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Making “It” Visual To Increase Action | Introduction

BEHAVIOR
CHANGE

BEST PRACTICES

o Step approach

9 Simple path

e Participant-centric design
0 Trusted source delivery
9 Reward based

0 Compelling visual story
9 Community design

G Engagement tools
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Graphic ¢/ List

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



WHY MAKE THINGS VISUAL



Action | Why Make Things Visual

Making “It” Visual To Increase
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Q. WHICH ONE ARE YOU MORE INTRIGUED TO READ?
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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

KINETIC

)

VERBAL

@

VISUAL

LEARN WELL USING

o Pictures and illustrations

o Charts, graphs and diagrams
o Content outlines

o Visual media

o Colors

\

%o Flashcards
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CATCH THE TREND

o
800% 420 i L

INCREASE IN GOOGLE RESULTS FOR THE TERM GRAPHIC PRODUCTION

SEARCH VOLUME FOR “Infographic” EVERY DAY
“Infographic”

Between 2010-2012
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WHAT 0 Data
SHOULD
C>MAKE

VISUAL © Sstrategies

9 Processes




ILLUSTRATING DATA
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¥4 A STRONG WORKFOF
THE BENEFITS OF TODAY’S MODEL G raph IC ﬁISt

B

MHas an intended action or outcome

2| o] MCIearly articulates the goal
Greater Control Over Your Career Increased Professional Value
Keep your job fulfilling by learning critical skills Increasing your versatility will help build a stron
within new departments or increasing your organization, while increasing your value to PS MS u mm a I'I Ze S th e WO rk

technical skill set within your area of expertise.

E(Easy to understand
LET’S CREATE YOUR CUS1 MRelatable to the audience

Provides a clear path

dStrengthens the company brand

Stands out (beautiful, unique & fun)

MLIVES
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The Right Actions Add Up

YOUR CHOICES + YOUR NEIGHBORS' CHOICES = A BIG DIFFERENCE FOR THE CLIMATE

OURNGOAL
30% REDUCTION

INGREENHOUSE GAS (GHE)
EMISSIONS

4.7 MILLION

C'MON SEATTLE, WE CAN DO THIS - AND HERE'S HOW!
1 2 BIG difference by making improvements in four areas

Together we can make

© o o

N YOUR HOME GETTING AROUND EATING BUYING S
s yourhome an snsrgy hog waking and Eatng  helhy dstrichin fuits When buyin

OURNGOAL

30% REDUCTION
et i S IN GREENHOUSE GAS (GHG) 4.7 MILLION BARRELS OF 0IL SAVED oz $395.7 MILLION SAVED*
EM |SS| 0 NS *Based on Spot Off Crude 6/19/12 at $83.98

GHG EMISSIONS COME FROM MORE THAN JUST YOUR CAR

Alot of GHG emissions are embedded in the things we buy and use everyday - here are some examples

GHG SOURCES
R WTERAS @
MANFACTURIG @

and e drying dayaueck.

SIMPLE ACTIONS THAT ADD UP - LET'S START SAVING ]\ C'MON SEATTLE’ WE CAN DO THIS - AND HERE'S HOW!

HALF

% OF SEATTLE'S HOUSEHOLD
) S ) * GHG ENISSIONS ARE CREATED ¢
Ecmplas of oze actons that you can mplomant nt your daly routng nd sava o many lovls Together we can make a BIG difference by making improvements in four areas 11 THESE FOUR AREAS
- —
: ‘ ‘ @
UPGRADE YOUR BIKE OR WALK FOR BUY SECOND-HAND
INSULATION SHORT TRIPS CHILDREN'S CLOTHING
oo el IN YOUR HOME GETTING AROUND EATING BUYING STUFF
Pty sy prkv Is your home an energy hog Mix use of bike, walking and Eating a healthy diet rich in fruits When buying new things,
- () - W costing you money? Simple transit to save money on gas, and vegetables will improve consider how long they will
m T’? changes can save money, reduce your GHG footprint, and you and your family’s health last. The things we buy and
el bl W increase comfort and reduce live a healthier life! and reduce your impact on the throwaway carry a big GHG
$1.160 625 - 520000 $3000 9 D . =
il e oo s - your home's GHG impact. planet. footprint.
S kN

g wms n®

e

INFOGRAPHIC PROVIDED BY @ | Sirianabiey & environment
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The Right Actions Add Up

YOUR CHOICES + YOUR NEIGHBORS' CHOICES = A BIG DIFFERENCE FOR THE CLIMATE

OURNGOAL

30% REDUCTION
IN GREENHOUSE GAS (GHE) 4.7 MILLION BARRELS OF OIL SAVED oz $395.7 MILLION SAVED*
EMISSIONS S

C'MON SEATTLE, WE CAN DO THIS - AND HERE'S HOW!  gmintens

Together we can make a BIG difference by making improvements in four areas Wnes
INYOUR HOME GETTING AROUND EATING BUYING STUFF
1 yourhoma an sty hog Miuseof ke, wking and sting sk dtchin s Whenbuying e tings,
) e, and et y
incrisso cofot s ek T s httir el i oo yourmpactentha  throwsway cay 3 bg GG
Jour oo O mpact st ootprnt.

