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What are dashboards? Praesto

& A dashboard is a collection of tables, charts, images and texts
that provide an overview of your business performance data.
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What are dashboards?

“Dashboards summarise information from disparate
systems to provide a holistic view of the organisation.’

“Dashboards combine data from different sources and
direct user attention to the most important information
so that they can quickly identify and react to trends

and problem areas.”
2+ 357.9M A
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What are dashboards?

“Dashboards are designed to quickly and clearly
communicate information needed to achieve your
organisational objectives.”

“Dashboards are designed to display information
that is timely, accurate, valuable and actionable.”
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Why are dashboards effective?

The human mind can’t store much
iInformation in short term memory.

Dashboards overcome this
limitation in three key ways...
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Why are dashboards effective?

1) Using Charts and graphs to summarise data. It is easier to
remember the ups and downs in sales from a line chart
than it is to remember the exact figures from a table.

For example, let’s look at the table below:

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Mowv Dec

Sales | 4123 | 3356 | 3692 | 3789 | 4111 3987 | 3990 | 4128 | 4133 | 4241 | 4222 | 4324
(in
uso)
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Why are dashboards effective?

a. Whatis the annual sales trend?
b. What was the lowest performing month?
c. How are things looking for the future?

It becomes quite difficult to understand and remember all of the data.

There is a deep desire amongst executives to get “summarised
data”, to get a “snapshot” or to get the “top-line view”.
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Why are dashboards effective?

Now try looking at the same data in a graph...

Annual Sales Summary (2012)
(in USD)

Months

The information here is much easier to understand and remember.

& 10o
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Why are dashboards effective?

2) Providing an overview/summary screen with drill-down options.

Provides a snapshot view of critical data on a single page,
reducing the load on short-term memory. Users can then
drill down if they need details about a specific dataset.
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Why are dashboards effective?
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3) Splitting data across tabs and placing related data under one tab.

Reduce the cognitive load
on the user by breaking
information down into
digestible chunks.

Also, as related data is
placed under one tab, it is
easier for the user to
analyse it.
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Visualizing with Birst
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Dashboard Basics:

1
2. Clear: Avoid chart junk

3. Valuable: Do not waste the space
4

. Actionable: Data needs context




“Quick” means not making me think Preesto

A dashboard should be generally
understandable in under TEN seconds.

Like this one:

The critical pieces should be understandable in
less than THREE.

R .
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The Steps for creating a dashboard

1. Create the primary KV|. Fillll —
Display - Overview 1 2 2
ldentify and create KVI 231 B5AR| T o6e e .

drivers.

800k 0%
g -~
3 oo 0%
- - - g oo som
5
I I b 3
. 3 o som §
% 300K 20w 7
§
b= i O [
S
ox =
2015/Q1 2015/Q2 2015/Q3 2015/Q4
Year/Quarter
@ CurentSsies @ @ NetGown

that clarify the KVIs.

Decide is it important to show everything on
the same page or would it be better to divide
the content into several pages.
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Start with a KVI
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What is a KVI?

& KVIs (Key Performance Indicators) are quick performance
metrics, which indicate how some key measures (typically
revenue and profit) are performing.

Revenue

$664.7M

& 18o
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What is a KVI? Praesto

Can you guess the top KVIs for these industries?

Function/Industry Example KVis

Sales .
Marketing .
Call Center .
Finance U
Operations .
Pharma Sales .

& 19o




Design Tips - KVIs

Revenue

$664.7M

Main KVI should stand out using
borders and background colors.

b664.7|\/|

Make MORE MONEY!

Use useful tooltips/descriptions.

& Total Customers

489

Linked to: Country n

Customer Count and Trend

Use the Drill Across options to make
the dashlets link across to other pages.

m51317

Add visual indicators to show a
quick overview on performance.

Praesto

20




. o
Praesto

You can layer dashlets on top of each other. For example, you can layer a KPI
with a transparent background over an image. Drag a dashlet over another
dashlet to activate the layering toolbar and use it to position the layers.

Design Tips - KVI

Revenue

i 4@

% 21o




Dashboard Navigation
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Dashboard Navigation

Praesto

There are multiple ways to guide business users through multiple dashboards.

phsnEnARDE a x MyStore Product Sales ~ / Product Sales ~
¥ i) MyStore Product Sales
Collections 1
d Prcduc@\es ‘ '] | ¥ ‘ ¥
¥ sales by Category MyStore Product Sales o’ Inc' L
M ﬂ: MyStore Shop Performance Mystore Shop SRR @
| . V2 oo . 4
Dashboards Drawer Dashboards Breadcrumbs

R

@ Total Customers

4+ 39

Linked to: Country n

Customer Count and Trend

Drill-across (reports, KPIs, buttons)

23




Dashboard Navigation

& People should not notice the navigation experience.

Praesto

& Implement the navigation in a way that supports the structure and purpose of the
app, without calling attention to it.

& Consider adding buttons as a navigation bar (aim for about 5 buttons maximum).
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& Adrill-across link connects a KPI, button, chart, or tabular report to another dashboard.

