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Welcome



Tableau on Tableau: 
Advanced Website Analytics

#Data17

Presenter
Presentation Notes
Welcome to Tableau Conference and welcome to our session “Tableau on Tableau: Advanced Website Analytics”.  

Today we are going to tell you about how a simple side project ended up being a huge dashboard suite that is saving us over 50,000 dollars, and how we are fostering stronger cross - team collaboration by digging deeper into our data with Tableau.



Agenda
Our Collective Problem

Creating Our Solution

Vizzes

Adoption & Impact

What We Wish We’d Known

Future Plans

Q&A

Presenter
Presentation Notes
Our collective problem: (sneak peak its got something to do with disparate data).
Creating our solution (not to show our hand or anything, but it might have to do with Tableau).
And because this is Tableau Conference it would just be wrong to NOT show you vizzes, so we’ll do that.
We’ll then wrap up with: 
Adoption of our solution and the impact it’s had on our organization
What we wish we’d known (retrospect is 20:20; we’d like you to help you avoid these things)
Future plans – We all need to have dreams…#AMIRITE?
Then we will open it up for Q&A.  Cause I’m sure you will have questions, and we just might have answers for ya.



Hannah Jackson
Sr. Marketing Operations System Analyst
Tableau

Presenter
Presentation Notes
My name is..Hannah:
I have been at Tableau for just over two years
Started on the sales team as a Sales Performance analyst
Currently a Sr Marketing Operations System Analyst - What that means is that I get to work on cool projects like the one we are going to talk about today that help the company get the most out of our systems.  It also means creating tools and resources (generally related to data accessibility) for our people.
You might be asking: how’d you get here?
Prior to Tableau I worked at Yelp for nearly four years in project management, solution creation oriented roles, and left as a Manager of the Sales Compensation and reporting. At Yelp, I was a Tableau champion which is how I ended up at Tableau.

Reason I was excited to work with Josh
He was looking to make business process changes, but needed data help to do so.
He had a problem that hadn’t been solved before at tableau - I’m a sucker for previously uncracked problems
He’s an expert in his field; knows all the things  about google and SEO, and I wouldn’t have been able to do this without him.





Josh Squires
Sr. Content Specialist & SEO
Tableau

Presenter
Presentation Notes

I’m Josh Squires: 
Sr. Content Specialist and SEO in Tableau’s Marketing dept.
First year working at tableau. First year at Tableau Conference.
SEO for 10 years; Copy, content, consulting for 12– working for agencies, small businesses, start-ups, and Fortune 200 enterprises. So a little bit of everything.





Our Collective Problem
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Presentation Notes
Let’s talk about a problem we all have. This problem provided the impetus for our project. It spurred us to try a different approach.  Let me ask, “How many of you report using just one tool?”
Not many, right?





Our Collective Problem
Where does your data live?

Presenter
Presentation Notes
Main Point: Everyone is using a many technologies with data everywhere.

Our problem as digital marketers:
Our Data exists in multiple tools, separate from each other.
There’s always another tool. They’re becoming more and more niche, so we’re using more.
This often means we focus on one channel when reporting.
The problem is well documented.



Our Collective Problem

● 51.5% use 5-10 tools

● 61% want better integration of tools 
and improved processes for sharing 
data between tools

Presenter
Presentation Notes
Main Point: Relating to the audience.  Does this sound familiar? Supporting evidence.  Disparate data is in fact a problem.  Research has been done.

According to a 2015 Hubspot survey:
https://blog.hubspot.com/agency/tools-data-complexity-marketing-technology




http://www.teradata.com/News-Releases/2015/Teradata-Global-Survey-90-Percent-of-Markete

Teradata: 80% of marketers 
believe that silos “prevent them 
from having a comprehensive 
view of campaigns and 
customers across channels.”

That’s an increase of 65% 
from the previous study 
conducted in 2013.
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Main Point: Relating to the audience.  Does this sound familiar? Supporting evidence.  Disparate data is in fact a problem.  Research has been done.

