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Presenter
Presentation Notes
Welcome and introductions.



Page  2

Our Time Today

Highlight the value of effective communications.

Learn how people respond to data—and stories.

Explore the components of a data-driven success story.

Examine an array of methods for conveying data.

1

2

3

4

Presenter
Presentation Notes
Today‘s learning objectives.We know that your plates are full. You’re not sitting around thinking of things to do. Communications probably feels like it’s important – but who’s got the time, right?Well, your programs, services, and approach to “the way things are done” may be as important as anything your schools/communities have seen in years. But if no one knows about your grant work—and your results—it becomes the equivalent of the proverbial tree falling in the forest. In other words, you need to communicate our work to others, and given your (probably) limited time and resources, you need to do it as effectively and strategically as possible.



Part 1: Highlight the value of 
effective communications.



What Audiences Need to Know 

How your grant work positively 
impacts:
- Academic outcomes

- Students’ ability to learn
- Teachers’ ability to teach

- Systems
- Physical and emotional safety for all
- Human relationships

Before they can act (change), they may need 
to know (raise awareness).Page  4

Presenter
Presentation Notes
If the ultimate goal of your grant work is to see it woven into the fabric of your schools, then a lot of people will need to know how your work positively impacts people and systems. In the jargon of communications and marketing, these people are called our “audiences.” And sustainability is more than dollar-for-dollar funding; systems change is sustainability, such as that long-term commitment to integrate mental health services between schools and community agencies.Think or the people/organizations who can help institutionalize change. Surely your schools and larger districts—and within them we have superintendents, school boards, principals, teachers. We have their students and parents as well. And what about community partners? You probably need the support and buy-in of any number of groups. How do you talk about your work in ways that excite them? Some of your audiences may not know the first thing about your issues—why they matter and how your solutions work. For them, you may first have to raise awareness and educate. But raising awareness is not the true outcome we want. We want audiences to ACT on our behalf. And that’s easier said than done, and here’s one reason:



Challenges to Change

“If you tell us to change how we do things, are you 
saying that we’ve been doing things wrong?”
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Presenter
Presentation Notes
Action often means asking people to CHANGE the way they’ve been doing things. And humans tend to resist change. If we all hear that “change is good” they why does it feel so hard? Change often makes people insecure and defensive? You know you’re encountering resistance to change when you hear the words: “That’s not the way we do things around here.” If we ask others to change, are we suggesting that they’ve been  wrong?Of course not: change is not about being wrong – it’s about asking if there’s something we can do better.  Unfortunately, that’s not always the message that gets conveyed—or heard. And not everyone will agree that the situation needs to be changed; for a hospital to decide to reduce its rate of medical errors, it has to admit it has medical errors.We are, however, living in a time of change. We can feel disruption all around us. Change is inevitable, and so we have a choice: we let others decide how our communities will respond to change, or we can help shape that response.  Change does not happen overnight. Circumstances may change overnight, but conscientious change in the service of larger public goals does not happen over night.And that kind of positive change generally requires that we demonstrate need—and outcomes. It generally requires that we share proof—our data—and make a case for change that’s so compelling a multitude of audiences and stakeholders say “YES – Let’s do it.”



The “Expert” Approach to Communication

 Experts tend to:
- Tell others what to do 
because they          
“know what’s best.”

- Become baffled when 
people ignore their 
advice.

- Ask “What’s WRONG 
with those people?!”
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Presenter
Presentation Notes
That’s often easier said than done, though. That’s because most of us—including all of our audiences--view the world through the lens of their own expertise. All of you on this training are experts in your field. As counselors and preventions specialists and evaluators, you’re experts in your fields and the needs of your community.  And you KNOW that your programs and services are invaluable.  So shouldn’t it be enough just to simply hang your shingle, announce that “we’ve arrived!”  and wait for people to start streaming in?  Well, it would be great if the world worked like that, but it doesn’t. “Experts” build these fantastic programs and are completely baffled when no one gets their brilliance. “Experts” are mystified when people don’t--participate in programs--read their materials--follow their advice.Here’s one reason why: [CLAPPER DEMONSTRATION]Your expertise is like a bell in your head that can’t be unrung. Unfortunately, the rest of the world can’t hear what that bell sounds like until you can explain it in a way that makes sense to them—without jargon, and in a way that reflects their priorities, values, and world view.



The “Marketing Mindset”

Instead of asking what’s wrong with our 
audience, we ask:
- What’s wrong with what we’re offering?
- What’s wrong with our message or delivery?
- How can we solve a problem for them?
- How can we better demonstrate our benefits?
- How can we better offset their costs?
- What are our audience’s beliefs, values, and priorities—

and how can we align with those things?

