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Share some 
basic tips, an 
approach and 
resources to 
get you started

1 2 3
Help you identify 
opportunities to 
present information 
in more useful and 
engaging ways

Inspire you with 
different ways to 
think about 
presenting 
information

Goalsoo



useful & engaging ways to 
present information



(Rebooting your Windows PC)







What can be made
useful & engaging?



What can be made
useful & engaging?

How can we communicate what happens during the bootup process?

?



Is there an easier way 

to understand health 

insurance plans?

?



Does this page help 

me decide which 

camera to buy?

?



Which flight 
should I choose?

?



? Can you make it easier to spot 

the patterns in the data?



THERE’S SOMETHING MISSING FROM ALL OF THESE...



  INCLUDING PROCESSES, PROPORTIONS & CHANGES OVER TIME   

THERE’S SOMETHING MISSING FROM ALL OF THESE...

RELATIONSHIPS!      







The Villains:



The Villains:

spreadsheets

lists

grid views



The Villains:
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The Villains:

spreadsheets

lists

grid views
dashboards



The Villains:

Guilty of...?

Failure to aid 

in making sense 

of compley 

information!

spreadsheets

lists

grid views
dashboards



An e-commerce example:

HOMEPAGE PRODUCT 
DETAILS PAGE

SEARCH ENGINE 
RESULTS PAGE
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HOMEPAGE PRODUCT 
DETAILS PAGE

SEARCH ENGINE 
RESULTS PAGE
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Villain No:

grid layout

1
Pretends to be more useful & engaging, by 

being visual.

But, aside from a picture or product shot, 

nothing much is added.

It’s simply list data, disquised as more.



Which  camera  
shou ld  I  buy ,  
and  why?



Which  camera  
shou ld  I  buy ,  
and  why?







Fun Toy

Good

Dang!

Whew!

!!!







What  are  the  
d i f ferences? 
He lp  me  make 
sense of  my 
opt ions !



Myths
Because the data is dynamic, 
we can't do really cool visual 
displays



WHAT’S NOT IMPORTANT!



WHAT’S NOT IMPORTANT!



WHAT IS IMPORTANT!



WHAT IS IMPORTANT!

search results, just t0 
see what comes up

the reviews on amazon.com

in-depth review from 
placeslike dpreview.com

actual photos taken 
with camera

pricing (as an indicator of quality)



cameras older than ‘x’ years!

http://amazon.com





INSPIRATION!



http://
dpreview.com



http://viewzi.com



http://
labs.digg.com



http://songza.com





Results 
arranged on a 

timeline
OLDER NEWEST





(from Flickr and Amazon sales ranking)POPULARITY





(from Amazon)Customer Reviews



(from Amazon)Customer Reviews





REVIEWS

PRICING

SP
EC

S

PHOTOS

(Hover state)



REVIEWS

PRICING

SP
EC

S

PHOTOS

View more on Flickr

(Photos taken 
with this camera 

from Flickr)



etc.

REVIEWS

PRICING

SP
EC

S

PHOTOS





Myths
Because the data is dynamic, 
we can't do really cool visual 
displays



Myths
Because the data is dynamic, 
we can't do really cool visual 
displays

Visualizations are driven 
 by numeric data





“DATA” CAN BE:

• Numbers

• Metadata

• Any information contained in a spreadsheet

• Anything you can get via an API!
(photos, images, text info)

• Anything you can calculate from base data
(difference between two numbers)

• Anything you can derive from data
(sentiment analysis)



“DATA” CAN BE:

• Numbers

• Metadata

• Any information contained in a spreadsheet

• Anything you can get via an API!
(photos, images, text info)

• Anything you can calculate from base data
(difference between two numbers)

• Anything you can derive from data
(sentiment analysis)



!ps!
Look for opportunities 
to “create” new points 
of data



Villain No:

lists

2 This pattern doesn’t even try to be 

useful or engaging. 

Seen in lists of all kinds & search engine 

results pages









Individual 
Deductible

Drowning in a Sea of Deductibles
amount of  money that the insured must pay before any 
benefits from the health insurance policy can be used.

The Blue Sky of Benefits
Finally, something good!



Individual 
Deductible

Drowning in a Sea of Deductibles
amount of  money that the insured must pay before any 
benefits from the health insurance policy can be used.

The Blue Sky of Benefits
Finally, something good!

Co-payments

The co-payment is a fixed amount that 
the insured is required to pay at the time 
of service. It is usually required for 
basic doctor visits and when purchasing 
prescription medications.

Co-insurance

This is usually a percentage amount that is the 
insured's responsibility. A common co-insurance 
split is 80/20. This means that the insurance 
company will pay 80% of the procedure and the 
insured is required to pay the other 20%.



Individual 
Deductible

Drowning in a Sea of Deductibles
amount of  money that the insured must pay before any 
benefits from the health insurance policy can be used.

The Blue Sky of Benefits
Finally, something good!

Co-payments

The co-payment is a fixed amount that 
the insured is required to pay at the time 
of service. It is usually required for 
basic doctor visits and when purchasing 
prescription medications.

Office Visits

Co-insurance

This is usually a percentage amount that is the 
insured's responsibility. A common co-insurance 
split is 80/20. This means that the insurance 
company will pay 80% of the procedure and the 
insured is required to pay the other 20%.

Prescriptions

$10/ $35 / $45 Emergencies and 
Specialists

Gabe-endo, Elijah’s oral surgery, Erin’s wrist, 
chiropractor, x-rays 

80/20

90/10

100%

$10/ $45 / $55
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Deductible
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Specialists
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90/10

100%
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Pharmaceutical  
Deductible
$250/pp ?

Family 
Deductible

Individual 
Deductible

Drowning in a Sea of Deductibles
amount of  money that the insured must pay before any 
benefits from the health insurance policy can be used.

The Blue Sky of Benefits
Finally, something good!

Co-payments

The co-payment is a fixed amount that 
the insured is required to pay at the time 
of service. It is usually required for 
basic doctor visits and when purchasing 
prescription medications.