A 2015 Teradata study found 80% of marketers feel that silos prevent them from having a comprehensive view of their campaigns and their customers.

http://www.teradata.com/News-Releases/2015/Teradata-Global-Survey-90-Percent-of-Markete





Our Collective Problem

● Data exists in separate tools, making collaboration 
and cohesive reporting difficult

● Reporting is often siloed by channel, failing to give a 
complete view of campaigns, customers, and your 
website.

● Reports are often one-size-fits-all and fail to account 
for varying levels of audience interest and expertise.

Presenter
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Main Point: Defining the primary pains

Our problem as digital marketers:
Our Data exists in multiple tools, separate from each other.
This often means we focus on one channel when reporting.
The problem is well documented.



Creating a Solution

Presenter
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Solutions
You could buy an expensive piece of software. 
Or, you could do it yourself. 
Here’s some things to think about that can help you make that decision and a little bit about how we decided ourselves.



Can your dream tool...
Requirement DIY Out of 

the box
See all web data side by side ✔
Flexibility to define KPIs ✔ ✔
Cost effective ✔* ✔
Scalable ✔
Supports international search ✔

Can connect to other data sources ✔

Can tailor reporting to audience ✔

*Depends on your needs, vision for the tool.

Presenter
Presentation Notes
Main Point: Out of the box is finite, and inherent limitations.

Can we meet our own criteria if we go DIY?
Available resources; time, money, expertise
Scalability
Complexity of metrics, number of system integrations
Potential learning: data discrepancies and nuances in calculation
Smarter than the tool: Build it for our business, using self-defined metrics. 



Build or Buy?

We built it.

Presenter
Presentation Notes
If you couldn’t guess…



Prototype
Imitation is the sincerest form of flattery

Presenter
Presentation Notes
Main Point: Demonstrate current and future (desired) state.

Started off with something similar to Google Analytics. *click* Once we saw what we could do with a little effort, we tried to improve it. Here’s the same view with more bells and whistles.

Feedback from peers and managers drove change, added requirements
Started leveraging data outside of GA.



Beta
Getting better all the time.

Presenter
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Main Point: Started shaping reports to user needs.

It got better and continues to improve. These are just some of the vizzes we made. You’ll see some more recent, more refined versions a little later on.




Creating a Solution
But why Tableau?

● Connectivity

● Customizable

● Data management

Presenter
Presentation Notes
Main Point: Tableau is the tool that enables these things.
Tableau enabled us to be flexible with the data sources we chose to incorporate. It also let us keep our data secure and well-governed.




The Build
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Presentation Notes
Let’s talk about how we built it. 



Iterative Approach

IDENTIFY 
PROBLEM

SCOPE
REMEDY

REFINE
REPEAT

DO
WORK!

DEPLOY 
SOLUTION

EVANGELIZE

Presenter
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Main Point: Introduce concept of iterative approach

For us, creating a solution was an iterative process.  We will discuss this in more detail throughout the this portion of the talk. High level intro is:
You have to identify your problem - what are you trying to solve?
Scope a remedy - do you have all the pieces to the puzzle?
Do the work - MUST NOT FORGET THIS.
Deploy the solution, seek feedback: does it work how you think it should?  Does it work how the end users think it should?
Refine, Repeat: 



Iterative Approach

IDENTIFY 
PROBLEM

SCOPE 
REMEDY

REFINE
REPEAT

DO
WORK!

DEPLOY 
SOLUTION

Disparate data

$$$,$$$.$$
Cost prohibitive for growth Siloed collaboration
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Main Point: Our disparate data problem.

For us this step was simple.  We had a few primary problems.

As Josh already highlighted - Our primary problem was disparate data. We weren’t looking at data in parallel to understand how points may be influencing each other.
We are spending a lot of money on solutions that won’t scale with us fiscally as we expand on our international strategy.
Collaboration Crusher
Inability to see all pertinent data together without big effort by ICs, lack of transparency - other teams, and leaders not able to get into third party systems and be successful.
Teams creating their own metrics in each separate product inhibited collaboration.  
Our leaders were not able to check in on what matters to them on the site because it wasn’t on our server (if it’s not on ALPO, it doesn’t count). 




