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WHAT WE'LL LOOK AT TODAY =Tabs

0 AUTOMATION 0 LEGER-ELEMENT54 STORY
Ways 1o leverage Automation A SlideCraft Case Study
0 Al ANALYSIS 0 THE STRATEGIC BENEFITS
Add Automated Al Analysis to slides What Automation can do for your business

.



ABOUT US

« Acknowledged MR industry leaderin Data
Visualization, Online Dashboards and
Automated Reporting solutions

 Winner of numerous MRS/ASC awards and
HM The Queen’s Award for Enterprise

« 724-hour Global support




FLEXIBLE PARADIGM FOR OPTIMAL AUTOMATION FTa
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nJig
EVERY DETAIL YOU NEED FOR PERFECT AUTOMATED REPORTING ~ =Tabs

g

- Automatically alien brand logos, indicators &5&5
111

- Calculate differences, trends, cenerate standard analyses

- Canread in any standard Excel hanner tables, SPSS files
- Variance across time or markets; changing Brand lists, numbers of bran

- Statistical / Significance testing, low-base conditions




TYPES OF PROJECTS Tabs
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TYPES OF PROJECTS Tabs

BULK CHARTING

-




CHERRY PICK “Tabs

Sulk produce charts and cherry pick the charts you like to present your data
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LIBRARY DECK Flobs

SlideCraft allows you to easily create a chart appendix for your clients!
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SLIDECRAFT WORKFLOW

e STEP 2:
SELEGT YOUR DESIRED QUESTIONS,
VARIABLES AND THEME SLIDES

Q1. Education Level : Base: All respondents

Q2. Job Category : Base: All respondents
Q3. Job Satisfaction : Base: All respondents

0O000

Q4. Number of years with current employer : Base: All responder
QS5a. Different methods used to commute - Bike : Base: All respoi
QSb. Different methods used to commute - Bus : Base: All respor

STEPT: STEP 3:
UPLOAD YOUR DATATO DOWNLOAD YOUR FULLY
SLIDECRAFT POPULATED SLIDES!

THE SLIDE TITLE
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SLIDECRAFT IN ACTION

«< C M 5  httpsy//ecloud.e-tabs.com/#

| SlideCraft SlideCraft © Katie - © Help

Create a new report plan

Complete the form below to create and begin designing your report plan
Name your report plan

I

Data file

Choose Files  No file chosen

Choose the Data Upload Files.zip that was created with the E-Cloud Data Studio

Report options

Theme

Choose your Theme - this determines the slide designs used in the report plan

Base Text

Enter the Row Label of your Base row as it appears in your data file (e.g. Total)

Email Outputs To

Enter an email address to send outputs to additional stakeholders

Design report plan >

o
Tabs

Datain sight







LeSer I

SlideCraft Delivered Value in Two Key Ways

1. Solving the core challenge we identified upfront

2. And unlocking an unexpected additional benefit...




Table Automation

Significantly reduced turnaround time for multi-banner slides: Quickly and
efficiently created multi-banner slides using Leger-e54 template and formatting.

Select Slide Type

Theme: My.Element54

Stacked Column

Column

Stacked Bar

SlideCraft Wizard

Select Questions

Search

frequency
2 :Q.T1 Travel frequency

Q. T2 Attituds
5:Q.T2 Attt

5:Q.T4 Travel En|

Summary : Q.T4

0 questions selected
One siide per question

Add | Cancel

Select Banner Variables

I Select Additional Features I

(8)
V2ASEGS - Segment 1|n(C)
V2ASEGS - Segment 2|n(D)
V2ASEGS - Segment 3|n(E)
V2ASEGS - Segment 4|n(F)
V2ASEGS - Segment 5|n(G)
V2ASEG segment 6|n(H)

Add | cancel|  Search

Add | Cancel

Featu rl*

Sort: Force To Top 2

LeSer I

65+

V2ASEG6
V2ASEGS -
V2ASEGS - ¢

Reorder variables

1 do not

(Net) Wi

«

Select up)

Retail location
™

App

Signs /posters in the
store

Website

Gender
Male
(A)
(n=813)

33%
30% "
28%°®
23%

31%°®

Gender
Female
(B)
(n=118
7

40% "
22%

20%
23%

18%

Age 18-
24
(D)

(n=101)

29%
29% "

359 *
18%

28%

Age
(Net)
18-34

(c)
(n=459)

30%
21%

29% "
19%

25%

Age 35-
54
(G

(n=880)

37%°
27% "

259 "
23%

24%

Age 55-
64
(H)

(n=661)

43% DEG
26% "
18%

27% >

20%

Ethnicity
Asian

(P)
(n=128)

30%
19%

20%
30% 2

27%

o Ethnicity
Ethnicity
South Asian So:sti:least
(Q} lan
(n=132) (R)
(n=56)
31% 32%
24% 21%
38% "° 38% "°
17% 23%
319%" 39%"




