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https://www.business2community.com/strategy/entrepreneurial-spirit-ground-zero-finding-success-0760464
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Data-Driven Culture Change

Image src:
https://www.fg om/s ple ﬂ'l’bf:.'m‘u?;?;.s path-fom

d-build-a-resilient-future-with-these-data-driven-habits/?sh=14951e1d3004 6



Facebook Tech Engagement
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Image src: https://www.theessential.agency/blog/mastering-social-media-marketing



Image src: https://woobro.design/illustration/design-sprint-free-vector-illustration

How to start?

e \Whatis the Library trying to
achieve?
o Understand customers
o Discovery patterns
o Save costs
o Increase usages
e \Which metrics have value?
e \What data do we have?
e \What other data do we need?
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How can we
make it

- Which collection should
we cancel or subscribe to
increase resource
usages

—— ——

| : Presciriptive

‘W; 'd_'d: 1 - Analytics ’ FTTs ,
ydid It | S I ' - What will be the number |
happen? | F;\r:gll;'tti'(‘:’: Qi of downloads next year for !
"""" " —— : Biology/Medical collection
Diagncstic i :
Analytics ZIITIIMMMMNCCIIIITIIIIICIIIIIIIIIIIIL
Descriptive ! A - The lowest download is
Analytics because it is used by only

Value

two instructors and no
downloads from students

' - Lowest downloads are the
Biology collections :
i - Highest downloads are |

>

Gartner the Medical collections



https://blogs.gartner.com/matthew-davis/top-10-moments-from-gartners-supply-chain-executive-conference/

2 MONASH University

Scholarly
information

@ 7.9M

accesses of
electronic
resources

+ 22%

Research and
learning skills
development

fii\72K

students
participated in
programs

+13%

Research
infrastructure

@ 966K

accesses of
the Research
Repository

+180%

Research and
learning
environments

0
Wit
visits to

branch
libraries

+5%




Yale University Library

Borrowing Activity by Patron Category
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Learn from Data

e Build strong engagement with
library users

e Understand best channels for
communication with users

e New Opportunities: products
and services
Save cost
Increase resource usages

e Personalisation

a-template-vector_549124 .html
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Image src: https://www.contrac’t:jobs.com/blog/tips-for-moving-up-the-career-ladder/

Data to story process

Define the question or goal
Create an hypothesis

Collect the right data

Perform data cleaning/data,
getting data into the right format
Scrutinize data: pivot tables,
plotting

Analyze and interpret the data
Present data: visualizations
Data Storytelling

13



The questions are more important
than the answers.

— () Edwards Demmg, —

Data Won'’t Speak Unless You Ask It The Right Data Analysis Questions

Image src: https://www.azquotes.com/quote/849584
https://www.businessprocessincubator.com/content/change-agents-the-who-what-where-when-why-and-how/



https://www.azquotes.com/quote/849584
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How can we help them do better in class?
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Forms and
Questionnaires

Combination
Research

Data Collection
Methods

Observation m
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Customer Journey Marg

STAGES

STEPS

THINKING

DOING

FEELING

PAIN POINTS

OPPORTUNITIES

Wants to find a TV provider

- Who's on the market?

Wants to start researching

@)

- Is not aware of all products

- Doesn’t know what to choose
- Doubts the value of the
product

- Empower word of mouth
- Extend marketing channels

Needs to choose a provider

-Who is the best provider?
- What are the prices?

- What people prefer?

- What are the offerings?

- What are the features?

- Goes to the website
- Searches the web for
feedback

- Compares prices

- Compares features

(&)

- Doesn’t know where to start
- Doesn’'t want to spend a lot
of time on research

- Create positive image of the
product

- Contextual promo

- Decrease frictions for trial
opportunities

https://uxhints.com/ux-research/customer-journey-map-template/

On the example of choosing a cable/digital television provider

Subscribes to a plan

- Is there a discount?
- Is there a trial?

- How to pay?

- How to cancel the
membership?

- Makes decision

- Pays for subscription

- Starts trial

- Installs the equipment/
software

- Can't pay by BitCoin
- The payment process is
unclear

- Improve payment UX
- Support more payments
systems

Service

Uses the service

- How good is the quality?
- How good is support?

- How to connect a new
device?

