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This short document contains common best practices and visual examples for creating
high-quality slide-based reports

Foreword

Background and context

» MS PowerPoint and other similar
tools are ideal for creating
compelling, visual and easy-to-
read reports, and are both
globally and in Finland by far the
most used tool to efficiently
create visual documentation and
reporting.

» Learning how to create coherent
and high-quality PowerPoint
presentations and reports
already during university studies
Is a significant benefit — most
students will need to use
PowerPoint as one of their
primary tools at work after their
graduation.

Objectives and scope of the guidance document

EY-Parthenon is collaborating with Aalto University School of Business to create a short guidebook for students
regarding PowerPoint-reporting. The objectives of this guidebook are as follows:

1. Learn to structure PowerPoint final reports into distinct sections to make reading the material and
following the storyline easy

2. Understand most common style guidelines for PowerPoint presentations such as using colors and
page layout

3. Provide visual examples on report content & visualization such as drawing charts & graphs and
highlighting key information

It is important to note that this guide was created using EY-Parthenon’s proprietary PowerPoint-template,
and hence it is not directly applicable to be used as-is in university course final reporting or as a strict guideline.
The overall purpose is to illustrate examples and share best practices

For further guidance and information about EY-Parthenon, including career opportunities, please feel free to
contact antti.sinkkonen@parthenon.ey.com or recruitment.helsinki@parthenon.ey.com
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EY-Parthenon in brief

EY-Parthenon provides strategy consulting across the globe, and in Finland we have a
team of +30 consultants

EY-Parthenon overview

EY-Parthenon in brief

Integrated Nordic team 3 partners and +30
of 150+ professionals consultants in +

Helsinki » Parthenon was founded in 1991 and

merged to EY in 2014

9 ' » Growth by acquisition of digital strategy
” %v ’ consultancy company BOX Associates in
\J 2017 and acquisition of OC&C teams in
" ! \J  / Germany, Netherlands and France in

'
\ }, A () v 13 2017-18

] ' L] ’ » Continuous recruitment of strategy
" L professionals and acquisitions of other
strategy boutiques globally

' » Currently over 40 offices in 25+ countries
worldwide

» Over 7,000 consultants worldwide

Growth & transaction focus  Integrated offering Flexiblility in approach International network

Page 4 EY Parthenon



EY-Parthenon in brief

EY-Parthenon is the strategy consulting arm within EY

EY-Parthenon within EY

EY global organizational structure

EY

Service lines
l

v v v

Strategy and

Transaction (SaT)

[ Assurance ] [ Consulting ]

[ Tax & Legal J

SaT Competencies

Valuation,

Modeling &

Economics
(VME)

Turnaround &
Restruturing

Transaction
Diligence
(TD)

Lead advisory Corporate Transaction
/ Corporate

Finance

& Growth Strategy &
Strategy Execution Strategy

Transactions & Corporate
Finance

EY Parthenon

©

Organizational breakdown explained

» EY has 4 service lines (SLs)
- Assurance (Auditing)

Consulting (Transformations)

Strategy & Transactions (M&A)
- Tax & Legal (Regulatory support)

» Every SL has multiple sub-service lines (SSLs) with specific
competence areas

» Strategy and Transactions (SaT) provides support for corporate
acquisitions and divestments as well as restructuring and
advise on strategic capital management

» EY-Parthenon (EY-P) enables clients to unlock their full
potential with strategy, transactions and restructuring, as well
as by paving the way for major transformation programs, and
driving measurable impact to the rest of EY
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EY-Parthenon in brief

Our teams and our culture is all about being Smart, Nice, and Driven

Smart.

Extremely bright, intellectually
curious, blending a command of
analytics with an appetite for
inventive thinking

Friendly, arrogance-free style that
relishes open collaboration and
partnership

Driven.

Unrelenting energy focused on
finding inspired solutions and
delivering proactive service

EY Parthenon
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Report structure

Structure of a PowerPoint-format report follows the same structure as a typical Word-
format report

Report structure

o Cover page

e Table of Contents

Executive summar 0 .
e y The presented structure is

illustrative and is dependent on
the type of the project you are
working on.

