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Third party
data

Enterprise

* Single source of truth

* Journalists & Influencers

* One data pool

* Methodologies that are aligned

 Guidelines/Policies
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ACCESSING THE RIGHT DATA

_ False Data Broken Data Data Bias
untrust»\I/vorthy sodrces Incomple‘ge, incorrect or Deliberately misleading or
fake news, spam, bots duplicate data Wrong survey answers

Data :
.. : Data Privac Data Relevance
M |S|nterpretat|on Data collected or ude Don’t get lost in the sea
Drawing the wrong without consent of data
conclusions
Data Decay Data Competence Data Blind Spots
Time impacts data In house talent/knowledge You may not know
quality at the rate of Need skills to make what to look for,
2% per month the most of it Or what to include
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DATA > INFORMATION > INSIGHT > ACTION

¥ STEPS
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' Try hitting 10,000 steps a doy! ' Try hitting 10,000 steps a day!
# ;. That'sthe American Heart Association P ; That's the Ametican Heant Association
recommendation, Learn More . recommendation. Learn More
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Democratized Al / Al that makes life easier for marketers & PR pros

MEHT'DHS GUEE TlME MENTIONS UNIQUE AUTHORS >

47M  676.4K

Image Recognition

» Translation

440K

» Sentiment
380K

» (Categorization

»  Summarization

> L] L
Aug 2017 MNov 2077 Feb 2018 May 2018 Aug 2018 Pred|Ct|0n

Discussions about Al linked to PR & marketing over the last 13 months
(Source: Talkwalker Quick Search) > Messages

0 » Audiences
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talkwalker

Let's talk about apples
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https://youtu.be/PEkm10BaCg0
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Fig. 5
Social Data Maturity Map Stage 4
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Source: “Social Data Intelligence,” Altimeter Group (July 25, 2013) :"',./.\..LTI METER
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1. PR and Social teams to collaborate

2. Access the right data

3. Social budgets will increase by showing ROI SOCIALIZE
YOUR PR

4. Al to empower communication professionals

5. Enterprise brands growing in data maturity
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