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1. Background 

This white paper is based around the wisdom and better practices of the 
accountants who are on the cutting edge of reporting.  This is their story. 

Accountants need to be great communicators to fulfil their role successfully.  
Gone are the days when reports could simply be drafted without 
consideration of the reader’s needs.  Reports should focus on how to best 
get the message across.  What are the salient points? Where can this report 
add value to the readers understanding?  And how can I deliver this report 
on a better practice time frame? 

This paper will look at all aspects of reporting from weekly, ad hoc, monthly 
management and Board reporting.  I have included HR reporting as 
accountants are increasingly being asked to assist in this area.  

Many management reports are not a management tool they are merely 
memorandums of information. As a management tool, management reports 
should encourage timely action in the right direction, and report on those 
activities to the Board, management and staff that they need to focus on.  
The old adage “what gets measured gets done” still holds true. 

Management reporting as a management tool needs to be a combination of 
monthly and daily/weekly reporting.  It is of little help to tell senior 
management team that the horse has bolted halfway through the following 
month.  If management are told immediately “the barn door has been left 
open”, most will soon remember to “close it”.   

In summary reporting as a management tool needs to: 

Action focused encourage action to take place, on a timely basis, in 
the right direction 

Timely be a combination of daily/weekly/monthly reporting 

be prompt – 3 working days is better practice, 5 
working days is a minimum requirement 

Consistent, 
concise and error 
free 

be consistent – between months, judgement calls, 
maintain format 

be presented in a true and fair view 

be error free 

be concise - less than 9 pages for a month-end 
finance report 

be a merging of numbers, graphs and comments on 
the one page 

I am increasingly coming across teams that are producing month-end 
reports by day two and day three with the odd team reaching day one 
reporting e.g. delivering the month-end report, numbers and commentary 
by the end of the first working day.  The better practice benchmark now is 
clearly three working days with exceptional performance being in a shorter 
time frame. 

Board members and the senior management team have complained for 
years that they are sent too much information, yet we still insist on 
preparing 20-page month-end financials.  The cost of preparing, analysing 
and checking this information is a major burden on the accounting function, 
creating significant time delays and consequently minimising its value. 
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2. Designing and drafting your one page reports 

Accountants need to learn how to write reports in 
order to make them attractive to read.  The reports 
need to be brief and follow 21st century best practice. 
I would recommend that you attend a business 
writing course, if you have not done so already.  The 
approach to writing we perfected in University is the 
exact opposite to what is required in business. A great 
book to read is Mary Munter’s “Guide to Managerial 
Communication: Effective Business Writing and 
Speaking” 10th Edition (Prentice Hall). From the 
information conveyed in Munter’s book you will learn 
to invert your writing similar to a journalists style. 
Starting with your recommendations and then 

answering the five whys. It makes for shorter reports. 

2.1. Designing graphs by following Stephen Few  

Data visualisation is an area that is growing in importance.  No longer is it 
appropriate for well-meaning accountants and managers to dream up report 
formats based on what looks good to them.  There is a science behind what 
makes data displays work.  The expert in this field is Stephen Few.  Stephen 
Few has written the top three ‘best-selling’ books on Amazon in this field, 
see below for details. 

A must visit for all corporate accountants, analysts and managers is 
Stephen Few’s company’s website where he has lodged many high quality 
white papers on the topic of graphical displays ( 
www.perceptualedge.com/articles ). His latest book, which is highly rated, 
can be found on Amazon.  

 

   

 

Good graph design practices  

Besides the rules for dashboards there are additional rules for graphs used 
in reports. Exhibit 2.1 lists advice with graphs, utilizing Few’s wisdom, and 
some better-practice solutions I have observed over the years. 
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Exhibit 2.1 Advice on designing graphs  

Common graph problems Example of a better practice graph 

Supply adequate context for the 

data: Far too often we show dials which 
do not give enough information as to 
what is good, satisfactory or poor 
performance.  

 

 

 

 

Source: Stephen Few, www.perceptualedge.com 

Avoid displaying excessive detail or 

precision: Graphs should summarize 
the information and be a big picture view.  
The graph should have no more than a 
five-point scale and be in rounded 
numbers e.g. 40 instead of 40,000.  

 

Always start the scale at zero: Often 
to emphasize a point the press will show 
an exchange rate between a very narrow 
band say US$ to Euro between a five 
cents range magnifying the movement. 
Few is adamant that this may mislead 
and give rise to a poor decision. Better to 
express the graph starting the scale from 
zero. 