~

o Key content (analysis & findings)

@ Section 1 (e.g. company information)

: However, it is recommended to
Typical report @ Section 2 (e.g. market environment) follow the basic structure of
structure elements #1 to #6.

@ Section N (e.g. competitor analysis) ) _ )
Modify the structure in section 4

) and its sub-sections based on
Appendices .
your project type, context and

@ Glossary \scope /

@ Information sources

6 Closing page
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Report structure

The key content sections are dependent on the type of course project and scope of your
work — remember to adjust them accordingly into distinct sections

Content of the key report sections

Section Description

o A visual cover page of the report which includes at least the title of the work, the name of the university course / project and
Cover page
date of the report

General table of contents of the report, which indicates the structure of your report

e Table of Contents Note: In PowerPoint format, it is not necessary to add the page numbers to your table of contents similarly to Word

Section which summarizes the key insights / results of your work, and provides answers to e.g., key hypotheses or

e Executive summary presented research questions (we recommend to google and learn to use the ‘pyramid principle’)

One or several sections (depending on the type and scope of the project) which include all written and visualized insights of
Key content .
the work in well structured order
e Appendices Section which includes other material relevant to the project that may be used as a background information
@ Glossary A sub-section within Appendices which describes the key abbreviations and terms
@ Information sources A sub-section which lists the key information sources used in the project
e Closing page Closing page can often include the contact details of the report creators (including your student IDs if required by professor)
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Report structure

Despite the report type, the report should include a simple cover page and clear table of
contents to start off with

Examples of key report elements

o Cover page e Table of contents

Table of contents

<Project Name>

Sechon | Kay cortert

Table of contents

<subitie> <Project Name>

<sub-title> |
& K

Company introduction

Market analysis

Competitor analysis

2 @ w
p & i
@

& o

» Use cover pages with vivid pictures and colors — do not use a white » Create a simple table of contents page to start off with

background in cover pages » Tip: you can use the table of contents page as a “section divider” to help

» You can find suitable cover photos from e.g. the reader to stay on track while reading the report — see next pages for
_ Pixabay examples
- Unsplash
- Pexels

» Note: remember to check license and copyrights of the images!
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Report structure

Preferably use a colorful cover page which includes your project / report name, an
Informative subtitle and date of your report

Q Cover page

Short project or <Project Name>

report name

Short subtitle such
as “Final report of
<subtitle> external market
analysis” or “Final
report of
| sustainability
7’| assessment”

Date of your report
(the submission
date) such as April
6™ 2022

Page 11 EY Parthenon



Report structure

Use section divider pages to break down the report into distinct sections, and to make
the report easier to read, navigate and digest

gTabIe of contents (as section dividers)

I Contentsl

» Executive summary
» Company overview
» Market environment
» Busines plan

» Appendices

Actual content of the report between the section dividers

i

This is a section divider
— it shows also the
overall content of the
report and highlights with
color the next section.

Best practice is to create
a simple table of contents
template, which also
works as a section
divider, and copy the
same slide across the
report for consistent look

I Contentsl

» Executive summary
» Company overview
» Market environment
» Busines plan

\ » Appendices

dividers

I Contentsl

Company
» Market environment

Actual content of the report between the section

Actual content of the report between the section

dividers
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Report structure

Executive summary is the most important section of the report — it summarizes in a
concise format the most essential findings, recommendations and thinking of the work

9 Executive summary

Executive summary Executive summary
<Template for 1-page executive summary> CLIENT is an established business with a well-rounded offering portfolio that has
demonstrated steady growth trend while maintaining a decent profitability level

Executive summary — overview of key findings Summary of findings (1/4)

Key findings

Text » Text

» Lorem ipsum dolor sit amet, consectetur adipiscing elit. Sed egestas cursus accumsan. Vestibulum ante ipsum primis in faucibus orci luctus et ultrices
posuere cubilia curae; Curabitur vestibulum laoreet varius. Lorem ipsum dolor sit amet, consectetur adipiscing elit. Nunc sed hendrerit velit, at suscipit
eros. Aliquam arcu uma, pretium vestibulum congue vitae, hendrerit id est

» Pellentesque ultrices faucibus interdum. Aliquam erat volutpat. Pellentesque velit sem, semper vel mauris vel, consectetur consequat nisi. Quisque
lobortis quam quis leo mallis sollicitudin.