GHG EMISSIONS COME FROM MORE THAN JUST YOUR CAR

Alot of GHG emissions are embedded in the things we buy and use everyday - here are some examples

GHG SOURCES
R WTERAS @
MANFACTURIG @

g
o

SIMPLE ACTIONS THAT ADD UP - LET'S START SAVING

Examples of easy actions that you can implement into your dally routine and save on many levels
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GHG EMISSIONS COME FROM MORE THAN JUST YOUR CAR

A lot of GHG emissions are embedded in the things we buy and use everyday - here are some examples

GHG SOURCES

RAW MATERIALS @
MANUFACTURING @
TRANSPORTATION @
RETAL @
PRODUCT USE 2
DISPOSAL @
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EQUIVALENT TO

MILES*
The largest source of GHG
emissions in your jeans comes
from cleaning them. Reduce
your impact by washing on cold
and line drying.

*Mileage calculated using the average
lifetime of this product - 2 years with 52
washes per year and a 28MPG vehicle
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EQUIVALENT TO

MILES*
The largest source of GHG
emissions in beef comes from
raising the cows. Reduce your
impact by going meat free one
day a week.

*Mileage calculated using the consumption
of one pound of beef and a 28MPG vehicle.

EQUIVALENT TO

The largest source of GHG
emissions in your laptop comes
from its materials and making
it. Reduce your impact by using
technology tools to make your
laptop last longer.

*Mileage calculated using the average
lifetime of this product - 4 years of normal
office use and a 28MPG vehicle.
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The Right Actions Add Up

YOUR CHOICES + YOUR NEIGHBORS' CHOICES = A BIG DIFFERENCE FOR THE CLIMATE

OURNGOAL
30% REDUCTION

INGREENHOUSE GAS (GHE)
EMISSIONS

4.7 MILLION BARRELS OF OIL SAVED oz $395.7 MILLION SAVED*
ot OF Gk S

| C'MON SEATTLE, WE CAN DO THIS - AND HERE'S HOW!  gmintens

Together we can make a BIG difference by making improvements in four areas Wnes
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s yourhome an snsrgy hog Mo o ik, waking snd Estng a helhy distichin s When buying new things,

) cprnt P "
Increasocomfotand rechce e 3 hsteer st oo yourmpactonhe throwawiay cany b GHG.
Jour homes G mpact planet. foatpnt.

GHG EMISSIONS COME FROM MORE THAN JUST YOUR CAR

Alot of GHG emissions are embedded in the things we buy and use everyday - here are some examples

GHG SOURCES
R WTERAS @
MANFACTURIG @

g
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SIMPLE ACTIONS THAT ADD UP - LET'S START SAVING

Examples of easy actions that you can implement into your dally routine and save on many levels
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SIMPLE ACTIONS THAT ADD UP - LET'S START SAVING

Examples of easy actions that you can implement into your daily routine and save on many levels

WAy

IN YOUR HOME
UPGRADE YOUR
INSULATION

Upgrades to your home energy
system such as new insulation
will make your home more
comfortable, and you'll save
money on your energy bill.

. =
|
ANNUAL SAVINGS®

$m i 23

DOLLARS

$1,700

DOLLARS

$17,000 P20

DOLLARS

*Based on average energy use and
costs in Seattle. Savings assumed that
upgrading insulation reduced energy
costs by 10%.

GETTING AROUND

BIKE OR WALK FOR
SHORT TRIPS

40% of our urban travel is two
miles or less. Combine your
workout with your errands.
You'll save money and look
great too.

=
~ U
ANNUAL SAVINGS™

$16 © 6 i 52000
© BARRELS :

CALORIES

62.5

BARRELS

5.2

CALORIES

$11,600 :
DOLLARS  :

$7TIM :382,562: 32.9B

DOLLARS : BARRELS : CALORIES

*Based on a person biking and walking
four trips a week that were two miles
each way (four miles round trip). Savings
assumed a 50% biking and walking
division.

