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Descriptions of report components and characteristics




‘A report is a visual display
of the most important
information needed to
achieve one or more
objectives; consolidated
and arranged...so the
information can be
monitored at a glance’
~Stephen Few

Defining a Report

Report Title

11/22/2018 I-{_:
Last Refresh Date

Sales Amount

$45,215.834

Units

2.468 Sold

High Performance

$8,887,649

$25,219,761

Low Performance

$11.108.424

Units by Date Hierarchy

100

Units

Sales Amount by Performance

Low $11.1M (24.6%)

High $8.9M (19.7%)

Medium %25.2M (55.8%)

Units by Year and Performance

Performance @ High

Medium @ Low

Year Quarter Month Perfarmance Sales Amount YoY Sales Average Amount
. Amount # Per Unit
= 2018 3 @ Jan S14b6 277 ‘ ELY 2l8% 40,730
Fel 51,248 593 j 30 541,653
Mar i 51,197,723 ‘ 20 559,886
Total Low . $2,913,598 26 - 14.0% %45 507
3 Apr High [ 5143788 124 [osen | 511,550
May | 51,480,321 29 i 24% | 551,048
Jun ! $1,003117 | 56 -2.8% 517,913
Total High : $3,920,701 209 8.3% . 518,759
Q3 Jul i 51,032,459 37 -11.9% 527,904
N €1 720M B | S i ada i €10 564

k|



Defining a Report

Essential Report Components

Three primary components
of a report

ﬂ Visualizations
= Displays patterns, trends, or
outliers in the data

Report Title

11/22/2018
Last Refresh Date

Low Performance

$11.108.424

Units High Performance

2,468 Sold $8.887.649 $25.219.761

Sales Amount
@ $45215,834

Units by Date Hierarchy

Serformance @ Hich B Medium @ Low
Sales Amount by Performance Vear Quarter Month Performance Sales Amount Units Yo¥ Seles Average Amount |
- amount % Per Unit
Low $11.1M (24 4%) High S8.9M (19.7%) [= 218 Q1 Jan 31,466,277 36 31.3% $40,730
Feb ’ [ sizassee | 30 o | $41,653
Mar ; [ staommes | 20 16% 459,885
Total Low %3913 598 ‘ 86 14.0% $45 507
/\/\/ o Q2 Apr High b gra3mies | 124 3w $11,592
May L . 51,480,391 ‘ 29 | 2.4% §51,043
Jun $1,003,117 ‘ 56 -2.8% 317,913
Total High $3,920,701 209 8.3% $18,759
Medium $25.2M (55.8%) (o}] Jal N §1,032.459 | 37 i-119% $27.904
Hram i €1 700 £+ | (<4 i 0 00 110 2C4

Units by Year and Performance

e ‘-.-7 S

t
|



Defining a Report

Essential Report Components

Three primary components 'l
Of a re po rt Report Title Sales Amount Units High Performance Low Performance

nazans  |HC| $45.215.834 2.468 Sold $8.887.649 $25.219.761 $11.108.424

[]:[H] Vi S U a I iza ti O n S “ Units by Date Hierarchy i Units by Year and Performance
= Displays patterns, trends, or | |
outliers in the data

@ Information
= @Gives additional information »

™ 1 @ Lo
Sales Amount by Performance Vear Quarter Month Performance Sales Amount Units Yo¥ Seles Average Amount A
b t t h d t t - Amount % Per Unit
a O u e a a O r re p O r Low $11.1M (24 4%) High S8.9M (19.7%) 208 Qi Jan $1,466,277 36 31.3% $40,730
Feb ‘ [ sizassee | 30 o | $41,653
Mar N ' $1,197.723 ‘ 20 i 3.6% $59,885
Total Low $3,913 598 a6 14.0% $45 507
/\/\/ o Q2 Apt High | §1437,18 124 |z $11,59
May L - $1,480,391 | 29 - 249G §51,043
Jan $1,003, 117 ‘ 56 -2.6% $17,913
Total High $3,920,701 209 £.3% $18,759
a3 Jal N §1.032.459 | 37 Io-119% $27.904
Hranm i €1 %an 821 | (== I QoL €10 384

%
k|



Defining a Report

Essential Report Components

Three primary components
of a report

ﬂ Visualizations
= Displays patterns, trends, or
outliers in the data
@ Information
= @Gives additional information
about the data or report
2> Filters / navigation
= Provides ways to interact with and
drill into the data