» Donec diam elit, maximus ac orci porta, molestie porta lorem. Duis dictum sit amet magna a venenatis. Nunc fermentum facilisis eros, vitae dignissim ex

Business tincidunt non.

overview »Vestibulum congue a diam nec ornare. Phasellus euismod nulla ullamcorper eros laoreet viverra. Sed eget mauris turpis. Fusce auctor neque vel tortor
elementum placerat. Gras mimagna, interdum quis turpis eget, placerat fermentum tellus.

» Aenean condimentum tincidunt uma, ut sodales justo faculis vitae. Gurabitur interdum imperdiet euismod. Cras fringilla et augue vitae fringila.

» Nam ornare dignissim sodales. Aliguam iaculis efficitur aliquam. Curabitur nec vestibulum ex Vestibulum rutrum porta ex id etismod. Donec erat mi,
faucibus quis scelerisque a, varius a sapien. Nulla at lorem finibus, molestie justo vel, mollis erat. Duis convallis sapien tortor, in sagittis justo lobortis
non. Curabitur et luctus purus. Ut sollicitudin tortor nulla, vel suscipit eros scelerisque nec. Vivamus finibus portiitor gravida

» Proin commoda velit non posuere lobortis. Phasellus eu vestibulum mi, quis ullamcorper justo. Cras fermentumn cursus purus nec rhoncus.

Text » Text

Text » Text

Executive summary

The domestic market is large, growing and fragmented — local and mid-market
generalists form the key competition for CLIENT

Summary of findings (2/4)

Text » Text

» Pellentesque ultrices faucibus interdum. Aliquam erat volutpat. Pellentesque velit sem, semper vel mauris vel, consectetur consequat nisi. Quisque lobortis quam quis
leo mollis sollcitudin
» Proin commodo velit non posuere lobortis. Phasallus eu vestibulum mi, quis ullamcorper justo. Cras fermentum cursus purus nec rhoneus.

» Executive summary can be presented in numerous different ways.

» Pellentesque ultrices faucibus interdum. Aliquam erat volutpat. Pellentesque velit sem, semper vel mauris vel, consectetur consequat nisi. Quisque lobortis quam quis
leo molis sellicitudin

- One alternative is to structure the executive summary based on the
analyzed themes (scope items), such as “market”, “competitors”,
“business strategy”, “action plan going forward” etc. comeernee . O

positioning
» Donec diam elit, maximus ac orci porta, molestie porta lorem. Duis dictum sit amet magna a venenatis. Nunc fermentum facilisis eros. vitae dignissim extingidunt non
» Vestibulum congue a diam nec omare. Phasellus evismod nulla ullamcorper eros laoreet viverra. Sed eget mauris turpis. Fusce auctor neque vel tortor elementum
placerat. Cras mi magna, interdum quis turpis eget, placerat fermentum tellus.

» It is important that it consists of short and concise phrases which include,
using the pyramid principle, the most essential information of the analysis
& findings of the course work
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Report structure

Glossary of key terms should be included at the very end of the report

@ Glossary

Appendices
Glossary of terms

Acronyms and abbreviations

Term Explanation Term Explanation
A Actual m million
b Billion mgmt. Management o
- - NGO Non-governmental organization

Report will most |ike|y Ezz 23:::2: :Z (E;l;i:j:ers NOC Network operations center
consist of several CAGR Compound annual growth rate nee = promoter =

