SENTIMENT WITH NET PROMOTER SCORE DASHBOARD.
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AGENDA.

Accessing Tableau Public And The Example Sentiment Dashboard
= Scenario — Big Picture

= Specifics

= Related Scenarios

= Understanding NPS

= How People Use The Dashboard

= Why This Works

= More Thoughts On Visualising Sentiment

= Commentary — Steve Wexler

Alistair Williams



ACCESSING TABLEAU PUBLIC AND THE EXAMPLE SENTIMENT DASHBOARD.

= Click below to access the public dashboard:

Net Promoter Score Analysis
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https://public.tableau.com/views/University-ComplaintsDashboard/ComplaintsDashboard?:language=en-US&:sid=&:redirect=auth&:display_count=n&:origin=viz_share_link
https://public.tableau.com/views/University-SentimentWithNetPromoterScoreDashboard/SentimentDashboard?:language=en-US&:sid=&:redirect=auth&:display_count=n&:origin=viz_share_link

SCENARIO - BIG PICTURE.

= You are a market researcher for several brands.

. Net Promoter Score Analysis
- You need to be able to see how different

respondents feel about each brand and how opinions il lianadtn, NPS Soores for ProductD
have changed over time. broduct s T () o
~Em. O
Product |
Doctor
= Although you will consider asking your survey panel e Stenographer
many different questions, you know for sure that you
will present the classic Net Promoter Score (NPS) |
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SPECIFICS.

= You need to show the NPS for a variety of products to see which one people would recommend and which ones they
would not.

= You need to see if people in different roles would recommend or not recommend a product.

= You need to see how the NPS has changed over time for a particular product, both overall and for people in different
roles.
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RELATED SCENARIOS.

You need to see results for a series of Likert-scale* questions asking survey respondents to indicate the degree to
which they agree or disagree with a series of statements.

You need to see how favourably or unfavourably people rate different candidates running for office.

You want to know how often survey respondents use different social media outlets and how this usage differs based
on age and gender.

*Likert Scale is named after Rensis Likert, the founder of the Human Resources Institute. Likert came up with the idea
of applying a quantitative scale (usually 1 through 5) to qualitative measures.

- For example, “on a scale of 1 to 5, where 1 means strongly disagree and 5 means strongly agree, please give your
opinions about the following statements.”
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UNDERSTANDING NPS.

= In a NPS Survey, respondents are presented with the
question:

- Using a scale of 0 to 10, would you recommend this
product / service to a friend or colleague ?

= The NPS is computed by taking the percentage of
people who are promoters, and subtracting the
percentage of people who are detractors.

- Anyone who responds with a 0 through 6 is
considered a detractor.

- Anyone who responds with a 7 or 8 is considered a
passive (or neutral).

- Anyone who responds with a 9 or 10 is considered
a promoter.
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HOW PEOPLE USE THE DASHBOARD.

= |n its initial state, the dashboard shows only ratings /
rankings for several different products.
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HOW PEOPLE USE THE DASHBOARD.

= After a product is selected, you can see both how — :
. . Net Promoter Score Analysis
people in different roles feel about the selected product

and how the NPS for the product has changed over e NPS Seores Tor Froductp

time. —[E e -
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HOW PEOPLE USE THE DASHBOARD.

Percentages [ Score

= After a particular role is selected, you can see how the
NPS for the selected product has changed over time, in
. NPS Scores at product level NPS Scores for Product D
th|S Case Analysts- Select a Product for Role details Sklect a Role for time details
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WHY THIS WORKS.

= The main visualisation is a combination chart that
combines divergent stacked bar charts with an overall
score (the circles).

= The divergent stacked bar makes it very easy to see
how sentiment skews either positive or negative.

= That is, the entire bar moves either left or right to show
which products have a more favourable rating.
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WHY THIS WORKS.

= The Neutrals Tell Us a Lot.

- A typical NPS chart shows just the scores, not the distribution of positive, negative and neutral responses.

- Neutrals represent the big tipping point with NPS, because folks who selected 7 or 8 are just one point away from
being either promoters or detractors.

- A product with a large percentage of neutrals presents a great opportunity to turn respondents in to promoters.
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WHY THI

S WORKS.

= Breakdown by role provides additional insight.

