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• Total eCommerce sales were $223.2M, +65% vs. PY, +32.3% vs. Budget, and +11.2% vs. 
Forecast.

• Online sales were up +95.2% vs. LY and beat budget by +21%

o Web sales were $30.2M driven by a 11% order increase and a $7.2 AOV increase over 
PW.  

o Native Mobile sales a record high at $5M, up ~$2M from last week’s record 
week.  Orders grew 39% and AOV increased $5.29 over LW.

• The WoW performance in Web Sales was driven by SEO improvements (improved 650 bps 
to 66.6%) and % Push Messaging (increase 10 bps to 7.1%).

• Capacity remained relatively flat to PW at 77.1% as stores continue to manage the 
COVID-19 impact. This means 76.1% of all staffing slots were manually adjusted lower than 
capacity and managers responded accordingly. 

• Outdoor & Sports had a strong week with sales of $4M despite being faced with 3-4 days 
of backlog orders.  The team was able to make great progress over the weekend to 
reduce the backlog to get caught up on orders as of Wednesday. 

• Electrics & Entertainment beat last week’s sales record by 28% coming in at $11.7M as the 
number of existing customer orders increased 9% WoW.

• Men’s/Women’s Clothing had combined sales of just $13M in Week 8. This is due to the 
decision made on 3/13 to temporarily restrict access to summer stock items until…
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What are we proposing?
• The significance of a compelling data story

• The essential components of an engaging 
narrative

• Strategies for devising and implementing an 
analytics style guide





Know Your Audience!
• Who are they?

• What do they want to know?

• What do they need to know?

• What is their attention span?

• How often do they need to know?

• How do they use the information?

• How do they share the information?

• What questions are they asking?

• How do they handle data that doesn’t fit their narrative?
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How to Build a Good Story









It is not just what we say, 
it is what they hear.
- Shari Deutsch (and lots of other people)
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Give your data some style!
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Give your data 
some style!



A style guide outlines rules for 

consistent voice, typography, 

and design elements.
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Visual style guide elements

• Color palettes

• White space usage

• Typography preferences, like fonts and text sizes

• Layout specifications

• Types of charts and their uses
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Editorial style guide elements

• Definitions of technical terms

• Grammar, punctuation, and spelling rules

• Voice and tense

• Tone

• Style choices, like words to avoid, abbreviations, or 

regional dialects
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How to build a style guide 
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Step 1: Consult the company’s style guide

https://www.thekrogerco.com/about-kroger/our-brand/
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Step 2A: 
Engage with stakeholders to assess 

their data proficiency and preferred 

communication methods.
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Step 2B: 
Interview analysts to gauge their 

priorities and assess their tolerance 

for change.
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Step 3: 
Make decisions! Identify governance 

needs and document locations then 

define formatting guidelines.
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Primary KPI Completions Secondary KPI Completions

Variant A 1,253,655 144,746

Variant B 1,261,258 152,369

Truncate large values unless the 

information is meaningful

U.S. Bank Digital Experimentation Team Style Guide Examples



U.S. Bank Digital Experimentation Team Style Guide Examples

Primary KPI Completions Secondary KPI Completions

Variant A 1,253k 144.7k

Variant B 1,261k 152.4k

Truncate large values unless the 

information is meaningful



Use colors and 

formatting sparingly 

and deliberately

U.S. Bank Digital Experimentation Team Style Guide Examples



• Hypothesis: If we reorder the products on the home page to match 
search terms, the add-to-cart rate will improve because users will find 
the products they want more easily.

• Results: Win

• Primary KPI: Add-to-cart rate increased by 2.3%.
• iOS represented 22% of traffic and the rate increased by 3.1% (stat sig).

• Android represented 60% of traffic and the rate trended negative, decreasing 
the overall lift.

• Secondary KPI: Purchase rate decreased by 2.4%.

Not enough formatting
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Too much formatting

• Hypothesis: If we reorder the products on the home page to match 
search terms, the add-to-cart rate will improve because users will find 
the products they want more easily.

• Results: Win

• Primary KPI: Add-to-cart rate increased by 2.3%.
• iOS represented 22% of traffic and the rate increased by 3.1% (stat sig).

• Android represented 60% of traffic and the rate trended negative, decreasing 
the overall lift.

• Secondary KPI: Purchase rate decreased by 2.4%.
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Just right!

• Hypothesis: If we reorder the products on the home page to match 
search terms, the add-to-cart rate will improve because users will find 
the products they want more easily.

• Results: Win

• Primary KPI: Add-to-cart rate increased by 2.3%.
• iOS represented 22% of traffic and the rate increased by 3.1% (stat sig).

• Android represented 60% of traffic and the rate trended negative, decreasing 
the overall lift.

• Secondary KPI: Purchase rate decreased by 2.4%.
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Start most visualization Y-axis at 0

U.S. Bank Digital Experimentation Team Style Guide Examples



Create 

templates for 

consistency

U.S. Bank Digital Experimentation Team Style Guide Examples



Company reports 
in action

U.S. Bank Digital Experimentation Team Style Guide Examples



Use clear, concise and descriptive titles

U.S. Bank Digital Experimentation Team Style Guide Examples



Step 4: 
Review with your team and adjust 

as needed.
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Step 5: 
Implement! Publish the guidelines in 

an accessible location and 

start to use it.
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Caveat:  Always consider inclusivity, 
accessibility, and neurodiversity

• W3C: Web Accessibly Initiative

• Designing for Neurodiversity

• University of Idaho Inclusive Writing Guide
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https://www.w3.org/WAI/tips/designing/
https://teachonline.asu.edu/2023/04/designing-for-neurodiversity/
https://www.uidaho.edu/brand/print-digital-content/inclusive-writing-guide


Before

• Total eCommerce sales were $223.2M, +65% vs. LY, +32.3% vs. Budget, and -5.2% vs. Forecast.