- Uses the service

- Builds playlists, favourites,
bookmarks

- Connects new devices

Loyaity

Extends service subscription

-Is there going to be more
content?

- Is there going to be new
features?

- Will the price change?

- Extends subscription

- Recommends the service

- Joins the community (forum,
slack channels, etc)

Customer journey for

library

Ry Yrgvs Iptada
Computer Sdence 1



https://uxhints.com/ux-research/customer-journey-map-template/
https://tinyurl.com/6nz66nfe

Gather data for service designs
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Empathize Define : Ideate . Prototype : Test
*3, :

. : : ."Q”lo,'
Learn about Create a point - Brainstormand  Builda . Share your
the audience of view that is . comeupwithas . representationof . prototyped
for whom you based on user - many creative . one or more or . idea with your
are designing needs and solutions as * your ideas to . original user r
by observation insights ©  possible show to others for feedback

and interview
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http://designthinkingforlibraries.com/

Data Analysis | FAST FOOD CHAINS IN AMERICA
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Image src: https://public.tableau.com/en-us/gallery/what-are-most-popular-fast-food-chains-united-states7tab=featured&topic=topic-food-and-restaurants



https://tinyurl.com/47tzacsn

Data Analysis Il tinyurl.com/vevhndyw

SALES TREND FOR  **" >
PROFIT PROFIT RATIO

S 1 . 5 M (flf 1 2 % Profit o 2013 2014 2015 2016
SALES BY COUNTRY Y E2 TOTAL SALES BY CITY SALES VS PROFIT BY SUB-CATEGORY
Country Svales Profit Ratio A Sub-Category Total Sales Sales Total Profit Profit Profit Ratio A

-

‘United States 2297.2K 12% Phones $1,706.8K | $2167k I 13%
Australia 925.2K 11% Copiers $1,509.4K $258.6K 17%
France 858.9K 13% Chairs $1,501.7K $140.4K 9%
China 700.6K 22% Bookcases $1,466.6K $161.9K 11%
Germany 628.8K 17% A Storage $1,127.1K $108.5K 10%
Mexico 622.6K 17% ‘ @YROPE Appliances $1,011.1K $141.7K - 14 %
India 589.7K 2% , o Machines s779.1¢ | sssok 8%
United Kingdom 528.6K 21% Q@ Aantc Tables $757.0« | s64.1¢) I 8%
Indonesia 404.9K 4% .. o ey Qc Accessories $749.2K - $129.6K - 17 %
Brazil 361.1K 8% ( Binders $461.9K . $72.4K - 16 %
Italy 289.7K 7% ¥ SOUTH AMERICA indion Furnishings $385.6K ! $47.0K ! 12%
R SRETs 22as Ocean

ke s e e e T AL Ee AL A A ————— .

Image src: https://community.powerbi.com/t5/Data-Stories-Gallery/Global-Super-Store/td-p/627564 22


https://tinyurl.com/yevhndyw

tinyurl.com/7etzsn68

Al i— Default Channel Groupi.. (1) ~ Country Age Jun 21 ’ 2021 = JUI 20. 2021
DIGITAL

Users & Sessions Revenue & Conversion Rate Site Health

by Users, Sessions & Avg. Sessions Duration by Revenue, Transactions & Conv. Rate by Bounce Rate, Avg. Session Duration & Page Load Time

Users Sessions New Users Product Revenue  Transactions Ecommerce Conversion R Bounce Rate Avg. Session Duratiodvg. Page Load Time (

91.4K 66.7K 47.2K $150.55K 2K 3.7% 45.5% 03:21 3.6

Bounce Rate  ——— Avg. Page Load Time (..
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Ecommerce Conversion...
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0 0 0%
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Image src: https://datastudio.google.com/u/O/reporting/1mqTA-aptRwBcxpFUeZZ66 CcPHhOTUVK6/page/VgD



https://tinyurl.com/7etzsn68

Guided Visualizations for Charts and Graphs

Variable Width Table or Table with Bar Chart Column Chart Circular Area Chart Line Chart Column Chart Line Chart
Column Chart Embedded Charts : is
F o
1 ' / 3 5
aill - 1
1 1 1 1 1 T
Many Items Few Items Cyclical Data Non-Cyclical Data Single or Few Categories Many Categories
Two Variables Many L L 1
per Item Categories
[ Few Categories Many Periods Few Periods
] [ 3
| One Variable per Item I
1 Over Time
Among Items
| I Column Histogram
I
= Single
Comparison Variables
Scatter Chart Two
Variables