Office Visits

Co-insurance

This is usually a percentage amount that is the 
insured's responsibility. A common co-insurance 
split is 80/20. This means that the insurance 
company will pay 80% of the procedure and the 
insured is required to pay the other 20%.

Individual 
Deductible

Prescriptions

$10/ $35 / $45 Emergencies and 
Specialists

Gabe-endo, Elijah’s oral surgery, Erin’s wrist, 
chiropractor, x-rays 

80/20

90/10

100%

$10/ $45 / $55











Villain No:

“the spreadsheet”

3 Is the workhorse used by many people.

Extremely flexible- can be what anyone 

needs it to be. 

Consequently, it ends up being little more 

than a treasure trove of information, hidden 

beyond rows and rows of data.

Places burden of usefullness entirely 

upon user.AKA: TABLES, SPREADSHEET, OR DATA GRIDS

the same villian goes by different names



Order 
Placed

Order 
Received Cut On

Packaged 
for 

Delivery
Shipped 
Out On

Shipped 
By

Tracking 
Number

Estimated 
Arrival

1/15 1/15 - - 1/21 UPS 1/23

1/12 1/13 1/15 1/15 1/19 UPS SCG78299 1/23

1/12 1/13 N/A 1/16 1/17 FedEx FJ8989221 1/20

Order #

329103

329100

329099

Items Ordered

1 box olive mat 
board

3 of something

1 super special 
frame

5 sheets (8ʼx4ʼ) 
AG Glass
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Prior Period Week 1 Week 2 Week 3 Week 4 Period to date Year to date

$ 3,333,826 756,779 0 0 0 756,770 18,757,608

&PY 108.7 108.1 0.0 0.0 0.0 108.1 107.0

$PLan 3,235,893 804,559 0 0 0 804,559 18,674,197
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Prior Period Week 1 Week 2 Week 3 Week 4 Period to date Year to date

$ 3,333,826 756,779 0 0 0 756,770 18,757,608

&PY 108.7 108.1 0.0 0.0 0.0 108.1 107.0

$PLan 3,235,893 804,559 0 0 0 804,559 18,674,197







AN EXERCISE!

HOW MIGHT YOU 
ORGANIZE THIS DATA??|
WHAT PATTERNS DO YOU SEE IN THE DATA?

DISCUSS WITH THE PERSON NEXT TO YOU!



Movie Title

Oscar Year

US Release Date

Screener Release

Cam Leak

Telesync Leak

Telecine, R5 or PPV Leak

Screener Leak

Retail DVD-BluRay Leak

US Release to First Leak

Screener Release to Screener Leak

Ceremony Date

Screener/Retail DVD Leaked by Oscar Night?

US Release to DVD-BluRay Leak

Screener Leaked by Oscar Night?

US Release to Screener Leak



Movie Title

Oscar Year

US Release Date

Screener Release

Cam Leak

Telesync Leak

Telecine, R5 or PPV Leak

Screener Leak

Retail DVD-BluRay Leak

US Release to First Leak

Screener Release to Screener Leak

Ceremony Date

US Release to DVD-BluRay Leak

Retail DVD-BluRay Release

Screener/Retail DVD Leaked by Oscar Night?

Screener Leaked by Oscar Night?

US Release to Screener Leak

Release Type
Duration 

(before leaked) Leak type



Movie Title

Oscar Year

US Release Date

Screener Release

Cam Leak

Telesync Leak

Telecine, R5 or PPV Leak

Screener Leak

Retail DVD-BluRay Leak

US Release to First Leak

Screener Release to Screener Leak

Ceremony Date

US Release to DVD-BluRay LeakRetail DVD-BluRay Release

Screener/Retail DVD Leaked by Oscar Night?
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US Release to Screener Leak

Release Type
Duration 

(before leaked)
Leak type



Cam Leak

Telesync Leak

Telecine, R5 or PPV Leak

Screener Leak

US Release Date US Release to Screener Leak



US Release Date Cam LeakTelesync LeakTelecine, R5 or PPV LeakScreener LeakUS Release to Screener Leak



US Release Date Cam LeakTelesync LeakTelecine, R5 or PPV LeakScreener LeakUS Release to Screener Leak X



US Release Date Cam LeakTelesync LeakTelecine, R5 or PPV LeakScreener LeakUS Release to Screener Leak X

DateDate Duration



US Release Date Cam LeakTelesync LeakTelecine, R5 or PPV LeakScreener LeakUS Release to Screener Leak X

DateDate Duration



US Release Date Cam LeakTelesync LeakTelecine, R5 or PPV LeakScreener LeakUS Release to Screener Leak X

DateDate Duration



US Release Date X

DateDate



X

Date

US Release Date



X

Date
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Align by: Initial ReleaseDate Oscas Night



!ps!

Replace or reinf
orce 

text with visuals

Look for opportunities 
to “create” new points 
of data





Why can’t our online tools like this?





this stage was 
successful needs action dead

warm color intensity = probability 
(based on slider/checkbox)

Understanding the “dots”

! !

★ "

importance contact 
in x days etc.

color + iconography = status

cold

teardrop shape indicates 
entry point

indicates excessive time 
passed with no action

icons indicate 
specific attributes

(“x” icon reinforces message)(“!” icon reinforces message)

!



WORKSHOPS     PROJECTS     SOCIAL     MISCYONOTES
(so you don’t forget!)

42
HOURS

NOKIA

Candy Bernhart

WORKSHOP

Innovation project 5+ 
months

MONTEREY BAY 
AQUARIUM

WORKSHOP

4
HOURS

33
HOURS

HALCYON

Pieter Greyson

NEC

George Lions

5
DAYS

WORKSHOP WORKSHOP

Germany, interested in 
workshop in 1st half of 2011

??

Sally Jones

BIG GIANT

WORKSHOP

8
DAYS

In-house speaking, tight 
budget

Jonathan Smythe



Villain No:

the dashboard

4
Two words: Information Overload.

A lot of useful data, some information, 

very little that is actionable.