Drill-Across links

& For example, from a high-level depiction you could link to addition reports that show
more context and detail.

Big buttons and absence of detailed menus
make Dashboards 2.0 friendly to touch input
devices, such as tablets or mobiles.

Tip: Drill-across links can pass filters
or conditional display configurations
as parameters. Chart reports can
also pass column values.

R .




Hiding Navigation

& In some designs you want more control
over when and how a user gets to a
dashboard.

% You can make dashboards invisible so
that they do not show up in the
dashboards drawer or breadcrumbs.

& Then you add a drill-across link to the
appropriate button, KPI, or report.

DASHBOARDS

v d| MyStore Product Sales

a Sales by Category

’ ‘_II MyStore Shop Performan

& |nvisible
)

mﬂj Delete

.o
Preesto
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Value-Based Design
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1. ldentify what you get 3. Think of who influences your
hired and fired on: KVI drivers. Who you can
call / fire. (Action Points)

A one page illustration...

— Revenue (KVI)

« Sales Organization (Action Point 1)
1 * Product Management (Action Point 2)
. . * Marketing/Cust Acti Point 3
2. Think of what influences = arketing/Customer (Action Point 3)
this (KVI drivers) l
« # Opportunities (KVI Driver 1) 4. Mash it all together. N

» Average Selling Price (KVI Driver 2)
« Win Rate (KVI Driver 3)

% 28o

* 4 measures x 3 dimensions = a lot of options...




VBD - House of Value Praesto

KVI
KVI Drivers

Action Points

User Role 1 Decisions 1 Information 1 Data Sources 1

Information 2 Data Sources 2

User Role 2 Decisions 2

Information 3 Data Sources 3

User Role 3 Decisions 3

% 29o




Example: Can you fill in the blanks?

KVI - What is the business
held accountable for?

KVI Driver(s) - What are the
key things that cause the KVI
to go up or down?

Action Points —

1)  Who will you call?

2)  What will influence what
they do?

- The actual things that you
can take action on that
influence the KVI Drivers.

Who will want to see the
dashboards?

Decisions:
What actions will they take?

Information:
Where does the data live?

New $ Assets

1. Sales Org (Region / Branch / Advisor)

User Role 1:
Exec

Which market or branch to call?
Which products to focus on?

. Assets sales by
branch/product
. Back Office + CRM systems

User Role 2:

Which advisor to call?
Which products to focus on?

. Assets sales by
advisor/product
. Back Office + CRM systems

User Role 3:

Which customer lead to work?
Which products to focus on?

. Asset potential by
customer/product

. Back Office + CRM
systems

Praesto

30




Example Solution

Praesto

KVI - What is the business
held accountable for?

KVI Driver(s) - What are the
key things that cause the KVI
to go up or down?

Action Points —

1)  Who will you call?

2) What will influence what
they do?

- The actual things that you
can take action on that
influence the KVI Drivers.

Who will want to see the
dashboards?

Decisions:
What actions will they take?

Information:
Where does the data live?

New $ Assets

# of Customer Leads * % Work Rate * % Close Rate * $/Closed Lead

1. Sales Org (Region / Branch / Advisor)

2. Product (Family / Product)

3. Customer & Leads (for Advisor only)

User Role 1:
Exec

Which market or branch to call?
Which products to focus on?

. Assets sales by
branch/product
. Back Office + CRM systems

User Role 2:
Branch Manager

Which advisor to call?
Which products to focus on?

. Assets sales by
advisor/product
. Back Office + CRM systems

User Role 3:
Advisor

Which customer lead to work?
Which products to focus on?

. Asset potential by
customer/product

. Back Office + CRM
systems

31




These Principles Turn Information
Into Value-based Dashboards

““

& 320
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(" Strongly Recommend I Strongly Recommend Y  Strongly Recommend I Strongly Recommend )

L overview

L KVI Trend KVI Driverl Trend A KVI Driver2 Trend A KVI Driver3 Trend |

(" Strongly Recommend Ve ~

: KVI Trended by Top Action Point :: KVI Trended by 2"d Action Point |

\. KVlrankings for 39 Action Point _A_ KVI/Driver1/Driver2 by Top Action Pt.
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Exercise: Preesto

Q: Which of these is the primary KVI? o

N - -

SS Sales by Quarter

e Net Sales Price | _ e mm e

® S a | e S ’ T _ S e o
T S T ,
A o R S S N A
s ~.= $ & 5
Year/Quarter

Sales

 Discount

Current Sales - YAGO.