It’s not what we want them to hear.
It’s what they’re ready to hear.Page  7

Presenter
Presentation Notes
If we’re talking to people and we’re getting pushback and resistance and just not the results we wanted or hoped for, we need to step back and ask: [READ BULLETS]We’re probably told them what WE want them to know, but the truth is always: [READ ORANGE BOX]Making this simple and critical shift in our communications takes us from an “Expert Mindset” to a “Marketing Mindset.” And for the rest of our time together, I’m hoping you’ll let yourself think like a marketer. That means you’re going to put your audiences first: their needs, their priorities, their problems. It also means you’ll be able to conduct outreach that’s got a significantly higher chance for success.
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Today’s Focus

 What do you know 
about the audience’s 
priorities, needs, 
beliefs, values?

 How do they like to 
receive information?

 What data do they 
want/need?

Whom do you need to 
reach?

 Traditional charts, 
graphs, tables

 Social math

 Word clouds

 Images/graphics

 Descriptive/ 
explanatory text

How should you display 
your data?

 Descriptive narrative 
success stories

 Infographics

 Fact sheets

 Public testimony

 One-on-one 
meetings

 Media

 Video

How should you 
communicate your data?

Remember: 
“I am not my intended audience.”Page  8

Presenter
Presentation Notes
Applying the “marketing mindset”, and thinking strategically, today’s focus is on-- the audiences we need to reach-- ways we can display our data that will meet their needs-- materials and communication channels we can use to embed or convey that data effectively for our audiences.Just remember: none of us are our intended audience. We’ll keep their needs first and foremost as we do this work.
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Let’s Chat!

Use the “Participant 
Chat” pod to list some 
of the audiences who 

need to hear about your 
work.

Presenter
Presentation Notes
Let’s chat a bit. Please reach across your keyboard and type in a list of the audiences who need to hear about your work. List any audiences that come to mind. Let’s get a collective sense of what everyone is thinking.



POLLING QUESTION

Thinking about the most critical audience you 
need to reach, what do you believe they are most 
interesting in seeing?

A. Only data
B. Mostly data
C. An equal amount of data and stories
D. Mostly stories
E. Only stories

Presenter
Presentation Notes
Now, let’s say you only had the time and resources to focus on outreach to one primary audience in the next few months. In your opinion, would they be most interested in seeing [READ OPTIONS][AFTER POLL…]What you’re telling us is that audiences are probably going to resonate with different levels of data and stories. And that’s 100% correct. Not all audiences are the same.Finding that right mix of stories and data – and finding the right way to present them both to meet their needs – is at the heart of our work today.



PART 2: LEARN HOW PEOPLE 
RESPOND TO DATA—AND 

STORIES.



Page  12

Unfortunately…

Data are not easily understood by people.

Presenter
Presentation Notes
When it comes to data, we’ve got a bit of a challenge. When we’re talking data, we’re talking numbers. And not a lot of people really “get” numbers. When we hear the words “32 percent of 9th grade respondents self-reported missing school or related school functions in the past 30 days out of fear for their safety,” it doesn’t feel very human, does it? In fact, it feels abstract. Most of us can’t discern a really personal story behind that statistic. It turns out that half of us have problems with simple numeric tasks, and I’m one of them. My very low grade in college statistics almost kept me from graduating on time. While I’d like to blame my professor for educational incompetence, I just didn’t get it. And that’s why communicating data has become a bit of a passion for me.Flash forward to 2017. Consider the amount of information with which we are bombarded each day. It’s overwhelming for the best of us, and when we consider that most people can only take in limited amounts of new information at a time, we add another layer to the challenge of effectively communicating data. But it’s not just numbers that pose a challenge…
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What Do You See?

T  NTAB  CP  BSN  
BCE  SPNC  B  SMTV

Presenter
Presentation Notes
Let’s look at some letters. Stare at this screen for 10 seconds. Don’t write anything down, don’t type – just stare at this raw data on the page.
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What can you recall?

Presenter
Presentation Notes
Now… how many of you can recall those letters in the right order? Type in a “yes” or “no” in the chat function if you think you have it.
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Now, What Do You See?

TNT  ABC  PBS  NBC  
ESPN  CBS  MTV

Context makes all the difference.Page  15

Presenter
Presentation Notes
Most of you couldn’t possibly remember all of those letters as they were originally presented. But now look at the exact same letters in a different way—as well-known acronyms for television networks. It would be a lot easier to memorize these letters, and that’s because they have a context that we understand. In fact, whenever we humans get new information, our brains immediately set out to connect it to information we already understand. Our brains are looking for that context in order to anchor new information and make sense of it quickly.Imagine, for instance, that you have never seen a spoon before and you have used just forks and knives to eat. If the first time you saw a spoon was in a full table setting, you would quickly understand that this is another utensil for eating food; the fork and knife nearby give it context. However, if the first time you saw a spoon was in your neighbor’s backyard, you might think it’s a small tool for gardening, because you would be viewing it in the context of the out-of-doors. 