LAGH ~ na.orNA not applicable
acronyms and DC Data center RFP Request for proposal
abbreviations. It is a Eg Exempli gratia - for example SaaS Software as a Service
good working practice to EBITDA Ejglgggzigﬁfgr:d":;r:;;;?:;5, SME Small and medium-sized enterprises
list a g|OSSGI.I’y of ke_y . EUS End-user services :\?VC gzxgeoperatlons conter
terms, and include it in F Forecast WAN Ve s Ttk
the ﬁnal I‘epOI’t FY Financial year WLAN Wireless local area network

HW Hardware YTD Year to date

1AM Identity and access management

ie. Id est -that is =

k thousand

KPC Key purchase criteria

LAN Local area network

LTM Last twelve months
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Report structure

Finally, the report should contain a summary of the completed research activities (i.e.

methodology) and data sources

@ Information sources

Appendices

Summary of research activities and data sources

Information sources

Primary research (N=X)

Secondary research

Industry experts (N =X)

»<description of the interviewed expert=
»=description of the interviewed expert=
»=description of the interviewed expert=
»<=description of the interviewed expert=

=DC

»Alma Talent

= Orbis BvD

» Statistics Finland

» Statista

» Company websites

» Company financial statements

» Company presentations

» Other company information including
» Customer data
» Company budgets and forecasts
» Personnel development
» SLA performance metrics
» Customer satisfaction data
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Style guide

Regardless of the chosen page layout and template, every slide should have an action

title and a subtitle

Slide structure

Section header \
» Short section header

Action title
» Main message of the slide — this
is most important part and

on the content or
section, such as
‘executive summary’ or
‘market analysis’

Source

» List of external
sources regarding
the displayed

content of the slide

Section Header mandatory

Click to add title —l/

Subtitle (unit)

Subtitle
» Short description of the content of
the slide

» Example: Revenue development,
2018-2022
» Example: Selected sector trends

Footnote
» Additional information
regarding the content of the |

slide
» This is helpful in keeping

EY Parthenon

Drawing limitation — the grid

» In EY-Parthenon we use this
sort of drawing limitation grid
to highlight the area which
should NOT be exceeded

your slides nice and clean
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Style guide

Action title tells the key message of the slide, and is the single most important element
of each slide — pay attention to good action titles as it allows you to tell a story

Action title examples

Example 1

Example 2

Total available gross revenue across Nordics is estimated at c. €1.3b in 2019; growth is
expected to continue after Covid-dip
Total available gross revenue by market — Nordics
Summary of gross revenue pools (offline and online), core markets (€m) Comments
1,503
1481 1,471
» Sweden remains the largest Nordic market in terms of
o oo revenues
375 378 » Strongest growth in the Nordics is coming from
Norway 352 ug Denmark
»We do not expect consumer spending fo bounce back
- 239 +3.0% post-Covid as in other European regions leading to
229 slower long term growth rates
Finland 212 213
» As online adoptionis currently high we do not expect
growth rates similar to other countries in Europe
o . 365 381 392 2% » In-store margins continue to decrease leading fo a
=nmar 3 =) revenue pools increase below transactions values
» For example in Sweden we expect a low initial COVID-
19 impact but a higher long run effect with annual
revenue pool growth rates of 2.2%
Sweden 449 444 412 e i +21% » Online card acquiring can not capture the full effects of
the rise in online transactions due to the high share of
APMSs on the online payment mix
2019 2020 2021 2022 2023
Source: Expert interviews, EFCY, ECB, Barclays, Workdpay, Global Data, G4S, E-Parthenon analysis Page 20 EY Parthenon

We estimate potential incremental EBITDA impact of synergies to be €3-12m’