@ Curent Saies @ YAGO Saies @ NetGrowth

Sales by Category SS Sales, ASP & Orders by Region Sale by Location : " 7 - ‘
Q: Can you place each of the KVI o — = A 5
Drivers into their correct places? o gy & o L

?& 34o
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* This 2-4 pages are where the real analysis and diagnosis occurs

Diagnose

— Goal: enable diagnosis of issues in a manner that leads to action

— Content:
= Multiple reports showing interaction of drivers / KVI / action points
= Lots of filter use

— Generally Diagnosis pages are organised by either:
= KVI Drivers (e.g. Receivables, Deal Size, Close Rate)
= Key Action Points (e.g. Products, Channels, Locations)

& 350




Diagnose — KVI Driver
el lov | lo2 | _______los

AP2: AP3:

. o
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[ Strongly Recommend \/ Strongly Recommend \

Driver 2 Trend by Action Point Driver 2 & 3 vs KVI by Action Point
Strongly Recommend \

\_ Driver 2 by Action Points “A_  KVIDrivers by Action Points ~ /

J (*)
?@ 36




Diagnose — Action Point °
L I 208 S 5

AP2: AP3:

[ Strongly Recommend \[ Strongly Recommend \

KVI Trend by Action Point KVI by Action Points
Strongly Recommend

\. KVI & Drivers by Action Point A\ KVI & Driver by Action Point -/

% 370
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Decide : Detall Page

% Detall page enables user to take finite actions to
iImprove KVI and KVI drivers

— This is the page where most analysis ends up — with a
list of specific items on which to take action as filtered
by the analysis performed on the Diagnosis pages

& 380




el . Tactical Lists

& Lists of items for specific action
g regardless of analytical process:

For example:

$ = Alist of top overdue invoices.
= Alist of top customers without an account
review in last 30 days.

= Alist of items with stock outs in last 7 days.
= A list of top unfulfilled orders.

& 390
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Value-Based Design
(Recap)



V B D D | S p I ay — B a S e I | n e Display | Diagnose |f Decide Praesto

* Am | OK? * Why? * What to do?
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VBD Diagnose — KVI Driver (ASP) Preesto

VED ~ / (Diagnose) Analysis by Average Deal Size ~

/in Rate, ASP and Revenue by Sales Rep

$10K
L

ASP by Quarter by Region

22K
18K
14K g
9K
: : ) ©
10K i ¥ v
- .-
6K a
.
o $9K
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VBD Decide — Action Point (Sales Org) 7

VBD ~ / (Diagnose) Analysis by Sales Region ~ N

YTD Revenue by Sales Region CQluota Attainment by Sales Rep
) o § 200%
Andrew Luck Marcus Mariotta Russell Wilson = E)
6.5M [
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From VBD to Good UX

Praesto

Zbirst VED-Demo
5
preye—
________
e Mo (1 spactod i
o ey s
J i i I
Regon Hanager (guera Petormance @

nnnnnnnnnnnnnnn

455 e ey

& $YTD Revenue

+57.9M

44




he Dos and Don’ts of VBD 7

- Start with a House of Value * Recreate what you already

| have in Excel
* Identify your KVI « Assume you know the

« Map out your drivers drivers without testing out
- _ _ the math
« Determine key action points . Create a bunch of chart

- Start with the highest role junk and see what looks
Test that decisi b good
est nat decisions can be - Build too much without

made with your dashboard putting on your analyst hat

45




Dashboard Basics:

. Quick: Do not make me think

1
2
3. Valuable: Do not waste the space
4

. Actionable: Data needs context




Clear — Avoid Chart junk

Praesto

2 llomas
5" Hhvs
HHVS5AD169
AdenoF




Predicting Trends Praesto [l

To create a future prediction we must convince Birst to include dates in the future. The easiest
way to do so is to add Time Series Measures > Year Ago > Gross Revenue > By OrderDate >
YAGO Sum to the report.

Because data for the year ago sum exists in the future Birst will extend the date range and the
chart should change to the following.

140,000.00 140,000.00

Tip: For better accuracy there are | ,,..... H
external plugins that can be used. |}

60,000.00
& 6000000 =

40,000.00
40,000.00
20,000.00
20,000.00 I
I 0.00
0.00

2009/08 200912 2010/04 2010/08 2010112 2011/04 2011408 201112

2008/08  2009/11 2010/02 2010/05 201008 2010M1 2011402
% YeariMonth o
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Filters help end users explore different levels of detail. Placing an embedded filter
next to a dashlet that it affects helps to provide context.

If a filter is invisible users Currency Year List
will not be aware of its
presence and will be unable No Filter - 2011 .
to modify it. This can be Q usD 2012
useful when the displayed AUD 2013
data is filtered based on the
: " - GBP 2014
user’s position/privileges. - -
Tip: For better performance and ‘Use as display filter’ causes the filter
usability, set a default value for to be applied on data in memory
the top filter in the group. rather than at the database

49
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Dashboard Optimisation
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Birst generates a time dimension from a year 1900 to a year 2050 by default. This can make
it difficult for users to select values of interested. If a filter contains thousands of values the
dashboard load times might affected as well.

Dashboard optimisation using filters

BAQL Code
. SELECT [Time.Year] FROM [ALL]WWHERE
It ma_kes sense [o define a [[Time.Year] > 2005 and [Time.Year] < 2015 PRDER
filter in to only show the BY [Tme vear DESC

values relevant to the users.

