query: Data
Warehouse

WorkFront: Plan of record

Tableau

Tableau Desktop

Tableau Server
Online

:



Opportunity Amounts by Stage: 2013 YTD Cumulative Accounts Won
$3,000,000 7 ; i
YTD Total Sales Won FolCamulstive: Gogl

Year .. Quart. Month o..

s $2’338,678 2013 1 January i
- w Feb
Remaining Sales Goal ebruary
$2,600,000 March
$1,186,322 /S I Q2  April
$2,400,000 May
Annual Sales Goal Progress pe-¢
$2,200,000 66.3% Q3 July
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Septem.. :
$2,000,000 Stage eptem _ |
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s
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=7 - i
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= E - Solution Definition Saies Closed to Goal
<. = v
= - D - Scolution Proposal ($175,000) -;:— $175,000
e 51,600,000 .
o - C-Commitmentand Negot.. . 1 &
o Bl B-Paperwork Approval Opportumtthunne : QTR 3 QTR 4
= 0 age
& 1,400,000 - A-Closed Won
E G - Sales Accepted
E Lead
& $1,200,000

F - Sales Qualified
Opportunity
$1,000,000

E - Solution Definition

S800,000
D - Solution Proposal
$600,000

C - Commitment and
Negotiation

$400,000

B - Paperwork
Approval

A - Closed Won

January March May July September November
Month of Close Date [2013]

- Wy D 000 o 4







Everyone Is an Analyst

 We get them started ("bronze certification™).
They get better over time.

» We pick our metrics wisely — but experiment.
« They are not all experts. So we have experts too.
« We share with each other and with vendors.

 We keep it as simple as it needs to be.

+1+
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Tableau Marketing Funnel
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Our Technology Stack

Drupal CMS (Content Management System) plus
Google Analytics Premium
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3. Communicate Visually -
Increase Speed
of Understanding
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What Do You Make Of This?

Froduct Jan Feb Mar Apr Mavw Jun Jul Aug Sep ct Mow Dec
Morth America 1,883 2,343 2,583 2,283 2,874 2,838 2,382 2,634 2,938 2,739 2,883 3,493
Europe 1,288 1,640 1,287 1,142 1,287 1,887 1,181 1,217 1,469 1,270 1,780 2,445
Asia aTa G366 G673 593 G4 G7a 593 139 5949 283 G0z Gan
Latin America 288 181 337 178 258 272 534 480 459 479 583 554

Grand Total 4,234 4,810 4,899 4,195 4. 763 5775 4,700 4.570 5,475 5,171 5,858 7,182




What Do You Make Of This?

Froduct Jan Feb Mar Apr Mavw Jun Jul Aug Sep ct Mow Dec
Morth America 1,983 2,343 2,583 2,283 2,874 2,838 2,382 2,634 2,838 2,739 2,883 3,493
Eurcpe 1,288 1,640 1,297 1,142 1,287 1,987 1,194 1,217 1,469 1,270 1,790 2445
Asia ATH G636 G673 593 Gdd G7a R93 138 99 RE3 G602 Ga0
Latin America 288 194 337 178 258 272 h34 480 469 474 B3 G4
Grand Total 4 234 4 810 4 8499 4185 4 763 BYTH 4. 700 4 570 5,475 5,171 5,958 T.182
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4. Make It Self-Service

—
-
e
5

i

www.tableausoftware

Loan Amount

$8M

$TM

$6M

$5M

$4M




We're Not The Only Ones Overwhelmed

Your colleagues are trying to make sense of the data deluge

Data Volume | Data Diversity
40 Exabytes in 2020 ———

2008 2010 2012 2014 2016 2018 2020

l 50.2 l l

++
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What Does Your Audience Need To Know?

American League

Cartos Pena |
Mark Telueira
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Miguel Cabrera
Evan Longoria §
Nelson Cruz
Michael Cuddyer
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Alex Rodriguez
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Where Do They Need To Know it?