March 2010
Overall, your performance improved. However, while you did better 

(+21% increase!) following up on new opportunities, you didn’t 
have as many Wins this month (-14%) as in previous months

How does this compare?

Leads Contacted Contacts Qualified Interviews Proposals Written Sales Closed! Closed & Paid

213 73 64 53 38 12

NOTE: ACES ARE HIGH!

Wow. This was 112% 
of your target. Good 
job!!

While 73 isn’t a bad 
number, at 32% it’s 
below last months 
average of 45%.

Text commenting on 
this performance

Text commenting on 
this performance

Text commenting on 
this performance

Text commenting on 
this performance

VIEW PIPELINE DETAILS FOR MARCH 2010

By the Numbers:

$21,304
REVENUE THIS MONTH

$19,497
AVG MONTHLY REVENUE

$116,927
REVENUE YTD

17
WINS THIS MONTH

19
AVG WINS PER MONT

120
WINS THIS YEAR

!"

82
OUTBOUND 

LEADS

137
INBOUND 

LEADS

Advertising (8)
Cold Calling (4)

Something else (3)

MAIN SOURCE OF WINS:

TOP 3 OBJECTIONS:

WHY OPPORTUNITIES WENT DEAD:

Happy with current vendor
Price to high

Contract to restrictive

Happy with current vendor
Price to high

Contract to restrictive

Leads Contacted Contacts Qualified Interviews Proposals Written Sales Closed! Closed & Paid

1. John S.
2. George B.
3. José A.
4. Yvonne R.
5. Harold F.

1. John S.
2. Yvonne R.
3. George B.
4. José A.
5. Harold F.

1. Harold F. 
2. John S.
3. George B.
4. José A.
5. Yvonne R.

1. Yvonne R.
2. Harold F. 
3. John S.
4. George B.
5. José A.

1. George B.
2. José A. 
3. John S.
4. Yvonne R.
5. Harold F.

1. George B.
2. John S.
3. José A.
4. Yvonne R.
5. Harold F.

My Peers:        Previous Months



March 2010
Overall, your performance improved. However, while you did better 
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OUTBOUND 
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INBOUND 
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Something else (3)

MAIN SOURCE OF WINS:

TOP 3 OBJECTIONS:

WHY OPPORTUNITIES WENT DEAD:

Happy with current vendor
Price to high

Contract to restrictive

Happy with current vendor
Price to high

Contract to restrictive
GROUP AVERAGE

YOUR AVERAGE     

Leads Contacted Contacts Qualified Interviews Proposals Written Sales Closed! Closed & Paid
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4. Yvonne R.
5. Harold F.
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My Peers:        Previous Months





Present

Past













2008 Personal annual report for Stephen Anderson

Austin
Mar 07 to Mar 11

Miami
Apr 10 to Apr 14

San Francisco
Apr 20 to Apr 22

Seattle
Aug 21 to Aug 23

Mountain View
September 24

New York
Sep 24 to Sep 26

Franklin
Nov 06 to Nov 09

Minneapolis
Dec 09 to Dec 11

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

In 2008, you mostly coincided with:

Kevin

in Austin, Miami and San Francisco

Peter

in Austin, Miami and Berkeley

Jay

in Minneapolis

Chris

in Miami and San Francisco

Brandon

in Miami and San Francisco

You took 17 trips in 2008, which added 
up to 55,753 km or 15% of the 
distance to the moon.

In 2008, you spent

323 43

You have 52 travellers in your network. They travelled a 
total of 1,753,265 km in 2008, and everyone on Dopplr 
travelled a total of 1331.4 million km or 8.9 AU in 2008: 
the approximate distance to Saturn from the Earth as 
of January 2009.

Your personal velocity for 2008 was 6.36 
km/h, which is about the same as a duck.

The 5 most popular cities in your network are San 
Francisco, Austin, New York, Miami and Chicago.

The furthest distance you travelled was to New York 
(4,120 km from Mountain View), which is the 2nd most 
popular city on Dopplr. The shortest distance you 
travelled was to Austin (322 km from Plano), which is 
the 21st most popular city on Dopplr.

You spent the longest in Minneapolis, Jesse Spalding 
has a tip:

Lots of great farmer's markets in the summer!

Minneapolis Farmer's Market on Lyndale Ave and 
Cesar Chavez Ave or Nicollet Mall

http://www.mplsfarmersmarket.com/

Mill City Farmer's Market on Chicago Ave and 2nd St. 
S

...

See more on the city page for Minneapolis on Dopplr.

Your carbon for 2008

6,606 kg CO2
Based on figures from Fueleconomy.gov, 1 x Hummer 
H3 4WD truck produces nearly 10 metric tonnes of 
CO2 a year. The visualisation above uses this figure to 
illustrate your carbon from Dopplr as calculated by our 
friends at http://amee.cc and is an approximation only.

The city images above sourced from Flickr and are used under a Creative Commons Attribution Licence:  by pusgums, brickell by alexdecarvalho, Passing Under The Golden Gate Bridge by Dawn Endico, Seattle, Washington by fddi1, Apple I keyboard by Marcin 
Wichary, smokin by mudpig and Spoonbridge and Cherry by TimWilson.



Villain No:

The one that is complained  about... 

?
Can often found where there  is confusion & complexity 

“He-who-has-!et-
to-be-named ”



SOMETHING LIKE THIS



NURSERY CRAWLERS WALKERS TODDLERS PRE-K

Not yet assigned a room:



Visualizing research papers referenced in a selection of books



Visualizing research papers referenced in a selection of books



Visualizing research papers referenced in a selection of books



Visualizing research papers referenced in a selection of books



(sort by date released)

Visualizing research papers referenced in a selection of books



(sort by date released)

Visualizing research papers referenced in a selection of books



(sort by date released)

Visualizing research papers referenced in a selection of books



(sort by date released)

Visualizing research papers referenced in a selection of books



!ps!

