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ineffective graphs
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after

Please approve the hire of 2 FTEs

to backfill those who quit in the past year

Ticket volume over time

£ 300 - 2 employees quit in May. We nearly kept up with incoming volume
% in the following two months, but fell behind with the increase in Aug
= and haven't been able to catch up since.
S 250 A
E 202
€ 200 - 177 _
= Received
150
Processed
140
100 126 124
104
50 -
0

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
2014

Data source: XYZ Dashboard, as of 12/31/2014 | A detailed analysis on tickets processed per person
and time to resolve issues was undertaken to inform this request and can be provided if needed.



before

Survey Results

PRE: How do you feel POST: How do you feel
about doing science? about doing science?

® Bored mNot great W OK mKind of interested ™ Excited M Bored ®mNot great m OK mKind of interested ® Excited

5 of’ o 60;’0



after

Pilot program was a success

How do you feel about science?
iy’ AFTER
program,
/e more children
were Kind of
19% interested &
Excited about
science.

BEFORE program, the
majority of children felt
just OK about science.

112 12%

Bored Not great OK Kind of Excited
interested

Based on survey of 100 students conducted before and after pilot program (100% response rate on both surveys).
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Average Retail Product Price per Year
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after

Retail price over time by product
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topics

1. the importance of context

choosing an effective visual
clutter is your enemy!

focus your audience’s attention
think like a designer

dissecting model visuals
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the importance of context

* exploratory vs. explanatory analysis

* who, what, and how?
* To whom are you communicating?
 What do you want your audience to know or do? (see next slide!)
 What data is available that will help make my point?

* example:

* fourth grade science teacher

» experimental pilot summer learning program on science
who? (parents? other teachers? budget committee?)
what? (please approve budget!)
how? (data collected through the survey before and after)



communication mechanism continuum
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guestions to ask

* what background information is relevant or essential?
e who is the audience or decision maker? what do we know about them?

* what biases does our audience have that might make them supportive of
or resistant to our message?

* what data is available that would strengthen our case? Is our audience
familiar with this data, or is it new?

e where are the risks: what factors could weaken our case and do we need to
proactively address them?

e what would a successful outcome look like?

e if you only had a limited amount of time or a single sentence to tell your
audience what they need to know, what would you say?



the 3-minute story & big idea

* 3-minute story
* “l would have written a shorter letter, but | did not have the time” - Blaise
Pascal
* big idea
* a single concise sentence

* three components of big idea:
1. must articulate your unique point of view
2. must convey what’s at stake
3. must be a complete sentence

e Storyboarding
 visual outline of the content you plan to create (see next slide!)
» establishes a structure for your communication



example storyboard
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topics

1. the importance of context

2. choosing an effective visual

3. clutteris your enemy!
. focus your audience’s attention

4

5. think like a designer

6. dissecting model visuals
7

lessons in storytelling



the useful dozen

91%

Simple text

A
Category 1 | 15% | 2
Category 2 | 40% | 3
Category 3 | 35% | 1
Category 4 | 30% | 2
Category 5 | 55% | 3
Category 6 | 11% | 2
Table

A
Category 1 | 15% | 2
Category 2 [JEUEN
Category 3
Category 4
Category 5
Category 6 | 11% | 2
Heatmap

(ws]

alo|el~le|n

EA K

B | w0

B ] ol | ] e
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42%
20%
34%
26%
58%

49%

Scatterplot

Line

-—
——

Slopegraph

Vertical bar

Stacked vertical bar

Watertall

ml &

Horizontal bar

dul

Stacked horizontal bar

Square area

notes:

1.

tables interact with our
verbal system, while
graphs interact with our
visual system.

graphs fall into four
categories:

* points
* lines
* bars
* Area

typically, ‘chart’ is the
broader category, with
‘eraphs’ being one of
the subtypes (other
chart types include
maps and diagrams).
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simple text

 when you have just a number or two to share

0%

of children had a
traditional stay-at-home mom
in 2012, compared to 41% in 1970

18

* make it as prominent as possible

Children with a
“Traditional" Stay-at-
Home Mother

% of children with a married
stay-at-home mother with a

working husband jl>
41

1970 2012



tables

e tables interact with our verbal system (i.e., we read them)
* to communicate multiple different units of measure
 design should fade into the background (i.e., data take center stage)