Iterative Approach

IDENTIFY 
PROBLEM

SCOPE 
REMEDY

REFINE
REPEAT

DO
WORK!

DEPLOY 
SOLUTION

Audience DATA

Presenter
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Main Point: You have to know what your audience wants in order to inform the data you will need to pull from your various sources.

Questions you can ask:
What do you need to show? 
How do you want to show it? 
Knowing your audience will help you with this.

How much are you willing/Able to build yourself? 
Who will be impacted by this work? 
What do they need and what can you deliver?�



Who is your Audience?

VPsCMO

Executive Team

Directors Managers

People Managers

Content 
Creators

Technical 
Specialists

Individual Contributors

Presenter
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Main Point: Think about what each audience cares about, questions they ask, how you show them the answer – this should be the north start for designing your solution.

Audience Breakdown
Exec team wants the high level - are we performing better today than we were yesterday.  Might have specific goals.
People managers might want nitty gritty, but could also want the high level.  Ideally they would have an understanding of how their teams are “performing”.
IC: Need a tool that can help them get their job done (whatever that may be).



Where’s yo data?
Application

Google Analytics

Google Search Console

Drupal (Website)

Yoast/Drupal (SEO Module)

Majestic (Backlinks)

ScreamingFrog (Crawl data)

Social (Facebook, LinkedIn, Twitter)

AdWords Keywords

International Engines (Yandex, Baidu)

New Relic (Server/Software insights) 

Text Analytics (NLP)

Smartsheet (Content Team KPIs)

Presenter
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Main Point: Data is everywhere, you need to know what products you have that are holding data CAPTIVE.

Knowing your audience & their set of tools will help you develop this list
This is the list of applications we will or want to be using for our go to resource.
Knowing what we had, what we’d need, and what we wanted helped shape how we built databases and vizzes. 
We left space to add on data we knew we’d want, but didn’t have yet.
Database Dev backlog. We’re not top priority.





Where’s yo data?
Application Is it 

Onboard?

Google Analytics ✔

Google Search Console ✔

Drupal (Website) ✔

Yoast/Drupal (SEO Module) ✔

Majestic (Backlinks)

ScreamingFrog (Crawl data) ✔

Social (Facebook, LinkedIn, Twitter) ✔

AdWords Keywords ✔

International Engines (Yandex, Baidu)

New Relic (Server/Software insights) ✔
Text Analytics (NLP)

Smartsheet (Content Team KPIs) ✔
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Main Point: We didn’t have everything, but it didn’t stop us for planning for the future (it didn’t stop us from dreaming ya’ll)
Is the data you want on board - have you purchased the software/application?  If not, add it to the list for future work.





Where’s yo data?
Application Is it 

Onboard?
Do you have 
access?

Google Analytics ✔ ✔

Google Search Console ✔ ✔

Drupal (Website) ✔ ✔

Yoast/Drupal (SEO Module) ✔ ✔

Majestic (Backlinks)

ScreamingFrog (Crawl data) ✔ ✔

Social (Facebook, LinkedIn, Twitter) ✔ ✔

AdWords Keywords ✔ ✔

International Engines (Yandex, Baidu)

New Relic (Server/Software insights) ✔
Text Analytics (NLP)

Smartsheet (Content Team KPIs) ✔ ✔
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Main Point: NOT HAVING ACCESS IS NEARLY THE EQUIVALENT TO NOT HAVING THE DATA ON BOARD.

Identify the data and where it currently lives
Does data live in a tool or a database (or a spreadsheet)?
Do you own it, or does another person/department?
Does it exist in a Tableau consumable format?





Where’s yo data?
Application Is it 

Onboard?
Do you have 
access?

In a 
Database?

