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MARKETING THAT

YOURDATA MAKES MONEY

OUR ANALYSIS

CLEAR INSIGHTS. UNIFIED DATA.




OUR VISION }



WHO WE ARE

VISION We provide a platform that makes your marketing
STATEMENT > data accessible and actionable.

MISSION > Empowering our users to make data-driven decisions

STATEMENT and to prove the value of marketing efforts.
VALUE A human-centric approach to data unification,
PROPOSITION visualization and insights — built for marketers.

CLEAR INSIGHTS. UNIFIED DATA.




RETURN ON INVESTMENT is hard to prove.




RETURN ON INVESTMENT is hard to prove.
Is this campaign worth it?




IF YOUR
MEASUREMENT
STRATEGY
DOESN'T

ROl is hard to prove. MATCH YOUR
Is this campaign worth it?

MARKETING
STRATEGY...
YOU WILL
NEVER KNOW.

ORAS CLEAR INSIGHTS. UNIFIED DATA.



s the MARKETING MONEY
| spend making a DIFFERENCE?




WE CAN

s the MARKETING MONEY ANSWER THAT
| spend making a DIFFERENCE? QUESTION.




HOW'D WE GET HERE?



Home | My Videos | My Favorites | My Messages | My Profile

You([T)

Your Digital Video Repository

Search Videos

Upload Your Videos
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See More Tags

Featured Videos >>> Watch More Videos
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by jrhyley, by jawed by ATrain by Lena Added: June 28, 2005
Views: 86 | Comments: 1 Views: 82 | Comments: 0 Views: 46 | Comments: 0 Views: 27 | Comments: 0 by TH

Views: 6 | Comments: 0

About Us | Contact Us | Terms of Use | Privacy Policy | Copyright ® 2005 YouTube, LLC™ | IEEESl
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CLEAR INSIGHTS. UNIFIED DATA.




WHAT'S MY ROI ON EMAIL?
WHAT'S MY ROI ON SOCIAL?



WE COULDN'T TELL THEM
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1) CONNECTING OUR EFFORTS
TO CLIENT REVENUE

2) USING REAL-TIME DATA
TO ADJUST STRATEGIES



THE BEAUTY OF DIGITAL
LIES IN ITS MEASURABILITY.
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EXECUTIVE SUMMARY

Ecosystem Performance
During the month of December, our fans and followers across all
platforms increased. A new Facebook strategy was implemented and
the positive numbers reflect the success from that.
+ 32,000 total website page views
- 38,461 Facebook likes & 4,719 Twitter followers

Content Performance
Some organic channels saw decreases (like direct and organic
search), while marketing channels all saw increases (i.e. social,
email). Display advertising has unperformed for the fifth straight
month, while email continues to show that an increase in number of
sends will produce higher consumption rates.
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“I WANT TO PROVE
THAT MARKETING
MAKES MONEY!”




OROS

OUR SOLUTION }




PROBLEMS WE SET TO SOLVE

>
>

PROVING
YOUR VALUE

SAVING
TIME

DATA
ANALYTICS

Connecting the results of your marketing to your
client’s business success — measurement strategy

Customized client-facing reports allow marketers to
focus on strategy and insights instead of report-creation.

A human-centric approach to data unification,
visualization and insights - built for marketers.

CLEAR INSIGHTS. UNIFIED DATA.
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YOUR DATA WE CRACK WE GIVE
TELLS A THE DATA YOU THE
HIDDEN CODE PASSWORD
STORY

CLEAR INSIGHTS. UNIFIED DATA.




IT'S A 4-STEP 1. Define measurable goals
PROCESS.:

2. Measurement strategy
3. Unify your data

4. Layer live data
Into interactive dashboards

CLEAR INSIGHTS. UNIFIED DATA.




Discovery session
Understand your KPIs
ldentify your data sources

Document to data flow of
you organization

Dashboard Brief

ORGS

Dashboard brief

Canpe

Datiow




e Dashboard Sketch and Guide

KochCommcoviD-19campaign QO ROS

381 5910 D 3499 > 321 180 J1134 KPIs (Registrations, Email List % Change, PDF Download # 1-2, Post-webinar Views, Meetings with business development]
s P — Areas to focus: These KPIs directly highlight the metrics both from a “return” standpoint as well as a complete, high-level, picture of the user-participation before,
[—— = during and after the Webinar occurred. The idea is to understand how and when (via the spark lines) the user interest was gained in viewing our content, how the

29% — audience base grew from this type of launch and what actions were spurred as a result.

