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From 1983 to 1994, there
were 403 episodes of
“The Joy of Painting”

Ross
painted
during
episode

S Iy 2
= Sean G -

What did Bob like to paint? &

% containing each element

At least one tree

At least two trees
Clouds

At least one mountain
Grass

Lake

River or stream
Bushes

At least two mountains
Man-made structure
Rocks

Sun

Waterfall

Snow

Path

44%
39%
36%
34%
33%
30%
24%
22%

20%

20%

20%

19%

3%

https://fivethirtyeight.com/features/a-statistical-analysis-of-the-work-of-bob-ross/




BOB ROSS APPROACH & PHILOSOPHY

1. Possessed a positive attitude.
2. Made art look fun and easy.

3. Empowered his viewers with clear
instructions and simple steps.

4. Used simple materials such as
widely-available paints and
brushes.

5. Believed anything is possible if
you just try.




HOW DO WE TURN DATA INTO HAPPY LITTLE MASTERPIECES?
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BETTER, CLEANER LAYOUTS WITH DOMO STORIES

Standard Dashboard Stories Dashboard

ADVANTAGES

- More control over chart
Sizing & positioning

-+ More design options
(borders, backgrounds, images,
summary/title toggle)

- Richer interactivity
(interactive filters, linking)

T

- More robust text options

N

- Better printing, viewing &
exporting options

N
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BOB ROSS
KNEW HIS
AUDIENCE




WHAT INFORMS DATA VISUALIZATION & DESIGN?
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BUSINESS QUESTIONS INFORM DASHBOARD DESIGN




INVERTED APPROACH TO DASHBOARD DESIGN

INVERTED PYRAMID DASHBOARD DESIGN
HOW ARE
WE DOING?
SUPPORTING WHAT'S
INFORMATION HAPPENING?
OTHER AR HOW CAN |

DETAILS LEARN MORE?



CHOOSE THE RIGHT CHART FOR YOUR DATA

Lollipop

Table

s

Line

il

Column

[

Stacked Area

LIE
IO

Pie & Donut

Treemap

Scatterplot

°

Heatmap

Ll

Histogram




CHARTS MUST BE APPROPRIATE FOR THE LEVEL

OVERVIEW

HOW ARE
WE DOING?

BREAKDOWN

Jf’
WHAT'S
HAPPENING?




LOTS OF GOOD DATA CAN STILL BE OVERWHELMING
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NEED TO COMBINE THESE TWO DISCIPLINES
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WITH DOMO STORIES



STORIES
STANDARD

DASHBOARDS ¢—

Level of Effort

LOW




VISUAL HIERARGHY IS ESSENTIAL WITH STORIES

Visual hierarchy

helps people to determine
the relative importance of
different elements and the
logical groupings of
content.

DOMOALOQO



UNASSISTED VISUAL FLOW: Z-PATTERN
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UNASSISTED VISUAL FLOW: LIGHTNING-PATTERN
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VISUAL HIERARCHY > PRINC

IPI.ES OF VISUAI. PERGEPTION
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GESTALT PRINCIPLES > GROUPING

- o Figure-
Proximity Similarity Enclosure Ground
o0 00 oN X NO 9000
o0 00 | N NON _ 9000 oo o
o0 00 oN X NO 0000 ®ee” oo

. Common
Continuity Closure Connection Fate
®ey, 00 0000 000
%° @ @ ¥ X YXXXX
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o0 ® Ooo 000 000



Proximity

Continuity

® O
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Similarity
ON N NO

0000
OX N NO

Closure

GESTALT PRINCIPLES > GROUPING

Enclosure

Connection

Figure-
Ground

Common
Fate

dedade
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PREATTENTIVE ATTRIBUTES > IMPORTANCE

Position &

Alignment
]
]
]
]

Line Length  Line Width  Curvature Enclosure  Added Marks

tion

Mo




PREATTENTIVE ATTRIBUTES > IMPORTANCE

Orientation

Intensity

Position &
Alignment
]
]
]
]

Line Length  Line Width ~ Curvature Enclosure  Added Marks

tion

Mo




WHICH PRINCIPLE OR ATTRIBUTE IS DOMINANT?