Current 
Connection

Google Analytics ✔ ✔ ✔ BigQuery

Google Search Console ✔ ✔ .csv

Drupal (Website) ✔ ✔ ✔ MySQL

Yoast/Drupal (SEO Module) ✔ ✔ ✔ MySQL

Majestic (Backlinks) .csv

ScreamingFrog (Crawl data) ✔ ✔ .csv

Social (Facebook, LinkedIn, Twitter) ✔ ✔ ✔ BigQuery

AdWords Keywords ✔ ✔ ✔ BigQuery

International Engines (Yandex, Baidu) N/A

New Relic (Server/Software insights) ✔ N/A

Text Analytics (NLP) N/A

Smartsheet (Content Team KPIs) ✔ ✔ N/A
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Main Point: Disparate data, no matter what your primary set of tools are to manage the data - will require more work, and potentially huge performance impacts. TABLEAU CAN  BE THE SOLUTION TO THIS DILEMMA.





Where’s yo data?
Application Is it 

Onboard?
Do you have 
access?

In a 
Database?

Current 
Connection

Future 
Connection

Google Analytics ✔ ✔ ✔ BigQuery BigQuery

Google Search Console ✔ ✔ .csv BigQuery

Drupal (Website) ✔ ✔ ✔ MySQL BigQuery

Yoast/Drupal (SEO Module) ✔ ✔ ✔ MySQL BigQuery

Majestic (Backlinks) .csv BigQuery

ScreamingFrog (Crawl data) ✔ ✔ .csv BigQuery

Social (Facebook, LinkedIn, Twitter) ✔ ✔ ✔ BigQuery BigQuery

AdWords Keywords ✔ ✔ ✔ BigQuery BigQuery

International Engines (Yandex, Baidu) N/A BigQuery

New Relic (Server/Software insights) ✔ N/A BigQuery

Text Analytics (NLP) N/A BigQuery

Smartsheet (Content Team KPIs) ✔ ✔ N/A BigQuery
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Main Point: We are migrating all of our primary data to the cloud to take advantage of the benefits of a single house.

Where should it live?
Who will use it?
Will you be automating the data gathering and storage?
Is there an opportunity to streamline or improve performance?

Now we have our catalog of our current and future state.  We know where it lives, and how we can get to it OR if we won’t be able to have access.  




That’s it for Scope?

Presenter
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Main Point: There’s much more than this, but it is specific to the project and players. Your org might require more steps, or fewer. This can be determined by the number of people involved, the number of tools you use, whether you need assistance from outside your organization (such as contractors), or internal requirements. We’d encourage Tableau users embarking on this journey to spend more time in the planning phase before jumping into builds.





Iterative Approach

IDENTIFY 
PROBLEM

SCOPE 
REMEDY

REFINE
REPEAT

DO
WORK!

DEPLOY 
SOLUTION
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Main Point: Work is important - Can’t forget.  This is where the I is left out of TEAM.  Working is not a solo endeavor, pick up the phone, do a fly by.

Now that we know where the data is, getting it into a useful place can be difficult
You don’t have to be a unicorn subject matter on all the pieces, but it does help to be a team player as this is a project that works well with many thoughts, ideas, and experience.
What matters is defining the data.  This required collaboration in order to create shared meaning across all SMEs in Marketing Operations.
It’s complicated.  Your data can help you.



Do Work! Team

Web Developers

Demand  Generation

Software Developers

Database Developer

Content

Localization

Google AgencyGoogle Manager
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Main Point: It’s not just the two of us - it's a HORDE OF PEOPLE

STORY TIME: 
Sporadically working with others as needs arise.  For example:

We were working with the data, and thought that the number of sessions had an abnormal spike.  We also noticed that bounce rate was over 100% which is physically impossible UNLESS your data is wrong.
This spurred a conversation with the google analytics manager.
He had to loop in the GA agency (We’re using the paid GA service) who discovered incomplete work from months before.
We looped in our database developer and discovered that the underlying data was sound, and it was just some misfiring event tags skewing numbers in the GA interface. 



Google Analytics

Get your data into shape
% of New Users

New Users

Total Users

Existing UsersNew Users

4 4 6

40%

67%
New Users Existing Users

64

Presenter
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Main Point: You have to collaborate on the small stuff.
% New Users
New Users/Total Users != to New Users/Existing Users




Data Discoveries
What do you do when your 
data doesn’t look like you 
expected it to?