Heavy borders Light borders Minimal borders
Group IMetn'c AIMetric BIMetric C Group Metric A Metric B Metric C

Group1| $XX | Y% | 2zZzz Group1 $XX Y% 22777
Group2| $XX | Y% | 2ZZZ Group2 $XX Y% 22777
Group 3| $XX | Y% | 2ZzZZ Group3 $XX Y% 22777
Group4| $XX | Y% | 2ZZZ  Group4 $XX Y% 22777
Group 5 $XX | Y% | 2ZZZ Group5 $XX Y% 22777

19



heatmap

 a table with colored cells to convey the relative magnitude
* uses color saturation to provide visual cues
* always include a legend to help the reader interpret the data

Table Heatmap
HIGH
A B C A B C
Category 1 15% 22% 42% Category 1
Category 2 40% 36% 20% Category 2
Category 3 35% 17% 34% Category 3
Category 4  30% 29% 26% Category 4
Category 5 55% 30% 58% Category 5

Category 6 11% 25% 49% Category 6



scatterplot

 useful for showing the relationship between two things
* slight modification draws our eye more quickly

Cost per mile by miles driven Cost per mile by miles driven
@ $3.00 o $3
& $2.50 S g0
; _—
8 8
© $2.00 © $2.00
$1.50 AVG O |:> $1.50 4= === == == mmmmmm AVG @ - === === omem .
$1.00 $1.00
$0.50 $0.50
$0.00 $0.00
0 1,000 2,000 3,000 4,000 0 1.000 5 4.0
Miles driven per month Miles driven per month
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line graph

 used to plot continuous data

e often, our continuous data is in some unit of time: days, months,
quarters, or years.
 data plotted must be in consistent intervals on the horizontal x-axis

Single series Two series Multiple series

22



slopegraph

 useful when you have two time periods or points of comparison

* to quickly show relative increases and decreases or differences across
various categories between the two data points

Employee feedback over time Employee feedback over time

=



bar chart

* easy for our eyes to read, as our eyes compare the extremes

 should always have a zero baseline (but this rule does not apply to
line graphs!)

Non-zero baseline: as originally graphed Zero baseline: as it should be graphed

IF BUSH TAX CUTS EXPIRE IF BUSH TAX CUTS EXPIRE
TOP TAX RATE TOP TAX RATE

4]
42% 40%

39.6% 40% 30%
38% 20%

36% 9
359% ° 10%

34% 0%
NOW JAN. 1, 2013 NOW JAN. 1, 2013 -



bar chart

 bars should be wider than the white space between the bars

Too thin Too thick Just right
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vertical bar chart

e use multiple series with caution as it becomes more difficult to focus
on one at a time and pull out insight

Single series Two series Multiple series
8 8 8

7 7 7

6 6 6

5 51 A 5 p

4 4 mmp 4 mo

3 3 3

1 1 1

0 0 0

Cat1Cat2 Cat 3 Cat4 Cat5 Cat1 Cat2Cat3 Cat4 Cat5s Cat1Cat2Cat3 Cat4 Cat5s
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stacked vertical bar chart

* it is hard to compare the subcomponents across the various
categories once you get beyond the bottom series because you no
longer have a consistent baseline to use to compare

Comparing these is easy Comparing these is hard
20 20
15 15

10 10 III III
: l 5 R ..
EHEEE O

Cat1 Cat2 Cat3 Cat4 Catb Cat1 Cat2 Cat3 Cat4 Catb
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waterfall chart

e used to show a starting point, increases and decreases, and the
resulting ending point

2014 Headcount math

Though more employees transferred out of the team than transferred in,
aggressive hiring means overall headcount (HC) increased 16% over the course of the year.