Query Column Name (optional)

& 51o




Dashboard Optimisation Praesto

& Birst can sometimes need performance tuning. Here is an overview of the tuning process:

Load L
Review Data Load cad Log

00 INFO - Finished LoadStaging [ST All Transaction with Premium Rate] for processingG
Pe rformance 00 TNFO__ - Tonmina sren ToadStaning [ACORN] for nrocessinafrom 1001 Dara C1pansing] £
00 INFO - Finished LoadStaging [ACORN] for processingGroup [001 Data Cleansing]
00 INFO - Elapsed Time = 8 minutes, 48 seconds for: LoadStaging
00 INfU - LUYYLiny SLEP LUMUNAIENUUSE |ALUKN| LUL PIUCESSLUQLIUUP [UUL Udla Lledusing]

Review Dashboard 00 INFO - Starting LoadWarehouse [ACORN] for processingGroup [001 Data Cleansing)
Performance

Query Log

\1D]) DEBUG - DashboardMongoDBCache.getDashboardPaths() time = 3

. 1D] INFO - Logical Query: SELECT [Case_Data_311.Category] FROM [A
|dent|fy Areas to '1D] INFO - Missed Cache:3789:SELECT [Case Data_311.Category] 'Cat
:1D) _DFRMG - Connectinn is clnsed nr nnt valid for thread (Thread(T

Address 1D] INFO - Physical Query:3789:1286ms:

\1D; INFO - Logical Query:3789:1294:21:Rows-21,Time-1294ms
. D = A Y T eV TSRS

Apply Tunlng :1D) INFO - Result set received (database) for query: SELECT [Case
= \1D] INFO - Logical Query: SELECT [Time.Year] , [Opened: Avg: Days
TEChnlqueS :1D] INFO - Missed Cache:3790:SELECT [Time.Year] 'Year', [Opened: A

:1D) INFO - Physical Query:3790:213ms:

52




Dashboard Optimisation Praesto

& When rendering a lengthy detail report, there can be delays on the server due to the
amount of rendering on the server.

& Here are some good solutions for this:

& We can use Asynchronous Rendering
& We can create a top “N” records prompt
& We can use Scheduled Report Distribution

Best Optimized by

Initialize Session Dashboards

Variables Designer
DB List Cache

Render Dashboard Logical Query Engine
List

Memory Cache (o)

Populate Dashboard File Cache -




D|Sp|ay FI|'[€I’S Praesto

& When doing report-level data manipulation through advanced custom expression
functions, always use display filter.

& This is to avoid querying the same data set repeatedly and to allow filtering on the
data currently in memory. This saves a lot of loading time.

Filter Column z X

Column | Product_Category v |
Filter Type () Data (s) Display (_) Set-based

Prompted | |

Apply to Measure Al -

Relation (= v

Use variable | |

Value Show Values

(ove ) ([ cance

& | 540
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In short the difference between regular data operations and display operations is this:

Display Filters

& Data operations are carried out at the database level and return results that meet the criteria.
* Display operations are carried out after the database returns a result set for the report query.

® Display operations include DISPLAY WHERE, DISPLAY BY, RANK, PTILE (percentile
calculations) and expressions.

« SELECT [City],[Revenue] « SELECT [City],[Revenue]
FROM [All] WHERE FROM [All] DISPLAY WHERE

[Product]="Laptop’ - [Product]="Laptop’

¢ SELECT CWLI[ERevenue] « SELECT [City],[Revenue]
FROM [All] WHERE FROM [All] DISPLAY WHERE
[Product]="Monitor [Product]='"Monitor’

% 55o




Display Filters

& However there are problems when it comes to using Display Filters

Praesto

& Applying Display Filters at the wrong level can yield different results so be careful

& For example, wanting to know how much someone has made during their life in

the company

For example:

SELECT [City],[Revenue]
FROM [Alll WHERE
[Product]="Laptop’
SELECT CWL{Eevenue}

FROM [All] RE
[Product]="Monitor’

SELECT FCity], Revenue]
FROM [All] DISPLAY WHERE
[Product]="Laptop’

SELECT [City],[PRevenue
FROM [All] DISPLAY WHERE
[Product]="Monitor’

Filter Column

X

Column | Product_Category v |

Filter Type Data

o
Prompted | |

Apply to Measure Al v
PRIy

Relation o=

\

Display (_) Set-based

-
<

Use variable | |

Value

Show Values

() Lo
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Cache Seeding Preesto

& Cache Seeding is when you automatically populate cached for your space with
pre-defined reports and queries. For example:

& Scheduled Reports
& BirstConnect Tasks
% Web Services




Automated Pre-Aggregation

(o)
Praesto

& Automated Pre-Aggregation is when Birst allows you to take any logical query and
persist it as an aggregate table. Birst supports:

& Automatic update/rebuild of aggregate tables

& Incremental updating of aggregate tables
& Filtered loads of aggregate tables

58
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Aggregation VS Caching

« Stored as tables in data « Stored in files and/or
warehouse memory

* Unlimited in size  Limited to 100,000 rows

* There is a delay in data * No delay in data
availability availability

« Serves broader extended « Serves repeated or similar

gueries gueries only

& 59o




Best Practices for Data Processing

(o)
Praesto

Only load necessary levels of detalil

Do not create unnecessary hierarchies or levels
Do incremental extractions of larger data sources
Do not target unnecessary columns or tables
Only ‘analyse by date’ for useful dates

Avoid excessive history

60




v' Quick: Do not make me think
v' Clear: Avoid chart junk

3. Valuable: Do not waste the space
4. Actionable: Data needs context




64% Design and Layout




. o
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“ In an age where we are almost overwhelmed by data, being
able to extract information that is truly of value is essential,
and likely demonstrates an ordered and rational business.

| might be offered the ‘complete package' from a 3rd party
software provider and be inclined not to purchase based on ,,
poor UX and their ability to present.

- Richard Hatfield, Director at Allies Limited
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(o)
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General Theme Design - Color

Palette Name
New Palette

#& Obtain the hex color values of your corporate

color standards for use in themes.
- #ITGEE6 x
& Apply a neutral color to backgrounds so that - 3

the color does not detract from the charts.

Color 3

‘ x

2 Avoid areas of "loud" colors that distract from
the information you want to highlight in reports.

Tip: If you do not have the brand guidelines for colour and font, a
good tip is to insert the logo as an image and then use the colour My Company Palette

picker to select the correct color.

R




: ()
General Theme Design
& Designer reports have a fixed My first report - pivot

resolution. Because the R
pixels are fixed it might not be H
possible to fit the report in the Futer -

designated area.

& This looks unprofessional so Davolo
you should avoid, if possible.

1| 3

& Visualizer reports on the other

hand are not affected by the Tip: Strive for simplicity. Keep the
resizing issue. dashboard clean and simple to make

it easy to scan and understand.

% 65
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& Organise content into sections and subsections that reflect users’ needs.

General Theme Design

& Give each section a short, descriptive title.
% Place the most important information towards the top left of the page.
& Group related sections together.

& Use white space, and if needed, lines, light borders around sections,
and/or background colors to separate content groups.

& 66o
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=& Order each section by importance, you will need to understand the
users goals to achieve this.

General Theme Design

= Try to fit all of the high-level data on one page.

& Use “small multiples” that allow users to see related data at once to
make comparisons.

& Test 1t with users.

& Aim for a minimalistic, flat design.

® o]




What is Flat Design?

Praesto

& Flat design is a minimalistic design approach that emphasises usability. It features
clean, open space, crisp edges, bright colours and two-dimensional/flat illustrations.

Tripfinder

D Salt Lake City

-~ L -

...... Hotel o
B
o
E—"1
................ ry

FRI
Let’s find it! il | Il

& Solid, vivid colours give aspects the emphasis needed to set them apart; sans serif
typography provides a clean look; Ul elements like buttons are clear and noticeable.

L
»
2% 8

SRR
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What is Flat Design? Preesto

& Which one of these two has a flat design?

{ =~ September 2013

Sun Mon Tue Wed Thu Fri

3 4 5 6 7 8 )
17 18 19 20 21 22 23 18 119 20 n 22

25 | 26 | 27 | 28 29

R .




General Theme Design

& Select the best display
mechanisms for communicating
the data clearly and efficiently.
(Use text, graphs, mind maps,
icons, images, tables etc.)

. o
Praesto

Change Visualization

Guided Mode
_——
h. |F |~ |~
column bar line spline
* e '."?
M (e |
area areaspline points scatter
L) [ )
¥ e B S
bubble pie fable crosstab
- A
L 4 F
funnel pyramid I
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= Praesto

eneral Theme Design

# There are many ways in which we can SRR
show the same data, which is best? S

WK - .
K

x = 2

® ™
14K ™
[ 13k -
12K 12K

" 746

w1 w67 e - o3

533 s (N i
w a7 15 oo »
274 2686 ->"—-1f'
218 ™ 53/575
[} 2% S B I I I -
e e
htraene

2009 w0 aom Sayacea, Michaet 575
- .
2 i
= =

Saevem 645
»
King, Rbert 74 %
I I . I Fulber, Amrese 19.3%
-

Catahan, Lawra 1275
e T D  Levertng, janer 13.4%
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hink creatively about ways to get your T
[Data] point across

1 C I Color - Difference Form - Orientation Form - Size
L 0I0r XXX 111 eeee
e e
Hue, Intensity e® oo I 1\ | oe@ee
I 11| eeoeoe
Color - Intensity Form - Length Form - Form
2.Shape eceee 111
Form, Length, Thickness, Orientation oo o0 TEE
Position - 2D Form - Thickness Form - Mark
I eeeo 1111
3.35l1ze o
I+ 1|
11
4.Position Noter |
* Color is more dominant than shape

Horizontal, Vertical, Depth

& 72
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Birst Tip:

Use Visualizer to use
all the ways — easily!

mo{} .