● Understand why data does or doesn’t exist
● Can you fix it?
● Can you filter it? SHOULD you filter it?

Presenter
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Main Point: We made major discoveries in our first iteration.

We discovered a large number of pages that should have been deleted that were still seeing (sparse) traffic.
These pages skew the website averages, dirtying data. 
If you only use GA, you might not see these pages at all due to their very low metrics.
GA views cap at 5000 rows; if your site is larger than 5k urls, you may not be seeing all of your pages.
Low performing pages drag your site averages down, your top-level metrics become inaccurate. 
Breaking traffic reports down by category or types reveals areas that may be slanting your aggregate numbers, but might not be visible at the page level.



Data discoveries

Presenter
Presentation Notes
Main Point: Discoveries are continuous.  They require collaboration.  No one can do this in a vacuum.
Additionally, we started learning more about why localized pages seemed like they weren’t performing well in search.
Led to new projects aimed at improving those areas of our site as well as connecting to new data sources and validating metrics calculated by GA and other tools.
This project brought a greater rigor to our reporting. We focus on the story the data tells, we understand the interactions between metrics, and where necessary we create new metrics to enhance our understanding.



Iterative Approach

IDENTIFY 
PROBLEM

SCOPE 
REMEDY

REFINE
REPEAT

DO
WORK!

DEPLOY 
SOLUTION
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Main Point: Deploying the solution can mean a lot of things, but really what it means is letting it loose into the wild - kinda like free willy...just gotta wait and see what happens.

Let people know it’s out there. 
Start using it to solve workplace data problems. 
Introduce it. 
Be vocal.



First Prototype

Presenter
Presentation Notes
Main Point:  First Proof of Concept closely imitated GA-- because that’s what we know. 

NOW ASK – Does this POC:
Takes into account lack of SME?
Data speaks to business & dept goals?
At a 100k ft view are things good or bad?



Iterative Approach

IDENTIFY 
PROBLEM

SCOPE 
REMEDY

REFINE
REPEAT

DO
WORK!

DEPLOY 
SOLUTION

Presenter
Presentation Notes
Main Point: Your work is never done.  This is an evolution.



Iterative Approach

IDENTIFY 
PROBLEM

SCOPE 
REMEDY

REFINE
REPEAT

DO
WORK!

DEPLOY 
SOLUTION

Presenter
Presentation Notes
Main Point: This is iterative, so we start over...what else can we do?
Restart the process

For us, there were plenty of moments that caused us to pause and restart our process for the purpose of making our tool more performant.
SLOW DATA
What level of detail is really necessary to answer your questions.  Do you need click stream or can daily/weekly aggregates suffice?
Do your aggregations, calculations or column transformations need to occur in Tableau?  Do you have control of your database tables or views and can you do them in DB?
Where are you doing your joins and why?  If all your data is in one database, consider doing them in DB.  If your data is not in a single DB then an in Tableau, cross DB join will be necessary (with major performance impacts).




Big Data, Big Problems

Presenter
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Main Point: We are all mere mortals..waiting here for “Hyper! Hyper!”




Big Data, Big Problems

Presenter
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Scenes like this helped us realize that our data wasn’t in the best condition. In fact, we had done a number of things we knew would hurt performance later on in order to get a proof of concept up and running. Now the time had come to make it more performant so we could continue to use and promote it. We highly recommend doing it the right way from the start as this was a painful process.



Iterative Approach

IDENTIFY 
PROBLEM

SCOPE 
REMEDY

REFINE
REPEAT

DO
WORK!

DEPLOY 
SOLUTION

Presenter
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Main Point: You can scope each problem or set of problems separately

Can I eliminate aspects of my build that are causing negative performance impacts?
Do I need hit level data?
Can I aggregate to Day/Week in BigQuery?
For data that is not in BigQuery, what can I do to get it there to mitigate need for cross database joins and blending?
If I do the above, can I also get rid of LODs




Iterative Approach

IDENTIFY 
PROBLEM

SCOPE 
REMEDY

REFINE
REPEAT

DO
WORK!