L8 I 12 |
| 10|

1/1/2014 Hires Transfers In | Transfers Out Exits 12/31/2014
Beginning HC Additions Deductions Ending HC



horizontal bar chart

* extremely easy to read, as our eyes hit the category names before the

actual data

e useful when your category names are long

Single series

Catogory 1
Category 2
Category 3
Category 4
Category 5

Two series

Category 1
Category 2
Category 3
Category 4
Category 5

—_
A
N

Multiple series
012345678
Category 1 A
Category 2
Category 3

Category 4

|

Category 5
29



stacked horizontal bar chart

* works well for visualizing portions of a whole on a scale from negative

to positive

Survey results
Strongly Disagree | Disagree | Neutral | Agree | Strongly Agree

Percent of total

O‘I‘fi-’a 20.% 4
Survey item A ..
suveyione [N I

0% 60% 80% 100%

30



sguare area graph

e avoid most area graphs, as humans’ eyes don’t do a great job of
attributing quantitative value to two-dimensional space

* one exception: when visualizing numbers of vastly different

magnitudes
Interview breakdown



to be avoided...



pie charts are evil

e which supplier is the largest?

Supplier Market Share

m Supplier A
m Supplier B

Supplier C
m Supplier D

33



this is much better

* human eye isn’t good at ascribing quantitative value to
two-dimensional space

Supplier Market Share
Supplier A
Supplier B

Supplier D

Supplier C 9%

Total 100%

34



don’t use donut charts

e with a donut chart, we are asking our audience to compare one arc
length to another arc length, which doesn’t work

The donut chart

B

a icy

35



never use 3D

* introduces unnecessary chart elements like side and floor panels

Number of issues

ey
e
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2.5+

o 1

154"

;1

0 : : ; . l l

Jan Feb Mar Apr May Jun
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secondary y-axis not a good idea

* which data should be read against which axis?

Secondary y-axis

mmm Revenue == Size of Salesforce

- _ _ 3+
% $1.2 120 o
= $1.0- 100 &
= v 4 ]
D $0.8 - -80
g =
2 $0.6 1 60 =
= D

$0.4 - 40 @

2013 2014
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Alternative 1: label directly

# of Sales 112 114

Employees 105 109 110 110

Revenue
(Millions)

alternatives to secondary y-axis

Alternative 2: pull apart vertically

120 -

100 - /.

$1.0
$0.8 -
$0.6
$0.4
$0.2

# of Sales
Employees

gx @
o O
L 1

—

1ons

Revenue (Mill

&

o

o
!

2013 2014
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Gestalt principles of visual perception

e visual clutter creates excessive cognitive load that can hinder the
transmission of our message

* the Gestalt School of Psychology set out in the early 1900s to
understand how individuals perceive order in the world around them

» we'll discuss six principles here:
l.  proximity
ii. similarity
iii. enclosure
iv. closure
V. continuity
Vi. connection



l. proximity

* we tend to think of objects that are physically close together as
belonging to part of a group



. similarity

* objects that are of similar color, shape, size, or orientation are
perceived as related or belonging to part of a group

42



iii. enclosure

e we think of objects that are physically enclosed together as belonging
to part of a group

ACTUAL FORECAST

43



V. continuity

* when looking at objects, our eyes seek the smoothest path and
naturally create continuity in what we see even where it may not
explicitly exist

1 2

a=a

m O O O »

3
.
] —
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V. closure

e people like things to be simple and to fit in the constructs that are

already in our heads

"~

Vad

45



VI. connection

e we tend to think of objects that are physically connected as part of a
group notes:

oo o BHOo 1.

oo o+ o

° 2.

The connective property
typically has a stronger
associative value than
similar color, size, or
shape.

The connective property
isn’t typically stronger
than enclosure, but you
can impact this
relationship through
thickness and darkness of
lines to create the desired

visual hierarchy
46



lack of visual order

Demonstrating effectiveness is most important consideration when
selecting a provider

In general, what attributes are the most important

to you in selecting a service provider?
(Choose up to 3)

Survey shows that

Demonstration of results
Content expertise |
Local knowledge

service provider.

demonstration of results is
/ the single most important
dimension when choosing a

National reputation_
Affordability of services |
Previous work together |

Colleague recommendation

Affordability and experience

working together previously,

which were hypothesized to
be very important in the
decision making process,

were both cited less
%QC'\" frequently_as important
attributes.

ole ol ole °\I\°
© P W S
% selecting given attribute

Data source: xyz; includes N number of survey respondents. Note that
respondents were able to choose up to 3 options.

