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Compare and Contrast: 
Real-World Examples



Goals
By the end of this lecture, you should be able to:

• Compare and contrast real-world examples

• Explore redesigns to improve the visualization of the data

• Understand various issues encountered with certain chart types



Compare & Contrast





Real-World Example
Highlight Table







1.Make horizontal

2.Horizontal text

3.Remove Axis labels

4.Fix gridlines on top 
of paragraph

5.Change red color
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Barnes-Jewish

Kettering Neuro. Institute

Cleveland Clinic

Ohio State

Barrow Neuro. Institute

Northwestern

Mayo Clinic

U of Pittsburgh

Mass General

UCLA

UC San Francisco

John Hopkins

UCNI

Number of Verifications in 14 Specialty Areas of Neurological 
Care

*UCNI has received these 
designations based on  varying 
levels of site visits, surveys and 







Real-World Example
Sales Comparison



Design Issues

• Title Format
• Three Dimensional
• Axis Labels on Angle
• Dark Gridelines
• No Data
• Can’t easily compare
• Color Choice
• Legend Space





Real-World Example
Comparing Vendors



















Bar Chart Issue



Moiré 
effect?



Moiré 
effect?



Moiré 
effect?

















True value 
is center 

of lollipop



Good use of a 
lollipop to 

avoid clutter. 



A Problem with Scale
An Example from The Big Book of Dashboard





Source: The Big Book of Dashboards (Figure 9.9)



Source: The Big Book of Dashboards (Figure 9.10)



Source: The Big Book of Dashboards (Figure 9.11)



Source: The Big Book of Dashboards (Figure 9.12)



Real-World Example
Kroger Investor Fact Book



Source: 2011 Kroger Fact Book – Page 29



Kroger Pharmacy Growth?

What the data actually shows:



The Real Story



The Real Story



Source: 2011 Kroger Fact Book – Page 29



What is the real message?

1. From 2007 to 2010 Kroger closed stores 
that don’t have pharmacies thus 
increasing the % of stores with a 
pharmacy.

2.Kroger has increased Pharmacy Sales 
from $6.5B to $7.3B with fewer stores and 
fewer pharmacies

They missed a very compelling Story
12% increase in Sales with Lower Costs!



Just for Fun
OkCupid



“Don’t be Ugly By Accident!” 
OkCupid (blog.okcupid.com) 

• Collected 552,000 examples of users pictures

• Asked people to rate their attractiveness

• Compared with the data from the camera



Source: OkCupid 
(blog.okcupid.com)



Source: OkCupid 
(blog.okcupid.com)

rotated labels 
could easily be 

avoided by 
simply rotating 

the chart.



Source: OkCupid 
(blog.okcupid.com)

Type of camera 
becomes less of 

a factor.



Source: OkCupid 
(blog.okcupid.com)

“Peak attractiveness” 
appears to be 6:30am 
and 5pm.  Low points 

seem to be 2am, 10am 
and 8pm.



Source: OkCupid 
(blog.okcupid.com)

They plotted these 
peaks along with 
the sunrise and 

sunset. Best times 
to take a picture ?



What did we learn from 
OkCupid?

Take your profile picture with an SLR camera 
without the flash at 6:30am or 5pm for your 
best chance of being considered attractive.



Design Examples



Winner of the 
Information is 

Beautiful 
Award

By Giorgia Lupi [ http://giorgialupi.com/ ]

http://giorgialupi.com/


Giorgia plays piano 
and is inspired by 
various forms of 
musical notation



Some of the musical 
forms don’t look like 
traditional music, but 

they are



Use of colors, 
earthtones works 
very well with the 
background color



Female winners 
have a pink 

circle around the 
dot. 



Degree level of 
the winners



Distribution of 
those Degrees to 

the Major 
Universities.



Major cities that 
the winners 
came from



Great annotation 
layer offering 

interesting notes 
about the winners



a very detailed 
“how to read” 

section





PageInformation is Beautiful Awards 2022

https://www.informationisbeautifulawards.com/news/593-information-is-beautiful-awards-2022-the-winners


Dashboard



A dashboard is a visual display of the most important 
information needed to achieve one or more objectives; 
consolidated and arranged on a single screen so the 
information can be monitored at a glance.