Data without 
stories (human 
context) leave 

audiences 
with an 

abstraction 
that does not 

move them 
to action.
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Presenter
Presentation Notes
[READ SLIDE]Some will argue that “the facts always speak for themselves.” If we just present the data, the numbers alone should be enough to persuade people of the importance of our issue. But this assumes that people are as logical as Mr. Spock – and they’re not.  If we were logical creatures and made data-driven decisions to act in our best interests, we wouldn’t have smokers, people would exercise and eat right, and we’d all get our flu shots. But we’re not logical creatures. In fact, there’s plenty of firm research in the area of behavioral economics that describe the predictably irrational behavior of others in a simple way: The values and beliefs of your audience will always trump your FACTS.Values and beliefs may not seem like they’re even remotely connected to facts, and that’s okay. They’re connected to stories…



Stories without data 
(credibility) may leave 
audiences moved, but 
without a sense of 
direction.
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Presenter
Presentation Notes
Stories provide a context and framework for understanding an issue and data. They move us. We remember the story before we remember the data. The story moves our hearts and compel us to action; the data tells us what action to take.In fact, this is how organizations like Save the Children have successfully reached U.S. audiences for decades. You can picture the commercial in your head, can’t you? It’s the story of one young child, impoverished. And it’s the kind of human story that compels audiences to ask “What do you need me to do?”That’s why the next thing we hear in this same commercial is data: “There are a million other children like her. For $2/day -- the price of a cup of coffee  -- you can save one of them.” There it is: a powerful story, with data, can drive an audience to a desired action over time. How can you apply this combination of data and story to your work? Remember that facts and data alone will never be persuasive enough to move audiences to action. Remember that every one of your audiences probably already has a contextual story made up in their minds about prevention, about schools, about what works and what doesn’t. That story is based in their values, their personal experience, their observations. Remember that your “facts” alone won’t change people; you may fare better if you can start to revise the story in their minds—and add your data along the way.



Maybe you’ve 
heard this:

“Just show 
me the data.”
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Presenter
Presentation Notes
Have you ever heard any of your audiences tell you “I only want to see the data”? It happens. You may think that’s true—and your audiences may even say it to you—but my advice is almost always to ignore that request and find some way to tell your story and give the data needed context.Why? Because it is significantly harder for someone to say “no” to you if you have moved them. So before we look at an array of ways to talk about data, let’s talk about stories for a moment.



PART 3: EXPLORE THE 
COMPONENTS OF A DATA-DRIVEN 

SUCCESS STORY.
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Success Stories

Presenter
Presentation Notes
Let’s talk about stories, and more specifically success stories—concise, engaging, data-driven narratives.



Success 
stories 

demonstrate 
the value of 
your work.

Accountability

Credibility 
(data)

Visibility

Share the 
reach/impact of 

activities

Foster an 
exchange of 

ideas/promising 
practices

Why Success Stories Work

Page  21

Presenter
Presentation Notes
Success stories provide a way to report information in a way that every audience can understand. They add credibility to your work; it comes from the data you include. Success stories can increase visibility of your work and raise your profile among any number of audiences. Stories share the number of individuals reached and/or the life changing impact in a way that can deepen future support. And internally, they can foster discussion within your schools, among your partners, within your community and beyond. Remember: success stories aren’t the same thing as case studies. Case studies are often targeting audiences just like you – professionals in prevention, education, mental health. Case studies are often mired in jargon, and data are not easily understood by external audiences and stakeholder. Success stories can have a much wider reach.



Think of a Fairy Tale

• Once upon a time…Beginning

• This happened…
• Then this happened…Middle

• And they lived happily 
ever after.End

Page  22

Presenter
Presentation Notes
So how do you craft a success story?  First, we start with the basics of story telling—a beginning, middle, and end. Fairy tales are a perfect analogy. They start with “Once upon a time…”  As a culture, we all identify that phrase as the opening to a story. Then the story goes on to introduce characters, tell about their motivations, their hopes, fears or wants, and what happens because of who are they are. Then, as the story draws to a close, we see that the hero of the story accomplishes their goal.  That always signals the end is coming, right?  The good guy gets the reward, or the bad guy gets his comeuppance. Then we hear, “…and they all lived happily ever after,” and we know the story is over.  



Once Upon a Time

Raise or maintain 
awareness of a 

problem or need.

We had (or still 
have) a 

problem…

And Then…

Predict positive 
outcomes 

through action.

