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Research Goals

1. Understand the perception and use of the current
dashboard

2. Understand how reps use data to work with Vendors
and sell GDM

3. Gather feedback on the new dashboard concepts
(PPC, PPL, & Profile sections)
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Account Rep Participants

Laura Siu
Strategic Account Manager
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Business Development
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Justin Steffgen
Strategic Account Manager

Sargam Bhanot
Customer Success
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Amisha Chopra
Customer Success

Ellie Dickerson
Mid Market Account Manager
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Fabricio Oliveria
Customer Success
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Part 1

Dashboard
Feedback
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Current Dashboard
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Top Recommendations ShowAll v

@ sponsored Profiles (PPC)

spend and Pacing

$15.145

3.8K- 41K 114136

“2) Sales Qualified Leads (PPL)

USPPLCampaign v Monthly Budget | §910

Missed Leads.

Most Reps do not use the Dashboard, or
use it infrequently

Reps across sales channels tend to use the
specific pages they are working in - like profile, or
the PPC/PPL pages when working with vendors or
doing analysis.

e Reps felt the data was repetitive to the data
in other pages, so preferred the pages with
more utility

® The general feeling was - it’s not bad, but
there are common questions from
vendors around specific metrics (click
share, brand share, missed leads)

e Reps mainly used the dashboard to show
vendors recommendations - but then used
outside tools to go more in depth.
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New Dashboard

Gartner Welcome, John!
Digital Markets.

Engaged Buyers (PPC) Summary

3.8K- 41K

114-136

Brand Building Summary

iow PPL campaigns help you

Most reps feel the new dashboard overall will
better enable them to work with vendors

Reps showed positive sentiment for the new
layout and additions to the new dashboard -
however there is some refining that needs to be
done to specific sections.

e Reps loved the addition of spend &
pacing and competitor insights

® They recommended showing giving more
actionable insights to metrics like click
share and missed leads

e Reps felt there may be some opportunity to
work in additional market and competitor
data to drive further engagement
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PPC Section Feedback

Engaged Buyers (PPC) Summary

€@ Click Share

Campaign name  Active v Monthly Budget $30,000 / 1month 3 months 1year MTD YTD
2 | cission 0 == Reps felt a visual on click
o B 12% oe /\//\ share over time would be
, really useful
‘5‘2‘0 B MEM Competitor Rankings by Category v e Categot Medical Records v . .
| « 16th » ) Hovyever, there is still more
Q- - ikion desire to have this metric

1514 o o ! g = 9 be more actionable and
- o s trackable (event history)

@ Spend and pacing @ Category Expansion/ Competitor Ranking

== Universally liked by reps +4= Reps really excited by this addition

m) A lot of confusion on how the rankings were
calculated

) Add in what the budget change would
be to fix the problem
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PPL Section Feedback

Qualified Leads (PPL) Summary

Campaign name  Active v Monthly Budget $30,000 / 1month 3 months 1year MTD YTD
Leads 7 Missed Leads (D ) . )
“ By increasing your PPL budget by 10% you
79 Just 222 could have more leads ke this.
3% Moh N 251-500 employees
1,985 @ Missed It. Houston, TX

Manage Budget

Date Lead Recommended Product size Price
09/06/24 Dekko Inc. monday.com - Project M... 16 to 20 users $1,005 ¢
Spend & Pacing Edit Budget /
$7 923 09/06/24  Mercury Gate monday.com - Accounting Less than $1 million $155 3
’ ted 13%
Month to date i
09/06/24  Invesgrow monday.com - Project M, 5110100 users $1,89295 §
d nt 83%
Month elapsed a9% .
09/05/24  Chewbacca monday.com - Project M... 21to 50 users $136795 §

@ Lead List

Most reps felt this section was helpful, although one
strategic rep did not.

» A few reps mentioned adding in appointment setting
information - as this is something you have to “dig” to find.
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Cost per Lead 2

$51 7 Your Leads View Lead List A
in

@ Missed leads

Reps were excited to expand
this section as it is a metric
they often get questions on.

m) There is a strong desire
across reps to be more
clear on what this metric
means - and how the lead
was actually missed (were
they too low in the auction,
is it a size band they are
not in, did the user already
have their product).
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Part 2

Insights and
Opportunities
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Competitor Data is King.

Like | said, ¢
, right? Your
, and making sure competitors are present in this category, but
(they’re) standing out against them. you're not. Your competitors are getting leads

from this market, but you're not.
-Ellie Dickerson
-Justin Steffgen

mentioned not only that they consistently use competitor
and market data in their selling process, but
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How reps use market & competitor data

Lean heavily on buyer intent data

Reps use a series of PowerBl dashboards
with buyer data to identify and present
opportunities to vendors in their
performance calls.
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industry. This allows them to engage
buyers, leverage pain points, and “sel the
suite to close deals.
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Leverage publicly available information

Reps use “publicly available” data about
the vendor’s competitors to create a sense
of fomo and drive expansion.
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Part 3

Vendor Testing
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Insight 1

Vendors find the new dashboard to be an
improvement over the current version

“[The old one] feels more basic and

bland,

... It looks more
executive.. | can’t wait until you
release it.”

- Kendall, CEO of Forms on Fire

Vendors find the new Ul and layout to be
more “in-line” with what they expect from a
dashboard experience.

e The improvements to the fundamental
layout of the dashboard results in a better
experience and increased perception in
value.

Vendors find the “Spend & Pacing” and
“Ranking by Click Share” to be high value
additions to the dashboard experience.

e These sections also seem to contribute a
great deal to the increased perceived value
by users as it adds additional information
that is not found elsewhere in the Vendor
Portal.
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Insight 2

Among the vendors interviewed, the
dashboard was rarely—if ever—used. All
participants mentioned the click report as
the primary page they used.

Vendors preferred to go directly to the pages
that contained the information they were
looking for - whether they did their analysis
in vendor portal or externally.

e  Some vendors mentioned wanting to see a
campaign-level overview on the dashboard.

When Vendors were asked to go through the
Dashboard, they spent most of their time
going through recommendations.

e This highlights a potential need to re-focus
on how recommendations or alerts are
handled in the new dashboard experience
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Recommendations and Next Steps

1.
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Explore ways to make click share, brand share, and missed leads section
more actionable and understandable.

Refine PPC category expansion (competitor) module.

Explore state of PPC section when autobidder is enabled (this will affect
spend & pacing module)

Refine PPL lead list module to include appointment setting information or
replace with buyer insights data.

Explore further treatment of recommendations and notifications
Explore a campaign level overview version of the dashboard.

Continue to refine and explore ways to implement competitor and market data
into the dashboard, and other VP pages.
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