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cbdcabdabcdbadcabdbdcabdcbadbacdabdcbbdcadabdcbdacbdcabcacacacdbdbdbaccabcbbcbcbcbdadacdadadbcabe
aacadabcdabdcbadbdcbdababababacdcdcdcdcdcdabadadadadacdcabcabdcbcabcabcbabcbacdbacdbacbacbacbdac
babcbacdacaaaadbcbacbacbacbdabcbabbbbbdacddadaddaddaaccccdcadabdcbadcbdcabdcabdabddadadadadabcbce
bdabdcbadcbadbdcbadcabcdbadcbadcaaaaabdcaccccbaaadddbdaacaccdbdcabdbacdbdcabacdabcbdcbdacbdacbhda
cbadcbdcabdbadcbcddcabdcadcadcabdcbdcabdabcdbadcabdbdcabdcbadbacdabdcbbdcadabdcbdacbdcabcacacacdb
dbdbaccabcbbcbcbcbdadacdadadbcabcaacadabcdabdcbadbdcbdababababacdcdcdcdcdcdabadadadadacdcabcabdc
bcabcabcbabcbacdbacdbacbacbacbhdacbhabcbacdacaaaadbcbacbhacbacbdabcbabbbbbdacddadaddaddaaccccdcadab
dcbadcbdcabdcabdabddadadadadabcbcbdabdcbadcbadbdcbadcabcdbadcbadcaaaaabdcaccccbaaadddbdaacaccdbd
cabdbacdbdcabacdabcbdcbdacbdacbdacbadcbdcabdbadcbcddcabdcadcadcabdcbdcabdabcdbadcabdbdcabdcbadba
cdabdcbbdcadabdcbdacbdcabcacacacdbdbdbaccabcbbcbcbecbdadacdadadbcabcaacadabcdabdcbadbdcbdabababab
acdcdcdcdcdcdabadadadadacdcabcabdcbcabcabcbabcbacdbacdbacbacbacbdacbabcbacdacaaaadbcbacbhacbacbdab
cbabbbbbdacddadaddaddaaccccdcadabdcbadcbdcabdcabdabddadadadadabcbcbdabdcbadcbadbdcbadcabcdbadcba
dcaaaaabdcaccccbhaaadddbdaacaccdbdcabdbacdbdcabacdabcbdcbdacbdacbdacbadcbdcabdbadcbecddcabdcadcadca
bdcbdcabdabcdbadcabdbdcabdcbadbacdabdcbbdcadabdcbdacbhdcabcacacacdbdbdbaccabcbbcbhcbecbdadacdadadbe
abcaacadabcdabdcbadbdcbdababababacdcdcdcdcdcdabadadadadacdcabcabdcbcabcabcbabcbacdbacdbacbacbach
dacbabcbacdacaaaadbcbacbacbacbhdabcbabbbbbdacddadaddaddaaccccdcadabdcbadcbdcabdcabdabddadadadadab
cbcbdabdcbadcbadbdcbadcabcdbadcbadcaaaaabdcaccccbaaadddbdaacaccdbdcabdbacdbdcabacdabcbhdcbdacbdach
dacbadcbdcabdbadcbcddcabdcadcadcabdcbdcabdabcdbadcabdbdcabdcbhadbacdabdcbbdcadabdcbdacbdcabcacacac
dbdbdbaccabcbbcbcbcbdadacdadadbcabcaacadabcdabdcbhadbdcbdababababacdcdcdcdcdcdabadadadadacdcabcab
dcbcabcabcbabcbacdbacdbacbacbacbdacbhabcbacdacaaaadbcbacbhacbacbdabcbabbbbbdacddadaddaddaaccccdcada
bdcbadcbdcabdcabdabddadadadadabcbcbdabdcbadcbadbdcbadcabcdbadcbadcaaaaabdcaccccbhaaadddbdaacaccdb
dcabdbacdbdcabacdabcbdcbdacbdacbdacbadcbdcabdbadcbcddcabdcadcadcabdcbdcabdabecdbadcabdbdcabdcbadb
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“A!!