=

Report Title |— Sales Amount Units ligh Performance Low Performance
22/ 2! e
nrze | g45215834 2.468 Sold $8.887.649 $25.219.761 $11.108.424
Units by Date Hierarchy Units by Year and Performance
— £ b -
A ‘ | Y
) P f_,.——\_‘]\ui (U
L B B

Sales Amount by Performance

ow $11.1M (24 6%)

( /\/\/

Medium $25.2M (55.8%)

Units

Per Unit

Total High

ALL THREE ARE NEEDED TO CREATE EFFECTIVE REPORTS



Defining a Report

Essential Report Components = Visualizations

Defining visualizations
e Displays summarized data that has been

categorized and sorted
e Tells a story about the data

Types of visuals

anll Charts / graphs
= Data represented graphically across
time or categories

Report Title Sales Amount

Date

Units

et @ $45.215.834 2.468 Sold

High Performance

$8.887.649 $25.219.761

Low Performance

$11.108.424

Units by Date Hierarchy

Sales Amount by Performance

Low $11 1M (24 6%)

Y

’ High SB.9M (19.7%)

( )

09

C D

Units by Year and Performance

$25.2M (55.8%)

Hich @Medum @ Low
Sales oY Seles Average Amot
mount % Per Unit
31,4 1.3% $40,7.
b 51, | 7% §41,6
$1,197.723 20 3.6% $59,88
Total Low $3,913 598 ‘ 4.0% $45 507
Apr b gra3mies | 25.8% $11,592
May 249G §51,043
Jan $1,003, 117 ‘ 2.6% $17,913
Total High $3,920,701 209 £.3% §18,759
Jal N $1.032.459 | 37 19% $27.904
i 1 | QoL 10 3




Defining a Report

Essential Report Components = Visualizations

Defining visualizations

e Displays summarized data that has been
categorized and sorted
e Tells a story about the data

Types of visuals

anll Charts / graphs

= Data represented graphically across
time or categories

Tables
= Data displayed on columns and rows

Report Title

11/2212018 =

rrrrrrrrrrr

Las

Sales Amount

$45,215.834

High Performanc

$8.887.649

$25.219.761

Low Performance

$11.108.424

Sales

Amount by Performance

Low $11.1M (24 &%)

High SB.9M (19.7%)

eeeeee

$25.2M (55.8%)

Units by Year and Performance

||||||

Total High

$3,920,701

| §1.032.459 |

20

209
37

€43anc e | [
L e s G




Defining a Report

Essential Report Components = Visualizations

Defining visualizations

e Displays summarized data that has been
categorized and sorted
e Tells a story about the data

Types of visuals

anll Charts / graphs

= Data represented graphically across
time or categories

Tables
= Data displayed on columns and rows
2 Key performance indicators (KPI's)

= Quantifiable values used to measure
performance

4

Report Title Sales Amount Units

i o |"—CJ $45.215.834 2,448 Sold

Units by Date Hierarchy

High

Performance

$8.887.649

$25,219.761

Units by Year and Performance

Low Performance

$11.108.424

et ce @ Hich Aedl ur L
Sales Amount by Performance Qua Yo¥ Sel
Amount %
Low ST1.1M (24.6%) High 58.9M (19.7%) 2018 Qi Jan $1,466,277 i s $40,73)
Feb | iz | i o $41,653
far | sutenz | 20 36% $59,885
Total Low $3,913 508 26 14.0% $45 507
/\/\/ o Q2 Apr i S143m1e 124 25.8% $11,59
May I si4m00 -] 2496 451,043
Jn | sioosnT | 56 28% $17.913
Total High $3,920,701 209 £3% $18,759
Medium $25.2M (55.9%) ot Ll I 81032459 | 7 1.9% $27.904
2 =B 2% 5

k|



Defining a Report

Essential Report Components = Visualizations

Defining visualizations

e Displays summarized data that has been
categorized and sorted
e Tells a story about the data

Types of visuals

anll Charts / graphs

= Data represented graphically across
time or categories

Tables
= Data displayed on columns and rows
2 Key performance indicators (KPI's)

= Quantifiable values used to measure
performance

REPORTS NEED INFORMATION TO INTERPRET DATA

]

$45,215.834

2.468 Sold

$8.887.649

$25.219.761

$11.,108.424

i
| |

& |

$51,043

5555555



Defining a Report

Essential Report Components = Information

Defining information

e Gives meaning to visualizations
e Provides context for the report

Types of information

e Visualization details
= AXis = Data labels
= Legend = Title
=  Row / column headers
e Report context
= Report title
= Refresh date(s)

Low Performance

$25.219.761 $11.108.424

Units by Year and Performance

$3,920,701 209 £3% $18,759

VISUALS NEED INFO TO PROVIDE A COMPLETE STORY ||.—£l



Defining a Report

Essential Report Components = Filters

Defining filters

e Allows users to filter on different data
segments

e Provides report interactions to derive
insights from data

Types of filters

v Report slicers »

= QObjects that can filter in various
ways based on data type

IIIIIIIII

........

