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Guidelines

Consider your audience —

Put yourself in the shoes of the audience: how will DB be accessed?
Present in a clear, approachable way, fancy not necessary, there
should be no need for user to perform more calculations

What data will the user be looking for? What information would help
him/her to better understand the current situation?

If you have two relative values, add a ratio to show either an
evolution or a proportion, to make it clearer

Add the possibility for the user to compare your number with a
previous period.
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Sales KPI Dashboard
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Guidelines

Don’t try to place all the information on the same page - precision and the
right audience targeting.

Never create one-size-fits-all dashboards and don’t cram all the information
into the same page

Think about your audience as a group of individuals who have different needs

Use tabs to split the information per theme or subject, making it easier for
users to find information. Split a marketing dashboard into sections referring to
different parts of the website like product pages, blog, terms of use, etc.

instead of using different tabs, filters, selectors, and drill-down lists and making
the user endlessly click around, it’s better to simply create one dashboard for
each job position
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Guidelines

https://www.datapine.com/kpi-examples-and-templates/

Choose Relevant KPlIs - KPIs will help to shape the direction of your dashboards
as these metrics will display visual representations of relevant insights based on
specific areas of the business.
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Guidelines

Select the right type of dashboard - build responsive dashboards that will fit all
types of screens, whether it’s a smartphone, a PC, or a tablet,

Strategic: A dashboard focused on monitoring long-term company strategies by
analyzing and benchmarking a wide range of critical trend-based information.

Operational: A business intelligence tool that exists to monitor, measure, and
manage processes or operations with a shorter or more immediate time scale.

Analytical: These dashboards contain large streams of comprehensive data that
allow analysts to drill down and extract insights to help the company to
progress at an executive level.

Tactical: These information-rich dashboards are best suited to mid-
management and help in formulating growth strategies based Onlﬁﬂ
strengths, and weaknesses across departments S
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Revenue and Customer Overview - Q1 2016
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DASHBOARD NAME
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Google Analytics Audience Overview
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Planning Design
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Guidelines

Provide Context- numbers are good or bad? Numbers are typical or unusual?
Without comparison values, numbers on a dashboard are meaningless for the
users.

And they won’t know whether any action is required. For example, a
management dashboard design will focus on high-level metrics that are easy to
compare and, subsequently, offer a visual story.

Always try to provide maximum information, even if some of them seem
obvious to you, your audience might find them perplexing.

Name all the axes and add titles to all charts. Remember to provide comparison
values.

Use comparisons that are most common, for example, comparison against a set
target, against a preceding period or against a projected value.
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Guidelines

Use the right type of Chart -

What story you want to tell?

Who do you want to tell it to? (in-house, informal/formal, investors)
Are you looking to analyze trends? (line, column, area, ribbon)

Do you want to demonstrate the composition of your data? (pie, waterfall,
stacked, maps)

Do you want to compare two or more sets of values? (bubble, spider, bar,
scatter, column-based vis)

Is time important? (line, dynamic line, bar)

How do you want to demonstrate the KPIs? (experiment with different
charts/formats until your goals are met)
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Guidelines

Use the right type of Chart -

Line charts are great when it comes to displaying patterns of change across a
continuum. They are compact, clear and precise.

Choose bar charts if you want to quickly compare items in the same category,
for example, page views by country.

Pie charts aren’t the perfect choice. They rank low in precision because users
find it difficult to accurately compare the sizes of the pie slices. Although such
charts can be instantly scanned and users will notice the biggest slice
immediately.

Sparklines usually don’t have a scale which means that users will not be able to
notice individual values. However, they work well when you have a lot of
metrics and you want to show only the trends.
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Guidelines

Use the right type of Chart -

It’s also not that easy to decipher scatterplots. They lack precision and clarity as
the relationships between two quantitative measures don’t change very
frequently. Still, they can be used for an interactive presentation for

knowledgeable users.

Most experts agree that bubble charts are not fit for dashboards. They require
too much mental effort from their users even when it comes to reading simple
information in a context. Due to their lack of precision and clarity, they are not
very common and users are not familiar with them.
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Guidelines

Choose your layout carefully -

Placement of charts on a dashboard. If your dashboard is visually organized,
users will easily find the information they need. Poor layout forces users to think
more before they grasp the point, and nobody likes to look for data in a jungle of
charts and numbers.

The general rule is that the key information should be displayed first — at the top
of the screen, upper left-hand corner. People intuitively look at the upper-left
part of a page first

Start with the big picture. The major trend should be visible at a glance. After
this revealing first overview, you can proceed with more detailed charts.
Remember to group the charts by theme with the comparable metrics placed
next to each other. This way, users don’t have to change their mental gears while
looking at the dashboard by, for example, jumping from sales data to marketing
data, and then again to sales data. Institute of

N T Business Administration
2O Karachi
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Guidelines

Prioritize Simplicity -

Nowadays, we can play with a lot of options in the chart creation and it’s tempting to
use them all at once. However, try to use those frills sparingly. Frames, backgrounds,
effects, gridlines... Yes, these options might be useful sometimes, but only when there
is a reason for applying them.

Be careful with your labels or legend and pay attention to the font, size, and color. It
shouldn’t hide your chart, but also be big enough to be readable. Don’t waste space on
useless decorations, like for example a lot of pictures.

Applying shadows can be quite an effect since it highlights some areas of the
dashboard and gives more depth. Since the point is to keep it simple, don't overdo it
and use it when you really need it. Designing a dashboard should be a well-thought
process but the end-user should see a simple data-story with the main points
highlighted and the points should be immediately clear. If this is not respected, more
questions will arise about the dashboard itself rather than discussing the points that
you're trying to make and the story you're trying to present. Institute of

2O Karachi
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Guidelines
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