Demonstrating effectiveness is most important consideration
when selecting a provider

In general, what attributes are the most important
to you in selecting a service provider?

(Choose up to 3) % selecting given attribute

0% 20% 40% 60% 80%

Demonstration of results Survey shows that demonstration

of results is the single most
important dimension when
choosing a service provider.

Content expertise
Local knowledge

National reputation Affordability and experience
working together previously,
which were hypothesized to be
very important in the decision

making process, were both cited

Affordability of services
Previous work together

Colleague recommendation

Data source: xyz; includes N number of survey respondents.
Mote that respondents were able to choose up to 3 options.

a7

less frequently as important attributes.



on-strategic use of contrast

Weighted Performance Index

1.50
[ ]
] A
1.00 ° R
L 2
0.50 X 2 X
[ )
0.00 +
. ™
(0.50) ¢ ||
* A
@ *
(1.00) °

(1.50)- Selection Convenience Service Relationship Price

@ Our Business A Competitor A = Competitor B # Competitor C < Competitor D @ Competitor E

Performance overview

B Our business
m Competitor A
m Competitor B
B Competitor C
B Competitor D
m Competitor E

Price

Convenience

Relationship

Service

Selection

Weighted performance index | relative rank
10of6

ﬂ

20of 6

4 of 6

1
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decluttering: step-by-step

remove chart border
remove gridlines
remove data markers
clean up axis labels
label data directly

o Uk wh e

leverage consistent color



before & after

300.00 300 -
250.00
A 250 -
200.00 /
200 - )
150.00 Received
150 -
100.00 Processed
50.00 1001
000 T T T T T T T T T T 1 1 50 i
oD N @ 3 3 A 5 s N
@Q\@Q\ \é\@(‘\ %{5\0 ‘?‘d\\ KGNS S ?‘\@{o g & &cpea @\09 @09 0
R ey © K\GX QQ'Q Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
=@= Ticket Volume Received =@= Ticket Volume Processed
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you see with your brain




a brief lesson on memory

* there are three types of memory that are important to understand as
we design visual communications:

* iconic memory
* Information stays in your iconic memory for a fraction of a second

* Long ago in the evolutionary chain, predators helped our brains develop in ways that
allowed for great efficiency of sight and speed of response
* tuned to a set of pre-attentive Attributes
* short-term memory
* people can keep about four chunks of visual information in their short-term memory at a
given time

* long-term memory
* Long-term memory is built up over a lifetime and is vitally important for pattern

recognition and general cognitive processing



Count the 3s

/56395068473
658663037576
860372658602
846589107830



Count the 3s again

3
303
3



|11 ]
|1/

Orientation

pre-attentive attributes

| o] |
hape

S

)) ) ))
) 1) ))

Curvature

s & & & & @

Intensity

Line length

[+ 1]
[T

Added marks

Spatial position

Line width

Enclosure

.

Motion
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pre-attentive attributes in text

No preattentive attributes Bold

Color ltalics

These
products are clearly the best in their class.

57



Size
What are we doing well? Great Products. These

products are the best in their class. Replacement
parts are shipped when needed. You sent gaskets

without me having to

aS k Problems are resolved promptly. Bev in the

billing office was quick to resolve a billing issue |
had. General customer service exceeds
expectations. The account manager even called to
check in after normal business hours. You have a
great company — keep up the good work!

Outline (enclosure)

What are we doing well? Great Products. These
products are clearly the best in their class.
Replacement parts are shipped when needed. You
sent me gaskets without me having to ask. Problems
are resolved promptly. Bev in the billing office was
quick to resolve a billing issue | had. General
customer service exceeds expectations. The
laccount manager even called to check in|after
normal business hours.

You have a great company — keep up the good work!

pre-attentive attributes in text

Separate spatially

What are we doing well? Great Products. These
products are clearly the best in their class.
Replacement parts are shipped when needed. You
sent me gaskets without me having to ask.

