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Hello, we're Sandstorm sandstorm

Janna Fiester Laura Chaparro
she/her/hers she/her/hers
Vice President of UX Senior Account Director

and Creative
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About Sandstorm sandstorm

Association Team leads with decades
nonprofit, healthcare & of experience
higher ed expertise

Interdisciplinary team:
UX/UI, strategy,

Accessibility-certified, technology, data, Al
creative technology Certifications: CPACC

agency for 25+ vears (accessibility), DEIB,

. I J d y Drupal, Pantheon, UX practice started by
Or purpose-driven Acquia, and WBENC Ph.D in human factors

brands (women-owned) in 2006
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What’s Ahead Today

Power of Visualization

Opportunities for Association Engagement

7 Key UX Insights That Drove the Experience

Your Association’s Next Moves
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sandstorm

v A graphical representation of data

What is data v Use charts, graphs, and maps
Visua' ization? v More accessible way to identify trends,

and patterns in data
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Why use data
visualization?

DID YOU KNOW

Interactive visualizations lead
to a 60% increase in user
engagement.
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https://www.numberanalytics.com/blog/10-surprising-statistics-modern-data-visualization-trends

sandstorm

Instant access to real-time, proprietary data
Highly visual, interactive data exploration
Quick view of KPIs

Easily share insights across teams

Better data understanding for smarter
decisions
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Why does it
fail?

DID YOU KNOW

BARC survey revealed that only
20% of dashboards achieve
widespread adoption within
organizations.

Kasaer
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X Bad UX or Ul

X Does not reflect an organizational need

X Lack of context leading to misinterpretation
X Too much data with no interactivity

X Inaccurate or outdated data

https://www.dataversity.net/putting-a-number-on-bad-data/
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sandstorm

Opportunities
for associations

Monetize your proprietary research

Create non-dues revenue streams

Attract new audiences — media, public, etc
Showcase industry leadership

Companies leveraging modern data e Share timely, valuable insights

visualization have, on average,
experienced a 20% boost in
overall business growth.

DID YOU KNOW

https://www.numberanalytics.com/blog/10-surprising-statistics-modern-data-visualization-trends

Kasae’ /

mmc-tech
THE FUTURE
conference '. IS YOURS TO

.




Common data tools sandstorm

{':*-'} + a b I eau 1 Ewgglsgs;emlvs
Power BI
acumen ¥Flourish HIGHCHARTS
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Deloitte Services v Industries v Insights v  Careers v

Deloitte.

Redesign in Action:

As pandemic concerns gradually begin to ease, consumers confront new challenges in the form of
inflation and geopolitical uncertainty. The Deloitte Consumer Industry center continues to collect
data to better understand the shifts in the current consumer mindset and explore the potential

n ] ,
for an post-p world.
For more than two years, we've been exploring shifting priorities, financial well-being, share-of-
wallet spending intentions, climate change attitudes and more. This exploration continues to prompt

new questions, new data, and new insights.

Deloitte’s Global State of the Consumer Tracker is an online panel survey fielded monthly across 23

" countries. Monthly waves target approximately 1,000 adults (18 years and older) in each country.
The country level approximate margin of error is +/-3%. Responses are weighted at the country
level to mirror publicly available sources of age, gender and income distribution. India and South
Africa are only weighted by age and gender. Response data from India and South Africa are likely to

be over representative of urban, higher income populations.