“B”

“C!!
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3. Data Visualization






Tabl

Year Filter Filter

=

2
A 33

Filter

2018 No selection No selection No selection

Gender Filter Filter

Filter

Female Optiond Option4 Optiond

oy
T

3 — A

Filter Filter
No selection No selection
Filter Filter
Option4 Optiond

COMPETITOR COMPARISON

Q@D

Meaningful Salient
135 (+5) 121 (-4)

BRAND
POWER SCORE

20.6
(-1.5)

Different 143 (-7)

BRAND 2

COMPETITORS

BRAND 3 BRAND 4 BRAND 5 BRAND 6 BRAND 7 BRAND 8

BRAND 9

BRAND 10

BRAND POWER
SCORE

v 20.6%

24 4%‘

+0.6%

N 8 N

6.8% 5.5%

+1.8% - +0.2% +1.5%

[

+1.1%

PREMIUM
SCORE

+154

104
¢

110 76 84
t t t

+1.8 + +0.2 +1.5

110
4

+1.1

NET PROMOTER
SCORE

*  69%

f * Significance vs. Previous year (+/- 10 pts. Evolution for index )

68% 88% T76% 84% 90%

AMONG BRAND OWNERS ONLY

75%




Easiest recognizable
geometric shapes




Geometric sizes, shapes
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OVERLAPPING COLOURS
One plus One Equals Many

Reading
direction

For decades designers have been using overlapping co
( as a visual effect, exploring the multitude of colour possibilities &
| opened up by mixing CMYK. Perhaps there is something comfortlng:“ :
| - or even magical - about watching these colours combine to make

new hues and liquid-like patterns. Overlapping colour was a com

trope in mid-century Modernist graphic design that represented

contemporaneity. Arguably, this was the rebirth of colour, following

24 g

logo is perfect for both print and screen, as it allows the colourful graphics 2

The Graphic Design Idea Book

ubisaq Yym uawadx3z

to be as vibrant and varied as needed. Colour — which changes with ea
application of the logo — is Bierut's tool for making the logo look differel
yet recognizable every time it is used.

This ability to create numerous colourways further enables 3
designers to play with this most versatile of toolkit devices. Colour impacts =
mood, attitude and meaning; overlapping colour only increases this potent
As Bierut said of his design, ‘the hardest part was reducing all the different.

colours and combinations that looked fantastic to a practical number'

Michael Bierut, 2013
Mohawk Fine Papers logo




Direction of perception




Direction of perception






Data driven organization

analysis _

data X —
collection
implementation
of results




Data storage




Data collection
Why are we collecting data?

BEE
=

We have questions, We already We want to We have always
but there is no data have data, and improve our collected data
a hypothesis processes

(@

)sTAEXPERT




Analysis
How do we process the data?

Relevant Focusing, Continuous Common sense Industrial
data concentration expansion logic expertise

@ OaTAEXPERT




Sharing
Who should we share the data with?




@ Incorporating results




3. Data Visualization




How data visualization helps us

ocoee

Quick information The essence Comparison New context



Consistent report building




Consistent report building

[Company Name]

How Are We Doina?
BRAND GENDER VALUE1 VALUE2 VALUE3 VALUE4 VALUE5S VALUE6 VALUE7 VALUEE VALUE9 VALUE10 VALUE11 VALUE12 VALUE13 VALUE14 VALUE15 VALUE16

AGE YEAR

RESP

10

10

10

10

10
3

2018

29
36

146265

10

2018

963547
929565

10

10

10

2016

22
42

10

10

1

2016

348145
260744

685700

10

2019

32
45

51

10

10

2017

10

2017

781689
330344
395211

2018

21
51

2016

10 10

10

10

2019

51

366361

10

10

2016

58

553243

10
10

10

2017

36
60
26
54

41

246956
242548
180885

293871

799390

10

2018

10

10

2016

10

2016

10

10

2019

10

2018

19
30
32
43

345029
159378

10

10

10

2019

10

10

10

2018

216874
867393

10

10

6

2016

10

2016

31
42

467760
307404
272942
283507

747493

10

4

2018

10

2019

56

10

10

2017

41

2016

45

10

2018

28
57

122592
227697

400130

10

2017

10

10

2017

36
30
33

10

10

10

9

2018

473758

908666

2018

10

10

10

1

2018

28
60

46

305457

966706

10

2019

2018

166814
814275

10

10

2019

42
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AGE
YEAR
BRAND
GENDER
VALUE4
VALUEG
VALUE?
VALUES
VALUE12
VALUE13

