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Why? Design Thinking
How? Product Mindset

When? Bl Lifecycle




My Questions

What? When?

What?
How? |

Why?




What is not defined cannot be measured.
What is not measured cannot be improved.
What is not improved Is always degraded.

William Thomson Kelvin




Design Thinking
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Mental Modelling




Whose opinion matters?




End Users

Top Management
Sponsors

UX Designers
Data Engineers
Business Leaders




What questions should you ask?




*What is the problem?

*What is the process?

*Who does what?

*Who will use that?

*What is the expected outcome?
*What decisions will be made by

using it? ?




How do you create a Mental Model?

Business . R Business ‘ | Developer
User ) ) Analyst

Requirements Requirements
_ Business
Business ) . Analyst &

User | Developer

Bl Proposal




Examples:

@ Goals and metrics
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Examples:

Propased:

Cwverview:
2 Describe the background to why the reparting is necessary and himw the reparting
reguiraments will ke used within the business
O The ovarview should include deseriptions of the reparts identified so far that the
metrics/kps dafined in this document will be used.
Stakeholde
2 Description of Stakehalders
Current busingss process a8 least high level}
2 \What is the business pracess? (criticalite}
2 When the process is executed and how freguently? Diferences between softhard
close?
S Wiy does this process isin place
= Whers is the process maintained
@ Who are the process maintainers, beneficaries
Current technical process
O Data feads, available sccesses
2 Dats provessing  transfarmation {logics, mappingsh

o Granularity
o Current process gaps and technical difficulties

Ot of Seape:
o Deseription of any functisnality ar source system that i out of scepe of this
development.

@ If there is relevant functionality that & out of scope for delivery reasons, state the stary

ar feature ID that the functionality will be delivered in
In soape
9 Tobe business process § Process improvements
*  Anyimorovements to the abave
9@ Tobetachnical process [/ Technical requirements
*  Dataintegration changes
*  Reporting location changes
* Reparting layout changes
* Any Further enbancements/functianality
Personas and Use Cases

& Description of the personas and use cases that will be using these market reguirements

2 MVP and Sueeess Criteria
Metrics & KPls
2 Defition af the Metrics and KPls that are required from data assets
*  Technical feasahility
Lewed Bus Matrix - RACI
2 Description of the reference information needed to mest the reporting reguirements
defined in this document
Hor- Functional Requirements
2 Dats Retantion
2 User Aceess Maragement
o Owerall process controk (Internal ve. Externall

BUSINESS REQUIREMENTS DOCUMENT TEMPLATE e

PROJECT DETAILS
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Wireframing
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Dashboard Sketch
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https://stephanieevergreen.com/the-dashboard-sketch-process/




Dashboard Wireframe
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https://domoorewithdata.com/tag/wireframe/



Dashboard Wireframe

https://domoorewithdata.com/tag/wireframe/



Dashboard Mock-up

M Mokkup.ai MULTICHANNEL SALES ANALYSIS

GMV & Sales Ovndars Sales Summary
Start date End date . o
- P & fem e e Last Day MTD PMTD
GMV 512k 5462k 5124k
o Revenus Sok 5124k 8462k
Channg tefunded
45 Discount % 512k 5462k 5124k
Value 1 4
#0rders 59k 5124k 5462k
#Customers 312k 5462k 5124k
Product Categor
uct Category #5hipping Cart 5ok 5124k 5462k
Value 1
Feve " W ¥ Y 1 hmite Ol &1k eAaLk 17 Ak
% Inventory Sold Current Inventory Count
SKLU Mame 19.19 5,496
&l
Channel Overview
Channel Revenue # Orders Order Accuracy Rate  Avg. Delivery Days Return Rate Time to Ship % On Time Shipment
Sales Status Amagzon 5713k 342 47% 2 11% 2.5 35%
Al Ebay 5713k 214 24% 3 9% 4.2 42%
Flipkart S713k 532 52% 1 14% 6.9 36%
Regian MNykaa S713k 244 32% a3 I% a8 26%
Al - -
Own Website 5713k 213 23% 5 8% 5.7 19%

https://medium.com/microsoft-power-bi/tableau-power-bi-dashboards-vs-mokkup-dashboard-wireframing-90618a47149e




Dashboard Prototype

PatientID: 1011 ~ Age: 65 Pulse : 80
Region : Drava Blood Sugar: 757 Drinking Status : Addicted High
Institution: 01 BMI : 2957 Smoking Status : Active Overnl Mok
Gender: Male Waist Measure : 120 * Physical Activity Level : \ @
Patient Summary e Factors Contributing to Risk e
B4o0d Sugar Alcohol Drinking Status
75 I ] : T B
- ‘ Addicted NG T Blood Suger (> 6.5) »
S} 6s i = -—oj Walst Measures ( > 96)
BMI ( »25)

Wasst Measure 3 Smoking Status

rexves N Drinking Status (Addicted)
1 w : e B et Smoking Status (Actve)
. S—— i
‘ a Yoy - ¢
8% = j J Pulse ( »= 60 and <= 100)

Stress Leve! (Low)

Ml $ Physical Activity @
25

“e
- Recommendations to reduce the risk (7]
! Factor Pty y vty Le <> Current Value
nt M Pati r
@ Patient Measures atient Behaviors Action - Exercise everyday for 30 mins
Risk Recovery o
High fusk Zore s _» Factor - Waest M . > Current Value -
e Action - Reduce waist measure by 14 cm
Moderate Rk Jore s ther patents bike Patsert-4 has watst ’ !

@ Mo o s Dec @

https://www.researchgate.net/figure/Dashboard-design-of-our-click-through-prototype-Visual-explanations-are-provided-
usina fial 3684688190




Visual Guidelines




Are we achieving the MTD target?
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https://www.sqlbi.com/articles/introducing-the-3-30-300-rule-for-better-reports/




For which areas are we underperforming?
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Are we achieving the MTD target?




MTD Sales Report Jan Feb Mar Apr May Jun Jul Sep Oct Nov Dec

MTD Sales vs. MTD AOP target

1.06bn'

AQOP MTD: 1.07bn (-1.1%)

vs. AOP by Region vs. AOP by Customer Product Details

Eastern Empire 53M Private Buyer
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https://www.sqlbi.com/articles/introducing-the-3-30-300-rule-for-better-reports/




For which areas are we overperforming?




MTD Sales Report Jan Feb Mar Apr May Jun Jul Sep Oct Nov Dec

MTD Sales vs. MTD AOP target

1.06bn'

AQP MTD: 1.07bn (-1.1%)

vs. AOP by Region vs. AOP by Customer Product Details
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Information Gathering

=3 seconds: ~ /nform
* Your KPIs and Targets

=30 seconds: ~ Guide

= Details about your KPIs

»300 seconds (5 minutes): ~ Understand

= Detailed information on what we saw in the graphs before




Dashboard vs. Digital Product

Overview
Regional Customer
Product Forecast Historic

Invoice




Dashboard Depreciation Disaster

User Satisfaction

——

]
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User Happiness




User Education & Deployment

owth

5 — Deployment

Time



Project ends with deployment
while lifecycle starts there




Adoption Tracking

EARLY LATE
MAJORITY | MAJORITY

LAGGARDS

INNOVATORS

https://www.flickr.com/photos/jurgenappelo/5201275209




User Feedback

Reward

Online surveys

|

B

Usage Data
Analysis

|

One on One
Interviews
|
User (Behaviour)
Testing
|

Effort

(99)



Project Phasing & Road Maps

—q




Mental Model Wireframing Lifecycle




Mental Goodie Bag

Step into the user’s shoes
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