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Employees recognizing data in the workplace as an aSSet
—_87—_0/1
Employees EFUST their decisions more when based on data

Employees are confident in their data literacy skills
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Source: The Ruman Impact of Data Literacy — 2020 -
Qik, Accenture, Data Literacy Project. N=9.000
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The ability to read, work with,
analyze, and argue with data
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Read Work Analyze Argue
data with data data with data
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Describes a qualli ty or quantity
of some Objector event.
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Application

Association

INFORMATION

Interpretation

Collection

Source: Jones Ben. Data Literacy Fundamentals: Undersianding
the Power & Value of Data
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Central Spread Shape
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Fast {2 @ Slow
Unconscious ﬁ @ Conscious
Automated QO :7:‘ Effortful
Everyday e« Complex
decisions E ‘l decisions
Error prone Bg, & Reliable

Source: Daniel Kahneman - 2011 - Thinking, Fast and Slow
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Cb

Categorical

Comparing categories
and distributions of
quantitative values

Plotting trends and
intervals over time

T A~

Temporal Tabular

Organizing
observations by
variable to allow
precise comparison

Based on: Data Visualization, Andy Kirk
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T ."‘ Jan Feb Mar Apr May Jun
R product 1 267 357 587 320 268 398
product 2 365 387 401 406 421 404

product 3 554 582 561 551 583 600

Total 1.186, 1.326] 1.549| 1.277| 1.272| 1.402

Jan Feb Mar Apr May Jun

product 1 267 357 587 320 268 398

product 2 365 387 40 406 421 404

product 3 554 582 561 551 583 600

Total 1.186 1326 1.549 1.277 1272  1.402
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& 0 Why does the data matter to you?

@\ Does the claim match the data?

%R Does the claim seem plausible?

it What comparison needs to be made?

Te Who's saying it?

T

B How was the data gathered?

%4 What's missing?

7 Is the data being distorted?
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N
Tidy datasets |
are all alike, but Q |
every messy L J
dataset is messy AU
In its own way. &

©Van Haren Group



able 1

able 2

inner om

| AN

left join

1 HEEN
N | |

dl ]|
0
1]

outeiom
2 N
3
4
right join
3
4

©Van Haren Group

union




Data management is about
people, processes,

and technology, in that
oraer.




omwo. Success loves speed

|,_,.;- Patterns, not points

e o |t's aprocess, not an event
&7 Buy-in, not sign-off

\:} Results before measures

Should, can and will

N o

Practical, not perfect
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THE COGNITIVE BIAS CODEX

We store memories differently based
on how they were experienced .

What Should We
Remember?

We notice things already primed in

. 'memory or repeated often
We reduce events and lists
to their key elements .

Bizarre, funny, visually striking, or

= anthropomorphic things stick out more
% £ g @ than non-bizarre/unfunny things.
g g Bl
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We favor simple-looking options
and complete information over
complex, ambiguous options
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To act, we must be confident we @ & f;' g Jt Zf; g e 5 g g % § : g g%% 3& —%Q‘i‘j& ‘l we're familiar with or fond of
can make an impact and feel what oy 2 ‘»; 1%}(-%% S as better
we do is important & % 3 k8
Need To ;

§
Act Fast

We project our current mindset and .
assumptions onto the past and future

. We simplify probabilities and numbers
to make them easier to think about
. We think we know what

other people are thinking
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Too Much
Information

. We notice when something has changed

We are drawn to details
that confirm our own existing beliefs

We notice flaws in others.

. more easily than we

notice flaws in ourselves

We tend to find stories and
patterns even when looking
at sparse data

[+) We fillin characteristics from
stereotypes, generaliies,
and prior histories

Not Enough
Meaning



Source:
https.//en.wikipedia.org/wiki/Survivorsh
ip_bias
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Measure of
central tendency
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Sums (totals)

Measure of
dispersion
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Population

Representative
sample

[11]

Sample

OXxOA
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Under-coverage
bias
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Sample size (N)
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Self-selection
bias
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Forecast
the future

Lbdersrandmg rbe Power & Value of Data
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Source: https/blog gnddy/mamics comLustomer-chum-prevention-
prescnptive-solution-using-deep-leaming/ & hitps://kpi-
max.com/chum-rate/

©Van Haren Group



OD so’l’tlon within categories aﬁa‘ﬂoﬂ within measures
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Exponses from Ociober 2021 untll Septermber 2022 Expoerses fom January 2022 untl Decamber 2022
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Change over time Relationship Intersection
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Project forward Compare & contrast Drill down
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Zoom out Cluster Outlier

Source: Brent Dykes — Effective Data Storytelling
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Undonund Communicate
You Other people
Very familiar Less familiar

Flexibility & speed Simplicity, clarity & cohesion
Unknown Known

Insight

Source: Effective data storytelling — Brent Dykes

Source: Jordan Momow
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“» Explore —
(1)

Source: Effective data storytelling — Brent Dykes
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Source: Effective data storytelling — Brent Dykes
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> P —

“P» Visualise —
(1) (2]

Source: Effective data storytelling — Brent Dykes
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Source: Stephen S. Few, Show me the Numbers, 2004
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3 Aha Moment
Major finding or
central insight

@

g Solution & Next Steps
Supporting details @ et e

that reveal deeper \ opmndati

insight into the (S recommendation

problem or N

opportunity \": x
. ‘ Audience's

1 Setting \(:

Background on

craraciors ani ¢ S%a -

the Hook

- likelihood to act

@ is increased

MWM— Why? !_ﬂwmrs noxt? )

Source: Effective data storytelling — Brent Dykes
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PART 1 - THE SETUP PART 2 - THE POLISH
& RIGHT DATA {1 REMOVE NOISE

dhi] RIGHT VISUALIZATIONS Q FOCUS ATTENTION

74 RIGHT CONFIGURATIONS “ MAKE APPROACHABLE

©) INSTILL TRUST

Source: Effective data storytelling — Brent Dykes
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6,000 dollars revenue per customer

$5,000
I I I I 5,000

4,000

3,000

‘ $2,829
2,000

II Jan Feb Mar Apr May Jun 1l Aug Sep Oct Nov Dec

Source: Effective data storytelling — Brent Dykes
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Month

A 23 45 O 8 9:30:11:14
0 2021

7 million dollars Revenue

-1 million dollars Revenue Variance

I 2 38 56 A8 -9 30 1332
Month
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Source: Effective data storytelling — Brent Dykes
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Y2 Y3 Y2 Y3 Y1 Y2 Y3

Source: Effective data storytelling — Brent Dykes
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Page Views = Article A Page Views — Article A
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w Article D Others
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= Article F
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February February

Source: Effective data storytelling — Brent Dykes
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Lomle geowatad by Catepmyps o Waen &

Source: Effective data storytelling — Brent Dykes
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Bundled promotion drives 194% increase in sales
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Source: Effective data storytelling — Brent Dykes
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Japan is ;S% higher than Japan is 35% higher Japan is 35% higher than
the next highest country than the next highest country the next highest country

S— sraka Japan A P Japar

Source: Effective data storytelling — Brent Dykes
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Product A
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Product B

Source: Effective data storytelling — Brent Dykes
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# of Employees

Amsterdam

Madrid

New York

Source: Effective data storytelling — Brent Dykes

©Van Haren Group

# of Employees




