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http://blog.hubspot.com/sales/topic/inbound-sales 



https://www.equest.com/cartoons/cartoons-2013/big-data-dashboard-dizziness-a-trendy-tool-with-little-utilization/ 



http://www.theatlantic.com/magazine/archive/2014/04/sign-of-the-times/358646/ 

Sign of the Times 
 
 



Know Your Audience 
 
 Primary and secondary audiences 

Reporting objectives 

 Levels of data sophistication 

Dashboard reporting 
experience/preferences 

Brand colors and style guides 

How dashboards will be used 
internally and externally 

 
 
 
 

http://blog.clicktale.com/category/customer-experience-analytics/page/2/ 



Think Less Dashboard, 
More Storyboard  
 
 
Dashboards should provide a 

summary of your data narrative 
 

 Think about the organizational 
flow of your information and the 
story you are looking to tell 
 

Use industry approved or 
proprietary frameworks to 
prioritize dashboard metrics 
 

 
 
 

http://www.stylepark.com/en/news 



AMEC Valid Metric Framework 

the framework is an industry approved 

tool developed by AMEC to help 

practitioners think about how to 

measure PR value in terms of activities 

(outputs), interim measures (outtakes), 
and business results (outcomes) 



Weber Shandwick VOICE Metrics Framework 

  

Visibility 
Increase visibility in 

relevant media 

Opinions 
Shape opinions of brand to 
improve perceptions and 

increase consideration 

 

Influencers 
Activate relevant influencers 
to carry the brand message  

 

Community 
Grow brand communities  
of fans and advocates in 

social media  

 

Engagement 
Incite engagement with 

brand and branded 
content 

  

• Placements/mentions in 
target media  

• Reach/Impressions 

• Coverage prominence/ 
dominance 

• SOV vs. competitors   

• Social channel video 
views 

• Industry conference 
speaking engagements 

• Key message penetration  

• Campaign specific 
mentions  

• Coverage tone 

• Coverage topic analysis 
(e.g., business, CSR, 
thought leadership) 

• Stakeholder perceptions 

• Media partnerships 
activated 

• Blogger/Influencer posts 

• Number of fans/followers 
across social channels 

• Percent fan/follower 
growth over time and 
related to specific 
initiatives 

• Number of engaged fans  

• Ratio of engaged fans to 
total fans 

• Number of content 
actions -- “likes,” 
“shares,” “pins,” “votes” 

• Stories summited/ 
donations 

• Number of employee 
volunteers 

• Book sales/revenue 

 

• Placements/mentions 

• Reach/Impressions 

• Key message penetration 

• Stakeholder perceptions 

• Blogger/Influencer posts 

 

• Number of fans/followers • Ratio of engaged fans to 
total fans over time 

• Book sales/revenue 
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Keep It Simple 
 
  Strive for clarity and consistency 

‒ Commit to color choices 
‒ Use a core set of charts 
‒ Use labels and legends 

 
Avoid building too many 

elements into a single 
chart/graph 
 

Use common context points 
‒ Trend over time 
‒ Performance vs. competitors 
‒ Performance to goal 

 
 

 
 
 

http://www.cg.tuwien.ac.at/research/publications/2009/alsallakh-2009-iva/ 



Every Dashboard Must 

Stand on Its Own 
 
 When creating multiple 

dashboards, they have to 
function like a “rip deck” – each 
board telling its own story 
 

‒ Make boards  easily 
understandable 
 

‒ Structure them so they can 
be passed between groups 
with little explanation 
 

 
 
 
 

http://www.firmology.com/category/marketing-2/ 



content 

overview 

MONTHLY CONTENT DASHBOARD (EXAMPLE) 

Visitors Page Views Bounce Rate Avg. Time on Page % of New Visits 

7,097 12,280 79.41% 00:01:16 84.28% 

Top Pages Visited 
Top Stories 

Content Engagement 

Story Views Avg. Time  Bounce Rate 

What Your Glasses Say About Your Work Style 5,153 2:43 95.39% 
Raccoon Eyes – It’s Not a Good Look 3,105 1:40 95.20% 
7 Charts We’d Rather Stare At 2,168 1:05 91.79% 
Got the Blues? Your Eyes Might 1,252 1:24 89.28% 
Feeling the Burn of Sunscreen In Your Eyes  936 3:39 94.34% 
Optical Illusions – A Battle Betw een the Eyes and the 
Brain 434 4:41 88.48% 
The Pros of Wearing Glasses 430 2:16 93.81% 
4 Ways to Make Time for Exercise – Surprise Effect on 
Eyes 341 3:19 83.96% 
Hazel Eyes – The Eye Color Chameleon  315 2:03 87.64% 
Blue Light – What is it and Where Does it Come From 302 2:36 88.89% 

Visitors Page Views Bounce Rate Avg. Time on Page % of New Visits 

20,982 
(2% increase) 

27,713 
(.78% decrease) 

88.20% 
(3% increase) 

00:00:34 
(12% decrease) 

91.97% 
(.13% increase) 

38% 

23% 

16% 

14% 

9% 

What Your Glasses Say About
Your Work Style

Raccoon Eyes - It's Not a Good
Look

7 Eye Charts We'd Rather Stare
At

Homepage

Got the Blues? Your Eyes Might



Create, Then Automate 
 
 Templates and common software 

packages build efficiencies into 
the dashboard process and 
reduce human error  

 

 

 

http://www.alexander-mai.de/index.html 



1. Export Data Into Excel 
2. Code Posts   
 
3. Use Pivot Tables for Calculations 

4. Convert Tables to Charts 
 
5. Organize Into Dashboard Template  



Consider Adding 
Qualitative Elements 
 
 Qualitative elements (e.g., word 

clouds and top performing posts) 
provide additional context 

 
 

http://www.u30.com/thinking/quantitative_analytics.aspx 



Customize, Customize, 
Customize 
 
 Default dashboards often fail to 

align with reporting objectives 
and client needs 

 Include customization in your 
criteria for evaluating tracking 
and reporting tools 

 Familiarize yourself with 
customization features built into 
commonly used tools (e.g., 
Google Analytics) 

 
 
 

http://lori.ru/4233735 



Google Analytics Standard Dashboard 
 
 



Google Analytics Custom Dashboard 
 
 



Make It Pretty 
 
 80%, the degree to which color 

visuals increase the willingness to 
read 
 

Color also accounts for 60% of 

acceptance or rejection of an 
object, making it a critical factor in 
the success of any visual 
presentation 
 
 
 

http://www.empresariovirtual.com/index.php?option=com_content&view=article&id=271: 
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