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% Bring Data to Life

Just Because Its Measured Doesn’'t Mean It Can Be
Managed

John Silkey
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Q _ WHICH ONE ARE YOU MORE INTRIGUED TO READ?
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Making “It” Visual To Increase Action | Why Make Things Visual

WHAT ¢ pas
SHOULD
E>MAKE

VISUAL (3 Strategies

© Processes




WHY MAKE THINGS VISUAL



Action | Why Make Things Visual

Making “It” Visual To Increase
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WORDS + PICTURES = 6 X lien teed together

WORDS GRAPHICS / PICTURES

‘= o Can convey deep analysis of concepts ‘= o Captivates the audience with beauty

o Report measurements & specific data o Makes concepts easier to understand

o Can convey concepts quickly

5’ o Relies heavily on the reader’s ability to o Helps the audience experience the
process the descriptions content

o Help the audience visualize
relationships and statistics

= ¥ o Hard to clearly communicate
complicated concepts
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HOW PEOPLE LEARN

& &

LEARN WELL USING

o Pictures and illustrations

KINETIC o Charts, graphs and diagrams
o Content outlines

o Visual media
° Colors

%o Flashcards
A

VISUAL

)

VERBAL
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CATCH THE TREND

A

o
800% 42\ 2 o

INCREASE IN GOOGLE RESULTS FOR THE TERM GRAPHIC PRODUCTION

SEARCH VOLUME FOR “Infographic” EVERY DAY
“Infographic”

Between 2010-2012




ATLANTA RISING
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Atlanta Headlines:

Poison

BBC award
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- Communicate success 0 [ ATL/IL\ITA

maintain support from

the Mayor, funders and

2012 ANNUAL REPORT

community partners

* Increase membership

 Drive actions taken by ATLANTA IS A LEADING CONTENDER
IN THE NATIONAL CHALLENGE TO MAKE

1A COMMERCIAL BUILDINGS 20% MORE |
building owners ENERGY AND WATER EFFICIENT BY 2020

e l
e i

v




Making “It” Visual To Increase Action | Atlanta’s Story

i — .

-
e
" e

“Lincoln Property Company
has a long and productive
relationship with Central
Atlanta Progress, motivated
by our shared interest of
Downtown Atlanta. Our

participation in the Atlanta
Better Buildings Challenge
lets us add our historically
independent goals of envi-
ronmental stewardship to
our ongoing partnership.”

Shane Froman,
VP of Management Services

55 ALLEN PLAZA

55 Allen Plaza joined the challenge seeking opportunities to reduce
energy while pursuing LEED Gold status and investing in the
community. The Atlanta BBC assessment provided huge value for
the building in being able to move towards its goals and implement
projects. The assessment provided a clear, concise summary of
savings opportunities, each with a projected return on investment.
Together, this info provided a clear path to their goal with no out of
pocket costs

WATER ...
=

SAS51 GALLONS 130 BATHTUBS*™

sxeed ovualy Wied exch yeor

ENERGY ...,
-_—
=

1.34M KWH S67 HOMES

seed orualy pawered for one year

DR e e R e

—————— S

$117,000 HIRING 2 NEW EMPLOYEES

syved avualy aach yeor

CARBON : ;&5 5 S S b a R R Rnd s i a v
=

41,216 METRIC TONS 8,557 PASSENGER CARS

syved amualy remaved fron e road for one yesar

20% REDUCTION STRATEGY BY 2020

Upgrade Categories
Lighting Opps

HYALC Controds
Fotion/Fhiotocell

Varable Speed Controls
Computer & Server EMciency
Cooling Tower Lipgrases
Urina

Low Flow Faucets

Insulstion & Window

Toalet

Other - Misc." """

Projects

Examples: ..

=  Retrofit With Low Flow WE
Toilets &nd Urinals

. IRecr:!_H'!:fir'k.s K

Wifth Diffusers oE
HE
WE
K
1aK
-1 4

SNOTTED

ADDITIONAL
BENEFITS

DOLLARS PUT INTO
THE COMMUMITY:™

$247,000

LOCAL BUSIMNESS
SUPPFORTED:

Henderson Electric
Company

wwww heco.org

Regency Lighting

wha regencylighting.com

# Of Opportunities

3 33 Alien Plazs joined the chalienge with an
o EMERGY 5TAR score of 56, slready starfing
2 from a place of high performance. Yet, the
o 30% BssesImMEnt yielded specific opportunities that
1 e could improve their score 23% from their 2009
o bazeline. Some op portunities connecte=d with
4 existing utility incentives, alleviating some of

the up front costs. 33 Allen Flaza has used
bath imbernsl employees & locsl contractors

during implementation of the first measures,

1 EMERGY
. appartniti
S TOTAL: i DOLLARS SAVED:™ 5 RETURN ON
10 $117,000 Annuany INVESTMENT:"
2 Years
Projects
Examples: o
+ Reduced Wattsge T8 1EN
Lighting .

+ Parking Deck Lights

= Shairwell Motion
SEnsors

SHNOH LIV
=
]

EN
N
ZN

e

2nz A 2008 22 2020

RESOURCES USED

BUILDING ASSESSMENT: REBATES USED:
5 ——-Y
—— - SIS000 e
mel; —I energy el ency rshais value P rebie
PRODUCT DOMATION:
100 Lighting Fixtures .. £125,000 =AcuityCrar
Bpprs o put of Mldturess doreatesd ™= st of ull Iobby kghting retrot donated ighting

CLASSES/EVENTS AT TENDED:

Through the challenge the building's steff took advaminge of several opportunities for
collsbaration with other participating Duilding owners and managers to lesrn sbout metheds and
solutions for building retrofits. Ax & resslk, & friendly competiion ensued bebween the
participating buildings.

=Peafestid daving wirs detarmingd uaing wes ipe poTdashenanfnanengy-rdourted i eula e sl Frasults. **Baded oma 42 gallon tub
S+ Egtlsirtd Sguoni based on isssiments perfemed i gant of the Adinte Bater Bulldings Challargs  ****Eichan agulpmant, vending mazhing upgrades, et




DON'T JUST DIVE INTO THE DEEP END
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Hold a Kick-Off to Set:

« Desired outcomes and goals

« Target audience(s)

 Key messages

* How the collateral will be used

* Brand attributes and alignment

« Style, tone and tenor
- Data discovery

GRAPHICS ARE

POWERFUL

TOOLS
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BEHAVIOR
CHANGE

BEST PRACTICES

o Step approach

e Simple path
Q Participant-centric design

Q Trusted source delivery

e Reward based

G Compelling visual story
0 Community design

G Engagement tools
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Graphic \A_ist

| Has an intended action or outcome

| Clearly articulates the goal

| Summarizes the work

| Easy to understand
Relatable to the audience

Provides a clear path

[]

[]

| Strengthens the company brand
| Stands out (beautiful, unique & fun)
[]

LIVES




MIlOPOSt

>3 Efficiency
WEEN Ally

efficiency engagement environment

John Silkey
Director
john @ milepostconsulting.com