We took these 
steps (or are still 
taking them)…

Happily Ever After

Demonstrate 
successful 
outcomes.

Things are better 
now…

Process Stories
Outcome Stories

How Data Help Tell Your Story
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Presenter
Presentation Notes
Stories can be as short as a commercial for “Save the Children” or fully fleshed out. It depends on what your audience is going to be receptive to.  But as you think about how to build a narrative to help reveal the story your data tell, it might help to think of a fairy tale.Once Upon a Time: In a fairy tale, this is where we meet our hero or heroine and see that their life isn’t perfect. Cinderella cleans house for her wretched stepmother and stepsisters. In your fairy tale, Once Upon a time means “there was a problem with the way things were (or still are).” Once upon a time describes a need in your schools or community for change. You can incorporate baseline data or data that conveys the situation.And then…: In the fairy tale, something happens to shake things up. Someone drinks a potion. Or pulls a sword from a stone and slays a dragon. The protagonist is rising to a challenge and will overcome it. In a YVP tale, “And then…” means that you and your coalitions took – or are taking – action, rising to the challenge of youth violence. If you’re implementing any evidence-based programs, you could use this section of your story to share proof that the program has been shown to work. Happily Ever After: The fairy tale heroes have vanquished the wicked witch. And similarly, you and your community have improved life in your cities and can demonstrate success with outcome data. Let’s be clear – you don’t have to have full outcomes to tell a story. You can tell a story at any step in your implementation. Think about the Save the Children commercial – that story isn’t about outcomes – it’s about raising awareness of a problem and predicting positive outcomes through action. The work is far from finished.One important note before we move on. All stories need to respect privacy and HIPAA regulations. You can change names whenever needed for confidentiality.



Apply It to Your Stories

• We had a problem...Challenge 
(Beginning)

• We addressed it by doing 
this... and this...

Solution 
(Middle)

• And now, we are healthy and 
happy.

Results 
(End)

• Here's how we can grow...Next...
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Presenter
Presentation Notes
Let’s map that same structure to a success story. Our “once upon a time” is our challenge. It describes the problem we were facing. Then, a success story talks about the heroes who work to make the community better—it’s where we articulate the solutions that were chosen to solve the problem. Our ending (our “happily ever after”) explains how our solution worked. And in many success stories, we also get a path for the future – one in which the good results are going to be sustained or even expanded. The results in a story can vary, but data are critical to strengthening the story. We just have to do it in the right way. 
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For Example…

Tommy* was an outgoing, successful student in elementary school, but 
all that changed in 7th grade. He withdrew and began skipping classes. 
His teachers grew concerned as his grades dropped, and his classmates 
steered clear of his bullying behavior. Tommy’s story is not unique. 

In our district, it is estimated that 1 in 5 students will experience a 
mental health issue before graduating high school. Students with 
mental health problems often struggle with academics, have difficulty 
interacting with their teachers and peers, and can be disruptive in the 
classroom, affecting other students’ ability to focus and learn. 

Although our district recognized student mental health as a priority, we 
did not have the staff or the expertise needed to adequately address the 
needs of students who faced mental health issues. 

*Tommy’s name has been changed to protect privacy.

Challenge (Beginning)

Presenter
Presentation Notes
Let‘s just run through this example quickly, and note that what you see in orange text are the data added to each story element. Here‘s the beginning. [READ SLIDE]You can see that we’re starting with the story of one boy, Tommy, then using data to talk about the larger problem. Again, this is exactly like a “Save the Children” video.
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For Example…

Through our XX grant, we first assessed our needs all of our middle 
schools, looking at discipline rates, absenteeism, and the availability and 
use of mental health services.

Two years ago, we implemented the XX program in our district’s middle 
schools which provides a mental health curriculum for students along with 
tools and training to help teachers and staff identify and address mental 
health issues. To date, 56 of the district’s 68 middle school teachers 
have completed initial training. 

We also partnered with XX, a community mental health provider, to bring 
counseling directly to students just like Tommy in a school-based setting. 
In just 18 months, 114 students have received direct counseling, 
helping them build the skills they need to succeed in school and 
life.

Solution (Middle)

Presenter
Presentation Notes
[READ SLIDE]Here‘s where we‘re sharing process measures. We’re implementing a solution, and we’ve been able to provide services to X number of people so far.
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For Example…

Tommy is in high school now, and once again his teachers describe him 
as an enthusiastic, happy student. His success is just one of many.

In fact, our middle school teachers and staff see successes like these 
frequently now. Four out of five teachers who have received training 
report calmer classrooms with significantly fewer disciplinary 
referrals. They also report feeling more confident in identifying and 
helping students who need more intensive services.

