l Client details and figures have been anonymised or illustrated.

Marketing Performance

Intelligence Dashboard

An anonymised case study

| Project Overview

This project focused on improving visibility into paid-media performance across multiple campaigns by
bringing key metrics into a clearer, more decision-ready reporting view. The aim was to move beyond raw
exports and create a structured dashboard that supports pacing analysis, KPI interpretation and stakeholder
decision-making.

| Business Need ! MyRole
e Inconsistent source files and naming e Supported reporting design and KPI
conventions made reporting difficult. alignment.
e Stakeholders needed a faster view of spend, e Structured and validated data for analysis.

conversions, efficiency and trend performance. .
® Helped shape the dashboard logic, views

o Weekly reporting required clearer summaries and stakeholder-facing outputs.

and more consistent KPI definitions.
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| lllustrative Insights

e A consolidated view makes underdelivery easier to identify earlier in the reporting cycle.
e Campaign and channel comparisons help highlight efficiency differences more clearly.
e Clear KPl summaries improve communication between reporting and decision-makers.
e Standardised views reduce ambiguity in recurring performance discussions.

| Value Delivered
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| Limitations | Next Steps
This case study is presented using anonymised ® Automate ingestion and validation further
and illustrative content. It is intended to e . . )
demonstrate analytical thinking, reporting ® Expand attribution and post-click analysis
structure and dashboard design rather than ® Add anomaly detection and forecasting layers
disclose client-sensitive information or exact
results.

The core outcome was a more structured reporting

" I I experience that made performance conversations
ul more focused, faster and easier to act on.
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