- . . . . . Line Histogram
: Relationship What would you Distribution —— a0y
. ] Data .
like to show? Daxa /\
Bubble Chart
@ e ® epe
g € Composition
® Scatter Chart
g g Three
&0 Variables Two
e | Variables __ *
Changing Static
Over Time
3D Area Chart
Three
Few Periods Many Periods b Variables — !: = .
I 1 I 1 | | 1
Only Relative Relative and Absolute Only Relative Relative and Absolute Simple Share A i Ci of
Differences Matter Differences Matter Differences Matter Differences Matter of Total Subtraction to Total Components
] 1 1 [ ' 1 '
Stacked 100% Stacked Stacked 100% Stacked Area Chart Pie Chart Waterfall Chart Stacked 100% Column Chart
Column Chart Column Chart Area Chart

‘BEER dlddi

— »

Image src: https://www.tapclicks.com/resources/blbg/déta-visualization-types/
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Data Storytelling

Data storytelling is a methodology
for communicating information,
tailored to a specific audience, with
a compelling narrative.

o Data
o Visuals
o Narrative

Image src: https://www.marketingoops.com/exclusive/how-to/5-tips-for-data-storytelling/ 25



Tools

Excel / Sheet

Data Studio

Tableau

PowerBI

Power Bl .
Google analytics

' kaggle Python (advance)

Google Data Studi
oogeaa udaio j

https://bigdataconstruction.com/courses/part-4-big-data-visualization-and-visualization-tools 26
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Data Literacy Roadmap

Create a data vision and Develop a data literacy
roadmap vision

Foundational steps

Iterative processes

Image src: https://quanthub.com/data-literacy-program/
https://reder.red/the-roadmap-of-vision-for-student-mindset-05-10-2020/

Design a plan

with goals

ainsea Hoel)

Reward/Promote

27


https://quanthub.com/data-literacy-program/

Data Literacy Roadmap (SWU Library)

Formulate questions from
their own data that
combined with other data.
Understand metric and
dimension

Familiar with their own data
and basic Bi tools (sheet)




C ANUNUBEAYANANN UNIINYIRLATUATUNTI LA
/7~~~ THE CENTRAL LIBRARY OF SRINAKHARINWIROT UNIVERSITY

%) Login

Home

W No. of books

Bachelor of Arts in Children's Literature

Faculty of Humanities

Loan

5 3

Electronic resources
Printed Journal

B

CLBS

Title

0.001 Jumi

Start Date : 01 October 2014 End Date: 13 July 2021

7,465 13,460 47,993 1,769

Title Volume Loan Subject
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EventLabel ~

Most clicked menu

sutayaaauiaid (Databases)

Home

suzayaaawia (Open Access)
WVaItayanisiIty

On-Site Search

UAAINT

srayanaaaaiy (Trial Databases)
syuuduAu SWU Discovery
Tdsunsunisdanisussaniunsy EndNote

WMATAMSIUFUNINEINTATIUNA

Total Events

' Unique Events ~

4,506

% of Total: 23.22% (19,403)

1,311 (29.09%)

1,108 (24.59%)

424

271

177

82

80

74

61

57

(9.41%)

(6.01%)

(3.93%)

(1.82%)

(1.78%)

(1.64%)

(1.35%)

(1.26%)

4,069

% of Total: 23.58% (17,254)

1,147

1,008

338

254

171

82

67

72

51

56

(28.19%)

(24.77%)

(8.31%)

(6.24%)

(4.20%)

(2.02%)

(1.65%)

(1.77%)

(1.25%)

(1.38%)

Event Value

0

% of Total: 0.00% (0)

0

0

(0.00%)

(0.00%)

(0.00%)

(0.00%)

(0.00%)

(0.00%)

(0.00%)

(0.00%)

(0.00%)

(0.00%)

C munwaamﬂma UINNINYIAYATUATUNTI LA
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Avg. Value

0.00

Avg for View: 0.00 (0.00%)
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00
0.00