Look for places 
where you or others 

are confused.
Replace or reinf

orce 

text with visuals

Look for opportunities 
to “create” new points 
of data



Activity:
Selecting a point and click 
digital camera.
Problem:
No good way to narrow 
down my available options.

Activity:
Identifying movie piracy 
patterns.
Problem:
Difficult to sort through 
data and find meaningful 
patterns

Activity:
Choosing a health 
insurance plan.
Problem:
Extremely difficult to 
understand, compare, and 
choose from available plan 
options.

Activity:
Tracking sales leads
Problem:
Difficult to stay on top of all 
leads and make priority 
judgements

Activity:
Tracking status of placed 
orders
Problem:
No easy way to stay on top 
of supply management and 
identify any potential 
delays.

Activity:
Checking kids into church 
sunday school
Problem:
No easy way to see which 
rooms need more or less 
volunteers.



Activity:
Selecting a point and click 
digital camera.
Problem:
No good way to narrow 
down my available options.

Activity:
Identifying movie piracy 
patterns.
Problem:
Difficult to sort through 
data and find meaningful 
patterns

Activity:
Choosing a health 
insurance plan.
Problem:
Extremely difficult to 
understand, compare, and 
choose from available plan 
options.

Activity:
Tracking sales leads
Problem:
Difficult to stay on top of all 
leads and make priority 
judgements ?

Activity:
Tracking status of placed 
orders
Problem:
No easy way to stay on top 
of supply management and 
identify any potential 
delays.

Activity:
Checking kids into church 
sunday school
Problem:
No easy way to see which 
rooms need more or less 
volunteers. ?

? ? ? ?



AN EXERCISE!

Q|LIST SOME THINGS YOU 

(OR YOUR CUSTOMERS/CLIENTS) 

FIND CONFUSING?



AN EXERCISE!

Q|LIST SOME THINGS YOU 

(OR YOUR CUSTOMERS/CLIENTS) 

FIND CONFUSING?

•My AT&T phone bill
• The world of artisan cheeses
• IP addresses, domain names, hosting, email, URLs/URIs, etc.
• Playing the “rewards points” game w/ Hotels, Airlines Credit Cards
• Understanding international shipping options across carriers
• YOUR TURN!



Look beyond these 
patterns:

Dashboards

Grid Views

Spreadsheets

Search Results



Have you found a 
place where complex 

information might be 

best represented in a 

visual way?

Look beyond these 
patterns:

Dashboards

Grid Views

Spreadsheets

Search Results



Have you found a 
place where complex 

information might be 

best represented in a 

visual way?

Coming up...
How to get from spotting the 
opportunity to a rough concept

Persuading people to take action 
(based on available information)

The brain & visual information

Look beyond these 
patterns:

Dashboards

Grid Views

Spreadsheets

Search Results



You’ve found something 
that could certainly be 
more useful and engaging.

What next?



Let’s talk about process.

But first…





In June 2004, my 4-year-old son was 
diagnosed with Type I Diabetes...









AN EXERCISE!

?|
WHAT PATTERNS DO YOU NOTICE?
DISCUSS WITH THE PERSON NEXT TO YOU!

LOOK OVER THIS SHEET. HOW 

WOULD YOU GO ABOUT 

ORGANIZING THE INFORMATION?





Myths
Because the data is dynamic, 
we can't do really cool visual 
displays

I don't have the graphic 
design skills to do 
something cool like that

Visualizations are driven 
 by numeric data

















































!ps!

Ask yourself “can 
a five year old 
understand this?” Look for places 

where you or others 
are confused.

Replace or reinf
orce 

text with visuals

Look for opportunities 
to “create” new points 
of data

Get inspiration from 
print infographics!Is there a st

ory 

suggested by 
your 

visual?



Now, process!



IDENTIFY OPPORTUNITY 
Vi!ains!

FRAME PROBLEM TO BE SOLVED
(Template for)

IDENTIFY NODES OF INFORMATION
Objects, Dimensions (derived form Attributes & Context),

Attributes (including states)

also, ‘Who, What, Where, When, Why & How

EXPLORE WAYS TO PUT THAT TOGETHER!
Patterns, Metaphors, Shapes (+Sources of Inspiration) 

CLEAN UP, TEST, AND ITERATE!

informs us what 
problems can be solved

may reveal new nodes 
needed or not identified

A
 P

R
O

C
E

S
S

?

Also, “SLIP”

1

2

3

4

5



Ready for the workshop 
challenge?



IDENTIFY OPPORTUNITY 
Vi!ains!

FRAME PROBLEM TO BE SOLVED
(Template for)

IDENTIFY NODES OF INFORMATION
Objects, Dimensions (derived form Attributes & Context),

Attributes (including states)

also, ‘Who, What, Where, When, Why & How

EXPLORE WAYS TO PUT THAT TOGETHER!
Patterns, Metaphors, Shapes (+Sources of Inspiration) 

CLEAN UP, TEST, AND ITERATE!

informs us what 
problems can be solved

may reveal new nodes 
needed or not identified

A
 P

R
O

C
E

S
S

?

Also, “SLIP”

1

2

3

4

5



Have you found a 
place where complex 

information might be 

best represented in a 

visual way?

Look beyond these 
patterns:

Dashboards

Grid Views

Spreadsheets

Search Results



AN EXERCISE!

The App Store!!



IDENTIFY OPPORTUNITY 
Vi!ains!

FRAME PROBLEM TO BE SOLVED
(Template for)

IDENTIFY NODES OF INFORMATION
Objects, Dimensions (derived form Attributes & Context),

Attributes (including states)

also, ‘Who, What, Where, When, Why & How

EXPLORE WAYS TO PUT THAT TOGETHER!
Patterns, Metaphors, Shapes (+Sources of Inspiration) 

CLEAN UP, TEST, AND ITERATE!

informs us what 
problems can be solved

may reveal new nodes 
needed or not identified

A
 P

R
O

C
E

S
S

?

Also, “SLIP”

1

2

3

4

5



IDENTIFY OPPORTUNITY 
Vi!ains!