$10K

59K
25%

£
]

30%
‘Win Rare

35%

Region (ASP): . Midwest . Mortheast . Southeast . Southwest . West

Region Manager (ASP): @ Ancrew Luck 4 Ton Brady A Marcus Mariotia W Rusesll Wilson

Bxpected Amount 000 e N .

am

Praesto

40%

73
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Great dashboard checklist T

Value Based Design Brilliant UX

v’ Start with a House of v' Use color and themes to
Value bring things together

v ldentify your KVI v Use KPI widget instead of

v" Map out your drivers Wa”_Of numbersf

v ine k : v Design for mobile to force
Determine key action important content to take
points center stage

v Start with the highest role

v" Test that decisions can be
made with your
dashboard

R I o

Use the virtual page to add
details and hide clutter

Use templates for good
proportion




“Valuable”: Do not waste the space

The top left is most important

« Do not waste it with a logo.

Whitespace is a good thing
* Clean space = Clearer outliers

Tip: Larger gaps and smaller text is better
then large graphics and text close together

& 75o




“Valuable”: Do not waste the space

L’ ")+ O

§ i Tip: Heatmapping
IS a great way to

get inspiration for
layout ideas.

76




Rashhoard

=
---------------------------------------------------------------------

Q: What do all of these layouts
have in common?

Birst Tip: Some layout Ideas

-----------------------------------------------------

...................
..................

-----------------------------------------------------

. o
Praesto
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s L

-------------
L EL L) T

.....................................

Birst Tip: Some layout Ideas

-------------------------------------

e eeeeeeaeeean e eeanneannn

LassabssEEEEEEEEEEEEEEEEEEEEEEEEEEEEEES

A: None of the layouts are evenly proportioned

. o
Praesto
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Birst Tip: Ratio and proportion

Sales ~ / (Display) for Sparkle ~

. T
Praesto
Ti p : Templates - # Opps, SI}{?: and

are a quick way @ YTD Revenue .

to arrange the )
content into f EB? , 9[\/' =

“thirds” which is

70 518K 51
. . ) \ G sox
I ea Or lIIO I e e
50 516K 49%
devices -
- 40 S15K 48%
2014/01 201402 2014 s 2014 oa 2014 05
g sisk Year/Month
s12K ’ ) 5

30% 0% 50% 60%

It also keeps

@ Micwezt @ Northeast @ Soutreast @ Southwest @ Wezt

things interesting e———




Birst Tip...

& Consider mobile: it # 1D Revene
forces clarity, with
Important content
center stage.

& Try to keep all of the
Important information
above the ‘fold’. This
saves viewing and
loading times.

Accountame  Segment  indst

80




riven Documents

Select all
Select all
CA- 635
IL: 483
NC: 2104
NY: 5717

8941 4.17M

Donation Count for Resources

mes
omer
Tuzsliss

Technalogy

.:5

Visitors

Donation Count by Grade

Grades 9-12

Grades PreX-2

o=

1,000 2,000 3.000

g
f

| '
o 1,000 2,000 3,000

Donation Count by Poverty Level

-:Fh.

lows poverty

moderate paverty

!
0 2,000 4,000 6,000

8,941 selected out of 8,941 records
Reset All

Funding Status

completed

Donation Amount by State ($)

- -
. | - ) ,
CA IL NC NY sC ™

Praesto
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D3 - )3 Data-Driven Documents

. o
Praesto

& D3.js is a JavaScript library for
producing dynamic, interactive data
visualizations in web browsers.

& It makes use of the widely
implemented SVG, HTMLS5,
and CSS standards.

& In contrast to many other libraries,
D3.js allows great control over the
final visual result.
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D3 - )3 Data-Driven Documents

& D3 allows you to bind arbitrary data to

a Document Object Model (DOM), and
then apply data-driven transformations
to the document.

& For example, you can use D3 to
generate an HTML table from an array
of numbers. Or, use the same data to
create an interactive SVG bar chart
with smooth transitions and
interaction.

& D3 is extremely fast, supporting large
datasets and dynamic behaviours for
interaction and animation.

. o
Praesto
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D3 - Praesto Example Praesto

Volume MNet Revenue rading Contribution Retail 5ales Penetration

@ Above Target @ Target @ Below Target @ Mo Target

£4.8M

£1.7M
£2.8M
£403.6K
£702.1K
£1.7M £15M £1.8M
£1.1M £181.8K
£1.1M
£194.1K
£518.1K
£370.5K £285.6K
_ we | B OS2 TR ook

% 84o




v Quick: Do not make me think
v' Clear: Avoid chart junk
v' Valuable: Do not waste the space

4. Actionable: Data needs context




. o
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“Actionable”: Data Needs Context

& Comparing data give it context and makes the data more
relevant to the users needs. It also makes the data actionable.