QSynergies‘ Potential incremental EBITDAimpacts (€m) QUTSIDE-IN/ PRELIMINARY

(~27-30% )
I - )
2% ) 144-160
T e 36
134148 0 46
,,,,,,,,,, g 12 510% 2-4% sales cost
816 511 0-1% of potential  Preduction cost r‘edu;:tlon due‘to
o 0.3-0.6% reduction incremental savings bysite  Saies Torce overlaps
15%-3% volume 24% revenue 0EA% revenue T by procurement consolidation and 14-28% admin
dissynergies due to increase on increase due to complexity savings due to cost reduction due
customers 100KI19 commodity products oo®d RED a8 g i o the  market power in o codocations and
for the 3% party Sales organization 5 HQ closure in EU
due to combined (mainly driven by joined product Europe and in 4 US
supplier market power alne pricing 1 portfolio sourcing in the US an
application
Engineering)
< Gommercial drivers > < Operational drivers >
7 ® o o o L) ®
Potential EBITDA  Dis-synergies Combined Combined Complexity Incremental Site consolidation SG&A synergies Potential EBITDA
(stand-alone) due to combined market power innovation reduciton procurement (incl. synergies)

customer bases and R&D joined portfolio savings

1. Impact only on XX, impact on VY'Y not evaluated
Source: Ev-Parihenon estimates, EY-Parthenon leam experience Page 20 EY parthenon

o

» Main messages of the slide:
- What is the size of the total available gross revenue in Nordics?

- How is the market expected to develop in the coming years?

o

» Main messages of the slide:

- What is the total estimated synergy potential?
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Style guide

Adjust to action title according to what's at focus

Action title examples (cont’'d)

Alternative 1

Alternative 2

Total available gross revenue across Nordics is estimated at c. €1.3b in 2019; growth is
expected to continue after Covid-dip

Total available gross revenue by market — Nordics

Summary of gross revenue pools (offline and online), core markets (€m)

Comments

Source: Expert interviews, EPC'Y, ECB, Barclays, Worldpay, Global Data, G45, EY-Farthenon analysis

1,503
1,441 1471
384
pes 378
Norway 352 348
239
209 233
Finland 212 213
365 381 392
Denmark 333 329
Sweden 449 444 472 479 488
2019 2020 2021 2022 2023

+22%

+3.0%

+4.2%

+21%

» Sweden remains the largest Nordic market in terms of
revenues

» Strongest growth in the Nordics is coming from
Denmark

»We do not expect consumer spending fo bounce back
post-Covid as in other European regions leading to
slower long term growth rates

» As online adoptionis currently high we do not expect
growth rates similar to other countries in Europe

»In-store margins continue to decrease leading fo a
revenue pools increase below transactions values

» For example in Sweden we expect a low initial COVID-
19 impact but a higher long run effect with annual
revenue pool growth rates of 2.2%

»Online card acquiring can not capture the full effects of
the rise in online transactions due to the high share of
APMSs on the online payment mix

Page 20 EY parthenon

Denmark is forecasted to experience the strongest growth in the Nordics with annual

growth of c. 4.2%

Total available gross revenue by market — Nordics

Summary of gross revenue pools (offline and online), core markets (€m)

Comments

1,503
1,401 1,471

378 =

375

Norway 352 348

Finland 212 213

Denmark

Sweden 449 444 472 479 488

+22%

+3.0%

+21%

2019 2020 201 2022 2023

Source: Expert interviews, EPC'Y, ECB, Barclays, Worldpay, Global Data, G45, EY-Farthenon analysis

» Sweden remains the largest Nordic market in terms of
revenues

» Strongest growth in the Nordics is coming from
Denmark

»We do not expect consumer spending fo bounce back
post-Covid as in other European regions leading to
slower long term growth rates

» As online adoptionis currently high we do not expect
growth rates similar to other countries in Europe

»In-store margins continue to decrease leading fo a
revenue pools increase below transactions values

» For example in Sweden we expect a low initial COVID-
19 impact but a higher long run effect with annual
revenue pool growth rates of 2.2%

»Online card acquiring can not capture the full effects of
the rise in online transactions due to the high share of
APMSs on the online payment mix

Page 22 EY parthenon

» Main messages of the slide:

o

- What is the size of the total available gross revenue in Nordics?