Problems are resolved prompily.

Bev in the billing office was quick to resolve a billing
issue | had. General customer service exceeds
expectations. The account manager even called to
check in after normal business hours. You have a
great company — keep up the good work!

Underline (added marks)

What are we doing well? Great Products. These
products are clearly the best in their class.
Replacement parts are shipped when needed. You
sent me gaskets without me having to ask. Problems
are resolved promptly. Bev in the billing office was
quick to resolve a billing issue | had. General
customer service exceeds expectations. The
account manager even called to check in after
normal business hours.

You have a great company — keep up the good work!




pre-attentive attributes in graph

Top 10 design concerns
concerns per 1,000

Engine power is less than expected 12.9
Tires make excessive noise while driving 12.3
Engine makes abnormal/excessive noise 11.6

Seat material concerns

Excessive wind noise

Hesitation or delay when shifting 10.3
Bluetooth system has poor sound quality
Steering system/wheel has too much play

Bluetooth system is difficult to use

I lm
o

co
N

Front seat audio/entertainment/navigation controls



color to draw attention

Top 10 design concerns

Engine power is less than expected

Tires make excessive noise while driving
Engine makes abnormal/excessive noise
Seat material concerns

Excessive wind noise

Hesitation or delay when shifting
Bluetooth system has poor sound quality
Steering system/wheel has too much play
Bluetooth system is difficult to use

Front seat audio/entertainment/navigation controls

concerns per 1,000
12.9

12.3

—h
—
o))

11.0
10.3

co
o

co
A%
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visual hierarchy of information

Top 10 design concerns
concerns per 1,000

Engine power is less than expected

Tires make excessive noise while driving
Engine makes abnormal/excessive noise

Seat material concerns

Excessive wind noise 11.0
Hesitation or delay when shifting
Bluetooth system has poor sound quality
Steering system/wheel has too much play
Bluetooth system is difficult to use

Front seat audio/entertainment/navigation controls



color

Country Level Sales Rank Top 5 Drugs

Rainbow distribution in color indicates sales rank in
given country from #1 (red) to #10 or higher (dark purple)

Country A B C D E
AUS
BRA
CAN
CHI
FRA
GER
IND
ITA
MEX
RUS
SPA
TUR

UK
us

Top| 5 drugs: country-level sales rank

RANK

COUNTRY | DRUG

B C D E

A
Australia [N BRERN
Brazil [N
OZUELEY 2 ST
china [N -
France [ NER
Germany [ER I
India
ltaly
Mexico
Russia
Spain I
Turkey 2 |8
United Kingdom IR <
United States ||| KIS HE

=N n A ca

w

\SH J\S]
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position on page




test: where are your eyes drawn?

here is an easy test for determining whether preattentive

attributes are being used effectively. Create your visual,
then close your eyes or look away for a moment and then
look back at it, taking note of where your eyes are drawn first.
Do they immediately land where you want your audience to
focus? Better yet, seek the help of a friend or colleague—ask
them to talk you through how they process the visual: where
their eyes go first, where they go next, and so on. This is a
great way to see things through your audience’s eyes and
confirm whether the visual you've created is drawing atten-
tion and creating a visual hierarchy of information in the way
that you desire.
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traditional desigh concepts

affordances

e aspects inherent to the design that make it obvious how the product is to be
used

accessibility
» designs should be usable by people of diverse abilities

aesthetics

* people perceive more aesthetic designs as easier to use than less aesthetic
designs — whether they actually are or not

accepta nce
 for a design to be effective, it must be accepted by its intended audience



affordances

1. highlight the important stuff
* bold, italics, underline, case, typeface, color, inversing elements, size

2. eliminate distractions
* not all data are equally important
 when detail isn’t needed, summarize
* ask yourself: would eliminating this change anything?
* push necessary, but non-message-impacting items to the background

3. create a clear hierarchy of information



before & after

New Marriage Rate by Education

Number of newly married adults per 1,000 marriage eligible adults

— 61.5
YEE 56.7
‘08 '09 10 11 412
41.4 42.5
36.7 5.0 J6.5
304
26.8
234
All Less than High Some Bachelor's
high school college degree or
school graduate maore