Our school district recognizes the need to expand mental health programs 
and services to our elementary and high schools, and our school board 
has recently identified student mental health as a priority in every grade. 

Results (End)

Presenter
Presentation Notes
[READ SLIDE]We‘re able to talk about results now. For instance, the training has worked. And, by the way, Tommy’s success in high school may not be quantitative data—but it is qualitative—and it certainly anchors our story in “happily ever after.”Some of you are probably thinking that you don’t have any outcome data ready to share yet. That’s okay. It’s still perfectly reasonable to write a story in which you can only share process measures at this point, such as the number of teachers who’ve been trained in a curriculum or the number of childrenI know that you may not have outcome data to share
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No outcomes yet?
That’s okay!

Presenter
Presentation Notes
Some of you are probably thinking that you don’t have any outcome data ready to share yet. That’s okay. It’s still perfectly reasonable to write a story in which you can only share process measures at this point, such as the number of teachers who’ve been trained in a curriculum or the number of children getting services who didn’t get them before.Your story can talk about anticipated outcomes based on evidence. Your ending can be about those “next steps.” Your ending can be about hope and promise. As long as you are linking your data to the human story of your work, you’re telling a story worth telling—and providing the critical context for understanding your data.



Powerful 
stories are 

everywhere 
around us.

Are we 
listening for 

them?

Presenter
Presentation Notes
Stories are all around us. We just have to listen and watch for them: Stories of youth whose lives have been changed—succeeding against all odds;Classrooms where more time is spent to teaching—not discipline;Schools seeing increased attendance rates; Partners whose missions have been enhanced; andNew systems that operate effectively.NOTE: Stories must never breach confidentiality. You must follow the Health Insurance Portability and Accountability Act guidelines and those established by your school district. To maintain confidentiality, you can always note that names have been changed in a story to protect privacy.Knowing that privacy must be preserved, however, you can build a “story bank” for use in writing your stories. Talk to staff, teachers – anyone who might have a story to share. Keep a running list of stories that demonstrate the human impact of your work and can be linked to your results.Now let’s talk about data!



What Story Do Your Data Tell?

Did your grant work…

• Save time or money?

• Save/improve lives?

• Change behaviors or outcomes?

• Impact a large number of people?

• Solve a problem?

• Accomplish something that hasn’t been done before?

• Improve systems/reduce silos?

Beyond the data, 
these questions 

can help you 
identify the 

personal stories 
worth telling.
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Presenter
Presentation Notes
We know that a large number of audiences want to know whether or not your work saved money—and we know that this is hard to prove with prevention efforts. We could do an entire session on return on investment and cost-benefit analysis of programs. There are, however, other ways to frame your data meaningfully. [READ SLIDE]Now, let’s consider some of the ways we can express data.
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Questions?

Presenter
Presentation Notes
Let’s pause for a few minutes to see if there are any questions about the information presented so far. (Allow ~5 minutes for Q&A)



Part 4: Examine an array of 
methods for conveying data.



• The challenge:
• Encourage healthier snack choices at movie theaters.

• Data report:
• A typical medium popcorn at the movies contains 60 grams 

of saturated fat.*
• The U.S. Department of Agriculture recommends no more 

than 20 grams/day of saturated fat.

Would reading these data be likely to change your 
snack choices at the movies?

* Source: Center for Science in the Public Interest 
https://cspinet.org/new/200911182.html

Multiple Ways to Represent Data
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Presenter
Presentation Notes
First, let’s start with some data from the Center for Science in the Public Interest. Now, most of us may think of popcorn as a fairly healthy snack choice. But the Center’s analysis of movie theater popcorn tells a different story.[READ DATA]Now, if the challenge is to encourage healthier snack choices at the theater, then I have to ask. Would reading this data in a report – or even a newspaper article – be likely to change widespread behavior? Would it change YOUR behavior? Use yes or no poll for answers.Probably not. The data inform us, but they don’t feel very familiar in any kind of human way, and I don’t know about you, but it’s probably not going to keep ME from ordering a popcorn with extra butter.

https://cspinet.org/new/200911182.html


A Traditional Approach to Data

Is seeing this chart more likely to change your 
snack choices at the movies?Page  34

Presenter
Presentation Notes
Here are the same data illustrated in a bar graph. This helps. It shows that there’s some kind of big gap going on there… and big gaps must mean something important, right? But it’s hard to make that emotional connection to our own health. If you saw this chart in the newspaper, on a billboard, or on TV, would it make you swear off movie theater popcorn? According to the Center for Science in the Public Interest, probably not. Let’s try something else.


