Sharable Data Presentations for a
Non-Analytical Audience

1. Narrative sequence

Insurance Media Performance Report

Last updated on Mon Jun 24 2013
by Advertiser or Ad Title.

Category: Insurance

7 new ads ran 4,231 tiMeS with an average Ace Score of 51 5
33 total ads ran 14,904 tiMEeS with an average Ace Score of 532

What's the spend per occurrence
$5,930

Spend
$88,377,094 14,904

The key metrics
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2. through
interactive
building block
visualiation groups
called slices

3. and purposeful
messaging
opportunities.

Slice demonstrates how analysts and presenters
of data can wrap their findings in context, purpose,
and share-ability for their non-technical
stakeholders. To achieve this goal, the product
Slice is built around three integral design
elements: building block visualization groups
called Slices that answer specific questions,
purposeful messaging that guides the
presentation, and interconnections between the
previous two elements that emphasize narrative
sequence amongst visualizations.

Slice is a toolkit for building interactive data
presentations that engage a non-analytical
audience in the data they care about. Analysts can
1) connect and format data, 2) create and link data
visuals, 3) customize styling options, and 4) share
the presentation through PDF, URL, or embedding
it on any HTML webpage. The tool is a significant
first step in demonstrating how data should be
presented to a non-analytical audience with
context, purpose, and share-ability. All slice type
examples are shown below and to the right, while
a sample narrative sequence using these slices is
shown on the left.
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Customer Quality Survey Comments

Comments
Transcription:  Responses Q2 1mm -5
YES | CALLED INTO OPENACLAIM  THE PERSON WHO HELPED ME PE
. AND | WAS GIVEN ONEPRICE BY  TODAY HIS NAME IS CHARLES HES  BU
filtered by a THE PERSON | TALKED TOTHAT _ THE MOST MEANIST RUDEST Lo
DAY THATS YESTERDAY THE 31ST  AGENT THAT |ENCOUNTER WITH.  YC
AND |HAD TO STOP THEREST..  HES NOT EVEN HELPING ME ... ¥c

1 WAS IN THE MIDDLE OF A YES MY NAME IS | WANTEDTOTELL  TH
TELEPHONE GALL TALKING TO YOU THAT KAY IS REALLY SWEET ~ CC
‘YOUR CUSTOMER SERVICE AND SHE RELALY ABLE TO HELP PH
PERSONAND SHE JUSTPUTTHE ~ ME THE OTHER LADY | TALKEDTO  TH
SERVICE ONHEREANDIT... PUT ME ON HOLD FOR 30 MINU... T

Key Performance and Summary

Key Metric

Highlight the most
important numbers in
your data.

Survey

Display the
distribution of
responses for ranking
based survey
questions.

Summary

Use free form text
with dynamic data to
highlight specific
metrics.

Leaderboard
Look at ranked
elements across
multiple metrics.

Map

Show values
and change by
location.

Overall Monthly Counts use fiiterto s

Calls Offered (MTD)

Calls Answeret
41,100

How do our customers think we're doing?

How useful is this product?

W Very useful Somewhat useful
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Realtor.com's March 2013 data indicates that while nz
year, the number of listings, 877.5K, increased 2.36 perce
While the median age of housing inventory continues to de

houses are sitting on the market has decreased dramaticall
based housing recovery is beginning to take

Advanced Comparisons

Treemap

Show your audience
how two metrics
varies across
hierarchy.

Bubble

Compare the
relationship among
three variables.

Match Up

Compare two groups
using

multiple metrics.

Totals and Change over time
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Where are prices changing?

Ranked List

Show distributions of
a metric across
groups.

Trend

Compare several
groups by a metric
across a time period.

Where are the biggest changes occurring?
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