545,507



Defining a Report

Essential Report Components = Filters

Defining filters
e Allows users to filter on different data
segments
e Provides report interactions to derive
insights from data

Types of filters

v Report slicers
= QObjects that can filter in various
ways based on data type
anll Visual cross-filters

= Visual category selection that
cross-filters other objects

Report Title Sales Amount Units ligh Performance Low Performance
11/22/2018 [ O
Last Refrosh Date $15.573.3464 686 Sold $1.437.193 $7.709.723 $6.426448
Units by Date Hierarchy Units by Year and Performance
A
£/ h
l\ )
y
- TE—
o R D i I v e T ol “’_[_'?l'l
a O :
20124 2 : 00m0Q2 2 2012 Q3 20 —
v Moy Darfermane ich @Meaciin
Sales Amount by Performance Units ¥ Sales Amo
ount % nit
Low $6.64M (1£.2%) .
) High $1.4M (3.2%) k] a1,
= 16
/‘54‘:@ 4 26% 459,
4 y 0N Towl ¢ 4.0 545507
Jr‘E !‘Fr 507 311,
L)
/\/\/' May 24% $51,
Jan ] % $17
Total High $3,920,701 209 8.3% $18,759
al i $1,032.459 $27,904
Medium 37 7M (17.1%) Aug i 41,290,531 | 66 9.9% $19.554 .
c

IE:I



Defining a Report

Primary Report Types

Know your audience
e Audience determines the type of report to build, what to include, and
what not to include
e There are different types of primary reports to build, and levels of
detail to consider, depending on the audience

Types of reports

@ Operatlonal &y Strategic Analytical
Shows up-to-date = Shows key information = Provides data to identify
metrics related to to measure the health of patterns and trends
business process the organization across time or categories

= Notifies users when data = Helps identify areas for = Contains larger datasets

deviates from acceptable Improvement or for discovery and
standards organizational changes analysis of the data

Less Detailed More Detailed




Knowledge
Check

A

Three Primary Components
of a Report

il 2

O
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@ Design Principles
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Practices for designing more effective reports




Design Principles
Information Processing

How we process information

\ L4

> Inf tion is read left to right “@." >
‘0
= Most people are accustomed to read .*
in the direction of left to right. “"
*
*
A
L
)
L
*
)
*
*
$
$
*
*
*
*
$
*
*
*
*
*
@
*
‘$
A J
L

*

A‘IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII’
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Design Principles
Information Processing

How we process information

I::> Information is read left to right

=  Most people are accustomed to read
in the direction of left to right

@ Data is analyzed from the top down
= People typically look at summarized
data first, before seeking further
information

Application of Principles
= Leveraging these two principles in
report design will create more
effective reports

=)

Status / Health / KPI's

Summarized Information

Detailed Information




Design Principles
Information Processing = Effective Report Organization

N‘I'f

The data prOCESSIngfIOW IIIIlllllllllllllllIIIIIIIIIIIIIIIIII’

bd I
1 . Key Pe rfo rm a n Ce I n d I Ca to rs ( K P I S) u Report Title Sales Amount Units High Perfarmance Low Performance
n T
. o 1 | LR FCI | sus21583 2.468 Sold $8.887.649 $25.219.761 $11.108.424
= Information pertaining to the status, =
Units by Date Hierarchy Units by Year and Performance
|
performance, or health of the =
L] - .
organization .
|
= 50
| —
. Performanc, Higl Medium @ Lo
: Sales Amount by Performance Year Quarter Month Performance ales Amount Units Yo sales Average Amount
Amount % Per Unit
] Low $11.1M (24.6%) High $8.5M (19.7%) 2018 Q1 Jan Loy $1,466,277 36 jEien | $40,730
O Feb ‘ $1,249598 30 ‘ 17% $41,653
U Mar ow ; $1,197.723 20 | e $59,285
= Total Low s3913 508 86 14.0% $45 507
O /\/\/ 3 Q2 Apr digh i §1437,193 12 [ $11,592
m May £1,480,391 29 iozaw | §51,043
m un | 51,003,117 56 | zew | $17,913
Total High §3,920701 209 83% §18,759
v T Medium $25.2M (55 8%) 0 Q3 Jul i $1,032459 ar io-119% | £27.804
Ll I i ans. I b