Chart1

		Medium Movie Theater Popcorn

		2010 U.S. Dietary Guidelines



Grams of Fat

Grams of Fat

60

20



Sheet1

				Grams of Fat

		Medium Movie Theater Popcorn		60

		2010 U.S. Dietary Guidelines		20

				To resize chart data range, drag lower right corner of range.







Is this better?Page  35

Presenter
Presentation Notes
This is better – we’re getting closer. Because we’ve added an image of movie theater popcorn, we’ve got a familiar context. The “300%” is bold and tells us that we’re talking about something big. This seems like something we ought to be paying attention to.But we again get back to the question of well most of us are really grasp the impact of numbers. And not everyone is going to be moved by “300%” – even with that visual. So we’re still missing something here. We’re still missing some way to convey that the fat in this bucket of popcorn is more than just  “sort of bad” – like two-cookies-before-bed-bad. The challenge is to illustrate that the fat content in popcorn is  “REALLY bad” – like the family-sized-package-of-double-stuffed-Oreos-before-bed-bad.   



Here’s the winner!Page  36

Presenter
Presentation Notes
So here we are. [READ FROM SLIDE.]Now, it’s as clear as can be. The data have been transformed into something that just about everyone can get. This slide certainly tells a kind of story, doesn’t it? And it’s happening without one mention of actual grams. Let’s summarize. In the last four slides, we took the same data and applied four different representations: Textual report of dataTraditional bar chartCombination of data text and a contextual visual of the movie theater popcornFinally, this slide, which uses a technique called “social math,” and I’ll dive into social math in just a few minutes.Let’s look at an example that might feel closer to home.



What Story Do the Data Tell?

• Student data*:
– 46.7 percent report no 

aspirations beyond high 
school

– 38.7 percent don’t feel 
an adult cares about 
them in school

– 30.3 expect to drop out 
before graduation

*As reported in 2016 ABC School 
District survey, grades 9-12

Who should care 
about this data?

How can we 
convey the data 
to better tell this 

story?
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Presenter
Presentation Notes
Let’s say your school has survey results that tell us: [READ FROM SLIDE]As we’re deciding how to best represent this data—how to uncover its inherent story or embed it in a story narrative—let’s remember to think strategically and apply our marketing mindset. In other words, who are our audiences? What do we want them to know or do? And how can we best convey the data so it will make them sit up and take notice?
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A Traditional Approach to Reporting Data

Ninth Grade Student Perceptions from Schoolwide Survey 

Key Findings

 46.7 percent report no 
aspirations beyond high 
school

 38.7 percent believe there is no 
adult that cares about them at 
school

 30.3 percent expect to drop out 
before graduation

Presenter
Presentation Notes
Imagine that you’re goal is to persuade teachers to embrace a new curriculum that supports social emotional learning. Or get their buy-in for a new way to refer students for counseling services.Imagine that you have an opportunity to talk to every teacher at once—in the final 15 minutes of a long day of in-service training.Now put yourself in their shoes. You’re talking about a group of people who probably cared enough about children and youth to choose a career path that won’t make them rich, but has also severely taxed their time and energy. They may feel pressure to ”teach to the test” and fully resist the idea of anything that could take time away from that. They may feel so personally stretched that they don’t believe they have anything left to give to kids. Will this “traditional” approach to data tell a story that moves any of them to sit up straight and pay attention? Not likely.


Chart1

		No Aspirations

		No Adult Cares

		Expect to Drop Out



46.7

38.7

30.3



Sheet1

				No Aspirations		No Adult Cares		Expect to Drop Out

				46.7		38.7		30.3







Through Their Eyes
Ninth Grade Student Perceptions From 
Schoolwide Survey

Almost one in three students 
don’t believe they will graduate.

Almost one-half of students have 
no vision for their future beyond 
high school.

And more than one-third 
don’t believe that we care.
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Presentation Notes
But look at this representation of the same data. All numbers are gone. All charts are gone. Simple language has taken their place—accompanied by a single photograph that tells a story all by itself.[READ SLIDE]This slide is human. It has the potential to touch us. In fact, it worked [SHARE DONNA TX ISD SS/HS STORY].



Another Approach: Social Math

Social math places data into a 
real-world context that our 

audience easily understands.

(Think back to that popcorn… 

and the bacon, eggs, cheese, and sausage.)
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Presentation Notes
If I bought a 16 ounce bottle of Fuji water for $4.00 today, then refilled that same bottle every single day from my tap, it would take more than twelve years for me to have consumed the equivalent $4.00 in tap water from my faucet.That’s social math—and it can be one of the most powerful ways to convey data, both linguistically and visually. 



In 1991, enough alcohol was consumed by 
college students to fill 3,500 Olympic-size 

swimming pools. 