EATING
GO MEAT FREE ONE DAY
A WEEK

Join the world wide campaign
Meatless Mondays, and go
meat free for an entire day each
week and watch the calories
and your footprint shrink.

= .
fo :
ANNUAL SAVINGS®

251 14300

CALORIES

143,000

CALORIES

1.4M

CALORIES

150,263 8.7B

BARRELS CALORIES

*Based on eating a healthy vegetarian
dietforall meals one day a week. Savings
calculated by replacing 5.5 ounces of
meat with 5.5 cups of vegetables one
day a week for 52 weeks.

BUYING STUFF
BUY SECOND-HAND
CHILDREN’S CLOTHING

Children grow out of clothes
so fast. You can reduce your
impact and save money

by purchasing gently used
clothing.

. =
o @ o
ANNUAL SAVINES®

$300 .48
DOLLARS B BARRELS

$3,000
DOLLARS

$30,000

DOLLARS

$183.6M 538,648

DOLLARS  ©  BARRELS

*Based on purchasing 20 first-hand
$30 children’s outfits annually. Savings
assumed that new clothing has 19kg of
COse per outfit and that second-hand
clothing is 50% of the cost.
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The Right Actions Add Up

YOUR CHOICES + YOUR NEIGHBORS’ CHOICES = A BIG DIFFERENCE FOR THE CLIMATE
| ] [ ]
o Graphic ¢/ List

30% REDUCTION - -
4.7 LU OF 1L SAVED 02 $395.7 MILLION $1£0°

INGREENHOUSE GAS (GHE)
EMISSIONS

1 onseame, wecanoo s o s o | o, MHas an intended action or outcome
o L) ¥)

N YOUR HOME GETTING AROUND EATING BUYING STUFF
s yourhome an snsrgy hog Mo o ik, waking snd Eatng  helhy dstrich i Wihen buying new things,

S MClearly articulates the goal

GHG EMISSIONS COME FROM MORE THAN JUST YOUR CAR
eembedded in the things we buy and use everyday - here are som:

P R MSummarizes the work

mmmmmm = E(Easy to understand

Relatable to the audience

SIMPLE ACTIONS THAT ADD UP - LET'S START SAVING
ur d: e and save on

Euamplos of asy actions thatyou can Implement nto your il routine and save on many lvels Pr OV| d es a CI ear p ath
= ==
Ms’frengthens the company brand

e e Q(Stands out (beautiful, unique & fun)
E(LNES

INFOGRAPHIC PROVIDED BY @ | Sirisnabiiey & environment




ILLUSTRATING PROCESSES
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2o Graphic ¢/ List

Has an intended action or outcome

BENEFITS .

................................................................................................................................. Clearly arthuIateS the goal

B Customer service B Incentive $

B Base load/market m \Very easy .

protection ® DR target for load control Summanzes the Work

................................................ ST A. Easy to understand

® Admin B Electric only

m Uncertainty Relatable to the audience

Provides a clear path

NOw FUTURE NEVER

] ] []  Iwish there were limitations ¢ Strengthens the company brand
| wish that the water heater . .
e Stands out (beautiful, unique & fun)

| wish there was a QA proce:

LIVES

OO0
OO0
OO0

| wish there was an auto feec



ILLUSTRATING STRATEGIES



It's easier to see a goal, then remember it.
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Let your strategic

plan LIVE

Don't let it get

trapped in a binder

== o Constant reminder of goals
o Acts as a guiding tool

o Tracks progress

o Inspires action

o Strengthens brand
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Graphic \Aist

Q(Has an intended action or outcome

Q(Clearly articulates the goal

MSummarizes the work

MEasy to understand
Relatable to the audience

Provides a clear path

MStrengthens the company brand

B(Stands out (beautiful, unique & fun)

MLIVES
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T Graphic \Aist

@) Building E( Has an intended action or outcome

Q(Clearly articulates the goal
MSummarizes the work
| Q(Easy to understand ! 3

Q(Relatable to the audience

Q( Strengthens the company brand

|
°| ’ Ene E(Provides a clear path

Q(Stands out (beautiful, unique & fun)

25N ¥ LivES
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GOOD PLACES TO
ILLUSTRATE

o Company culture change initiatives
o Strategic plans
o Energy efficiency campaigns
o Behavior change campaigns
o Annual reports
o White papers
o Press releases
o Websites

o Slide decks

o Resumes




MIlDPOSt

POl Efficiency  Certified

ACEN Ally

efficiency engagement environment

Rebecca Nelson
Artistic Director
rebecca@milepostconsulting.com