Industry Analysis
s W @

v e

.‘,g._-..-_-!!!!g - g teLE

w
3,781
1,678

2,103




Income Statement (n ooos)

P mMet Profit [l Met Sales

Region

[ am dl
Channel

| am |

Customer Segment
| am |

Select Product
[ (am dl

6,000

4,000

2,000

=]

Gross Sales Gross Sales

Discounts Diiscounts
Met Sales Het Sales
CoOGS Materials
Returns
Labor
Production
Shipping
Gross Profit Eross Profit
Operating Salanes
Expense Administrative
Drepreciation
SGEEL

Il Frofit Margin

2010
1 o2 Q3 Q4 a1

6,153
310
5,843
731
T4T
690
705
730
2,239

234

175
B8
a8
58
a3

5,803
293
5,510
686
701
662
710
658
2,094
220
165
83

7,742
389
7,353
1,000
a73
935
888
875
2,682
204
221

110

7.816
394
7,422

5.541
278
5262
509
638
607
599
837
2172
210
158
79
55
53
47

2011

2012

Q2 3 Q4 1 a2

7.655
303
7,262
205
2910
a72
883
794

2 898
290
218
109
78

73

65

7,421
76
7,045
866
211
844
852
824
2,749
282
211
106
71

70

63

7,607
383
7,224

217
108

N3

6.695
337
6358
754
750
735
650
506
2.743
254
191
a5

70

54

57

4,690
236
4,455

502




Income Statement (n ooos)

0 met Profit [l Met Sales Il Frofit Margin

Region 2010 2011 2012
| cany - |
Channel
20111 1
|'5""~"3 - | G,000

Met Sales 6 262

Customer Segment ~ Keep Only 3 Exclude [0 @ - =S |
|I:.|'-"q.||:| - | 4 0D . . . - .
Select Product > 000
[ (o) - | '
D
a1l az a3 Q4 az a3 Q4 a1 az
Gross Sales Gross Sales 6,153 5803 7,742 7,816 5541 7,655 7,421 7,607 6695 4690
Discounts Discounts 310 293 389 394 278 393 376 383 337 236
Net Sales Net Sales 5843 5510 7,353 7,422 5262 7,262 7,045 7,224 6358 4455
COGS Materials 731 686 1,000 960 609 905 866 598 754 502
Returns 74T 701 973 817 638 910 911 780 750 505
Labor 690 662 935 931 607 872 844 837 735 488
Production 705 710 888 926 599 883 852 903 680 449
Shipping 730 658 875 862 637 794 824 785 696 504
Gross Profit  Gross Profit 223@ 2094 2682 2924 2172 2898 2749 3022 2743 1,906
Operating Salaries 234 220 294 297 210 290 282 289 254 178
Expense Administrative 175 165 221 223 158 218 211 217 191 134
Depreciation 88 110 111 79 109 106 108 a5 &7
SG&A 58 69 75
Marketing 58 74 74
Rent 53

83
54
25
I 50 66 &7



Income Statement (n ooos)

0 rHet sales Il Frofit Margin
Region Restaur. 5 Markets Stores
| () - | 2010 2011 2012 2010 2011 2012 2010 2011 2012
Channel
[cain 3,000
Customer Segmel =
| (Mulfiple values) | - 2,000
Select Product 1,000
[ gy
0 ]
o1 I o o1 I o a1 Q1
Gross Sales Gross Sales 6,036 5,699 7,611 6,715 4741 6,220 6,732 7,192 62809 4539
Discounts Discounts 304 287 383 339 238 314 341 362 316 228
Met Sales Met Sales 5732 5,412 7,229 6,375 4503 5,906 6,391 6,830 5973 4311
COGS Materials 719 674 987 824 492 717 766 843 711 486
Returns 731 689 959 593 578 631 805 728 713 590
Production 692 698 874 793 496 684 74T 843 642 43s
Labor 677 650 a20 755 484 604 741 77T 605 473
Shipping 719 647 859 739 498 631 730 733 652 491
Gross Profit Gross Profit 2,194 2,054 2,629 2,572 1,954 2550 2,603 2,906 2,561 1,836
Operating Salaries 232 218 292 244 156 222 223 256 239 175
Expense Administrative 174 164 219 183 117 166 167 192 180 131
Depreciation 87 110 91 59
SGEA 57 68 66 50
Marketing 58 73 61 39
66 55 35

. Rent 52



5. Gowith IT = Don't Go Alone

Technology is now a cornerstone for
the marketing department.