EXPERT

Filter
Compare
Compare

Filter

Consistent report building

Show (Year/Brand compare)

Show (Year/Brand compare)

Show {Year/Brand compare/Mainbrand)

Show (Mainbrand)

Show (Mainbrand)

Show (Mainbrand)
507208 53
210308 46
638730 43
773818 49
331649 30
500349 27
910231 21
2707028 24
624738 55
798236 56
457007 22
800519 36
385942 24
212313 37
158985 22
574401 47
136162 60
563465 18
888148 45
114239 43
602057 41
425036 27
602791 36

2016
2019
2017
2019
2018
2018
2016
2018
2018
2017
2019
2017
2018
2017
2017
2018
2018
2017
2013
2019
2019
2019
2018

10

Eouwuw

L I R I R o T T R - R e

=
L No o

GENDER VALUE1

UK GER e ¥

wel | tamz | 1ABS l 1AB4

Fitwes Fillwrs

ET— T

Fiter10 Fille

COMPETITOR COMPARISON

SAMPLE®

BRAND POWER BRAND POWER
143 (-7) e

0O 20.6%

PREMIUM

NET PROMOTER

@ 6%

=== B = R I T T R S T = I = R - = R W R ¥R

MO R R W R W WM W W RN MR Wk w N R e e
=
(=]

4

6 2 5 5 9 5 1 10 5 4 7 4 10 9 4
5 4 5 8 10 6 4 10 3 10 3 9 3 6 5 1
7 5 10 5 2 5 3 9 9 9 9 5 7 9 3 9
4 8 1 7 9 10 1 8 1 7 1 10 5 3 2 7



Understand first, then visualize!
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Quantity of information —too much

Alcohol Buyers (1/3)

Footfall & conversion

Total

Y Filters:

Profile & travel behaviour

Weighted/Non-Weighted = Weightad

Footfall & Purchase Rates Conversion Gender Travel frequency (per year) Purpose of last trip Lounge usage Travel class
{out of Total travellers) * 38% 62% Average business trips 2.0 E 4T%
DF Visitors = Average leisure fips 2.4 Leisure Business 40% e E' )
e Fremium Eco
Share of Average total frips 4.9 75% 25% P
em‘;’ 89% Average Millenials 2
=
~ 42 38% Destination Top 5 booking sources Top 5 airlines
oea Monthly income American Airlines _
uyers 3% o Online T - .
¢ Average Average Travel agen sir France NI
Adoohol household personal Sc‘;' . airnsia TN
)L = 3
Buyers . 20% 4 708€ 3 071€ Singapore Airlines ]

Domestic DF shopping beha r Category of Alcohol purchase in DF (last trip)

consumption

579[’50': categories -\&TDPSDF categories Top 5 % of planned Average total * TOP 10 categories -
Alcohol consumption visited conver. *+ purchased DF purchases trip DF spending 151 € Whizkey (NET) mn AP
son % —_— S .
At W 543 per bottle
At o o WINES o VT - WINES v 21%
o [GLEOHOLIVINES  go0% 100% faomos "INES qgpe pLECHOL/WINES  ggs.  amocation of = wk
total DF 47% - Ahiskey  18% 47€
56% 44% 70% :lpmdlr;u to E iskRy 1S
cohol 15%
- 1am Avg.
1% 37% 56% c .‘ A, numbier
St 4% purchased
Average yearly Souvenirs 46% T4% Souvenis 33% 56% Aleoholas Rum
consum ption (alv 2of the favorite 55% Sparkling W . 1 1
occasions § ng YWine 1%
. , Chocolate & . DF category g .
157 42% 67% 28% Confectionery 47% a
Specific insights about Alcohol purchase (last trip)
9= Moment of decision x| Planning of Location of 6 Purpose of Reason for choosing specific
e of purchase *’, purchase purchase purchase product (summary of net scores)