FRAME PROBLEM TO BE SOLVED
(Template for)

IDENTIFY NODES OF INFORMATION
Objects, Dimensions (derived form Attributes & Context),

Attributes (including states)

also, ‘Who, What, Where, When, Why & How

EXPLORE WAYS TO PUT THAT TOGETHER!
Patterns, Metaphors, Shapes (+Sources of Inspiration) 

CLEAN UP, TEST, AND ITERATE!

informs us what 
problems can be solved

may reveal new nodes 
needed or not identified

A
 P

R
O

C
E

S
S

?

Also, “SLIP”

1

2

3

4

5



http://www.excelcharts.com/blog/you-want-answers-but-do-you-have-questions/

A chart is always an answer 
to an underlying question.

If you don’t know the question be prepared for random 
answers (300-slide Powerpoint presentations, anyone?).

Jorge Camoes, ExcelCharts.com



This way of displaying information, 
helps [role] make sense of [topic] 
in order to answer the question... 

TEMPLATE:

understand
inform
clarify

converse
reveal patterns

simplify 
inspire

persuade
teach

capture 
attention

aid in recall

[question to be answered]



This way of displaying information, 
helps [role] make sense of [topic] 
in order to answer the question... 

“Why should I…”

TEMPLATE:

understand
inform
clarify

converse
reveal patterns

simplify 
inspire

persuade
teach

capture 
attention

aid in recall

[question to be answered]

“When should we…”
“How many…”

“How should I…”

“How does…”

“Which should I…” “What…”



!SHARED CHALLENGE

This way of displaying information, 
helps [role] make sense of [ ?  apps] in 
order to answer the question... 

[question to be answered]



IDENTIFY OPPORTUNITY 
Vi!ains!

FRAME PROBLEM TO BE SOLVED
(Template for)

IDENTIFY NODES OF INFORMATION
Objects, Dimensions (derived form Attributes & Context),

Attributes (including states)

also, ‘Who, What, Where, When, Why & How

EXPLORE WAYS TO PUT THAT TOGETHER!
Patterns, Metaphors, Shapes (+Sources of Inspiration) 

CLEAN UP, TEST, AND ITERATE!

informs us what 
problems can be solved

may reveal new nodes 
needed or not identified

A
 P

R
O

C
E

S
S

?

Also, “SLIP”

1

2

3

4

5



NODES OF INFORMATION

HOW DO YOU EXPLORE RELATIONSHIPS?



NODES OF INFORMATION

HOW DO YOU EXPLORE RELATIONSHIPS?

Object(s)



NODES OF INFORMATION

HOW DO YOU EXPLORE RELATIONSHIPS?

Object(s) Attributes
have



NODES OF INFORMATION

HOW DO YOU EXPLORE RELATIONSHIPS?

Object(s) DimensionsAttributes
have

that 
inform



http://www.chartball.com/football/



http://www.chartball.com/football/



http://www.chartball.com/football/



http://www.chartball.com/football/



http://www.chartball.com/football/



NODES OF INFORMATION

HOW DO YOU EXPLORE RELATIONSHIPS?

Object(s) Dimensions
have

that 
inform

Attributes



NODES OF INFORMATION

HOW DO YOU EXPLORE RELATIONSHIPS?

Object(s) Dimensions
have

that 
inform

DATA
“DATA” CAN BE: 

• Numbers

• Metadata

• Any information contained in a spreadsheet
• Anything you can get via an API!(photos, images, text info)

• Anything you can calculate from base data(difference between to numbers)

• Anything you can derive from data(sentiment analysis)

Attributes



NODES OF INFORMATION

HOW DO YOU EXPLORE RELATIONSHIPS?

Object(s) Dimensions
have

that 
inform

DATA
“DATA” CAN BE: 

• Numbers

• Metadata

• Any information contained in a spreadsheet
• Anything you can get via an API!(photos, images, text info)

• Anything you can calculate from base data(difference between to numbers)

• Anything you can derive from data(sentiment analysis)

wi% determine

Context & Activity

Attributes



!SHARED CHALLENGE
Using the “Object-Attributes-Dimensions” model, 

explore the “nodes of information” for your specified 

topic (identifying, not arranging)



!SHARED CHALLENGE
Using the “Object-Attributes-Dimensions” model, 

explore the “nodes of information” for your specified 

topic (identifying, not arranging)

1. Brainstorm data points



!SHARED CHALLENGE
Using the “Object-Attributes-Dimensions” model, 

explore the “nodes of information” for your specified 

topic (identifying, not arranging)

1. Brainstorm data points

2. List attributes



!SHARED CHALLENGE
Using the “Object-Attributes-Dimensions” model, 

explore the “nodes of information” for your specified 

topic (identifying, not arranging)

3. Star top 
2-3 attributes

1. Brainstorm data points

2. List attributes



IDENTIFY OPPORTUNITY 
Vi!ains!

FRAME PROBLEM TO BE SOLVED
(Template for)

IDENTIFY NODES OF INFORMATION
Objects, Dimensions (derived form Attributes & Context),

Attributes (including states)

also, ‘Who, What, Where, When, Why & How

EXPLORE WAYS TO PUT THAT TOGETHER!
Patterns, Metaphors, Shapes (+Sources of Inspiration) 

CLEAN UP, TEST, AND ITERATE!

informs us what 
problems can be solved

may reveal new nodes 
needed or not identified

A
 P

R
O

C
E

S
S

?

Also, “SLIP”

1

2

3

4

5



http://
dpreview.com





!SHARED CHALLENGE

Play with different ways to visually 
organize your nodes of information







Sources of Inspiration



!ps!

Build your own bank 
of references

Ask yourself “can 
a five year old 
understand this?” Look for places 

where you or others 
are confused.

Get inspiration from 
print infographics!

Replace or reinf
orce 

text with visuals

Is there a st
ory 

suggested by 
your 

visual?