Sentiment Spending Intent Consumer/Retail @ Travel/Hospitality Automotive
Static dat ith limited int tivit
y Tracking the consumer recovery Country Age Income Survey Date
United States v [(Al) <] [ean V] [Bimeyz02 |

100% 100%

—_—

Optimistic financial Concerned prices for

[é situation will improve ________ everyday purchases

Lacks context for interpretation
Unclear or mi ssing timeframes P 8A% e

Plan to spend on i

Outdated or hard-to-read visuals P e e

®

100%

the next 4 weeks the next 6 months ~————
56% .ooeontme g 30%  ...moreonauto -
Safety and financial sentiment Country Age Income Survey Date
United States+] [(AI) <] [an <] imeyz022 -]
I feel safe... *Hover over each circle to see the longitudinal views

W safe Unsafe/neutral

g 68% 71% 73% 66% 52% 58%
KXasae: ; r \> \ )

+ Going to the store Going to a restaurant  Engaging with one-on-one  Staying in a hotel Taking a flight Attending in-person
services events
C O I I fe re | | C e I'm concerned about... I am currently...

M Concerned Unconcerned/neutral M Agree Disagree/neutral

marketing, membership, communications + tech

| - | - | - | - | - | -



sandstorm

We conducted in-depth =
user research to inform e
the new ConsumerSignals / User Personas

v User Journeys
Dashboard / UX/UI Design
v  Usability Study

v Accessibility
Compliance
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Overview of the Personas

The

The is always hunting for the next
new, creative idea. They are constantly
looking to the future and getting ahead of
the competition by changing the playing
field.

The ' goes to Deloitte Insights to
back themselves up when they are trying
to convince The '

Kasae’
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The

The is most concerned with staying
on top of high-level trends and keeping up
with the competition. They're not interested
in rocking the boat, but instead sticking with
tried-and-true strategies that are backed by
solid research.

The turns to Deloitte Insights to
access the latest information on
compliance and industry best practices.

Deloitte.
Insights

The

The "is invested in staying compliant
and implementing best practices. Not
concerned with trends, their primary focus is
how to correctly execute tasks associated
with their daily work or implement
directives passed down from senior
leadership.

The 'goes to Deloitte Insights to
understand the current landscape to
ensure that what they're about the
implement makes sense.
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Persona 2

Anu is a 29-year-old in accounting who lives on her own in the city. She
works from home in a room full of houseplants. Anu plays club volleyball on
the weekends and is training for her fourth marathon.

Anu is a meticulous fact-checker and the one people on her team rely on
to get things done. She pays close attention to new guidelines, standards,
and rules so that she always stays within compliance. Anu often conducts
deep and specific research, which she then summarizes for her team.

A good day for Anu is one where she can check ten things off her to-do
list. She values evidence, facts, and concrete benchmarks against which she
can update her tasks and processes. She always looks for places to streamline
and organize. In short, Anu dives into the details to ensure she and her team
are efficient.
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GOALS & EXPECTATIONS

Review the data and its sources
to be sure it is trustworthy

Case studies, facts, and data to
backup ideas with leadership

Expects content to be relevant,
detailed, and specific

Identify/Gain Awareness

G

Research

Strategize

Align

GOALS Finds out changes for the upcoming tax year Identifies changes that will have a positive impact Compiles changes and strategizes the Conducts meeting with her peers to go over the
and how to make them actionaable for her company implementation for a streamlined, standardized changes she has discovered
effort with her peers
THINKING What's new in my emails today?” Where should | note all these changes | think this could really resonate with What is the competition doing and
EcStiine and where do | save this for everyone my team.” how are they responding to changes
to access?” in the market?”
FEELING Composed, nervous, unsure Upbeat, focused, frustrated Cautious, driven, tired Confident, optimistic, prepared
Read newsletters and
including Deloitte Insights
DELOITTE as well as Google Alerts
INSIGHTS
View weblnars and
Collect images, webcasts
graphics and charts Update and share Create topics
documentation alerts
NEUTRAL
Gov- and industry-
specific websites;
OTHER Google searches Collect content to create
RESOURCES comprehensive overview
UCHPOINTS G Forbes O G @ reddit (v ] Forbes G oOX® ®mJe
OPPORTUNITIES Weekly email updates Ensure search is dynamic and filterable A place to brainstorm and have thought-provoking Case studies, graphs, and fact-heavy content about
& IDEAS