DEPLOY 
SOLUTION

Presenter
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Main Point: You don’t have to do this alone, Team of SMEs collectively can DO WORK!
Aggregated to Day/Week where possible
Our DBA, Blake, got MySQL data into BigQuery which reduced need for cross database joins AND blends in some areas.





Iterative Approach

IDENTIFY 
PROBLEM

SCOPE 
REMEDY

REFINE
REPEAT

DO
WORK!

DEPLOY 
SOLUTION
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Main Point: Deploy, socialize, let it live, garner feedback.

In this scenarios, once I got performance down the dashboard became something that my users could interact with on Server.  Prior, it would take a long time to load and NO ONE HAS TIME FOR THAT.

It also allowed us to build more AND faster.





Iterative Approach

IDENTIFY 
PROBLEM

SCOPE 
REMEDY

REFINE
REPEAT

DO
WORK!

DEPLOY 
SOLUTION

Presenter
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Main Point: This process is continuing to this day. We will continue to refine, repeat, and evolve.

After the initial cycle I was able to ask
What other things do my users want?  
How can we acquire better insights and enhance our current data?
Are there other audiences that could be served with this dashboard with the addition of a more data points?
What is the value of a shared tool?



Iterative Approach

IDENTIFY 
PROBLEM

SCOPE 
REMEDY

REFINE
REPEAT

DO
WORK!

DEPLOY 
SOLUTION

EVANGELIZE

Presenter
Presentation Notes
Main Point: Evangelize



Evangelize

Web Developers

Demand  Generation

Software Developers

Database Developer

ContentLocalization

Google Agency

Google Manager

COLLABORATION!
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Main Point: There is no “I” in “Team”?  Well there is in “Evangel ‘I’ ze”.

“This is the same slide as you saw earlier with one exception.  The header says “Evangelize”.  The images of all the participants in this project are there because they are part of the TEAM.  While there is no I in Team…there definitely is in EVANGELIZE.  One of the things that helped us get this work done was working with our colleagues to let them know:

What we were trying to do was important.  
Showing them why they should care, how their work would be utilized, etc. 

This strategy helped to keep the project moving because we had no top-down requirement to get work done.  It was a collaborative approach that enabled cross team development of a powerful marketing and analytics tool.



Benefits of Iteration

Bite off what you can chew

Simplified collaboration with others

Your tool evolves as you evolve

Presenter
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Main Point: These are the few top benefits we found.  Others will have others.

Benefits of iteration
This project will continue to develop over time, iteration has allowed us to manage the work in a palatable pace.
Because this project required others, when one stream was blocked, we focused on what we could do with the resources we have
Our tool has taken on characteristics that we did not anticipate when we began.  It will continue to grow where it makes sense (adding other search engines, servicing other teams, etc)




If you didn’t vizzit, it didn’t happen.

Presenter
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Main Point: GET PEOPLE HYPED.



Vizzes
*FYI: Data has been modified for sharing purposes*

Presenter
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Now you have access to your data and you’re plugged into Tableau. 
If you’re anything like us, you’re likely to find some unexpected data.
There’s probably going to be some dirty data and ugly vizzes. 

Here’s what we discovered and why discovery alone was important.



Organic Traffic Overview

Presenter
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This is our highest level dashboard – our CMO can look at this and see the current state of the dashboard
Started out recreating GA, after feedback from the field we discovered it would be helpful to include search performance data.  
AND this dashboard is filterable by branded and unbranded which there’s more to that story on the next dashboard.
The definition pane is there to provide context, and clarify the report.
What are the odds that you as the CMO is up to date on what search metrics mean?  This is meant to bridge the gap.  WIKI URL for more details.





Sessions by Branding Type

Presenter
Presentation Notes
The bar at the top is showing total sessions by branding type.
You’ll notice there are three colors….
Focal point of the dashboard is the sessions time series…showing by brand type, trends over time.
Below that is search volumes by search engine
Familiarity to encrypted search data – we all have this problem
The dashboard reveals a unique opportunity to get more exact keyword data by leveraging these other search engines.