200.000.000.00 400.000,000.00 600,000,000.00 800.000,000.00

Revenue

86
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“Actionable”: Data Needs Context

Q: Name some good examples of things
that data can be compared against

2
Then....

Draw some rough examples b

& 87
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“Actionable”: Data Needs Context

« Compare to Time

Last week, month, or year

« Compare to Aggregates

(Totals, Averages)

« Compare to Benchmarks

. o
Praesto

00000000000

UUUUUUUUUUU

uuuuuuuuuuu

1111111

111111111111111111111
llllllllll

$74,646 M

Cugtter Ceowt + TN

REVENUE TO TARGET

0.00 200,000,000.00

400,000,000.00 600,000,000.00 800,000,000.00
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ombining AXIs

Praesto

20,000.00 11,000.00
18,000.00 10,000.00
15,000.00
16,000.00 9,000.00
14,000.00 8,000.00
x
g
[z
E 3
g 1200000 | o 700000 £ 10,000.00
] =] &
[ & E
s 5 g
E 1000000 |+ © 600000 £
s £
=
5
8,000.00 5,000.00
5,000.00
£,000.00 4,000.00
4,000.00 3,000.00 l
2,000.00 2,000.00 . 0.00
2008/07  2009/04 20401 20102 204MQ3 2010004 20111 201102 2009/03 2009/04 2010/21 2010002 2010003 2010/04 201101 2011/02
Year/Quarter Year/Quarter

Combining an Axis can show a better insight and become easier to digest.

89
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(o)
Praesto

Q: Which chart is more illuminating
(and actionable)?

Revenue Revenue
Actual to Budget Variance Actual to Budget Variance

Use Birst’s agility to experiment — you might be surprised with what works best

& 90o




Doing something

like t
appe

Prompts ¥ ‘ear = 2008

Product Contribution

Column ]

Dissatisfied Muli-Banker
Frequent Transactors
Dissatisfied Personal Bankers
Large Immersed Traders

Ful Service High Value

Blue Collar Aspirants
Dormant Depositors

Officer Led Valuable Credi Users
Wature Inertia Loyalists
Engaged Servicers

Rural Engaged Credt User
“Young Growing Traders

Blue Collar Loyal

Small Trader Depositors

Small Servicers

Dissatisfied Mult-Banker
Frequent Transactors.
Dissatisfied Personal Bankers
Large immersed Tragers

Full Service High Value

Blue Collar Aspirants.
Dormant Depositors

Officer Led Valuable Credit Users
Wature Inertia Loyaiists
Engaged Servicers.

Rural Engaged Credtt User
*oung Growing Traders

Blue Collar Loyal

Small Trader Depositors

Small Servicers.

Dissatisfied Multi-Banker
Frequent Transacors
Dissatisfied Personal Bankers
Large Immersed Traders

Full Service High Value

Blue Collar Aspirants
Dormant Depositors

Officer Led Valuable Credit Users
Wature Inertia Loyalists
Engaged Servicers

Rural Engaged Credt User
*Young Growing Traders

Blue Collar Loyal

Small Trader Depositors

Small Servicers

n ™ 130.000.00
120,000.00 4
110.000.00 4
100,000.00 4
- 90,000.00
[ ] 2 o
]
a I n o e
u 70,000.00 4
60.000.00 4
50.000.00 §
40.000.00 +
Beverages Condiments Confections Dairy Products  Grains/Cereals  Meat/Poultry Produ
CategoryName
<1 I T
Segment Analysis I = o
o Segment  Banker A CrossSell SegmentActions  +
Bank Products Sold Bank Book Products Held at Other Banks

But consider showing all charts at the same time.
It is often more actionable that way

Praesto
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Example Dashboards




Let’s look at a few Praesto Dashboards

Praesto

Spend - / Spend Overview ~

=null, NC, OG =PP =2016

Spend Amount Global (EURQ)

{ & Landing Page l & Spend Details }

2016 v

- Prev Year Spend

Invoice OG / IG / EMP Flag

null, NC, OG v

Stars Market Type

Year Spend Amount (Eure)

PP v

January

Year Total Spend (EURO)

ITI1.

February

B B YO |O

Life Is On ‘ Schneider
gEIectrlc

March

\._..—-—"\.\.__—.

April June July August September October November  December
Month

@ Current Year Spend Amount (Euro) @ Prev Year Spend Amount (Euro)
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Let’s look at a few P

raesto Dashboards

Spend- / Spend Overview -

= null, NC, 0G =PP = 2016
=
PP v
SPEND DEFINITION

All Productive, Non-Productive &
Solution inveice transactions based on
their posting date.

All form of payment: this includes
invoices, wire fransfirs or direct
payments that may or MAY NOT be
associated to a Purchase Order.

Spend will inchude transactions to
suppliers, to other Schneider Electric
entities and to Employees.

**NOTE:
Employees base salaries are excluded.

Spend will encompass all classifications
of all STARs heirarchy including taxes,
discounts, etc.