PROXIMITY



TOOLS FOR CREATING VISUAL HIERARGHY

e g
GROUPING

1. Proximity
2. Alignment
3. Similarity / Repetition




GROUPING > PROXIMITY CREATES CONNECTIONS
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GROUPING > PROXIMITY CREATES CONNECTIONS
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GROUPING > PROXIMITY CREATES CONNECTIONS
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GROUPING > ALIGNMENT ADDS ORDER

@ @

THITTIRSES T
i O

HORIZONTAL
ALIGNMENT

VERTICAL
ALIGNMENT

DOMORALOCEZA




GROUPING > ALIGNMENT ADDS ORDER
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S
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GROUPING > SIMILARITY CONVEYS RELATIONSHIPS

SAME

€& CHART TYPE
(REPETITION)
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GROUPING > SIMILARITY CONVEYS RELATIONSHIPS
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TOOLS FOR CREATING VISUAL HIERARGHY

_— -
GROUPING

1. Proximity
2. Alignment
3. Similarity / Repetition

IMPORTANCE

1. Position

2. Size

3. Color

4. Contrast / Intensity
A -'I'e__>f_c’/ Imagery
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IMPORTANCE > POSITION FOR ATTENTION

Most Less
important  important
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IMPORTANCE > POSITION FOR ATTENTION
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IMPORTANCE > POSITION FOR ATTENTION
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IMPORTANCE > POSITION FOR ATTENTION

Most Less
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IMPORTANCE > SIZE MATTERS
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IMPORTANCE > SIZE MATTERS
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IMPORTANGE > COLOR SENDS A SIGNAL

Bad
Caution
Good

TE
I

"II
THITTIRSES
i O




IMPORTANGE > COLOR SENDS A SIGNAL
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IMPORTANGE > COLOR SENDS A SIGNAL
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IMPORTANCE > CONTRAST T0 STAND OUT
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GROUPING > TEXT & IMAGES HELP WITH NAVIGATION
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MAIN HEADER

SECTION HEADER

SECTION HEADER

Headings help
users to scan
content quickly
for relevant
information



GROUPING > TEXT & IMAGES HELP WITH NAVIGATION

i

lcons & images
can also help
your content
to connect
with users
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VISUAL HIERARCHY ON’] FIX MUCH CONTENT




HOW MUCH IS T0OO MUCH?
[g

RECOMMENDATIONS

1. Total page length
shouldn't be longer
than 1.5-2 screens

2. No section should
be larger than the
visible screen

BELOW
THE FOLD

3. Consider linking to
other pages to make
. content more
15 digestible

DOMOALOOZA



LESS IS USUALLY MORE

Steve Krug f something requires a
3 large investment of
' time—or looks like it
Rﬂ?\hll(’E will—it's less likely to
ME be used.
THINK
Steve Krug

ﬂv'\é\bo\
and Meble

UX Expert & Author

A Common Sense Approach to Web,Usability
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SAME PROCESS
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THE ARTIST PROCESS
SKETCH

PAINT

DISPLAY




SKETCH YOUR PAINTING

0L

'5-
Change the Arrange the ~

layout cards

SAN

Convert your
page to a story



1. CONVERT YOUR PAGE TO A STORY

ADD CARD v ‘ F H

Design Dashboard
View Page as Slideshow
Publish as Slideshow

Export as PowerPoint

Schedule as Report
Edit Scheduled Reports

Send Now
Turn on Page Filters

New Collection
Expand all Collections

Collapse all Collections

Save as...