k|



Design Principles

Information Processing = Effective Report Organization

The data processing flow

1. Key Performance Indicators (KPI's)
= Information pertaining to the status,
performance, or health of the
organization

2. Summarized Information
= Visuals displaying patterns or

trends in the data. Allowing
additional insights to the KPI's

N\I'f

.....................................p

4IIIIIIIIIIIIIIIIIII

Report Title

11/22/2018 I'-Cl

Last Refresh Date

Sales Am

ount Units

$45,215.834

2,468 Sold

High Perfarmance

$8.887.649

$25.219.761

Low Performance

$11.,108.424

Units by Date Hierarchy

o

O

Sales Amount by Performance

Low $11.1M (24 4%)

Units by Year and Performance

. High $8.9M (19.7%)

e

Medium $25.2M (55.8%)

*

Taotal
Apr

Total
Jul

High

$1,466,277
$1,249,598
$1.197.723
§2913 598
$1437,193
£1,480,391
$1,003,117
§3,920,701
§1,032459

36
30
20
a6
124

209

io-119% |

N
2019 2020
B High B Medium @ Lo
Yo Sales Average Amount
Amount % Par Unit
i 31.3% | $40,730
i o= | $41,653
| aew | $59.885
14.0% ‘ 545 507
i 2£8% $11,590
" 2%, i $51,043
| aem | $17.913
83% §18,759

$27.904 o

k|



Design Principles

Information Processing = Effective Report Organization

. \ L4
The data processing flow SN
IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII’
1. Key Performance Indicators (KPI’S) u Report Title Sales Amount Units High Perfarmance Low Performance
: e : . Ilf;?iiﬂim@ $45,215.834 2,468 Sold $8.887.649 $25219.761 $11.108.424
= Information pertaining to the status, | 7'|————
performance, or health of the - & B /ﬁ)@ ®
g : @ ! B e -
organization - ®@veoo0,
. . m 7 mmee..... . ..o 8. 8. ........ B.. S
2. Summarized Information n pe ot I
. ’ : . ) . b
= Visuals -dlsplaymg patterrls or - —
trends In the data. AHOWIng : Sales Amount by Performance u ;:: les Ave‘:g:flf\w‘lml
additional insights to the KPI’s . e e a  —
: . o =
3. Detailed Information 0 A
. . . . - . May | $1,480391 E’-) \ 241{. ! $51,043
=  Tables containing specific detail o e
about the patterns or trends. v B e S S

Providing explanation to variances ‘.‘
In the data

k|



Design Principles
The S.C.R.A.P Methodology

Report with applied methodologies
Spacing N R

[P it I"—C_| $45,215,834 2,468 Sold $8,887.,649 $25.219.761 $11,108.424

ce Low Performance

Sales Amount Units High Performance

Last Refresh Date

P2 | Units by Date Hierarchy Units by Year and Performance

P3

Contrast

3

® [

WP U —
. o8 PP & B e

?C",{\a“ m‘d,\“ \,_a 7;:\’ o » 0"" N La“ o ‘PQ\ hr\o! \ud.'v“ w%' ot \\d“ et '5(‘ & g et \w‘i W0, P_\fi rcé'&()‘ \\C’ o 2018 2019 2020
o2

Median Lina

o0
o

Repetition

\b': Qc‘,"‘ ¥
”0\%10\?-0“%0 )?\ ‘:\ "A‘ t\"%q')\ 3\%6"60*;%(:!3 (iﬁ“z‘gi% %Oio’lné q\i 600'\”‘-1‘ uf:{qt":\ L'gr‘-\z’ fé‘ ?‘»29?;" f-‘;qc’\:\ ”GS%QO"‘S}Q ﬂ" (37:‘) i Perfarmance @1 ligh @ Mediun @ Low
-> Sales Amount by Performance Year Quarter Maonth Performance Sales Amaount Units Yo Salss Average Amount
. Amount % Per Unit
Low $11.1M (24.6%) — High S8.9M (19.7%) = 2018 =l Jan Low ; £1,466,277 w 16 31.3% ; $40,730
. Feb Low : 1249508 0 7% : $41,553
A | I n m e nt Mar Low i $1,197,723 : 20 3.5% i $5%,886
g | Total Low $3,013,588 86 14.0% §45,507
| /\/\/ = Q2 Apr High | $1437193 | 124 5% | $11,550
May Low : $1,450,397 ‘ 29 24% ‘ $51,048
lun M I $1,003117 1 56 285 ‘ $17,913