= The ability
by a partic

to select a product and see its performance
ular demographic (in this case role) enables

users to see how sentiment differs based on that

demographic.

= We can see that the NPS for Product A among doctors is

35 but is -]

) among students.
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WHY THIS WORKS.

= Avoiding the traditional approach to NPS.

- Consider the snippet of NPS survey data shown
adjacent with responses about different companies
from people in different roles.

- If we just focus on the NPS and not the components
that comprise it, we can produce an easy-to-sort bar
chart.

= See next slide.
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WHY THIS WORKS.

= |t is easy to see that Company D has a much higher
NPS than Company H, but by not showing the

individual components, we’re missing an important
part of the story.

= |n particular, the neutrals / passives are right on the
cusp of becoming promoters, so their sentiment is
vitally important.

- For example, a NPS of 40 can come from:

v

Classic NPS Presentation

- 70% promoters and 30% detractors or

- 45 % promoters, 50 percent neutrals, 5% detractors.

= Here we see the problem when you just show the
results of an aggregation.

- The Net Promoter Scores for both product X and Y
are the same, but they are derived from very
different responses.
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MORE THOUGHTS ON VISUALISING SENTIMENT.

= We looked at why the traditional approach to showing
NPS often falls short.

= What about Likert scale survey data that asks people to Chat Rooms
indicate the degree to which they agree or disagree Classroom Instruction
with a series of statements ? Learning Games

Mobile Learning

= Let’s look at different approaches and see what we
should avoid and what we should employ.

Podcasts
Simulations

Social Networking

= Why default charts don’t work well. Virtual Classrooms
Wikis
= Look at the table to the right that show the results from
a fictitious poll on the use of various learning

modalities.

- It’s hard to glean anything meaningful from this
figure.

= What about a bar chart.
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MORE THOUGHTS ON VISUALISING SENTIMENT.

= Likert scale questions using a bar chart.
- Wow that’s really bad.
- What about a 100% stacked bar chart instead.

= 100% stacked bar chart using default colours.

- Okay, that’s better, but it’s still pretty bad as the
default colours do nothing to help us see tendencies
that are adjacent.

- That is, ‘often’ and ‘sometimes’ should have similar
colours, as should ‘rarely’ and ‘never’.

- So, let’s try using better colours.
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MORE THOUGHTS ON VISUALISING SENTIMENT.

= 100% stacked bar chart (better colours). Learning modality usage -- 100% stacked bar (better colors)
P . .. Chat rooms 49% Sentiment
- This is clearly an improvement, but the modalities are . o s
listed alphabetically, not by how often they are used. Learning Games K
Mobile Learning
Podcasts
Let’s see what happens when we sort the bars. Simulations
Social Networking
Virtual classrooms
Wikis
= Sorted 100% stacked bar chart with good colours. Learning modality usage — 100% stacked bar (better colors, sorted)
’s tak | tries. but.it’ : clasroomimructon 7% [N e
- It s.ta en us §gvera tries, but it’s now easier to see I - Mo
which modalities are more popular. Social Newworking 3% 21% Rorely
Podeass " o o
Mobile Learning B
- But we can do better. Simulations ™ 25%
Laarning Games R
Gl o =5
Wikds % i
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MORE THOUGHTS ON VISUALISING SENTIMENT.

= Sorted divergent stacked bar with good colours.

= Divergent stacked bar with only two levels of

sentiment.

Learning modality usage -- Divergent stacked bar (sorted)

Classroom instruction 13% Se_nﬂmem
- . Never
Virtual classrooms 7% 15% Rarely
Social Networking 30% B Sometimes
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Podcasts 10% 30% 2 35%

- e
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Wi o O 2%
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Learning modality usage -- Divergent stacked bar (sorted, two levels)
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COMMENTARY — STEVE WEXLER.

= | find that the divergent approach speaks to me, and it
resonates with my colleagues and clients.

= | don’t have a problem comparing the magnitude of the
neutral percentages, but some of my colleagues
suggest that you may want to isolate the neutrals in a
separate chart.

= Here we have a common baseline to compare the
positives, the negatives, and the neutrals as opposed to
when the neutrals center at zero.
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Select a Product

Detractors Promoters Neutrals

Alternative approach to dealing with neutralsin a
divergent stacked bar chart.
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