DATA VISUALISATION

Marcos Cadena, VP Digital, Ecommerce & Distribution @ MINOR
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there are five
fundamental ways
we use

data visualizations

EFFECTIVELY




Why do we need
data visualization?



the fundamental ways we use

to analyze

to discover

Lo support a story
to tell a story

to teach
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“Data visualizations is the art and science of
making data easy to understand and

consume for the end user”
Data Analytics Dr. Anil Maheshwari
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Data should create a reaction and
create an action (Change Management)



Case Study: Taking Customer Service to the Next Level
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Case Study 2: Booking Pace
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Case Study 2: Booking Pace
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Data not equal to information
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Who should be
doing this Job?
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 Potential Reach of Stores
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How much revenue is contributed annually by each customer cohort?

Market Year of Customer Acquisition
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For a given market what is each country's percent of total global sales? How much does each COU”;E? Cf'ntribL;te to total sales by product?
elect a couniry

Select a market to zoom into that region

France only has 7% of global
sales, but is clearly the highest
performing country in the EU

© OpenStreetMap contributors
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https://insight.kellogg.northwestern.edu/article/how-to-use-data-visualization-to-improve-your-business



BAR CHART

DESIGN BEST PRACTICES

USE HORIZONTAL LABELS SPACE BARS APPROPRIATELY
Avoid steep diagonal or vertical type, as it can Space between bars should be Y2 bar width.
be difficult to read.

START THE Y-AXIS VALUE AT 0 USE CONSISTENT COLORS ORDER DATA APPROPRIATELY
Starting at a value above zero truncates the bars Use one color for bar charts. You may use an Order categories alphabetically, sequentially, or
and doesn’t accurately reflect the full value. accent color to highlight a significant data point. by value.

I

’
Source: https://www.slideshare.net/Visage/data-visualization-101-how-to-design-chartsandgraphs SI l Ial

FUEL SALES #ISRIRE M



VISUALIZE NO MORE THAN DON'T USE MULTIPLE PIE CHARTS MAKE SURE ALL DATAADDS UPTO 100%

5 CATEGORIES PER CHART FOR COMPARISON Verify that values total 100% and that pie slices
It is difficult to differentiate between small Slice sizes are very difficult to compare are sized proportionate to their corresponding
values; depicting too many slices decreases the  side-by-side. Use a stacked bar chart instead. value.

impact of the visualization. If needed, you can
group smaller values into an “other” or
“miscellaneous” category, but make sure it does
not hide interesting or significant information.

ORDER SLICES OPTION 1 OPTION 2
p I E C H A RT CORRECTLY Place the largest section at Start the largest section at
There are two ways to 12 o'clock, going clockwise. 12 o'clock, going clockwise.
: Place the second largest Place remaining sections in
P — order sections, both section at 12 o'clock, descending order, going
of which are meant to going counterclockwise. The  clockwise.
DESIGN BEST PRACTICES aid comprehension: g Sachons oot "l"
placed below, continuing

s
terclockwise.
Source: https://www.slideshare.net/Visage/data-visualization-101-how-to-design-chartsandgraphs e S mal
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LINE CHART

DESIGN BEST PRACTICES

INCLUDE A ZERO BASELINE IF POSSIBLE
Although a line chart does not have to start at a
zero baseline, it should be included if possible.
If relatively small fluctuations in data are
meaningful (e.g., in stock market data), you may

truncate the scale to showcase these variances.
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Source: https://www.slideshare.net/Visage/data-visualization-101-how-to-design-chartsandgraphs

DON'T PLOT MORE THAN 4 LINES USE SOLID LINES ONLY
If you need to display more, break them out into  Dashed and dotted lines can be distracting.

separate charts for better comparison.

P

LABEL THE LINES DIRECTLY USE THE RIGHT HEIGHT
This lets readers quickly identify lines and Plot all data points so that the line chart
corresponding labels instead of referencing takes up approximately two-thirds of the y-axis’

a legend. total scale.



INFORMATION
DASHBOARD
DESIGN

The Effective Visual Communication of Data
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Source: https://blog.hubspot.com/marketing/data-visualization-resources
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|
1
1

Information
Dashboard
Design

I

Interactive Data
V1suahzat10n

Jor the Web

Beautiful |

/\ﬁ\/lsuallzatlon

at Data Through the Eyes of Experts

' {1 q
[ i

3 ' ! '

{ ¢

{ {

7 ulie Steele
O’REILLY* Scott Murray -/ (OREILLY* & Noah lliinsky

ZANRAN

Search the web for data & statistics