1. CONVERT YOUR PAGE TO A STORY 3

Design Dashboard

Start telling stories with your data

/" Arrange your content to customize your story

-/ Add Cards, images, headers, and text

/" Revert back to your previous Dashboard at any time

CANCEL DESIGN DASHBOARD




2. CHANGE THE LAYOUT




LAYOUT TEMPLATES

Choose a layout

Categories v Number Of Cards v
. Al
Wi View more (71)
With banner [—
Ten — — — = — =T — — — —— —
| Y | o | # Y
. Hero S| A —_— | |
_! Quick summary _— — s —— — = = [— — — — =
S | B i
] T | T > D [Sulz.
14 Generalpurpose 11 CARDS 11 CARDS 11 CARDS 11 CARDS
Hero View more (103)
e | wn | we | wn | wn | #n — | R o o - = o o - |
A
= = == _- = = ishlin
=" = l
— 4 == = I - =
—
— e = Il |||I| At > I|I| III > | @
14 CARDS 10 CARDS 9 CARDS 9 CARDS 9 CARDS
Quick summary View more (146)
T | wn | #e | #u | we | ## T | e | e | #e | #e | w4 F# | Hu | v | wn | e | we Fa | we | we | e | wn | #e HHt | Aeh | FRe | A#E




LAYOUT TEMPLATES - HERO Se=

iainlinill | Lt = ol

4 CARDS 4 CARDS 4 CARDS



LAYOUT TEMPLATES - QUICK SUMMARY

| #HH | | | | |

E .‘.‘I:'-"ﬁ —
— T a
N

14 CARDS

i
###
HEH
HEH

N ,_df

HEH#

il I =
?##F --'-—""" i;l-lml]m

14 CARDS 13 CARDS



LAYOUT TEMPLATES - WITH BANNER

| | ||

= Vadl f/gl Eﬁgl

sinslinl.s = b ailinlln

6 CARDS 6 CARDS 6 CARDS



LAYOUT TEMPLATES - GENERAL PURPOSE @
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7 CARDS 7 CARDS 7 CARDS
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LAYOUT TEMPLATES

Choose a layout

Categories

With banner

14 CARDS

Hero

T | wn | wn | wn | | wn

||~~~

14 CARDS

Quick summary

T | | Hn | wn | wn | e

Number Of Cards

11 CARDS

— |I
f—— Il |||

10 CARDS

T | ww | | | |

o |
L)

we | wew

—_— | —

11 CARDS

##
HEHE
9 CARDS

T | | | en | e |

—_— | —
T | wn \

11 CARDS

= o il

9 CARDS

T | wn e [ an | en | e

View more (71)

il | ——

- [N A s

11 CARDS

View more (103)

View more (146)

T | HEs | #Re | #ae




3. ARRANGE YOUR CARDS

Sales: How are sales performing over time?

Duplicate of Coupo...

Duplicate of Averag...

Duplicate of Vitality Index

Duplicate of Aband...
by Month

$68.99M

W Exisiting
New

—
— «@w ‘0>
RN
LN
W s, o

o < foa

*

$200M
3150M
$100M

$50M

ane ajes

~

$68.99M

by Month

(Duplicate of New Vs Existing Customer Sales

$150M

Existing

W New

$100M
$50M

anjep ajes

3
Duplicate of Sales by Product Line

$4.37B curren
$50M

Duplicate of Ad Spend by Product Line

by Month

$60M

W Toys
Sports and Fitness
M Electronics

Group total
Sports and Fitness
W Electronics

| Toys

anjep ajes

Date



3. ARRANGE YOUR CARDS

Duplicate of Coupo...

risivapal !

Duplicate of Averag...

Duplicate of Aband...

TE

ADD

Sales: How are sales performing over time?