Look for opportunities 
to “create” new points 
of data



11/26

x
x

12/9 1/26

Dark Knight

11/26

x
x

12/9 1/26

11/26

x
x

12/9 1/21

align by date OR by [ initial ] release

Bolt

Benjamin
Button

x

x

x



Leaked by Oscar Night Not Leaked by Oscar Night

Date - not so important (could be what I arrange data on)

Date - not so important (cold be what I arrange data on)

1
DAY

1
DAY

1
DAY

screener leaked dvd copy leaked

leaked

Cam Leak
Telesync 

Leak
R5/Telecine 

Leak

US Release to 
First Leak

US Release to 
Screener Leak

Screener Release to 
Screener Leak

SCREENER 
RELEASE

US 
RELEASE

DVD 
RELEASE

Not Leaked by Oscar Night

11/26

x

Title

12/9



11/26

x
x

12/9 1/26

Dark Knight



SOURCES OF INSPIRATION

PATTERN LIBRARIES



SOURCES OF INSPIRATION

PATTERN LIBRARIES



SOURCES OF INSPIRATION

PATTERN LIBRARIES



SOURCES OF INSPIRATION

PATTERN LIBRARIES



http://www.visual-literacy.org/periodic_table/periodic_table.html



SOURCES OF INSPIRATION

CONCEPT VIDEOS



SOURCES OF INSPIRATION

NOVEL WEB SITES



http://www.aaronjasinski.com/



Categories

Sub-Categories

Bars...
color coding

height

More 
details on 

click

1

2

3

4

5
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0
1

0
2

0
3

0
4

0
5

0
6 07 Miami Branch

0
8

0
9

10

Q4 TODAY

123.45

93.04

11 12 13 14 15 16 17 18 19

2
0 2
1

2
3

2
4

2
5

2
6

2
7

REGION 1 REGION 2 REGION 3

Supervisor: John Smith
Qtly Avg: $4.2m
Other: $55.3m



SOURCES OF INSPIRATION

INFOVIZ BLOGS / COLLECTIONS

http://vimeo.com/29584864

http://www.meryl.net/2008/01/22/175-data-and-information-visualization-examples-and-resources/

http://www.behance.net/?content=projects&search=infographics

http://www-958.ibm.com/software/data/cognos/manyeyes/

http://igraphicsexplained.blogspot.com/

http://well-formed-data.net/

http://www.cs.umd.edu/hcil/research/visualization.shtml

http://www.research.att.com/groups/infovis/?fbid=e2SyOhhj1Tx



SOURCES OF INSPIRATION

PRINT INFOGRAPHICS











SOURCES OF INSPIRATION

REAL WORLD RESEARCH



SOURCES OF INSPIRATION

BOOKS ON RELATED TOPICS









SOURCES OF INSPIRATION

PERSONAL LIST OF PATTERNS



Metaphors







Pharmaceutical  
Deductible
$250/pp ?

Family 
Deductible

Drowning in a Sea of Deductibles
amount of  money that the insured must pay before any 
benefits from the health insurance policy can be used.

The Blue Sky of Benefits
Finally, something good!

Co-payments

The co-payment is a fixed amount that 
the insured is required to pay at the time 
of service. It is usually required for 
basic doctor visits and when purchasing 
prescription medications.

Office Visits

Co-insurance

This is usually a percentage amount that is the 
insured's responsibility. A common co-insurance 
split is 80/20. This means that the insurance 
company will pay 80% of the procedure and the 
insured is required to pay the other 20%.

Individual 
Deductible

Prescriptions

$10/ $35 / $45 Emergencies and 
Specialists

Gabe-endo, Elijah’s oral surgery, Erin’s wrist, 
chiropractor, x-rays 

80/20

90/10

100%

$10/ $45 / $55



Why can’t our online tools like this?







Craft

Project 
Management

Health Insurance
+Dental?

Invoicing

Tracking 
Sales Leads

Legal 
Contracts

Negotiating / 
Pricing

Good 
Consulting 

Skills

Marketing your 
services

Professional 
growth

Networking

Expenses / Taxes



Craft

Project 
Management

Health Insurance +Dental?

Invoicing

Tracking 
Sales Leads

Legal 
Contracts

Negotiating / 
Pricing

Good 
Consulting 

Skills

Marketing 
your services Professional 

growth

Networking

Expenses / Taxes

Maintaining / 
Nurturing
Network



Getting set up as 
a legal entity

Trademarks? Copyrights?

Invoicing & 
Time Tracking

Est. Quarterly 
Taxes

Negotiating / 
Pricing

Health (& Dental) 
Insurance

Business Checking & 
Savings Accounts

Expense 
Tracking

Skills, Tools & Documents 
you’ll need to think about...

ESTABLISHING YOURSELF:

Office 
Space?

Project 
Management

Good 
Consulting 

Skills

YOUR
CRAFT

Professional 
Growth

Marketing / 
Promoting your 

Services

Networking

Tracking Sales 
Opportunities

Customer 
Relationship 
Management

Professional 
Services 

Agreement

Operating 
Agreement

So, you want 
to go out on 
your own?

(High Level, Rough Concept!!)

by Stephen P. Anderson | poetpainter.com

Liability Insurance

Branding? MarCom? 
Web Site?

Contractor Network

Accounting

Who are you? What do you 
offer? And how will people fid 

out about you?
Focus? Competitors? Channels 

Who are your customers? Brand 
Positioning Statement

Fixed Price? Hourly? Daily? 
Sub-contracting rate?

Fixed Price? Hourly? Daily? 
Sub-contracting rate?

Supplies

Insurance for loss or 
damages

Small business CC

Bookkeeping

Right Signature - virtual 
signatures for contracts





Nature:

icebergs
ripples
beehives
things in orbit
trees/branches
roots
caterpillar
paths/trails
spirals
coral reefs
skeleton
body
night/day
mountain
canyon
seashell
whirlpool
tidal wave
avalanche
tidal wave
ant colonies
birds/flying
apple
DNA

Toys:

blocks
shape sorting
Lego bricks
caterpillar
stacking rings
russian nesting dolls
Rubikʼs cube
puzzles
playing cards
game boards
piggy bank

Choose metaphors that are...