The amount spent on alcohol exceeded dollars spent on 
books. It was far greater than the combined amount of 

fellowships and scholarships provided to students. 
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Presentation Notes
This social math equation, which was developed by the University of Virginia, is widely regarded as the first use of social math to improve health outcomes. [READ SLIDE]It gives you a sense of size – the vastness of the issue. It outlines and compares costs, as well.Here’s another.



The tobacco industry spends more
money promoting smoking in a 

week than the Federal 
government spends 

on preventing 
smoking in 

a year. 
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Presenter
Presentation Notes
[READ SLIDE]Simple, straightforward, and notice that we don’t need to know the dollar figure here to understand the extreme comparison being made.



How Social Math Works

Makes an issue urgent and relevant to an 
audience by comparing your data to universally 
understood number around:
Dramatic events (e.g., the number of residents displaced 

following a natural disaster)
Understandable costs (e.g., “For less than the price of a 

cup of coffee each day...”)
Current numbers from other issues (e.g., “It’s more than 10 

times the money we spend to incarcerate someone each 
year.”)

Social math doesn’t “dumb down” your issue.
It crystalizes it.Page  43

Presenter
Presentation Notes
Here’s how it works: [READ SLIDE]. Social math isn’t about dumbing down your data to the lowest common denominator of intellect. Quite the contrary – social math has the potential to crystalize data for your audiences by, once again, providing a context that’s meaningful to them.So the key, once again, is finding that context.



Social Math: Find the Right Context

Whom/what does it impact?

What does it look like?

How much money does it mean?

How much time lost does it represent?

What resources does it use/save?

How long/wide/short/tall is it?

Where can we place it?

The key: Comparisons must be made in real 
numbers—not percentages.Page  44

Presenter
Presentation Notes
In order to provide that context, you need to find comparative data that will paint a vivid and meaningful picture in your audiences’ mind. These questions can help you find the right comparison – and finding the actual comparative data is a whole lot easier thanks to Google and the internet. [READ SLIDE]Before you start, however, here’s the most important thing to know about creating a social math equation: you need hard numbers—not percentages. Let me show you what I mean.



Example: 2015 YRBS Data

Nationwide, 5.6% of all students grades 9-12 did not 
go to school on at least 1 day during the 30 days 
before the survey because they felt they would be 
unsafe at school or on their way to or from school. 
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Only 5.6%? That sounds like a
pretty small problem to me.

Page  45

Presenter
Presentation Notes
Here’s a data point pulled from 2015 YRBS data at the national level. [READ SLIDE].This is a very abstract piece of data—but it’s so important! 5.6% feels so small that it’s hardly worth caring about. So we don’t. We have absolutely no sense of what 5.6% of students in grades 9-12 really represents in terms of real lives. We have no idea how to feel about this.



In 2015, almost one million high school students 
reported skipping school at least one day in the 

past month because they didn’t feel safe.

That’s enough high school students to fill 
more than 18,000 school buses.
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Presenter
Presentation Notes
Feelings change, however, when we realize that the 5.6% is almost one million youth. Now we feel like this is a problem we need to take seriously.How can we get to that number? First, using 2015 estimated U.S. Census data, I was able to extrapolate the number of 9-12 graders in the U.S., and that number is 16,846,319. Then, we can calculate that 5.6% of that number is 943,394.Yes, we can state that exact number in our equation, but remember, our goal is to remove/reduce abstractions for our audiences. We want our data to make sense and the words “almost one million” simply elicits a deeper feeling than 943,394. It tells the story and clarifies the importance of the issue for our audiences. [READ TOP TEXT BOX]We can display our social math visually as well (like the bacon, eggs, and cheese in our popcorn example). We’re talking about safety to/from school, so let’s see how many school buses it would take to transport 943,394 high schoolers.Based on information from the Blue Bird school bus website, bus capacity is based on the size/age of children and model of the bus. Since this data are describing older (bigger) students, the average capacity of the average school bus fits about 52 high school students.943,394 high school students would therefore fill more than 18,000 buses. 18,142 to be exact. Sure, I could say the exact number, but we know that it’s simply easier for people to connect with rounded numbers, so even though I’m using exact numbers in crafting my “equation” behind the scenes,  I’m using rounded numbers to help my audience visualize the size of the issue more easily.



If we put every high school student who 
reported skipping school because they didn’t 

feel safe into school buses, we could line those 
buses bumper-to-bumper all the way from 

Washington, DC to Philadelphia, PA.
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Presentation Notes
18,000 school buses is a pretty impressive visual, but maybe we can do something else with that.Going back to the Blue Bird school bus website, the length of standard current school bus averages 40 feet. 40 x 18,142 = 725,680 FEET. Since the number of feet in one mile = 5,280, our total number of buses is equivalent to 137 miles. And that just happens to be about the distance between Washington, DC and Philadelphia—easily visualized on a map.Note that here’s another example in which no numbers are actually mentioned. (Source: https://www.distance-cities.com/search?from=Washington%2C+DC%2C+United+States&to=Philadelphia%2C+PA%2C+United+States&country=)



In 2015, almost one million high school students 
reported skipping school at least one day in the 

past month because they didn’t feel safe.