Total High . $3,920,701 209 83% $18,759
" Medium $25.2M (55.8%) 3 Qi Jul Low $1,032459 7 S11.9% | $27,904
| ~



Design Principles

The S.C.R.A.P Methodology = Spacing

Spacing

General concept

= Space surrounding or between the objects. Also known as

negative space

= Increases readability by showing boundaries within objects

Spacing

No Spacing

Proximity

Units by Year and Performance

ann
304
200 242 222
“ 209 217 213
197
s i)
100
U H
2018 2018 2018 2078 2019 2018 2019 20149 2020 2024 2020 2U20
al Q2 0.} o4 Qi Qz a3 G4 Qi a2 Q3 o4

Units by Year and Performance




Design Principles
The S.C.R.A.P Methodology = Spacing

— . General concept
mml  Spacing = Space surrounding or between the objects. Also known as

negative space
= Increases readability by showing boundaries within objects
= (Creates clear boundaries between objects

High Performance

$8,887.649

Low Performance

$25,219.761 $11,108,424

Units by Year and Performance

@ /sé

Alignment

* Sales Amount by Performance Year Quarter Menth Performance Sales Amount
nnnnnnn

Low §11.1M (2£4.6%]

Units A
P Amaoan: %

High $89M (18 7%) 2018 ai Jan Low $1,466277 36 ) 140,730
Fek Low i s12495% 10 B 7 441,653
Ma- ow $1,197 723 20 R 459,886
Tatal Law $3913598 a6 140% $45507

/\/\/ 2 Apr High | 1437183 || | i 1

May Low i 1480381 4%
un

L] L]
P m v $1,4603 29 2, 451048
rOXI I y J 1,003 117 56 8% $175°3
g $3, 209 $

Medium $25.2M (55.8%) Q3 ul Luwr § $1,032459 |1 37 R | 427,904 |




Design Principles

The S.C.R.A.P Methodology = Contrast

General concept

Spacing = Distinguishes elements to help identify categories or
emphasize key findings

Categorical Colors  Sequential Colors Diverging Colors

Statistics by Site Pages Page Views by Site Pages Page Views by Time and Day
6K Hour  Mon Tue Wed Thu
3,134 5466
3K 2am [
2K . 3Am B
= 1328 1,293 4 A _— [
2,309 5 AM - -
1K 786 i 2,033 |
651 2 —— BAM = 1]
8 AM - -Ig
: o [ .
Blog / Media Home Page Files & 0K | | LH‘
Templates ety I -
Blog / Media Home Page Files & 11 AM --
@ New Visitors @ Returning Visitors @ Organic Searches Templates = = -

Proximity




Design Principles

The S.C.R.A.P Methodology = Contrast

| General concept

Spacing = Distinguishes elements to help identify categories or
emphasize key findings

= Color is one of the most common forms of contrast

Report Title Sales Amount Units High Performance Medium Performance Low Performance

% ~~
o1 i I I"_"_l $45.215.834 2.468 Sold $8,887.649 $25,219.761 $11,108,424
P2 | Units by Date Hierarchy Units by Year and Performance

P3

Sales Amount by Performance Year Quarter Month Performance Sales Amount Units Yo Sales Average Amount
Amount % Per Unit
-
Low $11.1M (24.6%) = = ) I ’
2018 Qi Jan Low | $1466,277 36 [Si% | $40.730
High $8.9M (19.7%) £ | | ! |
Feby Low | s1249898 | 30 B o7 | $41,653
Mar Low I §1,197723 | 20 | 3% | $59,886
Total Low $3,913,598 86 14.0% 545,507
. . B @ Apr High | s1437193 | 124 e | $11,590
May Low j $1480391 | 29 | o2a% | $51,048
r ' l | | I
rOXI I y Jun Medium I stooany | 56  -28% | $17.913
Total High $3,920,701 209 83% $18,759
E Medium $25.2M (55.8%) B @ Jul Lowi | $1.032459 | 37 Ponek | $27.904
b esaneas | e B aox I ciaces




Design Principles

The S.C.R.A.P Methodology = Contrast

e | General concept
I — = Distinguishes elements to help identify categories or
_ emphasize key findings
= Color is one of the most common forms of contrast
O = Contributes to the squint test requirements
‘ :
4+—

Repetition
= L 2 -8s . 8
Alignment I_:
@
) |




Design Principles

The S.C.R.A.P Methodology = Repetition

=
B30

—>
‘_J

Repetition
Alignment ||_:

General concept

= Applying a consistent pattern or elements throughout the

report design

Repetition

13,733 [l

Repetition

Returning Site Visitors

@

No Repetition

Returning Site Visitors This Month




Design Principles

The S.C.R.A.P Methodology = Repetition

General concept

Spacing = Applying a consistent pattern or elements throughout the
report design

No Repetition

.