Location Breakdown
0P Demnknd 11 = Areas to focus: Since the nature of the “product” here is a digital logon and viewing of industry-relevant content during a trying time, it's important to note the actual
119 reach and return of our major KPIs by location. This webinar could feasibly be accessed anywhere, and the video can have an even wider base since its evergreen. How
does this content resonate to users outside of Oklahoma? What does this tell us about targeting them for our services?
175 Social Performance
Areas to focus: By platform, which content drove the highest achievement of the KPI metrics used for this campaign? Was this where we focused time and resources
R STt or were there surprises that can shape future campaigns of this nature?
861 . Live Tweet Trending
Areas to focus: This part should read like a meter for engagement achieved during the webinar and identify the ripple effect for conversations around this topic that

[—— y were spurred by our content.

3 '

Average Number of Viewars. Average Compietion Percentage Number of Referred Watchers Video KPIs
1 8 7 8 7 o, 64 Areas to focus: By analyzing totals related to video
consumption for both the live and evergreen

version of the webinar, we can set benchmarks for

future campaigns and see these totals evolve as
288 bounces the YouTube version sets its stakes.

Total watched percentage:

Areas to focus: This breakdown allows us to
identify the existence of barriers to views or
complete watches.

Email Performance
Areas to focus: Based on the nature of the email series around this webinar and
the re-engagement needed to capitalize on this effort, we need to break down
and compare the email KPIs by send and evaluate if and where drop-off
occurred within this funnel. We can also see if certain content strategies worked
better or worse for this type of audience. This breakdown also helps identify
areas for testing to optimize future sends.

ideo trend
Areas to focus: Here, we can see which content
and discussion points within the conversations led
to engagement and potential drop-off. Did we see
afade out gradually, or can we identify an event

. Web Performance
that lost user interest? P —

Areas to focus: For those engaging with our message, which site content
grabbed the attention of our users? If there are pages viewed outside of
campaign-directed content, how does the interest drive future content and re-
engagement opportunities?




O RO S USES DATA FROM ANY DIGITAL CHANNEL

- Google Analytics « Social Media -+ Digital Ads
- SEO « SEM -+ Email Marketing

OROSCREATES AUTOMATION FROM YOUR CUSTOM DATA

+ CRM - POS Systems + Conversion Points
- Traditional Media (TV, Billboards, etc.)
» Your Proprietary Information
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OROS creates the
date pipeline and
live connections

OROS creates
interactive
dashboards



CNDC COVID-19 Crisis Communications : Crisis Period| (All)

Total Social Outgoing Alerts Total Social Impressions Total Emails Sent Total Patron Engagements

] ’ 9 9 v
798,928 ‘ 851628, ‘ 22552'

Home & FAQ Page Views ? Public Relations
- I |
« I 5,25

Emails by Total CTO Rate Comparison Metrics Sentiment Breakdown

Engagement Rate

Spend Sessions
$21.427 .94 2.738

< €2 KPIsby Location
Trended Activity
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Keyword Performance New v Returning

Click

Total Leads Dashboard | re:

Total Leads Total Calls Total Form Completions Total Paid Media Spend

1,722 3,170 $225,378

9% Change | A +1 % Change | A +16(

/ V\\/v"\AJ\,/\Mf\/\pm ‘/‘f" \L”M w”‘/\ﬁwm

Percent Change by Channel

_ -
_A -







BEST OF
SESLOF TECHNOLOGY:
MARKETING: AUTOMATION AND
HUMANS CUSTOMIZATION




VISUALIZATIONS

FB|TW | GA]| IG]| ADS




TOO SIMPLE or TOO COMPLEX
(=) funnel @ Y dashthis @}) tapClicks
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Empower business owners and
marketers to confidently make
strategic decisions

Improve your ROI

Prove that your marketing is

making your client money




OROS

THANK YOU