 

Avoid using these graphs: The 
following graphs should be banned from 
use: 

 pie charts 
 radar graphs 
 3D graphs 

Few points out that it is far better to use 
a horizontal bar graph instead of a pie 
chart. 

 

Source: Stephen Few, www.perceptualedge.com  
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In the horizontal bar graph the 
magnitude between highest and lowest 
is clearly seen as are the values.  

 

Make one data series the baseline: 

Few also indicates the benefit of making 
one data series the baseline and showing 
the other as a variance to it. For 
example, actual shown against a budget, 
which is on the baseline. 

 

 

 
Source: Stephen Few, www.perceptualedge.com 

Show a minimum of 15 months’ 

trend analysis: Trend analysis is 
required, going back at least 15 months 
to ensure any seasonality in the 
operations is captured. This gives the 
ability to compare the performance in 
last three months against the same 
period last year.  

 

Avoid using a year to date budget 
line: There is no room to show a flawed 
monthly or year-to-date budget line. This 
is an arbitrary apportionment of the 
annual planning number that was done at 
the last minute and was wrong from the 
very start.  

 

Explain turning points: Key turning 
points on graphs should be explained by 
a note on the graph, and comments need 
to highlight major issues.  

 

 

  
Source: Stephen Few, www.perceptualedge.com 

This peak was due 

to__________ 

This peak was 
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Use up to five gridlines: The gridlines 
on the graph should be limited to around 
five lines. I always make these a medium 
tone of gray. Black on yellow is the best 
combination for clarity, so when using 
color graphs, make the background a 
light yellow. 

 

Use the graph title to say something 
important:  Like a journalist, you need 
to treat the title as important “real 
estate.” If you cannot say something 
important maybe, you should use a 
different graph. 

 

Bullet and sparkline graphs 

Stephen Few has introduced a new concept called “bullet” graphs. These 
are particularly powerful when combined with Edward Tufte’s “sparkline” 
graphs; see Exhibit 2.2. A sparkline graph looks like a line graph without 
the axes. Even with this truncated diagram, you can still see the trend. The 
bullet graph shows different details about current performance. The shades 
used range from dark grey (to indicate poor performance) through to 
lightest grey (to indicate good performance). The dark vertical line indicates 
a comparative measure such as a target or last year’s result.  

Stephen Few is very cautious about the use of colour. He draws attention 
to the fact that many readers will have some form of colour blindness. In 
Exhibit 2.2, the only use of colour would be red bullet points indicating the 
exceptions that need investigation and follow up. 

Exhibit 2.2 Advice on designing graphs  
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2.2. Designing dashboards 

Stephen Few has come up with a very useful list of common pitfalls in 
dashboard design in a must-read article available on his website 
(www.perceptualedge.com).  Exhibit 2.3 lists common problems with 
dashboards, utilizing Few’s wisdom. 

Exhibit 2.3 Advice on Dashboards 

Problem & Symptoms Example of Poor Graphics 

Exceeding the 

boundaries of a single 

screen:  Here Few is 
warning us to think about 
the design carefully and 
avoid giving the reader the 
option to access different 
alternatives.  We need to 
define what should be seen 
instead of leaving the 
manager to click on an 
icon to get the important 
data. 

 

Source: Stephen Few, www.perceptualedge.com 

Problem & Symptoms Example of Poor Graphics 

Introducing 

meaningless variety: 
Don’t introduce a myriad 
of different graphs just 
because you can. Don’t 
use a graph if a table 
would be better, and 
don’t use a pie chart 
when a horizontal bar 
graph would be better. 

Source: Stephen Few, 

www.perceptualedge.com  

Arranging the data 
poorly: Make sure issues 
are linked together. 
Position graphs about the 
same subject together on 
the dashboard. 

 

Source: Stephen Few, 

www.perceptualedge.com 

 

  



This document breaches copyright if it has not been received directly from David Parmenter 

Reporting Informatively with One-Page Templates Copyright ©2019  Page 9 

by David Parmenter      parmenter@waymark.co.nz  www.davidparmenter.com 

Exhibit 3.3 Reporting a consolidated Profit & Loss account 

 

Features: This report summarises the P&L in 10-15 lines. Instead of looking 
at consolidated costs such as personnel, premises etc. the report 
summarises the divisions/business units’ expenditure.  The graphs look at 
the trends in major revenue and expenditure. A number of different graphs 
will be maintained and the most pertinent will be shown. The notes are the 
main highlights and action steps to take. There is no other commentary on 
the P/L. The icons are fully automated based on pre-set criteria. 

