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The art of communicating financial information.



Why storytelling? 

Action EmotionLogic



Just because it’s true doesn’t mean it’s relevant

• Data must be translated into information to 
create a shared perspective that is meaningful 
for the audience

• Data can help set the scene, but only the 
narrator can focus the audience’s attention



Change requires appeal to the rational (Rider) 
and emotional mind (Elephant)

• The Rider provides direction, but that alone 
cannot create sustained effort
⚬ Perceived laziness is often exhaustion

• The Elephant provides motivation, but it 
needs to be channeled towards a goal
⚬ Perceived resistance is often a lack of 

clarity



Leverage STORY to connect logic & emotion

Subject

Information

• Identify the main character 
(hint: it’s not the data!)

• Set the stage to provide context 
of what your audience will see 
and why it matters

Treasure / Obstacle

Insights

• Highlight the tension between 
the objective (treasure) and 
what is in the way (obstacle)

• If there’s no tension, there’s no 
story

Right lesson / whY

Action

• Implicitly or explicitly state how 
the action clears a path to the 
treasure (right lesson)

• Link the action back to the 
Subject – why does this matter?



STORY in Action

Data

Information

Insight

Action

Contextualize

Analyze

Inspire

Set the Stage

Treasure /

Obstacle

Resolution / 

whY





Form follows function

The more intuitive it 

is, the more likely it 

will be used.

If it’s hard to read, 

it’s hard to do. 

The prettier it is, the 

more likely our 

audience is to use it.

what we want 
our audience to 

do with data

what the 
visualization 

enables 



Draw attention to where you want the audience to focus. 

• Only ~10% of the visual should be highlighted! 

Perfection exists when you have nothing to take away. 

• Remove clutter without removing context

Visually pull some items to the forefront and push others to the background. 

• Use formatting to help your audience process the info in the right order







AfterBefore



• make it legible

• keep it clean (affordances)

• straightforward language

• remove complexity

• use action titles

• label axes

• annotate important points

• tell a story
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Color Alignment White Space

AESTHETICS

Use of color should be 
intentional .

Use it sparingly and 
strategically to 

highlight the important 
part of your visual .  

Establish a sense of 
unity and cohesion. 

Organize elements to 
create clean vertical 
and horizontal l ines.  

Preserve margins to 
reduce clutter.

Don’t add or stretch 
things just to fi l l  the 

space. 







AfterBefore



Recap

Action EmotionLogic

Affordances Accessible Aesthetics



Taylor Otstot

www.tots.blog

www.taylorotstot.com
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