Site Pages Page Views  Unigue Views Searches New Visitors Returning
. Visitors
Blog / Media 5,466 4,550 786.0 1,476 3,136
Home Page 2,309 1,932 259.0 1,328 887
Files & Templates 2,033 1,644 74.0 651 1,293
Power Bl Vs. Excel 1,658 1,535 1,123.0 1,193 434
About Us 786 673 3240 358 404
What Is Power BI? 501 412 129.0 178 300
Consulting Services 313 267 10.0 25 275
Contact & Support 210 187 2.0 18 184
P rOXi M ity Online Courses 129 120 1.0 13 116
Total 13,405 11,320 2,708.0 5,240 7,029




Design Principles

The S.C.R.A.P Methodology = Repetition

=
B30
P

‘_J

General concept

Applying a consistent pattern or elements throughout the
report design

Repetition can also increase readability by applying a
specific pattern to groups, categories, or areas of a report

Alignment ||_:

Repetition No Repetition
Year o State . Year k4 State s
All N All s
Quart g City v Quarter b City b
All % All v

@




Design Principles
The S.C.R.A.P Methodology = Alignment

| General concept
Spacing = Edges of objects are aligned with the edges of other

objects
= (Creates the perception that every object is connected via

an invisible line, and that nothing is placed at random

Alignment No Alignment

Units by Year and Performance High Performance Units by Year and Performance High Performance
H $8.887,649 ﬁ $8,887,649
. H : $25.219.761 H _ H | $25,219,761
| g

[ 150 ] Low Performance 5559 o Low Performance
2018 2019 2020 =
Performance @High @ Medium @ Low $1 1 -1 08,424 BestofificeR G R $1 1 ' 1 08!424

Proximity




Design Principles

The S.C.R.A.P Methodology = Proximity
e | General concept
mml  5pacing =  Group related objects together to show a relationship
= Applicable to objects within a report
New Site Visitors Returning Visitors | Total Visitors Organic Searches
—» Repetition 5268 SR 7317 & 12,585 SR 2712 @
Alignment [ i No Proximit
:I y ‘
New Site Visitors Returning Visitors  Organic Searches Total Visitors

_ 5268 SR 7317 & 2712 @ 12,585 SR
Proximity
|




Design Principles

The S.C.R.A.P Methodology = Proximity

=

Contrast

Proximity

General concept
Group related objects together to show a relationship
Applicable to objects within a report

Applicable to elements within an object

Proximity

No Proximity

Page Views by Month Year

3K

2K

0K

1135 1076 1.087
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Design Principles
Color Theory

Color wheel definition
e Visual representation of color hues
arranged according to their chromatic
relationship

The color wheel
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Design Principles
Color Theory

Color wheel definition

e Visual representation of color hues
arranged according to their chromatic
relationship

Primary vs. secondary colors

e Primary colors
= Cannot be created by combining
two or more colors together
= All other colors are derived from
these hues

The color wheel




Design Principles
Color Theory

Color wheel definition

e Visual representation of color hues
arranged according to their chromatic
relationship

Primary vs. secondary colors

e Primary colors
= Cannot be created by combining
two or more colors together
= All other colors are derived from
these hues

e Secondary colors

= Colors that are formed by
combining the primary colors

The color wheel




Design Principles
Color Theory = Color Harmony

Color harmony definition
e Using a combination of colors that is
harmonious to the human eye

Types of color harmony

e Complementary
= Most basic type of harmony. It is the
opposite point of the key color on
the wheel.
= Most other harmonies are variations
of this harmony (apart from the
analogous harmony)

The color wheel




Design Principles
Color Theory » Color Harmony

Color harmony definition
e Using a combination of colors that is
harmonious to the human eye

Types of color harmony

e Complementary
= Most basic type of harmony. It is the
opposite point of the key color on
the wheel.
= Most other harmonies are variations
of this harmony (apart from the
analogous harmony)

