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GOOGLE SHEETS

The next few slides include samples of some of the data and
the User Interface of the dashboard.

Each sheet within the dashboard is not only linked to the
organizational averages sheet, but also to the Yearly
Analytics Overview sheet. The Yearly Analytics Overview
sheet will take the results from each Quarter and average
them for a yearly average and a benchmark for the next. In
addition, these Quarter results will be compared to each
other to determine growth.
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GOOGLE SLIDES

The next few slides include a sample of what each UGA SBDC
office received as a Google Slide Deck to track their digital
marketing efforts from quarter to quarter, in addition to
seeing how any changes made within their digital strategy
affected their overall performance in the previous year, and
to provide a performance benchmark.



OVERVIEW

Social media is a common tool used to effectively shape
one’s perspective of a brand. As the UGA SBDC continues to
build our brand awareness throughout the state and
strengthen our credibility as industry experts, it’s
imperative that we pay more attention to our social media
channels and use it to our advantage to reach our target
audience. Included in this report you will find your
individual center statistics, overall organization averages, in
addition to industry averages. Use this data to improve your
social media presence and increase engagement.
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COMPARISONS



The following statistics show how your
individual center compares to the overall
organization average and the State Office

average.
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OVERALL INCREASE IN
GROWTH FROM Q1.

This data will be available in Q2 to see
how your social media increased or
decreased. (This data is not available for
Q1... please disregard the chart.)
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The following statistics show how your
individual center compares to the overall
organization average and the State Office

average.
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The following statistics show how your

individual center compares to the overall

organization average, industry average,
and the State Office.
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SUGGESTIONS



OPEN RATE

Your click rate is above
average, which is great.
However, before someone
can click within your email,
they have to open it. Try
crafting better subject lines
to get the attention of your

audience.

TWITTER

Increasing how often you
post on Twitter and interact
with community members
could help boost your brand
awareness, strengthen
credibility, and introduce

content in new networks.

RECOMMENDATIONS

FACEBOOK

Increasing how often you
post on Facebook and
interact with community
members could help boost
your brand awareness,
strengthen credibility, and
introduce content in new

networks.

POST QUANTITY

To help increase posting
frequency, try creating a
social media calendar with
important topics to cover
each week. Then, at the
beginning of the week,
pre-schedule posts for the

entire week.