Duplicate of Vitality Index

by Month
$68.99M «

Duplicate of New Vs Existing Cus...
ale

by Month
$68.99M «

Duplicate of Sales by Product Line
$4.37B current Tor

by Month

$200M
3150M

$150M
$100M

W Exisiting
New

anep aes

ew
Existing

$50M

anjep ajes

Sports and Fitness

W Electronics

W Toys

Sports and Fitness

Group total
M Electronics

W Toys

il

Duplicate of Ad Spend by Product Line
by Month
$9.05M currer
$25M
$20M
15M
$10M
$5M
$0

Date

$80M

$60M
$40M

anjea 3jes

$20M



3. ARRANGE YOUR CARDS

?

ime

Ing over t

How are sales perform

Sales

Duplicate of Coupon Redemption Value

Duplicate of Average Cart Value

Duplicate of Abandoned Cart Value

$20M
$15M
$10M

sz

3150M

Duplicate of Vitality Index
$200M

by Month

t Montt

$150M
$100M

Duplicate of New Vs Existing Cus...

by Month
$68.99M .

$300K
$270K

W Exisiting
New

anep ajes

Existing

B New

$50M

anjep ajes

W Toys
Sports and Fitness
W Electronics

Group total

u Toys

$25M
$20M
$15M
$10M

$5M

Duplicate of Ad Spend by Product Line

by Month
$9.05M

s

Sports and Fitnessy

 Electronics

puads py

$80M

Duplicate of Sales by Product Line

by Month
$4.37B curei

$60M
$40M

anjea ajes

$20M

$0

Date



Duplicate of Vitality Index

by Month

$200M
$150M

Duplicate of Coupon Redemption Value
$68.99M

$150M

?

Duplicate of New Vs Existing Cus...

by Month

$68.99M

ime

t

$300K
$290K
$280K

ing over

Duplicate of Average Cart Value

How are sales perform

Duplicate of Abandoned Cart Value
$80M

$20M
$15M

$10M

Duplicate of Sales by Product Line
by Month

Sales
$4.37B

3. ARRANGE YOUR CARDS
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3. ARRANGE YOUR CARDS

Sales: How are sales performing over time?

Duplicate of Abandoned ...  Duplicate of Average Cart Value Duplicate of Coupon Redemption Value
i odnllilniiiniinnnininiis.
Duplicate of Sales by Product Line Duplicate of New Vs...  Duplicate of Vitality Index
by Month by Month by Month
$4.37B current Total Sales value $68.99M currentvontns - $68.99M current Tots

$80M

$60M
"
=2
= sa0M
=
a
$20M
‘ ADD CONTENT ~
0 > e © O S

u Toys Sports and Fitness W Electronics



3. ARRANGE YOUR CARDS

les: How are sales performing over time?

Duplicate of Average Cart Value Duplicate of Coupon Redemption Value

Duplicate of New Vs...  Duplicate of Vitality Index

of Abandoned ...

by Month by Month
$4.37B current Toul saies value $68.99M orenvonns $B8.99M uren 1o oo vale
$80M
e

$60M

Sale Value
w
£
&
=

$20M
ADD CONTENT v
y

W Toys Sports and Fitness W Electronics



3. ARRANGE YOUR CARDS

?

ime

t

Ing over

How are sales perform

Sales

Duplicate of Averag...  Duplicate of Coupo...

Duplicate of Aband...

Duplicate of New Vs Existing Customer Sales

by Month

$68.99M

e

Duplicate of Vitality Index

by Month

$150M

W Exisiting
New

$200M

$68.99M cur-

anep ajesg

Existing

W New

$100M

anjep ajes

Duplicate of Sales by Product Line

$80M

Duplicate of Ad Spend by Product Line

=

W s
s O g
= Rl
V.OJ
a

@

H

s

i

.
c 2
5
e 2
£3 8
S &3
| | n

anjep ajes

Group total
Sports and Fitness.

u Toys

$20M

s
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$5M
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THE ARTIST PROCESS