Before | left home on trip
On the way o the airport
In the airport, before DF
In DF after looking around

In DF after given
advice by store staff

In DF after buying
another Alcohol preduct

During the: trip but not
on the way 1o airport

Don't know / not sure

Planned to buy AWS but made decisions in store

Planned to buy this (Chivas 18, Absolut Vanills) exact product

lan to buy AWS, | bought on impulse

(3=

Home
Depariure  F¥ -
DF Shop

NET Scores:

Consume at home - 54%
N ==

Transit N
DF Shop home 20%
16%

Armrival Aca

DF Shop = ﬁ o 1

| Ag 3 gift for = 1% Net
= Tostockupon p 1%

emangten Base S




Quantity of information — simply enough

Brand Overview

Conversion from Awarness to Usage
Main Brand
Brand Splits Brand Health Score

Future Purchase Intent

Brand1
2 Brand1 e 50% 25% . Brand2
& [ ) Brand? S 70% Brand3
o
2 Brand3 M 25% wy Brandt
17% = ] Brand2
N Brand3
Brand1 o Brand1
] Brand2 10% ] Brand2
Brand3 o Brand3
Brand1
17% . Brand2
Brand1 Brand3
All purchasers
Brand2 I 70%
Brand3 420/ o Brand1
ran 0 19% Brand2
Brand3
& Brand1
]
ag:‘ Brand2 70% Net Promoter Score Promoters Brand1
o Brand3
0/ Brand2
+4 o 47% Brand3
E Brand1 Neutrals Brand1
S Brand2 I 70% o Brand2
3 10% Brand3
g Brand3
Detractors Brand1
a Brand2
39 A) Brand3

@ DaTrEXPERT
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Spread — one page only

PROJECT PERFORMANCE

E
L&
i

-—

Jewsaju|/kuedwo)

siase

i

i
i
i
i
i
i
1

-

Source: PricewaterhouseCoopers, Insights and Trends MANAGERS HOLD

Current Programme sod Project Managemert Practices

TYPE OF CERTIFICATION PROJECT

FACTORS USED TO MEASURE PROJECT PERFORMANCE

@ FIRST REASON
@ SECONDREASON

A Bad estimates/missed
deadlines

8 Change in environment
C Change in strategy

0 Imprecise goals

¥
k1
30
2
2% % % %
7 £ Insufficient budget
) P Insufficient motivation
1 G Insufficient resources
i\ b H lack of management
n M
. . 4 | Poor communication
7 J Poue qualityof
] 5 ] ) deliverable
3 & : X Scope changes
| ||I| |||| ||I| Lo
AJBECEDIHEEFHGHNEIMJAKELEM

M Waong project
management

DO ORGANISATIONS USE STAFF DEVELOPMENT PROGRAMMES
T0 BUILD PROJECT MANAGEMENT CAPABILITIES?

15%

ALWAYS

ORGANISATIONS USE A VARIETY OF FACTORS T0 DETERMINE SUCCESS

Satisfaction of stakeholders IREEEEEG_—— 0

On-time delivery INEEEE 19
i - : i
S R —— L
St — e
© Acceptable RO! IEEEG— 7%

Other N 2%

METHODOLOGIES USED

23% 39% | In-house
Prince 2
I i

l None

27% 11%



Spread — more pages

sadliny PRICE COMPARISON

SPENDING
Fiters:

COMPARE PRICE BEFORE BUYING Base size: 2 300 COMPARISON REFERENCE Base size: 1 080

Price in shops in my home
country

Price in other Airport Duty Free
shops

Price in shops in my destination
People who country

compared
prices

| compared vs the price online

PAID ATTENTION TO Base size: 1 080

The total price of the product

The price per kg of the product




HEALTHY
SNACKING
INSIGHTS

Spread — more pages

INTEREST AND IDEAL LOCATIONS FOR HEALTHY SNACKING OPTIONS IN AIRPORT DUTY FREE

Filters:

INTEREST IN HEALTHY SNACKING OPTIONS Base size: 2 300

Extremely interested Somewhat interested Neither interested nor uninterested Not very interested Not at all interested Top 2 Boxes

EXPECTED LOCATION FOR HEALTHY SNACKING OPTIONS Base size: 2 300

3%

In the Chocolate & In a separate section for At the check-out
Confectionery area healthy products



Spread — more pages

PRICES & EXPECTED VS ACTUAL SPENT

SPENDING
Filters:

EXPECTED SPENT FOR CONFECTIONERY - AVERAGE Base size: 1 413 ACTUAL SPENT FOR CONFECTIONERY - AVERAGE Base size: 1 434
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Bounce Rate New vs returning

customers

A
VLA
\ N\EA pat A
L MAA R NN
U VAVE A A )
AT | '\

— DEW CUSAOH
returning customers

New vs returning
customers

— AW CUSIOMErs
retuming customens

New vs returning

Bounce Rate
y y customers

— NEW CUSIOMErs
ppt1irnine o1 1e

L

Interaction — all iInformation on one page

E-commerce KPI

e i

Channel Revenue vs
Chanel acquisition cost

i chanel revenue
chanel ac ISIToN Cost
thresho

Channel Revenue vs
Chanel acquisition cost

chanel revenue
chanel acquisition cost
threshold

Channel Revenue vs
Chanel acquisition cost

1,406.0 44
Oty orncn batans Oharvoed Beversse and Saes average conversion rate

Channel Revenue Vs
Sales

chanel revenve [l Sales

$1,11492 @
average sales

Sales
: projected sales

Channel Revenue
™y,
’t
| |

$l$21¢'

Average Order Value per custumer




Interaction — slice and dice, drill down

FlyNew e

Country Cockpit Customer Journey Touchpoint View Analysis Studio 2.0 Document Archive MyStories

Customer Class
J

o B

\
FlyNow
[€23] (€] (€3]

Customer Satisfaction
Cockpit

@ @@
PS

SATISFACTION LOYALTY INDEX
(Top-2-Boxes, in %)

X6 Q

69 69 71 71 6 68 67

Jan Feb March Apri

@ DaTrEXPERT




Interaction — slice and dice, drill down

FlyNew

Global Cockpit Customer Journey Touchpoint View Analysis Studio 2.0 Document Archive MyStories
Country N =i o
Germany < All < All
J
N\ - - -
(<) Bkee Customer Satisfaction Cockpit - Germany f—

\_/ Global Codkpit

Booking
82

-1

TOUCHPOINT SATISFACTION

Click to see
@ details for each
Touchpoint

=) DaTAEXPERT

OVERALL SATISFACTION
(Top-2-Boxes, in %)

» /m

77
73
63_____6_4;_—___._—-——
=
[
Jan Feb March Agei
oo I 7+
GermanCharter B4(+8)
Global Plyer 79(-4)
Local Player 83(+4)

Emotional Bonding FyNow I 77 ( +4)
GermanCharter 85(+13)
Global Player 7s(-2)
Local Player 82 (+10)
Repurchase FiyNow [N = (0)
GermanCharter 84(+9)
Global Player 72(-3)
Local Player 83(+8)
Cross Buying FiyNow I 70 (+1)
GermanCharter g1(-+11)
Global Player 6(-6)
Local Player ®0(+9)
Recommendation FiyNow [N 7= ( +1)
GermanCharter 85 (+10)
Global Player 72(-5)
Local Player 83(+7)
NET PROMOTER SCORE (NPS)

+19

GermanCharter  +53 (+43)
Globel Player 0 (-14)

local Playes  +36 (+23)

LOYALTY INDEX
40 =]
H / )
0 7 6 100
1
69 74 76
=
a
Jan Feb March Apei
ey [ 7 ()
GermanCharter 85(+13)
Global Player 71(-5)
Local Player 83 (+10)







Visualization Is a profession
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Homs Westem Fast Food Catagory Oweeview Pzzs Cabegory Owenverw Food Aggregator & Total Delvery Senics Ovendsw C ication Evaiuati