Statement of Financial Performance for the Period Ending 31 December 20XX

Month $000s YTD (75% of year)

Actual Budget Variance Forecast Plan Variance Actual

% of full 

year 

forecast

Revenue

1170 1200 -30  Revenue 1 8800 8300 500  6,700 76%

220 200 20  Revenue 2 3800 3900 -100 2,750 72%

220 220 0 Revenue 3 2300 2200 100 1,750 76%

190 170 20  Other revenue 1400 1400 0 1,250 89% 

1,800 1,790 10 Total Revenue 16,300 15,800 500  12,450 76%

250 270 20 Other expenditure 1500 1600 100 1,050 70%

Business Unit Costs

250 230 -20  Business Unit 1 3400 3100 -300  2,450 72%

230 210 -20  Business Unit 2 2500 2800 300  2,100 84%

110 140 30  Business Unit 3 1900 1800 -100 1,450 76%

100 80 -20  Business Unit 4 1300 1200 -100 850 65% 

80 70 -10 Business Unit 5 1900 1900 0 1,450 76%

70 50 -20  Business Unit 6 1600 1600 0 1,250 78%

90 40 -50  Other Business Units 1400 600 -800  1470 105% 

930 820 -110  Total Business Unit Costs 14,000 13,000 -1,000  11,020 79%

620 700 -80  Surplus/(Deficit) 800 1,200 -400  380 48% 

Full Year $000s
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Exhibit 3.4a An A3 page summary report for the CEO 

 

Features: An A3 
page summary 
report for the CEO. 
The concept here is 
to give the CEO an 
A3 summary of the 
financial report 
which is easier to 
read than the full 
finance report.  

You can also use 
the back for 
analysing the 
business units.  For 
a retail operation I 
suggested they put 
their 200 retail 
shops in three 
league tables, the 
large, medium and 
small shops based 
on sales per square 
foot or employee, 
shading the top 
and bottom 
quartiles.  

If designed right 
this A3 page will 
become the main 
report.  
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2.3. Cashflow reports 

Exhibit 3.7 Reporting a monthly cash flow forecast 

Features: 

1. Go out around six months.  
Anything longer will be very 
error prone. 

2. Stating a month-end bank 
balance is a risky business.  
A large transaction on the 
last day can have a major 
impact.  It is best to show 
the likely range of bank 
account movements during 
each month. 

3. Free cash flow is an 
important number to focus 
your commentary on. 

4. The three graphs can also 
show some prior history.  I 
would recommend the same 
amount of time looking back 
as forward. 

1. Showing last actual month’s 
cashflow against most 
recent forecast may be 
showing too much until you 
get better at cash flow 
forecasting. 

2. Notice that graph title is 
stating the key observation. 

 

 

Summary of cashflow for the 6 months to ____________________

YTD Jan Feb Mar Apr May Jun Actual

Cash 

Forecast Variance

EBIT 40,100       3,300      3,400      3,500      3,600      3,700      3,800      3,250   3,700         (450)        
Add loss-  deduct profit on sale of assets -            -          100         200         300         400         500         (50)      -            (50)          
Add back depreciation 8,200        700         800         900         1,000      1,100      1,200      650      655           (5)            

Other non cash adjustments -            -          100         200         300         400         500         (50)      50             (100)        
Cash working profit 48,300       4,000      4,400      4,800      5,200      5,600      6,000      3,800   4,405         (605)        -          

Working capital movement (WCM)
Receivables 12,200       1,000      1,100      1,200      1,300      1,400      1,500      950      950           -          

Inventory 5,200        400         500         600         700         800         900         600      450           150         
Creditors (5,100)       (400)        (300)        (200)        (100)        -          100         (450)     (100)          (350)        
Provisions 400           -          100         200         300         400         500         100      110           (10)          

Total WCM 12,700       1,000      1,400      1,800      2,200      2,600      3,000      1,200   2,200         (1,000)     
Tax paid (2,500)       (200)        (100)        -          (100)        -          (100)        (250)     (220)          (30)          

Capital expenditure (1,200)       (100)        -          100         200         300         400         (150)     (200)          50           

Proceeds on sale of assets 100           -          100         200         -          -          100         (50)      -            (50)          

Free cash flow 57,400       4,700      5,800      6,900      7,500      8,500      9,400      4,550   6,185         (1,635)     
Interest expense (600)          (100)        (100)        (100)        (100)        (100)        (100)        (150)     (140)          (10)          