SKETCH

PAINT DISPLA




ARTIST TOOLS




ARTIST TOOLS

HEADER

LAYOUT

CARD

IMAGE

TEXT

BORDER




ARTIST TOOLS




ARTIST TOOLS

PAGE OPTIONS v

< Background color

v White

Gray




ARTIST TOOLS

ner Sales
EDIT CONTENT w

9 m Choose different Card
9 E Display settings
i#° Change interaction
@ Change background

° Move to appendix




ARTIST TOOLS

EDIT CONTENT W

< Display settings

Vv’ Title

v/ Timeframe




ARTIST TOOLS

ner Sales
EDIT CONTENT w

m Choose different Card

E Display settings
élﬁ Change interaction
9 @ Change background

° Move to appendix
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CREATE COLLECTIONS

Retention Initiative: How is our retention of newly hired employees? _ Header

Text +
Ba c kg ro u n d é Areas of Focus: (1) Compensation and Benefits, (2) Management, (3) Career Growth Opportunities, (4) Values and Culture, (5) Meaningful Work, (6) Recognition and Appreciation.
Color

New Hire Retention by Cohort New Hire Retention by Department New Hire Retention by Recruiter
by Month
Y 88.5% 89.9 %
80.42 % Retention GOAL 90.0% Gender
Retention GOAL 90.0% = Retention GOAL @ Female ® Male Female Male
100.0% 1K |
95.0% I
I
. BOO% N oo g © —
3 € - Retention GOAL & goo% I
I
s 600% 600 2 - Retention Rate 5 5 —
S 2 1
£ 400% 400 E, W Active Employees £ 850% %
T T mTermed Employees = g I
*  20.0% L 200 ~ 200% —— - — — - =
& §F ¢ £ 0§ 8
M ssressnnsoas | & T s F & &
FIRTTPITIY f £ 0§ ¥
SASSERISSES & ¥ & I E——
Period (2] Department 2] 0.0% EEEIME 100.0% 2]
New Hire Retention by Tenure New Hire Retention by Salary
79.5% 79.6 %
B82.0% Retention Rate
70.0% 75.0% 80.0% 85.0%
B - ssok - 575« S i
& 00w ' 575K - s100 S |
§ g $175K- s200« S | i
T R — — 5 Lessthan sso< . | i
& o & More than 5200k i i
78.0% G s1sok- 175« | i

— $100K -1 25« S
77.0%
0-1 years 2-4years 5-7 years 7-9 years 10+ years e su5"'““"‘_ :

Tenure Range Min 78.7% Avg 80.1% Max 82.0%

Q@

Border e



USE COLOR TO COMMUNICATE STRATEGICALLY

Executive Summary: What should | know now about performance?

Beast Mode
+HTML

Automated Campaign Tracking / coal racing forecasts, and Recommendations

cost 10 ATE IMPRESSIONS TO DATE 10 COST TRACKING

78% N B

VIEWABILITY GOAL TO DATE

$100 $100

IMPRESSION TRACKING

9.00
9.00
9.00

suser AcruaL
GOAL ACTUAL -

Goal Details

Metric Status Period Value Goal Days Elapsed Days Left

[GEE 2018092510 2018-10-24 | $5520.73 3673260 21.00

EXEL 2018-09-25 10 2018-10-24 | 1739885 2521573 21.00

RN EEE 2018092510 2018-10-24 | 1765101 | 1765101 21.00

Optimization: How effective is our company currently?

Budget Consumption Actual Budget Spend

Impressions to Goal (Percent)

¢ Design Studio App

Expected CPM  Actual CPM  Perc

3267 $3.7 68%
$267 $3.17 63%
$2.67 $3.17 B7%

G ColOF RuleS




USE COLOR TO COMMUNICATE STRATEGICALLY

EDIT CONTENT

m Choose different Card >
== Display settings >
w2 Change interaction
@ Change background

[ ° Move to appendix

EniT CONTENT

@ Remove from Dashboard

B Coose oferenicaa >

=% Display settings. >

" Change interaction
@ Crange backgrouna
[y ——

Card Background Color

@ Remove from Dashboard



SE COLOR + TEXT FOR NAVIGATION

How to use these cards: Potential Actions to Take:

Compare out-of-stock 1. Improve accuracy of sales forecasts
percentages to potential lost 2. Increase warehouse stock of items
sales as a result of not having 3. Improve vendor compliance to fill SLAs
enough inventory to meet

demand.