The color wheel




Design Principles
Color Theory = Color Harmony

Color harmony definition
e Using a combination of colors that is
harmonious to the human eye

Types of color harmony

e Split complementary
= Uses the colors one space away from
the key color.
= Allows for a broader range of colors,
while maintaining the basic harmony
between the complementary colors

The color wheel




Design Principles
Color Theory = Color Harmony

Color harmony definition
e Using a combination of colors that is
harmonious to the human eye

Types of color harmony

e Split complementary
= Uses the colors one space away from
the key color.
= Allows for a broader range of colors,
while maintaining the basic harmony
between the complementary colors

The color wheel
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Design Principles
Color Theory = Color Harmony

Color harmony definition

e Using a combination of colors that is
harmonious to the human eye

Types of color harmony

e Triadic
=  Uses the colors two spaces away
from the key color
=  Essentially allows the use of three
equidistant colors on the wheel
= Further apart, and therefore less
harmonious

The color wheel




Design Principles
Color Theory = Color Harmony

Color harmony definition

e Using a combination of colors that is
harmonious to the human eye

Types of color harmony

e Triadic
=  Uses the colors two spaces away
from the key color
=  Essentially allows the use of three
equidistant colors on the wheel
= Further apart, and therefore less
harmonious

The color wheel
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Design Principles
Color Theory = Color Harmony

Color harmony definition

e Using a combination of colors that is
harmonious to the human eye

Types of color harmony

e Triadic
=  Uses the colors two spaces away
from the key color
=  Essentially allows the use of three
equidistant colors on the wheel
= Further apart, and therefore less
harmonious




Design Principles
Color Theory = Color Harmony

Color harmony definition
e Using a combination of colors that is
harmonious to the human eye

Types of color harmony

e Analogous
= Colors that are directly to the left or
right of the key color
= Also known as related colors
= (losest together, with the least color
variation

The color wheel




Design Principles
Color Theory = Color Harmony

Color harmony definition
e Using a combination of colors that is
harmonious to the human eye

Types of color harmony

e Analogous
= Colors that are directly to the left or
right of the key color
= Also known as related colors
= (losest together, with the least color
variation

The color wheel

|



Design Principles
Color Theory = Color Harmony

Color harmony definition

e Using a combination of colors that is
harmonious to the human eye

Types of color harmony

e Tetradic
=  Similar to triadic, but with four colors
all equidistant on the wheel
= Essentially is using two sets of
complementary colors
=  Greatest amount of color variation

The color wheel




Design Principles
Color Theory = Color Harmony

Color harmony definition

e Using a combination of colors that is
harmonious to the human eye

Types of color harmony

e Tetradic
=  Similar to triadic, but with four colors
all equidistant on the wheel
= Essentially is using two sets of
complementary colors
=  Greatest amount of color variation

The color wheel




Design Principles

How do we process What does S.C.R.A.P
information? stand for?

Left to Right I =1
Top to Bottom O
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Knowledge

Check

\

S.C.R.A.P Methodology

What are the three types of color contrast that can be
used to distinguish elements?

Categorical

Statistics by Site Pages
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Sequential

Page Views by Site Pages
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Diverging

Page Views by Time and Day
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Knowledge
Check

Design Principles

What type of color harmony is
Implemented in this report?

Report Title Sales Amount Units High Parformance Low Perfarmance
| | LeRdrsh oee HC|  sss5215834 2.468 Sold $8,887.649 $25,219.761 11,108,424
Units by Date Hierarchy Units by Year and Performance

N

- O

Sales Amount by Performance

Low 511.1M (24.6% .
’ High $8.9M 15.7%)

Figh +

Medium 525.2M |55.8%) et} i) s1m245 | a7 118% 127904 o
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@ Data Visualization
©

Methodologies for creating impactful visualizations




Design Principles

Visual Cues
General methodology ﬁ@
e Visualizations translate variances in data by utilizing different visual cues ¥

e Each visual cue is interpreted differently by the human brain
Types of visual cues

° i /\/! | 8~

Area Length Slope Color  Color Volume Angle
Hue Intensity

VISUAL CUES ARE NOT CREATED EQUAL ||_—£|




Design Principles
Visual Cues = Ranked

General methodology

o o N . {0}
e Visualizations translate variances in data by utilizing different visual cues ¥
e Each visual cue is interpreted differently by the human brain

Visual cues ranked by accuracy

I« /- %@ I'I !

Length Angle Slope Area Volume Color Color
Intensity Hue

More Accurate Less Accurate




Design Principles
Visual Cues = Accuracy Influencers

What influences accuracy?

