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MAKING MEANING FROM DATA

WA

WHIPSMART
MEDIA

Ol



WHIPSMART
MEDIA

02






] 0.13

0.3

0.4

0.13

0.22

0.9

N o0 o MW N

0.13

PERFECTLY OBJECTIVE. PERFECTLY MEANINGLESS.
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AN UNDERSTANDABLE INSTINCT.




THE IMPORTANGE OF

DAIA
QI0RY-
TELLING

Statisticians are the closest to the data and the
best placed to understand its meaning.
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THE SMALL
PRINI

B NO PROOF YET THAT MEN LIVE LONGER.

B BENEFITS ARE REAL, BUT OFTEN MODEST.

B COMPARED WITH AN UNUSUAL TREATMENT PATHWAY.
B EXTRASIDE EFFECTS AND LIFE IMPACT UNCLEAR.
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ARE REAL PATIENTS.




THE METHOD
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WHAT DO | WANT PEOPLE T0
D0 WHEN I'VE FINISHED?
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"Out of 1,000 people, X benefited and Y had this harm. The
evidence suggests that..."

WE SHOULD

EXPLORE THIS AREA FURTHER
EXTEND THE TRIAL PERIOD
RECRUIT MORE PATIENTS
INCREASE PATIENT VISIT TIME
CHANGE DOSAGE
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WHAT ARGUMENTS DO | NEED
10 MAKE TO SUPPORT THIS
CHANGE?
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BARBARA MINTO - THE PYRAMID PRINGIPLE

SIART WITH
THE ANSWER

Structure the argument top-down: lead
with the conclusion, then group the
supporting evidence beneath it.
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Logic in Writing and Thinking
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CONTENT TOOL

WHY?
WHQO?
WATCHOUT!

MESSAGE T:
MESSAGE 2:

MESSAGE 3:



STRUGTURE THE STORY

XY siruarion

NN COMPLICATION

KW ouestion
NN ANSWER




SITUATION COMPLICATION

B Some patients dropped out

We ran a study to compare a new

treatment with usual care. We B Some records are missing
measured how patients did after Some patients were sicker than
treatment and compared the two others

groups.

The result is not crystal clear




GAN WE TRUST THE RESULT AND PROGRESS THIS
RESEARGH?

This is a reliable result (with some
caveats). Here's why...
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MUTUALLY EXGLUSIVE
COLLECTIVELY EXHAUSTIVE
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STORY VOIGE

VISUALS

04

INTERAGTION
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WHAT'S THE MINIMUNM DATA
(FAIRLY PRESENTED) THAT
AGHIEVES THIS?
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e/10.1007/s11251-009-9110-0

COGNITIVE
LOAD

INTRINSIC LOAD — MEET PEOPLE WHERE THEY ARE.
EXTRANEOUS LOAD — CUT THE CLUTTER.
GERMANE LOAD — MAKE THEM THINK HARD IN THE RIGHT WAY.
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Ton de Jong - https://link.springer.c







HOW DO | EXPLAIN THIS DATA
GLEARLY?
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GONTEAT IS
EVERYTHING

WHY THIS GROUP? WHY THIS TOOL? WHAT DOES IT
— AND WHAT BIASES HIDE IN IT?




HOW GAN | MAKE THIS MORE
ENGAGING?

18



WHIPSMART
MEDIA




STORYTELLING WITH DATA

VISUALS
+ ST0RY

le nussbaumer knatlic

storytelling
with

a data
visu ;! Faes i()l!
QUIC Ol
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Survey Results

B Bored [ Notgreat [ OK B Kind of interested [ Excited

PRE: How do you feel about doing science? POST: How do you feel about doing science?

FIGURE 0.4 Example 2 (before): showing data
Cole Nussbaumer Knaflic - Storytelling with Data



Pilot programme was a success

How do you feel about science?

B
—
.

—

Bored

BEFORE programme, the majority of
children felt just OK about science.

Not great

40%

14% AFTER programme, more children were
Kind of interested & Excited about

ind of IR 2s% -
. Kind of sclience.
interested | <>

19%

OK

Excited
38%

Based on survey of 100 students conducted before and after pilot programme (100% response rate on both surveys).

FIGURE 0.5 Example 2 (after): storytelling with data
Cole Nussbaumer Knaflic - Storytelling with Data
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FIGURE 3.24 Before-and-after

Cole Nussbaumer Knaflic - Storytelling with Data
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EVERY DATA STORY NEEDS...

A BEGINNING.
WIDDLE.
AN END.

It may have no hero — but it must have humanity. It may have no
happy ending — but it must have an ending. And one thing is non-
negotiable: a moral. What should we do, now we know the story?
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WILL ANY HUMAN ACTUALLY EVER READ YOUR NEXT
REPORT?
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B AlISGETTING BETTER
B EVERYONE IS USING Al
B ..AND THAT Al IS OWNED BY WHOM, EXACTLY?
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WILL SEE YOU

PATIENTS ALREADY USE Al FOR BETTER TREATMENT —
BUT IT WON'T ALWAYS CATCH THE NUANCE. E ’
‘ ;



Al CAN ALREADY HELP US TELL BETTER DATA STORIES —

GOOGLE'S NOTE
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SBO0OKLM IS EXTRAORDINARY.
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BIG IDEA 1

TRIALS NEED
THEIR OWN
LLIV
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BIG IDEA 2

PERSONALISED
INSIGHTS
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JONATHAN MCGREA

LET'S TELL BETTER DATA STORIES.
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