SE COLOR + TEXT FOR NAVIGATION

Inventory Mgmnt: Where are we missing sales opptys due to lack of inventory?

Duplicate of Out of Stock % vs. Lost Sales

158 s210K

How to use these cards: Potential Actions to Take:
Compare out-of-stock
percentages to potential forecasts

lost sales as a result of 2. Increase warehouse stock of
not having enough items

inventory te meet 3. Improve vendor compliance to

] AT Ar

1. Improve accuracy of sales

Duplicate of Forecast Accuracy %

Eroncome o

Dugplicate of Warehouse Days of Supply

Z4Feb2019 03Mar-2015 10

Wieek End

Duplicate of Vendor Fill Rate %

Customer Experience: How can we increase the lifetime value of our clients?

Duplicate of Duplicate of Average Review
277 106.5K

Apr May jun Jul Aug Sep Oc: b De et par

Duplicate of Duplicate of Product Returns by Brand

How to use these cards:

Compare out-of-stock percentages to
potential lost sales as a result of not
having enough inventory to meet
demand.

Potential Actions to Take:

1. Improve accuracy of sales
forecasts

2. Increase warehouse stock of
items




USE COLOR + TEXT FOR STORIES

Performance

Goal Pacing Revenue

IS i
‘ e |

Spend Pacing
by Month

150%

100%

50% I
0% I | | I [ ] I

2019-Mar 2018-Oct 2018-Nov 2018-Dec
Group total Back to School B Fall Lineup
W Romance

® Spring Lineup Summer Lineup

W Winter Lineup

Winning Campaigns
0 SK 10K 15K
Mens Athletic Preview
Christmas Toys |
Winter Clothing
BBQ Clearance
valentine s Jewelry | NNREREEEEN
Bed and Bath Comfort | EG—
Koodles - Spring Crush [ NN
Home and Garden Launch
Juniors Back to School | N N

New Years Celebration |
Times Tickin Watches [N

WY

$1.59K 7 260.29%

m

2019-an 2019-Feb

Holiday
W Summer Vacation

20K

Fall Lineup

W Holiday
Winter Lineup

W Romance

M Spring Lineup
Summer Lineup

W Back to School

W Summer Vacation

VY T

Spend
$1.32K 734523%

Revenue by Attribution Model
by Month

$102.12K

10K

8K

&
=

[
=

o

2018-Oct 2018-Nov 2018-Dec 2019-Jar

® Last Touch Pasition Time Decay
Losing Campaigns
$0 $5K $10K
Times Tickin Watches
New Years Celebration [N
Juniors Back to School
Home and Garden Launch | N EEEEEIN
Koodles - Spring Crush |

Bed and Bath Comfort NI
Valentine s Jewelry

$15K

B6Q Clearance N
Winter Clothing |
Christmas Toys |
Mens Athletic Preview [

Daily ROI

2019-Feb 2019-Mar

W First Touch

$20K

Summer Vacation
W Holiday
Back to School
B Summer Lineup
W Spring Lineup
Romance
W Fall Lineup
W Winter Lineup



USE COLOR + TEXT FOR STORIES

Performance
Text +
Ba C kg ro u n d > Annotation: Sarah Chalupa (3.18.2019):
Color