Mote: Marriage eligible includes the newly married plus those widowed, divorced,

or never married at inferview.
Source: .S, Census
Adapted from PEW RESEARCH CENTER

New marriage rate by education
Number of newly married adults per 1,000 marriage eligible adults

Bachelor's degree or more 62 .—\—4
57

S ——

e o

I
L

Some college

[ ]
|

%)
%)

High school grad

%]

=
[
[

Less than high school

(]
[#%]

2008 2009 2010 2011 2012

Mote: Marriage eligible includes the newly married plus those widowed, divorced,
or never married at interview.

Source: LS. Census
Adapted from PEW RESEARCH CENTER



accessibility

1. don’t overcomplicate
* make it legible
* use a consistent, easy-to-read font (consider both typeface and size)
* keep it clean
* make your data visualization approachable by leveraging visual affordances.
 use straightforward language

* choose simple language over complex, choose fewer words over more words, spell
out acronyms (at minimum, the first time you use them or in a footnote).

* remove unnecessary complexity
 when making a choice between simple and complicated, favor simple

2. textis your friend

* use it to label, introduce, explain, reinforce, highlight, recommend, and tell a
story



example

Please approve the hire of 2 FTEs

to backfill those who quit in the past year

Ticket volume over time

*E 300 - 2 employees quit in May. We nearly kept up with incoming

S volume in the following two months, but fell behind with the

-E 250 - increase in Aug and haven't been able to catch up since.

8 202

£ 200 - 177 ,

= Received
150 Processed

140

126 124

100 -
104

50 A

0
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

2014
Data source: XYZ Dashboard, as of 12/31/2014 | A detailed analysis on tickets processed per person
and time to resolve issues was undertaken to inform this request and can be provided if needed.
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aesthetics

1. be smart with color
* the use of color should always be an intentional decision; use color sparingly
and strategically to highlight the important parts of your visual.
2. pay attention to alignment
* organize elements on the page to create clean vertical and horizontal lines to
establish a sense of unity and cohesion.
3. leverage white space

* preserve margins; don’t stretch your graphics to fill the space, or add things
simply because you have extra space.



before & after

Distribution by customer segment Distribution by customer segment
20% 20%
Segment 6 32% v Segment 6 32%
Segment 5 Segment 5
g 50% g 50%
Segment 4 Segment 4
Segment 3 Segment 3
Segment 2 Segment 2 7%
10%
Segment 1 Segment 1 16%
9%

US Population Our Customers US Population Our Customers



acceptance

1. articulate the benefits of the new or different approach

* sometimes simply giving people transparency into why things will look
different going forward can help them feel more comfortable

2. show the side-by-side

* if the new approach is clearly superior to the old, showing them side-by-side
will demonstrate this

3. provide multiple options and seek input
* rather than prescribing the design, consider creating several options and
getting feedback from colleagues or your audience
4. get a vocal member of your audience on board

* identify influential members of your audience and talk to them one-on-one in
an effort to gain acceptance of your design



topics
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4. focus your audience’s attention
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model visual #1: line graph

Annual giving campaign progress
$60,000 -
Last year
$50,000 == GOAL =2 551,400

Money raised

40,000 -
540 Progress to date

$33,967
$30,000

$20,000

$10,000

$0 . . .
0 5 10 15 20 25 30

Days since campaign launch



model visual #2: annotated line graph

Sales over time

= $180 - 2006-09: 2010: more  2011-14: 2015 & beyond: assumed
2 annual sales  marked another period 10% year over year $158
m $160 | growth of increase of of steady growth increase in sales”* »
£ 7-8% 22% sales  of 8-9% annually $144 -
8 $140 - year over $131_.-@
3 year, driven $119 @~
$120 - by a, b, and ¢ $108 __e-
$100
$80 -
$60 -
$40 -
$20 -
$0
2006‘2007‘2008‘2009‘2010‘2011‘2012‘2013‘2014 2015‘2016‘2017‘2018
ACTUAL FORECAST