- How is the market expected to develop in the coming years?

o

» Main messages of the slide:

— Which country has the highest growth rate?

Page 19
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Style guide

Preferably use a white background for easier reading, and use the same page layout
and set of selected colors across the report for consistency

Usage of colors

Use a white
background

Use a set of
primary colors

» Preferably use a white background in your slides across the
report for consistency.

- Studies also show that reading text and interpreting
visualizations on white background is easier for majority of
the readers!

» Avoid using black background

» Use the same layout and color background across the report

» Throughout the report, preferably use a consistent set of
primary colors, i.e., do not use all the colors available in
PowerPoint — it makes the report look inconsistent

» Note: Colors in this guidebook are EY-Parthenon’s
proprietary brand colors. Use the colors which are available
or embedded in your PowerPoint template layout

©

Total available gross revenue across Nordics is estimated at c. €1.3b in 2019; growth is

expected to continue after Covid-dip

Total available gross revenue by market — Nordics

Summary of gross revenue pools (offline and online), core markets (€m) Comment ts

s 1,481
1,346 1335 venues

375
Norway | 382 248

Finland | 212 213

k | a3 329

the rise in online tr
APMs on the online payment mix

» Sweden remains the largest Nordic market in terms of
reven

not capture the full effects of
ne transactions due to the high share of

EY-Parthenon primary colors

Yellow
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Style guide

Pay attention to data visualization — try out different graphs and charts, and choose the

most suitable for your needs

Simple data visualization alternatives

Stacked charts

100% stacked charts

Line charts

46 23 45 30
Series ML) 20%
31 Series |4
Iiil
2 L
Series 82%
_ 35 72%
Series 5
Series 55%
22
Series 13
2019 2020 2021 2019 2020 2021

55

5,0

4,5

4,0

3,5

3,0

2,5

2,0

15 1

1,0

0,5 1

0,0
2019

2020

2021

Clustered charts

Series

Series

7.2
5.3
4.6
4.1
3.4
2.3

2019 2020 2021
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Style guide
Try highlighting the most important data points to strengthen your message

Data visualization examples

Example 1 Example 2
The UK drugstore market only has a size of roughly €8b with low overall growth rates Across Europe, currently ~55% of issuing processing is outsourced to third party
driven by revenue decline of CLIENT providers such as CLIENT, with the remaining serviced by in-house solutions

Key characteristics of the UK drugstore market, 2010-19 Outsourced issuing processing

Revenue development of the UK drugstore market (€b)

Number of issued transactions in Europe

# transactions, 2018 Comments
CAGR
— I 2010-19 » Based on market feedback and secondary research we estimate
— — ‘\in_gD 55b that currently ~55% of card issuing transactions are processed
93 through third party providers such as CLIENT
8.3 8.4 50 50 84 » Larger banks are likely to conduct issuing processing in-house as
14 79 7.7 24 - - 66 We believe ~50% of card processing is they have the scale to reach economies of scale and thus make it
' 7.4 21 22 ~24b still done in-house by banks.” cost efficient to process the card payments in-house
Others | 20 2l Y 24 25 27 3.4% Inshouse (~40%-50%) UBS Equity Research Report, 2017 » However, as a third party processor, there occasionally is the

opportunity to take on the majority of a specific country’s largest
banks and form a single joint processing system for them

» Smaller banks are more likely to outsource as they are likely to
get a cheaper processing fee per transaction from a third party
provider than they would be able to reach in-house, due to the