TBCA Ads Evaluation

Snapshot Companson
Sogrent Life Stage Locabon Chasrel Beand
Dne i ~ Towns Cantral ~ ™ne ~ Peand 1 v -
Export
Ad
Adi ~ ot
\ 2 houe QR
Segreent Dirw i, e Sa0e Teers, Location: Careral. Cranned: TUE, Sean: B | A% Ad)
COMMUNICATION
Loners Een doitr SE Sm, COrmmtitine
algescnyg o,
IMPACT AD |NORM reu— e
L e ]
Ad Recognation s | 3 "
(T28) Brand Linkage | 36 | 35 \ i el 3t s
3% 35 / L e ) Bee
(T28) Enjoyment =" nne
I ‘ § Lovene (oum doicr Sk e, COndeotvey
{ adpocy o,
| CETEETIE= o%e
O — —F one
) Loewen s doior o st cormectvtony
\ gsong ol
“ 1 IE—— 7% 0
C F i ————— ] o e
S LOrons Rourm GO0 ST S, COnoecitue
\ 4 £ adpmong o,
£ R raEREAN ase
gr————"— = ———1 one
Qe e
Lovers paasm docw o 2met, conmactotues
Adpacng o,
e s nhe
No Signitcant dflerence Tal A > _— %o
I8 Signecantly higher than Avarage 34 4 B Man imprasson e
.wwmw .Yollllrmmesm Ttal irproseee: 57
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© 2019 v Dapresy
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g8
m

companyNAME

tagline gpoes here

TREND VIEW  BRAND FUNNEL CROSS TanLE DOCUMENTS

Country
No Selection

Age Group

No SeRcion

TITLE

Region
No Seiedion

Time periods
No Setaction

o

o

-~
<

~
~

Sarvice Segmaent Gender
No Selection b+ No Selection 4] No Selecion

Client listening strategic KPls

e
O

Overall Satisfaction:

4.4 out of 5.0 \es)

Sector understanding:

-91%

Responsiveness:

45%

Bespoke approach:

® 100%

Proactively adding value:

55%

Belier data by design with Dapresy Fro
© 2019 by Dapeesy

©

@

Updak

NPS:

-95

Quality of service:

100%

Easy to engage with:

56%




Overall Satisfaction

4.5

Upkeep & Information

Road Surface mEmmmm—— 39 Permanent Signage ME—————— 4.7

Road Lighting IE— = 4.5 Elecironic Signage ME——— 4.9
Road Markings I 38
Cal's Eyes I 4.6
Litter Sy 40

Women 36% | Age I
* T Men B4% I l Bl .
17-25-30-40~45~50-55'60-65~70'75-8085’




Brand Overview

Brand Awareness/Advertising Awareness

Co on from
= YOUR LOGO
Awareness to Usage
Unaided Aided
g Brand: Brand:
§ 100 42% 72%
50
§ ._,_‘/ - Adverl.; Advert
0 0
< 10% 22%
100
50
0 = Recommendation Brand Health
100 Reject  27% Probably 43% Definitely 43%
° i l
m >
.: 100
B i Future Consumption
-
‘,{é £ Reject 1% Probably 22% Definitely  27%
-

"Il W!]ill

Base: 187
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YOUR LOGO Core Cl

counTay

N

Core CLI

o

30 - 30 &

o

!

o

Overall Satisfaction

Cl

Drill Down Business Ot

CUSTOMER TEAM

itcomes Relationship Drill Downs

CUSTOMER SEGMENT

CORE CLI

050/
oL O
W& /U

TVE CUSTOMER

~l

F nancing ana Contracts

Preferred Vendor
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LOGO DBSlGN Grba. Swencen Camakhetar

COMTEITITIVILANDICAIT | JOASEEY OVERVIEW | CUSTOMIY DOFTIZINCE [ NUTWORL QUALITY

MARSET OVERVIEW ( MARKET ONINVICW B2

Gendar Filterl Filtar2

forae v Cptons v Optioc2

Filter Filter Tiltey

Cytise - Cpraca - Optaws

Fliter Filter Fllter

Ortiza - (pr=en - Opton

Filter Filter Filter

Optiza - Cprten - Dptioey
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