» ClO.com, May 2016



% chiefmartec.com Marketing Technology Landscape (“Martech 5000 May 2017

Advertising & Promotion Content & Experience
Mobile Marketing

Commerce & Sales Data Management

Talent Management

Video Marketing
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Our Technology Stack

WorkFront, Anaplan: Plan of record

Drupal
Eloqua
Forms
Email a i
Campaigns Programs Events Module
SFDC
ALPO

Drupal CMS (Content Management System) plus
Google Analytics Premium
Optimizely
DemandBase
SDL WorldServer (Localization)
Cvent
Certain
Meltwater

Eloqua Marketing Automation Platform plus
Infer
ON24
AdRoll, etc.
ActOn
Certain
AllianceTech

Salesforce com: CRM plus
LinkedIn Sales Navigator
SalesLoft
SAVO Sales Insight
ToutApp
RainKing, Discover,.org, Data.com,
etc.

SQL Server Database, Google Big Query: Data
Warehouse

Tableau
Tableau Desktop
Tableau Server

Online




Business owns
the creative and
analytical work.

++




I'T is empowered to enable
governed, scalable
enterprise analytics

across the enterprise.

++
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At Tableau, We've Learned and Are Still Learning

Try for 360 view - synch your systems, e.g.,
marketing automation platform with CRM

system
« |T and sales collaboration is key Demand analytical thinking but
« Define and know your business implement incrementally

processes » Prototype and pilot within Marketing
but look for best practices

Our team owns the definitions; IT Analytics

team owns the platform. Collaborate on Give everyone the ability to do their own
everything. analytics from governed, marketing-
 Have good marketing defined sources
technologists for IT collaboration Have experts for depth and hard
questions

. Partner with IT on maintaining
good data sources

00 (0 (




What Are Some Examples of Data
Driven Decisions and Collaboration?

++
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Marketing Influence

CloseDate
- - - - - 42012 SaW2012
Marketing Influenced Closed Won - New Business - By Campaign Type Analysis - Americas & SMB | N |
Campaign Type
Americas sMB B Frograms
B web
Enterprise Large Market Mational Mid Market Bl Referral Program
- Events
- Channel
1.2% g .20d0 ¥
12.5% 17.4%
18.3% 16.3% 52.3%
Enterprise Average Responded Large Market Average Responded Mational Average Responded Mid Market Average Responded
Campaign per Closed Won Opportunity  Campaign per Closed Won Opportunity Campaign per Closed Won Opportunity Campaign per Closed Won Opportunity
Segment Campaign Type Segment Campaign Type Segment Campaign Type Segment Campaign Type
. . Mid Market Web 27
Enterprise Web 20 Large Market WWeb 25 Mational Web 23
Programs 1.3
Programs 1.5 Programs 20
Programs 2.4
Referral Program 1.2
Referral Program 12 Referral Program a1
Channel 1.4
Referral Program 1.4
Channel 1.5 Channel 1.7
Events 1.2
Events 1.0 EnTmE] 1 Referral - Other 1.0 Referral - Other

A 4




I \g e Monthly Average Age Duration by Close Date

By 2012

" Historical Funnel Stage October Movem.. Decem.. Januvary Febroa.. March April May June July  August

D u rat I O n MDR Working 3 7 8 7 4 6 3 1
Sales Qualified Lead 4 4 3 4 5 5 5 5 7 10 10

Sales Working 4 9 9 14 6 11 7 7 13 11 14

Discovery 7 5 11 7 13 11 12 9 6 6

Demo / Proposal 20 13 15 15 16 17 15 15 20 19 20

VOC 11 11 11 17 13 19 9 12 10 15

Closing 2 2 4 7 4 3 3 4 2 4 6

Sales Working - Close Won 37 40 49 54 54 55 56 44 55 50 61

MNote: On the Monthly Zales Working - Closed Won Age Distribution chart below, hover owver each blue bar to see Company Mame,
Opportunity Mame and Created by Role. Click on each bar to go to the Opportunity in Salesforce page.

