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Analytics is  

the measurement of movement  

toward your business goals 

 

What is analytics?  





Lots of challenges 

• Big data 

• Diverse sources 

• Rapidly changing tools 

• Subtle differences in need amongst the team 

 



Advice #1: Choose your metrics wisely.  





Advice #2: Just get started.  



We’re not the only ones who are overwhelmed 
Everyone is trying to make sense of the data deluge (“big data”) 
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Typical Marketing Objectives 
 

1. Identify new areas to grow awareness/leads and revenue  

2. Gain actionable insights to drive conversion 

Best in class “data-driven marketers” 
 

1. 10% improvement in marketing driven sales (versus 1.1% average) 

2. 10% increase in customer retention  

(versus 2.1 average and -3.2% for laggards) 
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• Try the “self-reliant” experience  

• Team discovery  

Report 
Factory 

App 

Typical Marketing Objectives 
 

1. Identify new areas to grow awareness/leads and revenue  

2. Gain actionable insights to drive conversion 

Best in class “data-driven marketers” 
 

1. 10% improvement in marketing driven sales (versus 1.1% average) 

2. 10% increase in customer retention  

(versus 2.1 average and -3.2% for laggards) 

80% • Increase marketing driven revenue 10% 

• Increase customer retention 10% 

• Be data driven and more effective 



Advice #3: Be visual.  
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Advice #4: Keep it simple.  

Everything should be made as simple as possible,  

but not simpler. 

Albert Einstein 

Simple is hard. 

Pat Hanrahan 



Keep it simple 

… no eye candy 

… less flash 
…no gadgets 



Simple means… 

“…easily done or understood.” 



Simple is… not 3D 



Half the battle is the analysis.  

The other half? 

The story.  



Advice #5: Tell a story. 

Storytelling is the most powerful way  

to put ideas into the world today.  
Robert McKee 



How do stories help us?  
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What is a data story?  



A great data story is like any other story 

1. There are characters 

2. There is a challenge 

3. There is insight/resolution 

4. There is an arc 
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+ 

+ 



Best practices for creating  

stories with data 



Use familiar elements, like maps,  

to orient readers 

https://public.tableausoftware.com/profile/siraj.alimohamed#!/vizhome/ScottishReferendum/ScottishReferendum


Use familiar elements, like maps,  

to orient readers 



Use familiar elements, like maps,  

to orient readers 



…even if your maps aren’t always maps.  



Time is  

a familiar 

element 

too 

http://public.tableausoftware.com/views/LondonUnderground_processed_data/Timeline?:embed=y&:display_count=no&:showVizHome=no


Pictures make 

characters 

real 
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Build from 

the familiar 



Add context  

to tell  

the story 
click 

http://www.tableausoftware.com/public/gallery/premier-league-summer-spending


Add context  

to tell  

the story 



Balance depth with big picture 

http://public.tableausoftware.com/views/AltheleteStats/OlympicStats?:embed=y&:showVizHome=no
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Balance depth with big picture 



Let you  

find your 

own story 

http://www.tableausoftware.com/public/gallery/machesters-most-expensive-neighbourhoods
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Finally, take the 5-second test.  

http://ryrobes.com/visual-analytics-and-data-porn/finding-bigfoot-data-visualize-the-squatch/
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Best Practices 

• Pick your metrics wisely 

• Get started. You get better over time 

• Be visual to increase comprehension 

• Keep it simple 

• Think in terms of stories 
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Sharing & Data Story Telling  

• Use familiar elements (maps, time, pictures)  

• Use interactivity  

• Build from the familiar 

• Add context 

• Balance depth with the big picture 

• Let you find your own story 

• Provide a guided narrative 

• 5-second test 
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Ideas for Next Steps 

• Assess your data competency 

• Team discovery and self-reliance test 

• Just get started 

• Test everything 

• Promote your work 