Revenue

$1.59K 7 260.29%

Goal Pacing

: WW

Spend Pacing
by Month

150%

100%

SO%I
P | B R R R U Y

2019-Mar 2018-Oct 2018-Nowv 2018-Dec 2019Jan 2019-Feb

Group total
W Romance
W Winter Lineup

Back to School

W Fall Lineup Holiday
W Spring Lineup

Summer Lineup W Summer Vacation

Winning Campaigns
0 5K 10K 15K 20K
Mens Athletic Preview

Christmas Toys | IR
Winter Clothing Fall Lineup
BBQ Clearance W Holiday

valentine s Jewelry | NRNRNREENEGEGEGEGEGEE
Bed and Bath Comfort [N
Koodles - Spring Crush [ NNRNRERER
Home and Garden Launch
Juniors Back to Schoo! | N NN

New Years Celebration | Il
Times Tickin Watches [

Winter Lineup
W Romance
B Spring Lineup
Summer Lineup
W Back to School
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We are currently not on pace to meet our monthly goal‘ Daily ROl is decreasing and our Men's Athletic Preview campaign has not performed as expected

Spend
$1.32K ~345.23%

-

Daily ROI

&= Background

Revenue by Attribution Model

by Month
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HIDE SUMMARY NUMBERS

é Goal Pacing Revenue Spend Daily ROI
$1.45K 7 234.45% $1.33K 7342.07%
] N \ " & T )U—&
‘ O | WY (RS .| _— n m
Spend Pacing Revenue by Attribution Model
a by Month by Month
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) 0
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B Winter Lineup W Last Touch Position Time Decay M First Touch



HIDE TITLES

Converting Content

Total Traffic || Conversion Rate :| Cost per Acquisition
1.5K 2359.75% " 2% ~1.8% '$22 232.62%
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LEVERAGE PAGE BACKGROUNDS

Converting Content

Total Traffic Conversion Rate Cost per Acquisition
1.5K 7359.75% 2% »1.8% $22 23262%
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LEVERAGE PAGE BACKGROUNDS

Converting Content

Total Traffic

1.6K ~ 40623%M
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INCORPORATE IMAGES

Quality of Care: How can we improve overall clinical effectiveness and patient...

Drivers: Treatment success rates, complication rates, patient experience surveys

Patient Procedures by Chronic Conditions Patient Procedures by DRG & Chronic Conditi...  Patient Customer Sat Scores by, State
59K 818K
Tobacco Use & R
25 c 800K
0%
Diabetes
coox [
Obesity
Asthma
Cancer .
400K

Eating Disorder | 286

arget Value
5t Top Range

& sessesaress




INCORPORATE IMAGES

Campaign: How is this Campaign Performing?

Campaign Generated Leads by Channel

GREEK GETAWAY
SANTORINI 45% off

BOOK NOW! | --d

20K

2019-Jan 2019-Feb 019-Ma
Engagement by Channel Campaign Engagement Rate
1.3M 9.6 %

How to use this collection:
= Campaign Generated Leads by Channel: = Gooel
Understand how a campaign is performing over PR 00E'®
time and what channels generate the most leads.
= Engagement by Channel: What channels
generate the most engagement?

= Campaign Engagement Rate: Which channels
generate the highest rate of engagement?

2 Organic

Potential Actions to Take: Direct ~  Google

» Reallocate spend to better performing Linkedin

channels - either by quantity of leads, quantity of -

engagement, or rate of engagement. e

+ End a campaign - As we see campaign Facebeak

performance decrease, understand when to end Webinars
acampaign. 0.0% 50.0% 10 500

Engagement per Reach/impression



THE ARTIST PROCESS

SKETCH

PAINT

DISPLAY



INTERACTIVITY STRATEGY

SELF-GUIDED GUIDED TOUR
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INTERACTIVITY STRATEGY

. Sarah Chalupa ADD CARD ~ s

Edit Dashboard

Convert to Standard Page
- View Page as Slideshow
Publish as Slideshow

Export as PowerPoint

Export as PDF

Schedule as Report
7 Edit Scheduled Reports
Send Now

Turn on Page Filters
8 Saveas.