Stephan Few, Information Dashboard Design, 2006



Dashboard

• Present information through 
visuals to achieve specific 
objectives

• Communicate insights quickly 
and effectively

• Presented using text and 
graphics

• emphasis on graphics

• Effective dashboard supports 
quick

• visual scanning

• comprehension

• Good design
• understanding of visual 

perception



Types of Dashboard



Strategic Dashboard

• Monitor the execution of strategic objectives

• Aim: align organization around shared strategic goals 

• Executives and senior management
• Quick overview to monitor business health and opportunities

• Focus: high level performance measures

• Static snapshots (daily, weekly, or monthly), not real-time data

• Simple visual displays





Tactical Dashboard

• Track departmental processes and projects

• Performance comparison – budgets, forecast, past results

• Support progress monitoring over medium-term period

• Updated daily or weekly with detailed and summarized data

• Focus on analysis







Operational Dashboard

• Monitor core operational process and daily activities

• Real-time or near real-time view of operations (updated intra-day) 

• Details, lightly summarized information

• Focus on process indicators

• Monitoring and immediate action

• Simple displays with alerts to flag performance issues





Analytical Dashboard

• In-depth data exploration to uncover patterns, anomalies, insights, 
and root causes 

• Focus on data comparison and investigation 
• Ex: why performance changes occur

• Advance charts that allows exploration





Data Storytelling



Don't simply show your data
—tell a story with it!

88



What is data storytelling?

5/1/2026 89



What is data storytelling?

Data Visualization

• Graphical representation of data using charts, 
graphs, maps, etc.

• Make complex data easier to understand, 
interpret quickly, find trends and patterns in 
data

Data Storytelling

• Combining data, visuals, and narratives 

• Effectively communicate insights - influence 
decisions, create understanding and engage 
audience

5/1/2026 90



What is data storytelling?

5/1/2026 91

Data 

Visualization: 

A bar chart 

showing 

monthly sales 
figures.

Data storytelling: 

Explaining why 

sales dropped in 

Q3 using a 

timeline chart, 

customer 

feedback, and a 

narrative about 
market trends.

ThePhoto by PhotoAuthor is licensed under CCYYSA.



Data – foundation of data 
story

Narrative – structure of 
data story (how 
information is organized 
into storyline)

Visuals– scenes of data 
story (help audience to see 
patterns / anomalies/ 
trends)

Core Elements of Data Storytelling

https://www.effectivedatastorytelling.com/post/data-storytelling-what-it-is-and-is-not 92



Ele

5/1/2026 93From https://uhlibraries.pressbooks.pub/buildingskillsfordatascience/chapter/how-to-use-data-to-tell-stories/

Core Elements of Data Storytelling



5/1/2026 94From https://uhlibraries.pressbooks.pub/buildingskillsfordatascience/chapter/how-to-use-data-to-tell-stories/

Key Elements of Data Storytelling



5/1/2026 95From https://uhlibraries.pressbooks.pub/buildingskillsfordatascience/chapter/how-to-use-data-to-tell-stories/

Core Elements of Data Storytelling



5/1/2026 96From https://uhlibraries.pressbooks.pub/buildingskillsfordatascience/chapter/how-to-use-data-to-tell-stories/

Core Elements of Data Storytelling



97

Storytelling!

ThePhoto by PhotoAuthor is licensed under CCYYSA.



Structure of a story

5/1/2026 98shape your story — storytelling with data

https://www.storytellingwithdata.com/blog/shape-your-story
https://www.storytellingwithdata.com/blog/shape-your-story
https://www.storytellingwithdata.com/blog/shape-your-story


Telling the Story

5/1/2026 99



Attract Engage Punchline

100



Laws of Attraction

• Identify theme

• Know your audience

• Determine purpose

• Set the tone

• Keep it simple

5/1/2026 101



Rules of Engagement

• Interactive vs. non-
interactive

• Choice of visualizations

• Pay attention to size, 
colors, space

• Purposeful arrangement

• Walk audience through the 
story (how you deliver)

5/1/2026 102



Give ‘Em the 
Punchline
• Conclude clearly

• Place your conclusion 
strategically

–Chronologically

–Lead with the 
punchline

• Make a lasting impression

5/1/2026 103



Image result for gapminder png

“The Best Stats You’ve Ever Seen”

104
The best stats you've ever seen - Hans Rosling

http://www.youtube.com/watch?v=jbkSRLYSojo&t=60s
https://www.youtube.com/watch?v=usdJgEwMinM
https://www.youtube.com/watch?v=usdJgEwMinM
https://www.youtube.com/watch?v=usdJgEwMinM


5/1/2026 105



Hans Rosling Presentation Breakdown

Attract Engage Punchline

Are we really not smarter than 
chimpanzees? 

Debunk third world myths

Show why preconceived notions 
are wrong

106



Hans Rosling Presentation Breakdown

Attract Engage Punchline

Animation of countries’ progress over the 
course of 200 years

Walks us through journey

Highlight key historical events that 
audience may relate to

107



Hans Rosling Presentation Breakdown

Attract Engage Punchline

We need to have open, 
searchable databases to allow 
people to see reality

Promote a fact-based view of the 
world

108



“Numbers have an important story to tell. They rely 
on you to give them a clear and convincing voice.”

    Stephen Few

109



Example: Redesign



What’s the best 
deal for a 

consumer?  

111



Let’s 
Re-Design! 

112



113



114



115



Watch the videos
Guided Independent Learning







End of Lecture
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