& e @ g

Stars Market Code

Top 10 Stars
= o L

@ Spend Amount (Global) EURO

CONFIDENTIAL AND PROPRIETARY- The information contained herein is confidential and proprietary information belonging to Schneider Electric. Any unanthonzed review, use, disclosure or distribution is prolubited. If you are not the intended recipient of this

B YO

g - K

@ Current Year Spend Amount (Euro) @ Prev Year Spend Amount (Euro)

Top 10 Suppliers Top 10 Geography

[

g g

o 5

= 2

-= =

] 2

<} o

- g

5 £

o 3

£ 3

< E

b=t <

E_ H H B = o = o= o= - E I I I

@ g

e - & R ) -
t{qqus\o&@\&@‘%éed)@\»&; ’ & & & & P L \-!* =
& o S . B
FELHEE T Fo P F TN T E
& OO & &0 & T S0 F
&S T O FE G Tt T EE O
& T & F K & s © “
096 & F & & &
v v & <

Duns Ultimate Supplier Name Region

@ Spend Amount (Global) EURD @ Spend Amount (Global) EURO

w

Praesto

94

o




o

Let’s look at a few Praesto Dashboards Eee

Penetration Awareness Volume et Revenue Trading Contribution

@ Above Target (O Target @ Below Target @ Mo Target

29.9M

8.0M
12.5M
13.2M o AM
1.5M
166.6K 2.5M 213.9K 13.6K 2.1M
240.7K | * 814.8K 26.1K | - 287.4K 630.0K 143.5K 863.7TK

& 95o




Let’s build a
Dashboard..




. o
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Exercise: Build your own dashboard.

& Pick/Create a company

& What industry Is it?

& What Is the primary KVI?

& What are the key KVI Drivers?
& What are the key Action Points?

& Who Is the primary user of the dashboard?

97




Exercise: Build your own dashboard.

& Draw a wireframe of the layout of the dashboard
home page

& Now fill in the blocks with the graphs and data in
formats that you feel best represent the data and
highlight the key points/changes.

(o)
Praesto
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(o)
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Exercise: Build your own dashboard.

& Draw the dashboard that would appear if the
user drilled down on one of your KVIs

Then...

& Draw the dashboard that shows actionable data

99




(o)
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Exercise: Build your own dashboard.

<

Now that you have created your Dashboards,
pass them over to the person on your left.

<

100




Exercise: Build your own dashboard.

& Do you understand clearly what is going on and
what the highlights in the data are?

& Write down 3 things you like and 3 things you
don't like about the dashboards.

(o)
Praesto
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(o)
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Exercise: Build your own dashboard.

=

Now pass the dashboards back. Pass the dashboards
over to the person on your right and repeat the last steps.

=
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(o)
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Exercise: Build your own dashboard.

& You should now have 12 points to
look over (6 good things and 6 bad)

~ What were the most common flaws?

& What were the most liked things?

103




Final Thoughts

- Now that we've scratched the surface of dashboards




(o)
Praesto

Six common questions...

1. Where would | go for technical training?
2. Where can | go for communal knowledge?
3. Where can | go to log a bug?

& 105 ¢




Where would | go for technical training? °
Education Portal (aka LMS)

https://education.birst.com/

Lbirst

: Name

EEEEEEEE

IIIIIII
RRRRRRR

2 °
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TS EEeEETETE—EL——L————————————




Where can | go for communal knowledge? Preesto
Birst Community (aka: THINK TANK)

https://community.birst.com/

T™TH Ib\l !( TANK
irst community

% 107
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Q: Where can | go to log a bug?
A: Support Portal

http://support.birst.com/ (or via the product)

. Logged in as &
X birst HOME [ e ——
% seings Announcements and
Maintenance Poscy
My Spaces (Total 34.0MB) g
, e U,
o 011516 Partners Maste: JES . | Telephane Support is also
-15- —— | [ . M to 5P
e Maste [ 01-15-16 Karn's Partner Space S e oA
& help 9669401497 View: “giOpenCases v
| ®  01-22-16%w . Partner Training Master SPace s i s ‘ FObirs : o e Coce |
| vailat e: 2,00 8  logout e Action Case Humber Contact Name Subject Status Date/Time Opened
S Edit 00081975 - [T=rrrep—_—— 1o ana
‘ ® 04122015 Completed SupremEats Space - New ... sl s Shat i ——— —
) Dashboards « Bist Communty —
e b e « Senace Level Obiectives Edit 00061916 e i L S
| © 1ASupremEats Writeback test space (importe.. e -
® 1.1 Revised exercises - Admin + Designer + Viz +.. s Dashboards 2.0 — —— - - —
| - - o~
| © CrimeData — e — ) ) e = e o
Edit 00077647 - - -
Edit 76264 Gurm, cowe weowsmg B Coos Cronge SN S AW

108




For further reading Preesto

DASHBOARD

The Effective Visual Communication of Data

My | — THE WALL STREET JOURNAL.
‘ — Gunde to l‘nftgrm‘ahrti_on“Graphvics
Dona M. Wong
O'REILLY"

The Visual Display

of Quantitative Information

EDWARD R. TUFTE
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Praesto

CONSULTING

For a free, no-obligation dashboard
assessment or for anything else, please
contact our advisor:

Simranjit Deol
Lead UX/UI Consultant
Praesto Consulting UK Ltd




Praesto

C ONSULTING

Thank you for your time