Data source: Sales Dashboard; annual figures are as of 12/31 of the given year.
*Use this footnote to explain what is driving the 10% annual growth forecast assumption.
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model visual #3: 100% stacked bars

Goal attainment over time

mMiss =m/eect  mExceed As of Q3 2015, more than 1/3 of
projects are missing goals

%] o -
£ o N = I
S 90%
2 80% -
[
S 70% -
©  60% -
2
50% -
40% -
30% -
20% -
10% -

0% -

Data source: XYZ Dashboard; the total number of projects has increased over time from 230 in early 2013 to nearly 270 in Q3 2015.
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model visual

Expected director population over time

Mo
a
(]

200

# of directors

150

100

50

-50

-100

91

Today
9/30/15

112

4: +ve & -ve stacked bars

Unmet need (gap)

Directors from acquisitions
Promotions to director
Today's directors

Attrition

A footnote explaining relevant forecast assumptions and methodology would go here.
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model visual

5: horizontal stacked bars

Top 15 development priorities, according to survey

PRIORITY

Education

Agriculture & rural development
Poverty reduction
Reconstruction

Economic growth

Health

Job creation

Governanace
Anti-corruption

Transport

Energy

Law & Justice

Basic infrastructure

Public sector reform

Public financial management

TOTAL %

45%
37%
32%
18%
17%
16%
15%
14%
14%
12%
11%
9%
8%
8%
7%

Most important | 2nd Most Important | 3rd Most Important

P

M = 4,392, Based on responses to item, When considering development priorities, which one development priority is the most important? Which one is
the second most important priority? Which one is the third most important priority? Respondents chose from a list. Top 15 shown.
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topics

the importance of context

choosing an effective visual

clutter is your enemy!
focus your audience’s attention
think like a designer

o Uk wh e

dissecting model visuals

7. lessons in storytelling



the magic of story

* a good story grabs your attention and takes you on a journey, evoking
an emotional response

e storytelling in plays:
* the first act introduces the main character, or protagonist, their relationships,
and the world in which they live.

* after this setup, the main character is confronted with an incident, known as
the first turning point

* the second act depicts the main character’s attempt to resolve the problem
created through the first turning point

* the third act includes a climax, where the tensions of the story reach the
highest point of intensity

* finally, the dramatic question introduced in the first act is answered, leaving
the protagonist and other characters with a new sense of who they really are.



how to write with style

find a subject you care about
do not ramble, though

keep it simple

have the guts to cut

sound like yourself

say what you meant to say

N o U s W NhPE

pity the readers



constructing the story

* the beginning
* the setting: when and where does the story take place?

the main character: who is driving the action? (this should be framed in terms
of your audience!)

the imbalance: why is it necessary, what has changed?
the balance: what do you want to see happen?
the solution: how will you bring about the changes?



constructing the story

* the middle
» further develop the situation or problem by covering relevant background
incorporate external context or comparison points
give examples that illustrate the issue
include data that demonstrates the problem
articulate what will happen if no action is taken or no change is made
discuss potential options for addressing the problem
illustrate the benefits of your recommended solution

* make it clear to your audience why they are in a unique position to make a
decision or drive action



constructing the story

e the end
 end with a call to action



order of your story —two approaches

* chronological order
* we identify a problem
* we gather data to better understand the situation
* we analyze the data
* we emerge with a finding or solution
* based on this we have a recommended action

* lead with the ending
 start with the call to action: what you need your audience to know or do
* then back up into the critical pieces of the story that support it



the power of repetition
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horizontal logic

e you can read just the slide title of each slide throughout your deck
and, together, these snippets tell the overarching story you want to
communicate.

C

B\.--—-

A

EXEC Summary

A
B

C‘\—-“""""-—‘h—-




vertical logic

e all information on a given slide is self-reinforcing, the content
reinforces the title and vice versa.
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reverse storyboarding

* when you storyboard at the onset of building a communication, you
craft the outline of the story you intend to tell. As the name implies,
reverse storyboarding does the opposite.
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A= —
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a fresh perspective

* Once you’ve crafted your communication, give it to a friend or
colleague. It can be someone without any context.
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thank you!



