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Bringing Insignts to
Stakeholders




Why do stakeholders matter?




What’s the challenge in bringing insights to stakeholders?

- Communicating analytics to non-technical people

- Not speaking the same language

- Not making the value to them clear, i.e. why they should
care




How to effectively bring insights to stakeholders

01 02 03 04

Value Communicate Feedback Accessible

e Make insights
accessible, i.e. UX,
Instructions, training,
etc.

e Be clear on the value for e Speak their language. e Allow for feedback
your stakeholders and Use terms they use, e.g. throughout the process
the business revenue, sales,

customer, etc.




Creating Insights for Impact




Step 1: Provide Insights, Not Data

An insight enables an action to be taken
Process:
- Understand the stakeholder needs & objectives
- Ask a lot of questions up-front
- Ask “so what?”

. Confirm that an action be taken



Step 1 Example: Provide Insights, Not Data

ldentifying White Space: Content Opportunities Across Topics

Line Represents Average Number of Articles
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Engaging and Uncommon Common and Engaging

. . These topics resonate well but are common.
These topics resonate well and are less common. This

is a prime opportunity area for content creation.
Engagement Index:

For each topic, calculated based
on the number of engagements
per article posted across
LinkedIn; 100 is the maximum

Line Represents Average Engagement Score
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Engagement Index

among topics plotted. Uncommon and Common and
not Engaging less Engaging
These topics are not as engaging and are less These topics are common and not as engaging.
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Number of Articles Index:

For each topic, calculated based on number of articles posted across
LinkedIn; 100 is the maximum among topics plotted.
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Step 2: Scale

Broaden the impact of insights through scale
Process:
- Have a process to determine if scaling makes sense
. Assess usage and feedback to date
- Determine feasibility and level of effort

- Create a business case, e.g. revenue impact, time saved, etc.



Step 2 Example: Scale

Ildentifying Topic Ownership: Peer Benchmarking

Engagement Index:

Calculated based on the number
of engagements per article
posted across LinkedIn that
mentions the brand and topic in
question. 100 is the maximum
among peer benchmark.

Engagement Index

Line Represents Average Ownership of
Topic Score

Quiet Threats

Though brands in this category attract significant
engagement, they're underrepresented in the
marketplace — generating greater brand
awareness and advocacy makes them a serious
threat to competitors.

Line Represents Average Engagement
Score
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Ownership of Topic Index

Ownership of Topic Index:

Calculated based on share of articles posted across LinkedIn that
mention the brand and topic in question. 100 is the maximum among
peer benchmark.
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Step 2 Example: Scale

Step 2 Edit your story details Creats Presentation

Topic
Flease select one or more topics from the list. Topics will be grouped together into a single chart. If you'd like to pull multiple charts, please num the tool again for a different
fopic(s).

» Cloud Computing
[ |

Date Range

Please select the date range. Default is 3 months. Do not select more than & & month tme period as looking at longer range can result in failures due to resource lImits. |f you
expernence issues, please try a shorier time period.

| 12/95/2018 BH 25/2019

Company Name
Casze Insensitive. Use wertical bars to separate alternative spellings, ex: aws | ameazon web service

Type text here

Feer Company Mame 1
Ses go'peerliat for suggestions. Case Insensitive. Use vertical bars to separate altemative spellings, & &ws | amazon web service

Type text here

Feer Company Mame 2
Ses go'peerliat for suggestions. Case Insensitive. Use verbical bars to separate allemative spellings, &x: &ws | amazon web service

Type text hers

Peer

How Your Company Stacks Up: Cloud Computing

100

N A | }

Your Company.

-
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Engagement Index
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Ownership Index

Engagement Index: Calculated based on the number of engagements per article posted across LinkedIn that mentions the brand and topic in question. 100 is the maximum among peer benchmark.
Ownership Index: Calculated based on share of articles posted across Linkedin that mention the brand and topic in question. 100 is the maximum among peer benchmark.
Date Range: 2018-12-25 to 2019-03-25




Step 3: Ensure Always-On Feedback

Iterate and maintain impact of insights through feedback
Process:
- Build a process for collecting and responding to feedback
- Make it easy to give feedback

- Communicate how to give feedback often & be proactive to get
it

- Tie back to feedback whenever updates are made



Step 3 Example: Ensure Always-On Feedback
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Audience and Benchmark

Audience

| Top Comgpanies and Clients | | S | (

November 2011

| [#]

Benchmark

(EiCommadReaen 1 [3] |

e

Summary

Presence on Linkedin

Usage and Connections

LinkedIin Members

#N/A
F #N/A
Growth (% yly)

#N/A
F #N/A

% of profiles with >50

#N/A

Presence on Linkedin

Comparisons vs Benchmark

Visitors last 30 days

#N/A

#N/A

Pageviews in last 30 days

#N/A

F

UVs last 30 days: average connections

#N/A

#N/A

Usage and Connections
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% of members visiting in last 30 days

" #N/A

Usage

% of visitors (last 30 days) using

Inbox
Profie Views

Hame Page

Address Book
People Search
Company Pages
Graup=s

Jabs

Inbox  #NA

Prafile Views  hA

UMIA

HNMA

UNIA

UMIA

UMIA

HN/A

UMNA

UMNA

Geographies

Country: 1 item selected

Build Deck

Select Existing Segment | Build-a-segment

v Apply

Segment: 1 item selected

Let’s Get To Know Your Audience

Member Persona:
o Region : North America

o Country : United States
o Seniority : Director, VP, CXO, Partner, Owner

Total Audience Size
o 20,772,830

Your Audience is Truly Global,

Beyond the 20,772,830 Members in Your Geo

Clear all filters



Step 3 Example: Ensure Always-On Feedback

Merlin Ideas

Share your ideas for how we can make Merlin even better!

m Merlin Ideas

Add a new idea Recent  Trending  Popular Q, Search ideas

My ideas 0

My votes 1

My subscriptions 1 — ' ; ::klfﬂt“
FILTER BY STATUS

Already exists & ®, 15

Will not implement 20

Planned 11

Shipped 3 E
FILTER BY CATEGORY Mail

» AllGSO Tools a8 — ars,

» LLS Merlin Tools 23

» LMS Merlin Tools 157 =3

» LSS Merlin Tools 42

» LTS Merlin Tools 74

Other 21 -

rmation is

Jennifer Brett -
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Questions?
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