Breakdown of the industry and the competition

Confidential: Sandstorm®

Create a topic and industry menu

Highlight the source of the content to build reputation
and trust

Industry webinars - to hear first hand from leaders about
the industry

conversations
Ideas for brainstorming workshops

Forecasting data models

current state of the industry
Report and presentation templates

Comparison charts
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SECTORS BLOG RESEARCH CENTERS Q @ Us-EN v

Global state of the consumer tracker

Deloitte’s online monthly panel surveys consumers across 24 countries, targeting 1,000
adults per country (18 years and older). @

Global Financial Wellbeing Index

Consumer perception of personal financial wellbeing (12-items presented
as an indexed score) @

@ Refine Data

France

o B

Alma Meshes !

SHARE COLLECT

4in10

Consumers feel their financial
situation worsened over the
past year

@
1in3
Optimistic that their situation
will improve next year

Deloitte.
Insights
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sandstorm

I:nsight 1
Real-time insights
with context matter
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sandstorm

Presenting timely insights

FORYOU v

SPOTLIGHT TOPICS MORE

Show the most recent
update date

Add a short summary or
intro to orient users

Highlight key takeaways at

the top

ConsumerSignals

ConsumerSignals is a longitudinal exploration of consumer spending behavior and the drivers
behind it. Every month, we survey thousands of consumers across more than a dozen countries
about their sense of financial well-being, spending intentions, and upcoming purchases big and
small—from their next trip to the grocery store to upcoming vacations, next vehicle purchase, and

more.

Now in its fourth year, ConsumerSignals provides a view into consumers’ everyday finances and the
spending strategies being used to navigate an unpredictable world. We invite you to explore our

5

1024

Global financial well-being

The global financial well-being index decreased to 1024 in February, down from
103.1 last month, and down from 103.0 a year ago.

interactive data dashboard,

of proprietary

indices, and deep-

articles. @

FINANCIAL AND SPENDING SENTIMENT

Financial well-being

Financial well-being sentiment

continues to recover from 2022 lows.

But the recovery’s pace is losing
momentum.

Explore financial well-being

Spending intent

The recovery in financial sentiment has
yet to translate to stronger
discretionary spending intentions so far
in 2024.

Explore spending intent

JUMP TO SECTOR INSIGHTS

Retail & consumer
products

The percentage of respondents
engaging in cost-saving behaviors at
grocery stores remains in flux as many
across the globe acclimate to a jump in
food prices.

Explore retail & consumer products

Travel & hospitality

While a run of strong leisure travel
intent shows signs of easing, many
continue to prioritize leisure travel
ahead of other discretionary
categories.

Explore travel & hospitality

Automotive

Global vehicle purchase intent shows
mixed signals across key markets.

Explore automotive

Kasae’
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Presenting timely insights sandstorm

SPOTLIGHT

Provide in-context ways o

i C merSignal ( |
to explore deeper details onsumersignals Gl il
ignals is a longitudinal exploration of consumer spending behavior and the drivers 102.4
behind it. Every month, we survey thousands of consumers across more than a dozen countries
about their sense of financial well-being, spending i ions, and i t big and The global financial well-being index decreased to 1024 in February, down from
small—from their next trip to the grocery store to upcoming vacations, next vehicle purchase, and 10311 last month, and down from 103.0 a year ago.

more.

. .
Use toolti pS to ex p lain o 5 o e ComeSits v i b consmes vy s e
spending strategies being used to navigate an unpredictable world. We invite you to explore our
interactive data dashboard, collection of proprietary consumer indices, 4nd deep-dive articl
research methods and
« Online consumer panel
a ta S O u rC e S FINANCIAL AND SPENDING SENTIMENT « N=1,000 consumers per country each
wave, adults age 18+

Financial well-being Spending intent .