Monthly Sales Working - Close Won Age Distribution
October I IEN RIT INID 1 1l [ I |
November I HENEEIINIERIIINE 11D (11 H 1101
December |INEENN [N INEQIND IDIOEDIND 0 11 O | L I I 1

Januvary IIRIEIN 11 B W} 1 P m | n 1 (| I I
February I/ BT 1N 1IN0 QDN 000 0 10D 0 0 1111 (| |
march NN NITIN INEEIIDE LI OOOOEIDE 1 0 00 | 11 | |
Aprit HRTIIINMNIDEEN 0D o i 1n 11 I I
May HEEEIIE INR R OO0 WD 1D 1 0 (| m 1
June I (NN IIREIDNE [10100DEI) 1110 1 1 I (I I I I
Juy IRER D TERIERN TITD RIDIN (I I
Avgust (11 I 1 1 IDu:eralllAverageélﬂ} (] | |
o 50 100 160 200

Days from Sales Working to Glosed Won

R -

<




Keyword Analysis

Keyword Performance

Cost Per Click

® .
Conversions
O o °

High Click through Rate, Low Conversion Rate ) ( )
Focus on Landing Page Optimization ( )
(]
(©)
(]

2 (]

14

<

(2]

S

£

3

6 O

(©)
© (©]
@)
High Conversion Rate, Low Click through Rate
Focus on Ad Optimization * ®
) o
@

Conversion Rate



Early Recognition of Problem Trends

++




Search Engine Optimization Analysis

Conversion Rate over Time Organic Trial Conversion Rate by Page
All pages shown have been optimized for search traffic

Visits
Page
Ipagelurl

Conversion Rate

. Conversion Rate
Total Conversions

I visits

T )

Visits

Total Conversions

Total Conversions Conversion Rate



"Who's Hot" Account/Lead Activity Tracker for

All Activity By Account

Account

Black Widow [IINININGgQGNGEGE
captain America [ NNENGgQG
Fantastic Four |
spider-Man |GGG
Jean Gray |
Storm | ]
Thor S 1
ceman N 1
N —
hing N O
iron Man [N |
Nightcrawler [ |
sH.LELD [l |
Huk [l

Guardiane of tha Galayv ml

Number of Activities

Trial Activity by Account

Account

Bisck wicow [
sean Grey
Fantastic our |
Gaptin America [
Spider-an
storm |
cerman
Hulk Il
Thing | B
Nightcrawler || ENENEE
iron Man |
Thor |

Clakirn S—

Number of Activities

All Activity By Lead/Contact

Contact Account

Contact Jean Gray |

Contact Iron Man | |
Contact Jean Gray | |
Contact Fantastic Four B |
Contact Fantastic Four | |
Contact Fantastic Four |
Contact Thing |

Contact Fantastic Four [ | |

Contact Fantastic Four [ | |

Contact Jean Gray [

Contact Thing [ | |

Contact Iron Man [ ] |

Contact Fantastic Four | |

Contact Fantastic Four | |

Contant Niahtorawlar — 1

Number of Activities

Trial Activity by Lead/Contact

Contact Account

ContactJean Gray —
Contact Jean Gray ]
Contact Fantastic Four ]
Contact Fantastic Four ]
Contact Thing

Contact Fantastic Four ]

Contact Fantastic Four I

Contact Jean Gray ]

Contact Jean Gray ]

Contact Jean Gray ]

Contact Thing | |

Contact Fantastic Four ]

Cantant Anan CGrov

Number of Activities

Activity Type

B Activity 1
Activity 2

B Activity 3

Trial Activity Type
Trial 1

B Trial 2

Trial 3

B Trial 4

Sales




From:
8/M/2015

To:

Social Media Performance Targets

Key Metrics: Last

updated:

Bitlink clicks: Bogust 2.

_ 12,019,
Clicks we drove to tableau.com:
2,673
New organic Bitlinks:
851

Mew organic Bitlinks are approximated.

Facebook follower change:

77,060 - 78,521

1.90% change

Twitter follower change:

62,164 - 63,266
1.77% change

Facebook shares: Retweets:

20 534

Are our posts driving traffic to our website?

2K

20
#
£ £
= =
= =
Z K w0 =
g -}
2
i

oK o

Blog - Facebook - Twitter

Which pages were visited?

Other

Top Facebook posts: Top Tweets: Top YouTube videos:

Select a KPI: Select a KPI: Select a KPI:
Shares Retweets Views

| v v oo [

Tableau Software

How is data helping the
biggest transformation in
the world of sports? @Da..
— How do you design

in sports is about more
than explosions of stats ..