<* Full Screen




INTERACTIVITY STRATEGY

SELF-GUIDED




INTERACTIVITY STRATEGY

SELF-GUIDED GUIDED TOUR
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INTERACTIVITY STRATEGY

GUIDED TOUR

uuuuuuuuuuuuu

Select All

Resch s s




INTERACTIVITY STRATEGY

GUIDED TOUR




INTERACTIVITY STRATEGY

GUIDED TOUR

ance Goals
EDIT CONTENT ~

M) Choose different Card >
= Display settings >
i Change interaction

@ Change background

© Move to appendix

@ Remove from Dashboard




INTERACTIVITY STRATEGY

GUIDED TOUR

Card interaction settings

Define what actions take place when you click on the card.

Select interaction type Configure options
Standard Open Card details in a new tab
Link to Card details page Enable interaction filters
with optional filtering. Apply to all Cards on dashboard
Link to anything in Domo Chart highlighting and Card interaction filters will be
applied across all other Cards on this dashboard that
Link to external web page use the same data.

Apply to selected Cards

Duplicate of Campaign ...

Duplicate of Big Four Vi...

CANCEL BT




INTERACTIVITY STRATEGY

« Exploration  Intuitive

« Maximum flexibility  Visually appealing

« Basic data literacy required « No training required

* No set-up time « Time spent on thoughtful design
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DISTRIBUTION

Print or PDF

Campaign:.How is this Campaign Performing?

Campaign Generated Leads by Channel
o

GREEK GETAWAY

127.3K Tout st

Compaign Engagement Rate

9.6 Btrgagurmect o g

Compagn Engagemens R i e T

Potential Actions to Take:

Reallocate spend to bester parforming channels
either by quanaity o lesas, quantey of engagement, o

Page20f2

Page 1 0f2

Mobile

Retail Management

Inventory Mgmnt: Where are we
missing sales opptys due to lack
of inventory?

Ou o Steck 45 LostSales

Scheduled Reports

[0

m <2 53 tweting _&..e. g

Doiete  Reply Reply Foward ©° mchment  Move  Junk  Ruls  ReadiUsrosd Categorize Folaw
A Up.

Report - eCommerce

© Dome <notifications@domo.com>
os:
Saturd

March 16, 2018 at 5:26 PM

Show Details

Repart Phish

eCommerce

Sales: How are sales performing over time?

New Vs Existing Customer Sales Abandoned Cart Value  Average Cart Value Coupon Redemption.
$1 81

v . BOM Curers shandon 67K curent g o, $1.048 Currs Cupen Vaoe
$89.20M currentsorsn i n pe

N S ANV
MV A

Vitality Index

- o
| | | | FLT I P————
Sales by Product Line £ ||II||
porioety




THE JOY OF STORIES

Strategic Initiatives

(change) Private
Q Sarah Chalupa 1 Person

(I interaction filters

S Digital 360 Box With Campaigns v Campaign ~ +

CMO Executive Summary

Timing of Initiative(s) Initiatives by Budget

Dome Owners

Strategic Initiatives

RESET FILTERS Program

Accessories | Baby | Clothing

Electronics  FirstTime Buyer  Home

Loyalty
Agencies Under Contract

Initiative

Back to School | Fall Lineup  Holiday

Romance  Spring Lineup
SummerLineup  Summer Vacation

Winter Lineup

CMO Executive Summary

Timing of Initiative(s)

(4]

Performance Goals

M i 1l
e

Performance Goals
150

Agencies Under Contract

tchange) Private
Q Sarah Chalupa 1 Person © Q

Campaign

BBQ Clearance | Bed and Bath Comfort <> maRcH2013

Blingin  Christmas Toys
End of Summer Blowout  Family Outing

Fresh AirFun | | Handbag Bonanza

Initiatives by Budget
100

Domo Owners




- "Allyou need to
~ paintis a few
tools, a little
instruction, and
a vision in your
mind.”

Bob Ross
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