Content by Category

Presenter
Presentation Notes
This is tactical – shows me what I need to do.
On first look blog would seem as though it could be the most performant in search…LOOK AT THE HEIGHT OF THOSE BARS IN IMPRESSIONS.
Do the higher bars mean better performance? (RHETORICAL)

Oh wait.  SHIT.  Impressions per page. Important to weight your metrics on aggregate.

BUT WAIT.  THERE’S MORE!



Content by Language Group

Presenter
Presentation Notes
International growth is part of being a major brand.
We localize in 8 standard languages
This viz allows us to see how content categories perform across languages.
Since English is our primary language, it sort of dwarfs the other languages. It’s ok though– you can hide that column and get a more apples to apples comparison of the remaining languages.



Content Health

Presenter
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This view is helpful for CMOs.  It is aggregating all of our health scores to tell us if we are doing better or worse over time.
It is difficult to see progress towards a single goal over time when you are tracking it with multiple metrics.  We developed the Mother of All Scores which is what the scatter chart is depicting.  It is aggregating points that have been assigned based on a standard deviation.
The keyword chart allows us to see execution on SEO strategy over time.
If we look at the customer stories category, we see the top referring keyword group is partners (which is exactly what we want to see) as it is combination of our branded terms, and identified partner terms.



Page Health

Presenter
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Lowest level of detail.  STARTED AT THE TOP, now we here.
This is the same concept as the previous viz, drilled down to the page level.
Before we could see execution of strategy by content group.  
Now we can see execution on strategy by page within the content group.
How this is actionable:
Vizzes like this and the Content Health viz are great for identifying content that needs cut or improved, as well as content that is in the top of its class.



Adoption & Impact



Adoption & Impact

$50,000+/year
Saving money

Cross-team collaboration

Unified data

Presenter
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Main Point: Working together not only unified our data, but it also unified our teams WHILE saving money.

Other teams saw data they use in our dashboards and got curious
Data used by our peers was incorporated into our dashboard, reducing the number of data sources used for reports and the number of reports.
Started conversations around strategy and process




What We Wish 
We’d Known



What We Wish We’d Known

1. Correct priority/time/resources
2. Better understanding of data complexity
3. Knowing the difference between scope creep and 

evolution of the tool

Presenter
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Main Point: This is a complex project, that needs to be properly respected.  The scope creep happened because we had so much freedom which allowed for adding more things.  Underestimated how much freedom tableau gave is to accomplish the unimaginable.

Full requests for DB dev, not just parts.
Asked for 1 thing, got it a month later. Discovered we needed more.
Scheduling like it’s a site redesign




Future Builds



Future Builds
1. PPC integrations (AdWords, DoubleClick, etc)
2. Social (Hootsuite, BuzzSumo, Twitter, LinkedIn, etc)
3. Bing/Yahoo Webmaster Tools
4. International Expansion

○ Search: Baidu, Yandex, so.com, Naver
○ Social: WhatsApp
○ Integration with WorldServer, MultiTerm, +more

5. Text Analytics (NLP)
6. Content KPIs, and scoring
7. ROI analysis on organic leads/conversions

+ According dashboard development

Presenter
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Main Point: This is just the beginning.

We got dreams and aspirations ya’ll.

These are things we haven’t scoped. If you can dream it, you can do it.

There is no tool we could have bought that would let us plug in and execute in such an advanced & collaborative way. 



Ready to Build Your Own Tableau-Based Reporting Dashboard?

Presenter
Presentation Notes

Are you ready to build yours?  We hope that what you’ve seen today will inspire you to think about who in your org you can collaborate with to solve your disparate data problems with WITH THE USE OF TABLEAU.  We strongly believe that Tableau is the best solution, not only because we are Tableau employees, but because we’ve experience the frustrations of understanding our organizations presence on the web with the conventional tools and we know that with Tableau, you can have less annoy, and more joy.

Before we get to Q&A we have a few remaining business items.
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