Interest income 4,000        300         400         400         500         600         600         250      200           50           
Dividend and equity movement -            -          100         -          -          -          100         (50)      -            (50)          

Net drawdowns and repayments (4,000)       (300)        (200)        (100)        -          (400)        (500)        (350)     (350)          -          -          
Total cash flow 56,800 4,600 6,000 7,100 7,900 8,600 9,500 4,250 5,895 (1,645) 
Bank account estimated low 13,000 18,000 25,000 32,000 40,000 50,000

Bank account estimated high 16,000 22,000 30,000 39,000 48,000 60,000

Last Month

Notes:

1. December actual cashflow was $____,000 less than forecast, of this $___,000 was
slippage in __________________________________________________________
______________________________________________________________.

2. revenue is expected to _____________________________________________________

____________________________________________________________.

3. ther expenditure is forecast to be higher in May & June due to an expected large 
increase in ______________________________________________________________________

____________ ____________________________________________________. 
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3. Modifications to month-end reporting 

Traditional reporting, as you may well have been faithfully replicating for several 
years, has been radically challenged by the lean movement and the advent of rolling 
planning. 

3.1. The impact of the lean methodology on traditional reporting 

New thinking about reporting has come out of the lean movement with writers such 
as Brian Maskell and Frances Kennedy1 pointing out that accounting, control and 
measurement methods need to change substantially. 

Advent of value stream accounting 

A value stream is a collection of products that share the same processes and include 
the costs from all people and resources involved in value stream. Brian Maskell has 
stated that “A value stream is a sequence of steps both value adding and non-
value adding required to complete a product, or service from beginning to 

end”.   

Instead of looking at departments, business units or product costs we look at the 
value streams.  These value streams can be one product, or a cluster of products 
that go through a similar process. In the example below we are looking at a company 
that makes only two products, which in this case, are quite different. 

The main differences include:  

 Labour and machine costs are assigned directly to value streams using some 
simple cost driver, but such allocations are held to a minimum, certainly not 
using activity-based costing models. The existing labour force is not treated as 
variable unless you need to employ extra staff 

 Sustaining costs, which are necessary costs that support the entire facility, but 
cannot be directly associated with particular value streams, are not allocated to 
value streams and are shown in a separate column. Sustaining costs include 
management and support, facility costs, information technology, and human 
resource management costs that are not associated directly with a value 
stream. 

 Inventory changes are reported separately as below-the-line adjustments and 
reported for the entire entity, not the separate value streams. This allows the 
value stream managers to assess their individual value streams without the 
complexities of the inventory changes affecting the value stream profit. If the 
company succeeds in adopting just-in-time inventory methods, the issue would 
largely disappear. Consequently, the motivation for manipulating inventory 
values also disappears. 

 Under lean accounting, occupancy costs are actually assigned to value streams 
according to the amount of space used. Assignment of these costs provides 
motivation for the value stream teams to reduce occupancy costs. However, no 
attempt to absorb all of the occupancy costs is required. Space not used by a 
value stream is charged to sustaining costs. As a result, occupancy costs are 
handled in a similar manner to traditional accounting, but they are assigned to 
value streams instead of other cost objects such as products or divisions. 

 Standard costs and price and volume variances, a backbone of classical 
management accounting is abandoned 

 Very few allocations are used – other than allocation of occupancy costs. 
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 Costing of a product is not related to the amount of labour or machine time 
used, it is based upon the rate of flow through the value stream.  This impact is 
shown in a later section. 

There is a marked change in the way we report performance to management when 
using value stream reporting.  Instead of showing performance in a conventional 
way, as shown below in Exhibit 4.1, we now look at the value streams, see exhibit 
4.2. 

Exhibit 4.1 Reporting the results of a manufacturer 

 

Exhibit 4.2 Reporting the results of a manufacturer through value streams 

 

Besides the P/L differences we also show results differently for product costing, 
pricing of one-off deals, and plant comparisons.  