Research methodology

Travel & hospitality Automotive

Country margin of error 3% (does not

Financial well-being sentiment The recovery in financial sentim| 3PPy to averages of two or more study While a run of strong leisure travel Global vehicle purchase intent shows
continues to recover from 2022 lows. yet to translate to stronger countries) intent shows signs of easing, many mixed signals across key markets.
But the recovery’s pace is losing discretionary spending intentior, « Response data for Australia, Canada, continue o prioritize leisure travel Eitiors autcoliia
momentum. in 2024. France, Germany, Italy, Japan, y ahead of other y
" . - " ” in  categories.
Explore financial well-being Explore spending intent Netherlands, South Korea, Spain, United
Kingdom, and the United States are Explore travel & hospitality

weighted at the country level according
to publicly available age and income
profiles

« Response data for Brazil, China, India,
Mexico, and South Africa, are not
weighted by income. Data represents <

0 0 0 higher-income consumers compared to
Financial well-being S

d weighti d to hold I
Deloitte's financial well-being index, (FWBI) captures changes inbow cq O "o BHng are used to hold sample
present-day financial health and future financial security. Unlike consus
often focus on consumer opinion about economic conditions (e.g., bealt, ~wave

s

income distributions consistent wave to

Kasae’
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sandstorm

I:nsight 2
Curated, Personalized
Content is Key
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Curated content based on industry  sandstorm

Deloitte pr—p—

Ability to access curated =
content by indu Stry sector ConsumerSignals R

ConsumerSignals is a longitudinal exploration of consumer spending behavior and the drivers 1024

behind it. Every month, we survey thousands of consumers across more than a dozen countries

about their sense of financial well-being, spending intentions, and upcoming purchases big and The global financial well-being index decreased to 1024 in February, down from
small—from their next trip to the grocery store to upcoming vacations, next vehicle purchase, and 1031ast month, and down from 103.0 a year ago.

more.

Now in its fourth year, ConsumerSignals provides a view into consumers’ everyday finances and the
spending strategies being used to navigate an unpredictable world. We invite you to explore our
interactive data dashboard, collection of proprietary consumer indices, and decp-dive artiles. @

Available at the top of the

Financial well-being

Financial well-being sentiment

continues to recover from 2022 lows.

But the recovery’s pace is losing.
momentun.

Spendingintent

The recovery in financial sentiment has
yet to translate to stronger
discretionary spending intentions so far
in 2024.

Retail & consumer
products

The percentage of respondents
engaging in cost-saving behaviors at
grocery stores remains in flux as many

Travel & hospitality

While a run of strong leisure travel
intent shows signs of easing, many
continue to prioritize leisure travel
abead of other discretionary

Automotive

Global vebicle purchase intent shows
mixed signals across key markets.

Explore automotive

And through the table of - | B i
contents

Deloitte’s financial well-being index (FWBI) TABLE OF CONTENTS x

April 2020 = 100 (unless noted otherwise) @ Fiterdata  Financial well-being
130

Spendingintent

o
s Choose datatofilter o= Retail & consumerproducts
. Country Travel & hospitality
oy
10 Fin|
Survey Date dirr RELATED CONTENT
105 infc
Il dates v
T
E Hig.
95 00 fing|
@ ™
o 85 of ¢
o - 2
Kasae : ‘ ® zm
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Insight 3

Raw data they can
analyze themselves

Kasae’
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Interactivity to increase engagement sandstorm

Deloitte’s financial well-being index (FWBI) < L

April 2020 =100 (unless noted otherwise) . Filter data

L O—— Global
Choose data to filter

Data points are enhanced : S——

HOW WE MEASURE FINANCIAL WELL-BEING

.
15 . 2 selected
Wi over states [ ] e ——
1o Global: 103.2 -
Survey Date dimensions of financial health (details in the
05 o A~ info button above).
] a s W, X - oA { Higher index values indicate stronger
i . 50—\ e A\ / ef % financial well-being.
Ability to manipulate data . e N '
8 % [ of eight of the top 10 global economies by
f. I t . © 2022 GDP according to World Bank.
by filtering :
bl
65
60
Sept'20 Jan'22 Jan'23 Jan'24 Feb'25
Deloitte.

