Stick to these tips:

Lead with the answer and

Structure Matters. supporting facts.

Use the data you need. Only the data you need.

When possible, use
multiple data sources to
tell your story.

i i trast the Insights.
Give your Insights context. gr?écvpv?lﬁeq?rcﬁgﬂégé, e Insights

L. No data set will tell the entire
Protect your blindside. story. Know the best practices of
each data set.

Storytelling from the ZDOS:
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