0.00
30
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1st Event 2nd Event (%) 3rd Event (]
. 1.7K sessions, 779 final event 936 sessions, 550 final event 386 sessions, 184 fin
Website usage flow
Eaegor}r. c...Ba!aBases’ l Category: c...Databases) | Category: ¢...Dz
@ 83 @ 52 @ 17

. ; : | Category: d...L ¢
Category: c... Databases Category: d...h Ultimate -4
@ 52 il | @ 19 @ 12
: | Category: c... Di
Category: c..athens_img ! g:;tegory. d..L Complete @ 7
45
@ Category: c... Databases | ® gategon/: c..att
1

@ Category: c...athens_txt |
35

@ Category: c._en Access) | ®@ gategory: d.se
10

@ Category: c...rnitin_img !
30

@ (>100 more events) & 529 )




Event Action - Total Events ~ < Unique Events

( mun‘waauﬂnma NM’]’JVIEJ”IE:IEJﬂﬁuﬂi‘U‘Vli’JIiW 104302 88 241

’ ’
/ THE CENTRAL LIBRARY OF SRINAKHARINWIROT UNIVERSITY % of Total: 19.21% % of Total: 20.60%
(543,021) (428,407)
EEERME Most clicked items 4,499 (4.31%) 3,503 (3.97%)
J 2. wnaxfjuanvatianisUiungé@nssu = Theories and techniques in behavior modification 565 (0.54%) 295 (0.33%)
(] 3. asivoieunnmsiiianniieis 292 (0.28%) 176 (0.20%)
(J | 4 a[sinoinmsdansn 180 (0.17%) 118 (0.13%)
(] 5 wazasmsldfanssudaduuusiviiadsznavnsiarimutunmsiaiuminesmadsaunanandsuia 180 (0.17%) 135 (0.15%)
O | 6. 3msdaasnmsiadawlm = Kinesiology 158 (0.15%) 94 (0.11%)
J 7. WOANTTUNUBHAUMIWRIUIAU 128 (0.12%) 83 (0.09%)
(]| 8 Aasivouan 122 (0.12%) 85 (0.10%)
| anuansalunmslnaniiadadnvandnlsiontasunisiaaanssudalasoassanisan da Ue 3
| o iR 118 (0.11%) 75 (0.08%)
' 32
[(J | 10. waé@nssuasdns = Organizational behavior 115 (0.11%) 74 (0.08%)



H Project Projects All Tasks Reporting Configuration

Projects / Tasks Project I3[

Task and communication management efficiency V Fiters ~ | =CGroupBy ~ | # Favorites ~

Job in Queue + To Do + Doing 3 Resolved
9 8
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T Select Faculties and Years (Ctrl+select)

2 0 8 - 0 0 Faulty Number of Authors ,  Year

T W 2021
Count of Citations [ )
W 2010
2018
2017
2016
47 122
AMSIMnsTUMaARs 47 2014
Number of Authors Count of publications - 2013
2012
Dept Count of Count of Citations A 201
Publicatio 2010
i ik 2009
— = = 2008
A EMIMINSIHIASaYNA : x : ) 2007
Naphon P, 19 126.00 ! 2 ER 2006
Wiriyasart S. 19 126.00 L : ke 2005
Arisariyawong T. 2 47.00 2004
Supasuteekul A 1 2.00 2003
Bunyawanichakul P. 3 1.00 o 2002
Kharanan T. 1 0.00 i S
Count of Publications by Year Count of Citations by year
100 400
a
& g
B S 200
L&)
S A
2020 2021 2019 2020 2021

Year Year



Keyword analysis

female

humans

controlled study a

male

dult human

*dthailand priority journal
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Risks on data driven implementation

- Data validity

- Data privacy and security
- Data Ethics

- Data interpretation

- Cost

- People

36

Image src: https://www.gulfsouthtech.com/blog/5-golden-rules-to-easily-prevent-computer-data-loss-in-your-business



Key takeaways

- Data driven cultures starts with people.

- A Buy-in from Executive and teams is the
key to success

- Data literacy program and milestones must
be established to educate staffs.

- Data driven organization is not an IT tasks.

- Aclear goal should be set before beginning
the program

Image src: https://www.istockphoto.com/th/search/2/image?phrase=key+to+success
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