Insights | deloittecom/insights

KEY TAKEAWAYS
DIVE DEEPER

The global financial well-being index decreased to 102.4 in February, down from 103.1 last month,
and down from 103.0 a year ago.

momentum
ARTICLE « 8-MIN READ

Kasae’
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Supporting deeper exploration sandstorm

g
. >
o’y . Deloitte’s financial well-being index (FWBI) &
owed for additional filter — :
[+]
10 S 8
agugn O—— Australia &
15 Choose data tofilter X z
O— United States 3
120 Courtey O——Global
15 3 selected
HOW WE MEASURE FINANCIAL WELL-BEING
NS Financial well-being is measured across six
h d I t d t t t Brazil 3| dimensions of financial health (details in the
Shared related content to o o bren v,
[ China b | Higher index values indicate stronger
allow users to di g dee per s
France
PO | The global index line represents an average
- of eight of the top 10 global economies by
Ik 2022 GDP according to World Bank.
65
60
Sept 20 Jan'22 Jan'23 Jan'24 Mar 25
ﬂ;g‘ﬁ"' deloitte.com/insights
KEY TAKEAWAYS
DIVE DEEPER
‘The global financial well-being index increased to 102.9 in March, up from 102.4 last month, and L
no change from a year ago. sl c

ARTICLE + 8-MIN READ
Note: Our most recent survey was fielded before the reciprocal tariff news came out.

ARTICLE + 4-MIN READ

Kasae’
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sandstorm

Insight 4

Seek tactical, actionable
content that can be easily
used In reports and shared

Kasae’
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Making content easy to share sandstorm

G ra p h S are b ran d e d fo r an d Deloitte's financial well-being index (FWBI) Iil L

April 2020 = 100 (unless noted otherwise) . Filter data

designed in a format for : el
presentations h ==

veb.

5
Higher index values indicate stronger
financial well-being.

Methodology and the key are
presented together

‘The global index line represents an average
of cight of the top 10 global economies by
2022 GDP according to World Bank.

Ability to share each chart

KEY TAKEAWAYS
The global financial well-being index decreased to 102.4 in February, down from 103.1 last month,
and down from 103.0 a year ago. i being: A

AAAAAAAAAAAAAAA
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sandstorm

Insight 5

Choose the Right Visual,
Tell a Better Story

Kasae’
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Travel planning (net intent)

Which statements best describe how you're thinking about your next leisure trip? (among survey respondents planning to travel for leisure

within the next three months) @ @ Filterdata
WHEN AND WHERE | TRAVEL AIRLINE LODGING IN-DESTINATION O—United States
A destination Visit during most Travel more Full-service Most convenient Upgraded seats Closerto where | Upper-class Spend on the Indulge on
further from populartime of nights airline flight itinerary want to be lodging experiences | restaurants . High
100 home year want to have
- Med
]
80
= Total
60
Age:All
40
A di L Anar
METHODOLOGY NOTE
20 4,—’8_-..‘7..._..
3 R RSl Net intent represents the percentage of
.
E 0 : o survey respondents that selected the more
E expensive trip option (top row) minus the
zZ less expensive trip option (bottom row).
-40
-60
-80
-100
A destination Visit during less Travel fewer Low-cost airline Cheapest flight Cheapest seats Further from Budget lodging Free activities Minimize
closer to home popular time of nights itinerary where | want to restaurant
year be spending
Deloitte.