=, Alignment 4 Direction
=  QObjects on an aligned scale increase = QObjects on an axis that follow a single
accuracy when comparing values direction also increase accuracy, when
= Studies show length aligned on a single axis comparing values

Is the most accurate representation of data

o
I

i_

Length Tree Map Bar Pie
(Aligned) Chart Chart

k|



Design Principles

Visual Categories

i sqlbi. THE VISUALS REFERENCE SEP. 2018

http://sql.bi/visual-reference
— FOR MICROSOFT POWER Bl —

PART-TO-WHOLE DISTRIBUTION CORRELATION SINGLE FILTER NARRATIVE

Display the parts of a measure Display the distribution of a measure Display relations between measures Display single values Control report filters Tell a story with data
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I Recommendedl There is a better alternative Don't use in the category W Built-in visual & Certified visual Q R required




Design Principles

Visual Categories

i sqlbi. THE VISUALS REFERENCE SEP. 2018

http://sql.bi/visual-reference
— FOR MICROSOFT POWER Bl —

PART-TO-WHOLE DISTRIBUTION CORRELATION SINGLE FILTER NARRATIVE

Display the parts of a measure Display the distribution of a measure Display relations between measures Display single values Control report filters Tell a story with data
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Design Principles

Visual Categories

i sqlbi. THE VISUALS REFERENCE SEP. 2018

http://sql.bi/visual-reference
— FOR MICROSOFT POWER Bl —

PART-TO-WHOLE DISTRIBUTION CORRELATION SINGLE FILTER NARRATIVE

Display the parts of a measure Display the distribution of a measure Display relations between measures Display single values Control report filters Tell a story with data
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Knowledge
Check

Visual Cues

Easiest visual cue to process?

Length (Aligned)

What influences accuracy?

Alignment

Hardest visual cue to process?

Volume

What influences accuracy?

Direction

W]






%@ Demonstration

Applying Report Design Principles

* Exercise 1 — Background Color
» Exercise 2 — Alignment and Spacing
* Exercise 3 — Removing Object Elements
* Exercise 4 — Selecting Visual Types



Recommended Practices

* Design principle practices:

« Commonly, people look at the upper-left of report pages first — consider
carefully what to place there as that is the first thing users will see

* Develop reports from a blank canvas perspective — start with nothing and add
one element at a time until requirements are met
« This will help minimize unnecessary elements and prevent the report from becoming “noisy”

 Consider using a light page background and white backgrounds for objects — this
creates soft borders between page elements

» Choose carefully the type of color contrast (categorical, sequential, diverging)
applied to visuals — as each one tells a different story with the data

* Repetition (e.g. font, color, location, naming, etc.) can be used to indicate
relationships or lack thereof — so choose carefully when to apply



@ Recommended Practices

* Design principle practices:
« Apply alignment to every object — no exceptions

* Borders between objects should be able to follow a natural line throughout the report page
* Enabling Gridlines in Power Bl Desktop will help create consistent borders between visuals

» Have feedback sessions with users to determine logical proximity of report
objects and the “flow” of the report page

 Reports should be built to minimize eye and mouse travel on the screen



Recommended Practices

* Data visualization practices:
» Have feedback sessions with users to determine what type of story needs to be
told for each visualization — and make a visual type selection based on this
« E.g. Part-to-whole, correlation, distribution, etc.

* Forced variation between visual types does not always add value — choose
carefully the type of visual if data accuracy is important



N

References

* Power Bl Visualization Best Practices
* https://docs.microsoft.com/en-us/power-bi/visuals/power-bi-visualization-best-practices

* Design Concepts for Better Power Bl Reports
* https://datasavvy.me/design-concepts-for-better-power-bi-reports

» Adobe Color Wheel

* https://color.adobe.com

 Color Blindness Resources
* https.//www.color-blindness.com/

* Visuals Reference
* https.//www.sqlbi.com/ref/power-bi-visuals-reference




| Most Valuable
. Professional

Online Resources

L&l Presentation PDF

= http://www.havensconsulting.net/speaking-events

) Consulting Services

= http://www.havensconsulting.net/consulting-services
|oﬂuﬂ| Files & Templates

= http://www.havensconsulting.net/files-and-templates

30% Discount Code

=  PBIUG _FEB 2020
YouTube Channel

= https://www.youtube.com/c/HavensConsulting

LinkedIn Page

= https://www.linkedin.com/in/reidhavens
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