(Mostly) Timeless
Universally Recognized
Supports the Message

Familiar (or Nostalgic) Things:

Carton of Cola Bottles
Meat Grinder
Funnel
potted plant
hub and spoke
matchbook/box of matches
cocktail (with layers)
weights (barbell)
scales
pie
toolbelt / toolbox
hourglass
lamp
juggler / juggling
hamburger
skyline
staircases
lightbulb
Swiss army knife

stone wall / bricks with mortar
radar
staircase
trivial pursuit model wedges
pocket watch / locket
baseball diamond
things at a carnival or circus
revolving door
umbrella
balloon(s)
three-legged stool
cornerstone/arch
pillars/columns
mixed drink
stereo / media components
hourglass
railroad tracks
birdʼs nest w/ eggs
door / doorframe



Shapes



AaBbCcDdEeFfGgHhIiJjKkLl...

(Shapes as a kind of alphabet)



no sides four sides

(this is significant)



stability, 
perspective/horizon

direction,



!ps!
Look to nature to understand what a shape mi

ght suggest.

Build your own bank 
of references

Ask yourself “can 
a five year old 
understand this?” Look for places 

where you or others 
are confused.

Get inspiration from 
print infographics!

Replace or reinf
orce 

text with visuals

Is there a st
ory 

suggested by 
your 

visual?

Look for opportunities 
to “create” new points 
of data





When shapes overlap…





VS

What’s the difference?



VS

What’s the difference?



VS

What’s the difference?



VS

What’s the difference?





!ps! “S.L.I.P.”

Build your own bank 
of references

Ask yourself “can 
a five year old 
understand this?” Look for places 

where you or others 
are confused.

Get inspiration from 
print infographics!

Replace or reinf
orce 

text with visuals

Is there a st
ory 

suggested by 
your 

visual?

Look for opportunities 
to “create” new points 
of data

Look to nature to understand what a shape mi
ght suggest.



SORT

LABEL

INTEGRATE

PRIORITIZE

http://amzn.com/0262134721



7219105629



7219105629

72   19   10   56   29



7219105629

72   19   10   56   29



banana   anger   keys    Florida   apple   
wallet    Cannes   plum    joy    red    yellow    
sadness    Beverly Hills   joy    euros



banana   anger   keys    Florida   apple   
wallet    Cannes   plum    joy    red    yellow    
sadness    Beverly Hills   joy    euros

yellow
red

purple

banana
apple
plum

sadness
joy

anger

keys
wallet
euros

Florida
Cannes
Beverly 

Hills



IDENTIFY OPPORTUNITY 
Vi!ains!

FRAME PROBLEM TO BE SOLVED
(Template for)

IDENTIFY NODES OF INFORMATION
Objects, Dimensions (derived form Attributes & Context),

Attributes (including states)

also, ‘Who, What, Where, When, Why & How

EXPLORE WAYS TO PUT THAT TOGETHER!
Patterns, Metaphors, Shapes (+Sources of Inspiration) 

CLEAN UP, TEST, AND ITERATE!

informs us what 
problems can be solved

may reveal new nodes 
needed or not identified

A
 P

R
O

C
E

S
S

?

Also, “SLIP”

1

2

3

4

5



http://goodexperience.com/2011/12/at-last-a-good-infogr.php



Aesthetic 
Associations

(shapes, colors, movement) 

Conceptual 
Metaphor

Narratives 
& Stories

What do all these have in common?

Perceived 
Affordances

(shadows, reflections, etc.)

Semiotics/
Iconography



Aesthetic 
Associations

(shapes, colors, movement) 

Conceptual 
Metaphor

Narratives 
& Stories

What do all these have in common?

Perceived 
Affordances

(shadows, reflections, etc.)

Semiotics/
Iconography



Aesthetic 
Associations

(shapes, colors, movement) 

Conceptual 
Metaphor

Narratives 
& Stories

What do all these have in common?

Perceived 
Affordances

(shadows, reflections, etc.)

Semiotics/
Iconography



Aesthetic 
Associations

(shapes, colors, movement) 

Conceptual 
Metaphor

Narratives 
& Stories

What do all these have in common?

Perceived 
Affordances

(shadows, reflections, etc.)

Semiotics/
Iconography



Aesthetic 
Associations

(shapes, colors, movement) 

Conceptual 
Metaphor

Narratives 
& Stories

What do all these have in common?

Perceived 
Affordances

(shadows, reflections, etc.)

Semiotics/
Iconography

Bouba-Kiki Effect



Aesthetic 
Associations

(shapes, colors, movement) 

Conceptual 
Metaphor

Narratives 
& Stories

What do all these have in common?

Perceived 
Affordances

(shadows, reflections, etc.)

Semiotics/
Iconography



Aesthetic 
Associations

(shapes, colors, movement) 

Conceptual 
Metaphor

Narratives 
& Stories

What do all these have in common?

Perceived 
Affordances

(shadows, reflections, etc.)

Semiotics/
Iconography



Aesthetic 
Associations

(shapes, colors, movement) 

Conceptual 
Metaphor

Narratives 
& Stories

What do all these have in common?

Perceived 
Affordances

(shadows, reflections, etc.)

Semiotics/
Iconography



Aesthetic 
Associations

(shapes, colors, movement) 

Conceptual 
Metaphor

Narratives 
& Stories

What do all these have in common?

Perceived 
Affordances

(shadows, reflections, etc.)

Semiotics/
Iconography





Why do we know these are all the letter A?

A A A A
A A A

A AA A
A













A LOT of what is visual design 
makes sense if you think about 
the brain & pattern matching.



Let’s shed some light on your 
brain’s pattern matching tactics…

…with a quick drinking game!





Contrast (Similarity)





Proximity





 Uniform Connectedness
(Enclosure)



http://www.andyrutledge.com/gestalt-principles-1-figure-ground-relationship.php

ONE: LEARN THE 
GESTALT PRINCIPLES!