Insights ‘deloitte‘com/insights

Kasae’
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Splurge purchases <
Insight into where consumers are splurging, how much they're spending, and what's driving it

KEY TAKEAWAYS

69% of US respondents in March made at least one splurge purchase to treat themselves, down from ussso

70% from last month, and down from 82% a year ago. Median amount of last splurge purchase

. Filter data
B United States
0 5 10 15 20 25 30 35
— 22 2 2 202020202020 2 0 .
Income: All
ERT——
Personal care m METHODOLOGY NOTE

Data shown represents the percentage of
Electronics and accessories survey respondents who made their last
splurge purchase in a particular category

Toys and hobbies (rolling two months).

Health and wellness

Home and kitchen
a 3
Household goods m

ﬂ;‘gﬂge' | deloitte.com/insights

Kasae’
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Food frugality behaviors

Explore the cost-saving behaviors that comprise Deloitte’s FFl @)

KEY TAKEAWAYS
Globally, saving by reducing at-home food waste and only buying essentials are among the two most

popular ways consumers continue to navigate higher food prices.

@ Filterdata

United States

Age: All

Income: All

Survey date: March 2025

W Economize

W Trade-off

ﬂggﬂg"' ‘ deloitte.com/insights

Kasae’
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Share of wallet

Estimated monthly spending amount @

Child care

Saving and
investing

2§'g°,§§e' ’ deloitte.com/insights

Kasae’
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Housing

Health ;IN! Everyday
household
goods

' Filter data

Education

"\ Transportation
\ Groceries
=
| |
|
Clothing
and
personal
care
" Blectronics
i and home
furnishings

United States
Age: All
Demographic: Age

M 18-34
W 35-54
M 55and over

METHODOLOGY NOTE

Child care category added in March 2022.
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sandstorm

Insight 6

Mobile Experience is
Secondary for In-Depth
Research
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https://docs.google.com/file/d/1nIp_JEnHe5KLVrmoHmE6CnsIqeCnnkYI/preview

sandstorm

Insight 7

Accessibllity Is still key
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Accessibllity
as a Design
Imperative

WCAG 2.1 standards

influenced color, contrast,

and interactivity

Corporate line styles +
markers to differentiate
data

Kasae’

mmc:+tech
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Chart Styles

M Australia
M Belgium
M Brazil
M cCanada
China

: o " #699F00 #555555 #6929C4 #1192E8 #005D5D #9F1853 #EE538B #570408 #198038
eeeee
M France
=y .......-..
M India
M Ireland
W Iitaly
W Japan #002D9C #D81B60 #5C6BCO #012749 #009D9A #1A237E #02778D #1B5E20 #AB47BC
B Mexico
M Netherlands
= . . . . .
M Poland
[l Republic of Korea
M SaudiArabia
B South Africa #AS6EFF #880E4F #FA4D56 #4A148C
M spain
I Sweden
Switzerland .
m une Line Styles Marker Styles
M United Kingdom —
[l United States .
_________________ —
______________
P
-—
et e e e
D—
—
O—
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@ Proof of impact

sqandstorm
51 /o increase in traffic

1 70 /0 more file downloads

22 /0 reduced bounce rate

Communications

8X increase in scrolling through the dashboard

Arts
Interactive Media
xasae’
mmc-tech
CO nfe rence
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@ Proof of impact sandstormm
AND

Kasae’
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ConsumerSignals is

the most visited page

on all of Deloitte properties
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sandstorm

Al-powered search with natural

language query
FUTURE ENHANCEMENTS Insight summaries for

Integrate Al non-technical users

Chat-based guide to navigate
data and understand terms
Predictive analytics

Kasae
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sandstorm

TAK_EP_«WAYS v/ Personalization drives engagement
DI\ [sRI[I0]oI-Td /' Context build trust

Value Through / Design influences adoption
Better Data v/ Deeper exploration adds value
Visualization v Reinforces your authority in the industry

Kasae
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Email us to get the deck

Janna Fiester
janna@sandstormdesign.com

Laura Chaparro
Ichaparro@sandstormdesign.com
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Complete Your
Session Evaluation

xasaer
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