Chart Automation

Reduced population time by 75% by automating slide creation: Combined charts using SlideCraft
into a ‘dashboard’ to quickly replicate and update to create individual dashboards by brand

Game X P12M Players

® 18-24 1 4%
Male T 38% 18-34 W 22%
]
35-54 NN 46%
Female ﬂ 62% 6%
55-64 NN 32%
GTA 53%
Segment 1 22%
South Western 24%
S t2
Northern 6% camen 8%
Ottawa 11% Segment 3 26%
Other Ontario 6% Segment 4 23%
Player Type Game Player Type
Core [ 24% Core [l 14%
Regular [ 49%  Regular NN 53%
Casual M 27% Casual HEEEE 33%

P12M Game Player
T2%

93%
. . =
43 $5 $10

12%¥ 10% 18%
| |
weeks

week month

Purchase Behaviour

18%

22% 4 20%

In the past Inthe past2 Inthe past Inthe past In the past
2-3 months 4-6 months months ago

Over 6

but within

the past year,

0/, Bought Additional
49 /O Games

Top 5 Games Bought in
Addition to

Game 1 N 3%
I 1%
I 29%A
I 05%A
Game 5 NN 17%V

Game 2
Game 3

Game 4

Top 5 Purchase Triggers

It was a treat for
myself

Bought it on impulse
while shopping for.

1 was feeling lucky

It was a gift

Bought it while
paying for gas

| [E=A
| RERS
Il s%v
Bl 3%

| REA

Oy

Leger I

N

Purchase Behaviour Purchase Time of Day
oy
12%w 10% 18% 18% Z2%a 20% 100 o 13%
Q ) o O
I g ) | ¥ -
In the past Inthe past2 Inthe past Inthe past Inthe past Over 6 s
week weeks month 2-3 months 4-6 months months ago v Series o
but within A3
the past year [®] (Select All)
o o)
A

Game 1

Game 2
Game3
Game4

GameS5

07 Bought Additional
49 A) Games

It was a treat for
myself

Top 5 Games Bought in
Addition to

Bought it on impulse
while shopping for..

I 4 3%
I 41%
I 29% A
N 25% A
. 17%V

I was feeling lucky

It was a gift

Bought it while
paying forgas

Top 5 Purchase TriggT

Game assigned (...

(] B Game assigned (...

(] B Game assigned (...

1 a Game assigned (...
O Game assigned (... i
I — : p

" O Game assigned (...

1

B 14
| REMA
| RERS

O

|

B Game assigned (...
B Game assigned (...
i

O

Game assigned (...

O

B Game assigned (...

v Categories

Select Data...




Adopting SlideCraft has helped create
significant efficiencies across our workflow , ,

Report population time reduced by 75%

Data validation time has been reduced by over 90%

Changes and follow-ups take minutes, not
hours/days




AL ANALYSIS - AUTOMATED “Tabs




Key Priorities for Research-Led Thought Leadership Campaigns 7

Nearly all marketers see research-led thought leadership as vital for boosting brand awareness (96%), building trust and brand reputation (96%)

alongside authority and credibility (94%,.

m Somewhat important = Very important

Building trust and brand reputation 21% 75%
To boost brand awareness 31% 64%
Establishing authority and credibility 39% 55%
To drive leads 35% 55%
Supporting sales conversations 33% 52%

Q6. How important are the following when conducting research-led thought leadership and content campaigns? Select one Base: 300

per row



Al tools for data analysis 8

Chat GPT is the most used Al tool for data analysis, with 50% of respondents using it, followed by 22% using Microsoft Copilot.

Microsoft Copilot _ 22%
Gemini - 16%

Grammarly . 4%

Perplexity l 3%
Claude l 3%

Other I 2%

Q13. Which of the following Al tools do you mostly use for data analysis? Select one Base: 203




Levels of Agreement with Key Statements 9

68% of respondents agree they thrive with writing and storytelling, while 58% feel they only use a fraction of the data provided.

m Strongly agree Somewhat agree Neither agree nor disagree Somewhat disagree W Strongly disagree

I thrive with writing and storytelling

. 8%
rather than crunching numbers

31%

We only use a fraction of the data
that we are provided, and could get 18% 7%
more value from it

Survey data in excel spreadsheets

0
are difficult to use 18%

I don't feel confident when looking

0
through survey data tables 23%

10%

| find it difficult to turn research

0
data into meaningful headlines 18%

Q9. To what extent do you agree or disagree with the following statements? Select one per row Base: 300




AL ANALYSIS - AUTOMATED “Tabs
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STRATEGY FOR GROWTH

Creates opportunity for added value

Creates opportunity for more revenue

Builds stronger client relationship
Increased employee satisfaction

p
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