• Online sales were up +95.2% vs. LY and beat budget by +21%.

o Web sales were $30.2M driven by a 11% order increase and a $7.2 AOV increase over LW.  

o Native Mobile sales showed a record high at $5M, up ~$2M from last week’s record week.  Orders 
grew 39% and AOV increased $5.29 over LW.

• The WoW performance in Web Sales was driven by SEO improvements (improved 650 bps to 66.6%); 
however, email decreased 10 bps to 7.1%.

• Capacity remained relatively flat vs. LW at 77.1% while stores continue to cycle the impact of COVID-
19. This means 76.1% of all staffing slots were manually adjusted lower than capacity and managers 
responded accordingly. 

• Outdoor & Sports had a strong week with sales of $4M despite being faced with 3-4 days of backlog 
orders.  The team was able to make great progress over the weekend to reduce the backlog to get 
caught up on orders as of Wednesday. 

• Electronics & Entertainment beat last week’s sales record by 28% coming in at $11.7M as the number of 
existing customer orders increased 9% WoW.

• Men’s/Women’s Clothing had combined sales of just $13M in Week 8. This is due to the decision made 
on 3/13 to temporarily restrict access to summer stock items until April 15th.
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TOTAL ONLINE SALES $35.2M, +95.2% (YoY)

BUDGET $29.1M, +21% (YoY)

WEB SALES $30.2M, +95.2% (YoY)

ORDERS Sales driven by +11% (WoW)

AOV Sales driven by +$7.20 (WoW)

 NATIVE MOBILE SALES $5M, +2M (WoW)

ORDERS +39% (WoW)

AOV +$5.29 (WoW)

CAPACITY 77.7% (WoW)

ONLINE

WoW Performance  in Web Sales  driven by SEO Improvements;  +650bps to 66%.

However, Email decreased  10bps to 7.1%.

STAFFING SLOTS

Stores continue to cycle the impact of COVID-19.

This means 76.1% of all Staffing Slots  were manually adjusted lower  than Capacity  and 

managers responded accordingly.
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SALES 4M

SALES $11M, +28% (WoW)

ORDERS 467K, +9% (WoW)

SALES $13M

WK 8

COMBINED SALES: As of 3/13, decision made to restrict access to Summer Stock items 

until April 15
th

Strong week despite being faced with 3-4 days of backlog Orders .

The team was able to make great progress over the weekend to reduce  the backlog to 

get caught up on Orders  as of Wednesday. 

ELECTRONICS & ENTERTAINMENT

Beat  last week’s Sales  record due to the increase  in existing Customer Orders !

MEN’s/WOMEN’s CLOTHING

OUTDOOR & SPORTS
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TOTAL $223.2M, +65%  (YoY)

BUDGET $168.71M, +32.3% (YoY)

FORECAST $234.81M, -5.2% (YoY)

TOTAL eCOMMERCE SALES
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Strong week despite being faced with 3-4 days of backlog Orders .

The team was able to make great progress over the weekend to reduce  the backlog to 
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This means 76.1% of all Staffing Slots  were manually adjusted lower  than Capacity  and 

managers responded accordingly.
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Understand and 

incorporate the key 

elements when 

building a data story.

1
An analyst is the 

architect of the story 

and responsible party 

to ensure that the 
information is 

engaging.

2
Create a data style 

guide. It will increase 

the efficienty of 

analysts and help 
stakeholders find the 

information that they 

need more quickly.

3
Key Takeaways
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Turn Back the Clock!
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Check out our post in the Experience League Community for:

 A copy of this presentation, PLUS!

 Bonus Style Guide Tips

 Links to Additional Resources

 Send us your questions and comments.

 Scan the QR code to read more.



Take the survey in the Summit app
for a chance to win!

Session prize (one per session) 
$15 Starbucks gift card

Grand prize (one per day) 
Apple Airpod MAX headphones





Appendix
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Additional Resources

• Adobe Analytics Data Visualization Playbook

• Adobe Webinar: The Art and Science of Data Visualization

• Kroger Style Guide

• Create and manage company reports in AA (templates)

• W3C: Web Accessibly Initiative

• Designing for Neurodiversity

• University of Idaho Inclusive Writing Guide

© 2024 Adobe. All rights reserved. Adobe Confidential.

https://experienceleague.adobe.com/docs/analytics-learn/assets/adobe-analytics-data-visualization-playbook.pdf?lang=en
https://www.adobe.com/content/dam/www/us/en/digital-experience/in-product/images/Adobe%20Analytics%20Visualization%20Webinar.mp4
https://www.thekrogerco.com/about-kroger/our-brand/
https://experienceleague.adobe.com/docs/analytics/analyze/analysis-workspace/reports/create-company-reports.html?lang=en
https://www.w3.org/WAI/tips/designing/
https://teachonline.asu.edu/2023/04/designing-for-neurodiversity/
https://www.uidaho.edu/brand/print-digital-content/inclusive-writing-guide


Bonus Strategy:
Use design principles to 
enhance data storytelling
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Scale: use size to create order of 
importance

Use relative size to signal importance and rank.
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Visual Hierarchy: arrange elements to 
show priority
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Contrast: use appearance to 
differentiate between similar items

Shape Color

Layout Emphasis
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The result:

U.S. Bank Digital Experimentation Team

Report Examples
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Adobe Analytics 
Workspace

U.S. Bank Digital Experimentation Team Style Guide Examples



Confluence

U.S. Bank Digital Experimentation Team Style Guide Examples



PowerPoint

U.S. Bank Digital Experimentation Team Style Guide Examples
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