You’ll notice that most of these principles seem to be 
variations of each other and are otherwise closely related. 
There’s good reason for this, as they all refer to 
relationships. Human perception is governed by 
relationships; how things are similar or dissimilar, how 
they contrast or blend with one another, and how 
arrangements of things suggest hierarchies and are 
affected by context.

For designers, that last sentence pretty much sums up 
much of what you deal with in your job so it might be nice 
to get a handle on this stuff. Let’s dive in and learn how to 
make Gestalt principles work for your designs.

http://www.andyrutledge.com/gestalt-principles-1-figure-ground-relationship.php

ONE: LEARN THE 
GESTALT PRINCIPLES!



lines
direction
shape
space
colors
placement
proximity

TWO: SUBTLE 
DIFFERENCES 
ARE SIGNIFICANT.



?

ICONOGRAPHYSHAPE

(COLOR)

PLACEMENT

SIZE ROTATION

OUTLINE OR SOLID

TEXTURE

OPACITY

PERSPECTIVE

COLOR INTENSITY

IF OUTLINE, THICKNESS OF STROKE

OVERLAY

OVERLAP

JOIN

ASPECT RATIO

ETC!

Subtle differences are significant.



“PRE-ATTENTIVE PROCESSING”



“PRE-ATTENTIVE PROCESSING”



Form:

Orientation



Form:

Orientation Line Length



Form:

Orientation Line Length Line Width



Size

Form:



Size Enclosure

Form:



Size Enclosure Shape

Form:



Curvature

Form:



Curvature Proximity

Form:



Curvature Proximity Proximity

Form:



Hue

Color:



Hue Intensity

Color:



2-D Position

Spatial Position:



Motion:



lines
direction
shape
space
colors
placement
proximity

TWO: SUBTLE 
DIFFERENCES 
ARE SIGNIFICANT.



THREE: USE COLOR SATURATION 
TO MUTE LESS IMPORTANT STUFF

http://uxmovement.com/content/how-color-saturation-affects-user-efficiency/

FOUR: USE COLOR, 
BUT SPARINGLY.



RESOURCES?

http://amzn.com/0393072959

“inSights” from Fabrique http://www.fabrique.nl/insights/



RESOURCES?



RESOURCES?

(Tufte, of course!)



!ps!

Test with real data!!!



!ps!

photos - what’s the 
orientation?

watch your character 
lengths!

Test with real data!!!

test at different 
screen resolutions



So, all this will help users 
understand and be able to 
make informed decisions.

But how do we encourage 
people to take action?



AN EXERCISE!

WHAT MAKES 
SOMETHING ENGAGING?Q|
(OR, HOW DO YOU TRIGGER 
AN EMOTIONAL RESPONSE?)

• personalized information
• a narrative is suggested
• appropriate use of humor
• attractiveness!
• something surprising, unexpected and/or delightful
• playful interactions (tight feedback loops)
• use of metaphors
• appeal to freedoms, fears, sense of identity



!ps!

Ask yourself “can 
a five year old 
understand this?” Look for places 

where you or others 
are confused.

Replace or reinf
orce 

text with visuals

Is there a st
ory 

suggested by 
your 

visual?

Look for opportunities 
to “create” new points 
of data



this example from:



this example from:



this example from:



this example from:



this example from:



this example from:



this example from:





















So, how do we encourage 
people to take action?• personalized information

• a narrative is suggested
• appropriate use of humor
• attractiveness!
• something surprising, unexpected and/or delightful
• playful interactions (tight feedback loops)
• use of metaphors
• appeal to freedoms, fears, sense of identity



I’ve found something that 
could certainly be more 
useful and engaging.

How do I explain this is 
about more than making 
things pretty?



VS

http://www.businessmodelgeneration.com/



delights in the 
unexpected

craves pictures

learns by association

naturally “chunks” 
information

processes visuals 
more quickly

understands through 
metaphors & storiesThe Brain



Short-term memory is where 
the real work of sense-making 
takes place

Short-term memory has a 
limited amount space.
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!ps!

Ask yourself “can 
a five year old 
understand this?” Look for places 

where you or others 
are confused.

Get inspiration from 
print infographics!

Replace or reinf
orce 

text with visuals

Is there a st
ory 

suggested by 
your 

visual?

Look for opportunities 
to “create” new points 
of data



So, what have we been 
talking about?



Visual ways to make complex 
information easier to understand 

and to use









Best for small bits of information
Human Generated 

Visuals are tailored for content
Must be custom created

Not (easily) editable
Data is fixed

Great for large data sets
Compter Generated

Visualizations are not content specific
Reusable tool

Easily configurable
Data is dynamic

Infographics Data Visualizations
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What we’re talking about:

Dynamic information
richly presented

in a custom-designed format
that shows relationships

in an emotionally engaging way,
to help people understand, and 

take action.
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(including processes, proportions & changes over time ) 

WHAT’S MISSING?

RELATIONSHIPS!

dashboards
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A CHALLENGE:

If so, make it so!

Have you found a 
place where complex 

information might be 

best represented in a 

visual way?

If not, keep looking…

Look beyond these 
patterns:

dashboards

grid view

spreadsheets

lists

villains



Thanks!!
Stephen P. Anderson

www.slideshare.net/stephenpa
www.poetpainter.com

www.getmentalnotes.com

 @stephenanderson

poetpainter.com/uxlondon-infoviz.zip





www.getmentalnotes.com
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Technologies & frameworks to make your idea reality!

http://www.farinspace.com/top-svg-javascript-libraries-worth-looking-at/

http://mbostock.github.com/d3/

http://www.webappers.com/category/components/charts/

http://raphaeljs.com/

http://processingjs.org/

http://sixrevisions.com/javascript/20-fresh-javascript-data-visualization-libraries/

http://www.scriptol.com/xml/svg-canvas.php

http://datavisualization.ch/tools/13-javascript-libraries-for-visualizations/

http://coding.smashingmagazine.com/2012/02/22/web-drawing-throwdown-paper-processing-raphael/

http://fellinlovewithdata.com/guides/tftp-jan-willem-d3-protovis