Two days left to save on

registration for Tableau
Conference 2015 in Las V..
Cloud computing is
becoming the norm.
Here’'s what we're seeing ..

Create your own

interactive résumé using
these tips from Tableau Z..

]

1] 5 10

15 20

dashboards for that tiny
phone screen? Tips from..
Tips on Building
Dashboards for the
Smartphone from Tablea..
How do biz benefit from
#dataanalytics and fight
cognitive bias? @tableau..
How is data changing
sports teams? Our very
own, @Dashdavidson ex..

Owerview
Tips and Tricks from a
Tableau Jedi

8.2 New Features .

0K S0K 100K 150K

YouTube data not affected by date range.




Twitter account details Twitter follower growth Twitter mentions [ Post data14 summary ]

. . Totall followers (September, 201.4)
Twitter account details tableau QlikView microstrategy TableauCaree.. Vizoftheday

Hover over an account for details

39,465
Twitter account Hew followers each month Total followers % change (month on month)
| Jiabieaul 40K
2, 39 =
= 6%
2K = g 60%
= =]
& zu 30K s
% 2 T 40%
LK 2 £
Note: May 2014 is excluded = = 20K =
from charts due to anomalous = g % 20%
resulis across all companies, =
esp Microstrategy. 0K F 0%
113 o1/14 D414 ovil4 013 o114 0514 o114 113 o114 0414 ovita
Latest month Previous months
2014 2013 2014
Account September October Mowvemb.. Decemb.. January February March April May June July August
tableau Mew Followers 2,258 933 815 727 988 1,143 1777 1,847 3,826 1,794 1,791 1,706
YTO growth 17,130 933 1,748 2475 988 2131 3,908 5,755 9,581 11,375 13,166 14,872
% growth (month on month) 6.1% A4.7% 3.9% 3.A4% 4.4% 4.9% 7.3% 7.0% 13.6% 5.6% 5.3% 4.8%
QlikView Mew Followers
YTD growth
%% growth (month on month)
microstrategy Mew Followers
YTD growth

%% growth (month on month)
TabkleauCareers Mew Followers

YTD growth

%% growth (month on month)
Vizoftheday Mew Followers

YTD growth

%% growth (month on month)

0 O




Forum Activity

Discussions this Week No Responses Total Posts U
nanswered
Il Correct
200 31 23 1 B Assumed Answered
Number of Posts Created Weekly

@ 400
E 289
£ 200 124
=
Q — — —— — — —
a3 ——— f___—_- w_‘_-——ﬂ

- S— — S sy === Wi ———

Oct 12, 14 Nowv 9, 14 Dec 7, 14 Jan 4, 15 Feb 1, 15 Mar 1, 15 Mar 29, 15 Apr 26, 15

Questions with the Most Responses (Last 7 bays)

How to do a moving average for 3 weeks at the same point in time
Alphanumeric records not being counted by Tableau

Using Tableau for State Authorization

Joining two fields and changing flag values to a label

Create an Alias for a Dimension

Limiting Data to Current Fiscal Quarter

Datatimeoffset to datetime conversion

How to dynamic hidefunhide a column

Convert yyyyww into a date.___

How to achieve this ?

Top Liked Forums (Last 7 Days) Top Viewed Forums (Last 7 Days)

Grow your own Filled Maps

Grand total of running sum amounts
How does one become a Tableau "Zen Master? Johan's Ideas Collections
Shawn 50,000 Points

Create an Alias for a Dimension

Comparnng 2 different pericds on same data

Decision trees, flow diagrams, sankeys in Tableau... here is a soluti..
For Quick Complete Answers...
. The Google Maps Embed APl must be used in an iframe.
In 8.2 - how do | stop Tableau from renaming all my fields?
; . L . ' YO ¥TD Bar Comparison
summing a column in a joint table having duplicate records

Format: Sheet Title or Dashboard Subtitles? Make your own custom Tableau Server landing page

Find distinct value based on last time it was updated Color Coding by column instead of the entire row
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Member Creation and Logins

Member Creations Over Time Each Week
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It will not work If...

 |[f|IT and Business are “at war”

 |f the organization thinks business users should
not have data

 |f the supporting technology is not nimble
 |f there are no champions
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But it will work

 One dataset at atime
One relationship at a time
One champion at a time
One team at a time
ACross your organization

Just get started
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