Costing of a product group by rate of flow 

As I have already explained value streams are a collection of products that share the 
same processes.  In the example below the three products are all part of a value 
stream.  Total production costs are $3,000 per hour for the three processes.  In a 
traditional view management would cost product B as the cheapest as less process 
time is absorbed, see Exhibit 4.3.  Management in its pursuit to maximise plant use 

Tradtional  Income Statement

$

Sales 100,000

Cost of Goods Sold -70,000

Gross Profit 30,000

Operating Expenses -28,000

Net Operating Income 2,000

Value Stream Income Statement

Camry Corolla Sustaining Total Plant

Sales 60,000 40,000 100,000

Material costs -20,000 -15,000 -35,000

Employee costs -9,000 -8,000 -5,000 -22,000

Machine costs -10,000 -5,000 -15,000

Occupancy costs -6,000 -4,000 -5,000 -15,000

Other costs -1,000 -1,000 -2,000

Value stream costs -46,000 -33,000 -10,000 -89,000

Value stream profit 14,000 7,000 -10,000 11,000

Inventory reduction additional cost 0

Inventory increase (reducing costs) 3,000

Plant profit 14,000

Corporate allocation -12,000

Net operating income 2,000
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would produce more of product B in process 1 than could possibly be processed in 
process 2 thus leading to WIP stockpiling after process 1. 

When apply lean manufacturing processes we only want to produce what can be used 
by the next process.  Due to the constraint of only 5 units per hour in Process 2 for 
products A & B the rate of work will be slowed in processes 1 & 3.  With Product C 
we produce at a rate of 6 units per hour.   

We now cost product C at $500 per unit and products A and B at $600.  This is a 
radical departure for traditional accounting which would cost products A and B on the 
time incurred and thus they would be cheaper.   

Exhibit 4.3 Reporting the results of a Manufacturer in a lean way 

  

This has a major impact on the design of costing systems.  Why would we need a 
complex apportionment system such as activity-based costing when we can, as 
Jeremy Hope points out, simply divide the number produced in an hour, day or week 
into the value stream production costs.  

Lean recognises that product costing is at best a guess and at worst an error prone 
figure which is time consuming to arrive at.  Instead we focus on the value stream 
(a cluster of products) profitability as a whole from procurement, production, delivery 
and accounts receivable.  We only attribute costs to a product that adds value to the 
customer.  Thus, we would include new product development, but exclude all costs 
that are deemed sustaining costs such as head office support costs. 

Our old friend Gross margin or gross profit is no longer used as it has always been 
corrupted with costs that are not truly variable and benefited from production of 
goods to stock as overhead has been capitalized and thus transferred to a subsequent 
period when that stock is sold. 

One off deal analysis using the lean approach 

Lean also helps us look at one-off deals as shown in Exhibit 4.4 below.  It makes you 
show a clear message that the fixed costs are fixed and thus do not change.  We now 
just think about any possible impact on future sales from doing a one-off discounted 
deal. Only truly variable costs are variable, such as additional labour required.  In 
this case the extra assignment will not involve extra staff but utilise spare capacity.  
The decision we make is based solely on the fact that as long as the one-off sales will 

Product Mins

Max # in an 

hour Mins

Max # in 

an hour Mins

Max # in 

an hour

Total 

mins

Actual # in 

an hour

Value 

stream

Traditional 

costing

a 10 6 12 5 6 10 28 5 600 570

b 6 10 12 5 5 12 23 5 600 520

c 10 6 10 6 10 6 30 6 500 590

Process 1 Cost per unit

Total conversion cost of all three processes in an hour =$3,000

Actual productionProcess 2 Process 3
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not reduce the profitability of traditional sales from existing customers, in future 
periods, we should make the one-off sale. 

 

Exhibit 4.4 One-off deals approached from a lean way 

 

The need to change reporting when reducing inventory levels 

The change in accounting is very important if you are to show the correct impact of 
the benefits of lean. Otherwise management can feel disappointed with the results 
as subsequent months get hit by a double charge of overheads.  Since we are no 
longer producing goods to add to existing stock levels all the current period’s 
overheads are absorbed along with the overhead capitalised in the brought forward 
inventory that has now been sold. 

Imagine two identical plants. One is not lean and has in fact increased inventory 
levels at month end and the other, an adapter of lean has reduced production and 
sold off excess inventory, and reduced overtime. The comparison requires a careful 
eye. 

Looking from the traditional accounting standpoint the lean operation has been 
disappointing, see Exhibit 4.5.  Profit is down from $390,000 to $280,000 and return 
on sales is 8% down from 11%.   