€6 Smaller banks in particular are
outsourcing as it’s too expensive for

Client 01% them to do it in-house, but then there signiﬁgant investment in processing software and lack of
) are countries where th’e largest banks expertise
outsourced [T ekl bl el
(T azttftc)‘r)r‘rjl nftor t"he maij>rity of the banlgs in Pmpen:iléydlt;:duﬁogoﬁl?:: ﬂb;:; D
2010 11 12 13 14 15 16 17 18 2019 Forr‘rjner Hea;y'of Strategy, 3rd party provider of 5 years ago Currently In 5 years

mr:‘s‘ 30 29 29 29 29 28 28 28 28 28 Skt 20.30% 50.60% 70.80%

Source: Euromontor, EY-Parthenon analyss Fage 25 EY parthenon Source: Equity research reports; ECB; Global Data; Expert interviews; EY-Parthenon analysis Page 112 EY Parthenon
» Stacked bar chart used to display the total revenue development of client » 100% stacked bar chart used to visualize the total number of issued

and the other companies transactions in Europe, and the split of outsourced vs. in-house
transactions

» Client data highlighted with color

» Outsourced transactions highlighted as the analysis has been focused on
a client that provides outsourced services
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Style guide
Using icons, flags and logos makes the report more vivid instead of using only texts and
shapes

Usage of icons, flags and logos

We work performance-driven, pragmatically and in close collaboration with the client CLIENT acquired several payment provider in the past two decades to either strengthen
team its footprint in the Nordic region or to expand into new markets
EY-Parthenon’s view on requirements for successful collaboration CLIENTs acquisitions (1/2)
» Transaction value: €230m
(J Py ‘ ° » Rationale:
U 5 _ Merchant acquiting offerings to corporate
—_— customers in the Nordic and Baltic region
A _ Focus on full payment proposition Y
Nordea's
- acquiring
business oP
Close collaboration and %‘gf;ﬁﬁ CLENT CLIENT DIBS Payment Financial's
i i i i ive i emerges as the becomes acquiring
Result orientation a Pragmatic approach 0 intensive interexchange core markets N oPPBS&  independent Paytrail business Poplatek
Nordito ‘company Edigard Edigard
» Maximum motivation of the entire team to lead » Ensuring a rapid and pragmatic prioritization » Close integration of team, management and ps\},ﬂ,@% Stake) Signatur- | grorebox (42.3% Stake)
the project to success key levers, leveraging EY-Parthenon’s other involved stakeholders Nordic gruppen Ai)s S‘;:';s
» Solid analytical basis for key decisions frameworks » Short communication paths through strong 2008 | |
» As uncomplicated communication and EY-Parthenon presence on site -
» Creation of a structured and holistic decisionmaking as possible 2007 2010 2014 2016 2018 2020
perspective on key levers of Sales Excellence » Atargeted exchange and mediation of
and how to realize them » Manageability and replicability of the process methodological competence for the ‘training’ of \ Pankade CLIENT sold to PayPro
\ Kaardikeskus®  Advent & Bain - PeP’
for the organization management team \ - by banks Dotcard
-
Expansion Transaction value: €700m L Transaction value: €405m
» Increases exposure in DACH . Concardis Payment + Strengthens presence in
Requirement for a rapid progress of the project is the availability of stakeholders and data »Broader parlfolo of senices Croe gt Poland
» Leading position in the European » PeP's focus on SME
payments market merchants
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» You can search for free icons from e.g.:

- https://www.flaticon.com/

- https://thenounproject.com/
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Style guide

Finally, here’s a list of general do’s and don’ts which may be helpful when creating
reports

General do’s and don’ts

0 Do’s @ Don’ts

» Always present key findings first — both in executive » Avoid creating too ‘busy’ slides with no white space, filled
summary, and across the content sections. Put supporting with texts and shapes
analysis in the appendices section!

» Avoid creating too long and complex sentences — the report
» Keep the report, visualization and text simple — sometimes is not an English writing language test
the simpler, the better and easier the report is to read

» Do not use spoken language — it is not professional
» Put extra focus on storyboarding - create a concise storyline

with good action titles » Avoid writing down every obvious thing in the slide (e.g.,
‘what you can see from the graph’) — rather focus on the ‘so
» Do not try to include everything on one page — only include what?’ by writing further key considerations, implications
1-3 key message per page and commentary on the insights!

» Pay attention to writing professional language

» Use graphs and other visualizations instead of tables when
possible — this makes the report more illustrative and vivid!
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