  

Consulting Company

Repeat Sales One off sales Total Firm

Sales 550,000 92,000 642,000

Variable Costs

Commission -40,000 -13,000 -53,000

Bonus -45,000 -15,000 -60,000

Travel -80,000 -27,000 -107,000

Advertising -35,000 -12,000 -47,000

-200,000 -67,000 -267,000

Value Stream Profit 350,000 25,000 375,000

Fixed Cost

Employee Salaries -150,000 0 -150,000

Office Cost -60,000 0 -60,000

Marketing Cost -30,000 0 -30,000

Owner Cost -25,000 0 -25,000

-265,000 0 -265,000

Operating Profit 85,000 25,000 110,000
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Exhibit 4.5 Reporting the results of a manufacturer in the traditional way 

 

 

But in reality, the lean plant had: 

 trained all the plant’s employees in lean concepts and had deployed them in 
small teams to make improvements to the equipment set up, placement, and 
maintenance 

 reduced overtime, saving $50,000 this month 
 reduced batch size – resulting in lower finished goods levels and faster lead 

times 
 generated extra cashflow through eliminating large amounts of WIP and 

finished goods and reducing overtime payments. 

Plant 1 Plant 2 (Lean)

Sales 3,500,000 3,500,000

Opening Stock -2,000,000 -2,000,000

Material Costs -1,850,000 -1,450,000

Employee Costs -450,000 -400,000

Equipment Related Costs -160,000 -160,000

less Closing Stock 2,140,000 1,580,000

Cost of Sales -2,320,000 -2,430,000

Gross Profit 1,180,000 1,070,000

Occupancy Costs -120,000 -120,000

Sustaining Costs -310,000 -310,000

Corporate Allocation -40,000 -40,000

Other Costs -320,000 -320,000

-790,000 -790,000

Net Operating Income 390,000 280,000

Return on Sales 11% 8%
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So we need to show the lean operation in a different way as set out in Exhibit 4.6.  
We now focus on the value stream profitability.  We split the inventory movement 
between materials which are a direct cost and the overhead component. 

Now the lean plant shows a $50,000 advantage and operating drop is seen as a one-
off cost of overhead from prior periods. 

Exhibit 4.6 Suggested lean report for the correct decision to be made 

 

3.2. The Toyota A3 investment proposal 

One of the important principles that make Toyota so successful is the need for 
transparency.  This view is carried through to their investment proposals.  All 
proposals have to fit on an A3 page - a very difficult task.  It ensures clarity of thought 
and reduces the possibility that the proposal will be 50 pages because it represents 
a $500m investment.  Toyota has recognised that a large investment document will 
not be read or fully understood by all the decision makers.  In fact, the larger the 
document the less there is ‘clarity’ for decision making.  A must-read book is ‘The 
Toyota way’ by Jeffery Liker where the Exhibit 4.7 came from. 

Plant 1 Plant 2 (Lean)

Sales 3,500,000 3,500,000

Material Costs in Month -1,850,000 -1,450,000

Net Movement in Materials 100,000 -300,000

Employee Costs -450,000 -400,000

Equipment Related Costs -160,000 -160,000

Occupancy Costs -120,000 -120,000

Other Costs -320,000 -320,000

-2,800,000 -2,750,000

Value Stream Profit 700,000 20% 750,000 21%

Sustaining Costs -310,000 -310,000

Inventory Reduction (labour and overhead from prior periods) -120,000

Inventory Increase (labour and overhead carried forward) 40,000

Plant Profit 430,000 320,000

Corporate Overhead Allocation -40,000 -40,000

Net Operating Income 390,000 280,000

Return on Sales 11% 8%
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Exhibit 4.7 The A3 Toyota proposal 

 



This document breaches copyright if it has not been received directly from David Parmenter 

Reporting Informatively with One-Page Templates Copyright ©2019  Page 19 

by David Parmenter      parmenter@waymark.co.nz  www.davidparmenter.com 

4. Writer’s biography 

David Parmenter is an international 
presenter who is known for his thought 
provoking and lively sessions, which 
have led to substantial change in many 
organisations. He has spoken in 31 
countries and in most continents in the 
world. Besides delivering in-depth 
workshops he has been a keynote 
speaker for the IBM Finance Forum, The 
World Capability Congress, TEC 
Malaysia, and Profiles International 
Romania. David is a leading expert in:  

the development of winning KPIs, replacing the annual planning process with 
quarterly rolling planning, quick month-end processes and making reporting a 
decision based tool.   

John Wiley & Sons Inc have published his four books, including “The Financial 
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Appendix 1 Report samples 

Sales by customer example 

 

 

A Stephen Few example of a sales dashboard 
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 Sales by products example 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

1 Maskell, Brian and Kennedy, Francis “Why do we need Lean accounting and how does it 
work” Wiley Inter Science 2007  

 

 