More than the population of Austin, TX
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Presenter
Presentation Notes
Here’s another kind of comparison – to population, and in this case the number of high schoolers in question just happens to most closely align with my city’s population.



Let’s Try It!

Let’s say that you were able to provide mental 
health services to 128 students in your school 

district last year. 

How might you use social math (linguistically 
and/or visually) to represent this number?

(Chat your ideas!)

Page  49

Presenter
Presentation Notes
Let’s think about your local data and do a little online chatting. [READ SLIDE]Reach across that keyboard and chat your ideas!�[Prompt questions if crickets are chirping:What space(s) could be filled by 128 students?How else can 128 students be represented?How long/wide/short/tall is it?Where can we place it?]
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Presentation Notes
One school district with which I worked collected the handprints of all the students who’d received services. They put each of those handprints on pieces of paper and draped them all around the outside of the school. THAT was also social math—and evoked the kind of emotion that comes from a powerful story.



Infographics: 
Accurate visual representations of data 

that can help tell your story

But first, a word of caution…
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Presentation Notes
Let’s take a look at another popular way to represent your data and tell your story: infographics. But first, a word of caution: as with all things, an infographic needs to make sense to your audience. Of all the possible ways to represent data, this concept may be most true of infographics: just because you can do something doesn’t mean you should.Infographics are seem inviting but miss the mark when it comes to telling a story or humanizing your data. The infographic here was created by the Department of Defense and was published by the New York Times in 2010 with the headline, “We Have Met the Enemy and He Is PowerPoint.” It depicts how hearts and minds would be won in Afghanistan. I’d be willing to bet that this infographic doesn’t make a lot of sense to most of you—but it might make perfect sense to someone at the Pentagon.And that’s the point: if your audience doesn’t understand your infographic “at a glance,” then your infographic isn’t working the way it should.



 Subject is clear

 Color palette and
iconography are 
consistent
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Anatomy of an 
Infographic

Presenter
Presentation Notes
Let’s look at the anatomy of a good infographic. Just a quick glance shows you that this is about children. The colors are complementary and easy on the eyes.

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://sentencing.typepad.com/sentencing_law_and_policy/assessing-graham-and-its-aftermath/&ei=gqGeVfzwFMP7sAWf9qToBQ&bvm=bv.96952980,d.b2w&psig=AFQjCNFg64VpoZtHNvIDdQGIKPupg4o4Bw&ust=1436545341497416
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://sentencing.typepad.com/sentencing_law_and_policy/assessing-graham-and-its-aftermath/&ei=gqGeVfzwFMP7sAWf9qToBQ&bvm=bv.96952980,d.b2w&psig=AFQjCNFg64VpoZtHNvIDdQGIKPupg4o4Bw&ust=1436545341497416


 Issue is clearly
explained

 Graphics help 
define sections
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Anatomy of an 
Infographic (cont.)

Presenter
Presentation Notes
The core issue is highlighted in this middle section and the issue is clearly explained. Graphics and iconography help define sections.

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://sentencing.typepad.com/sentencing_law_and_policy/assessing-graham-and-its-aftermath/&ei=gqGeVfzwFMP7sAWf9qToBQ&bvm=bv.96952980,d.b2w&psig=AFQjCNFg64VpoZtHNvIDdQGIKPupg4o4Bw&ust=1436545341497416
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://sentencing.typepad.com/sentencing_law_and_policy/assessing-graham-and-its-aftermath/&ei=gqGeVfzwFMP7sAWf9qToBQ&bvm=bv.96952980,d.b2w&psig=AFQjCNFg64VpoZtHNvIDdQGIKPupg4o4Bw&ust=1436545341497416


 Deeper data give 
more credibility

 Summarizes 
key findings
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Anatomy of an 
Infographic (cont.)

Presenter
Presentation Notes
The bottom half takes a deeper dive into the issue with data and a summary of key points

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://sentencing.typepad.com/sentencing_law_and_policy/assessing-graham-and-its-aftermath/&ei=gqGeVfzwFMP7sAWf9qToBQ&bvm=bv.96952980,d.b2w&psig=AFQjCNFg64VpoZtHNvIDdQGIKPupg4o4Bw&ust=1436545341497416
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://sentencing.typepad.com/sentencing_law_and_policy/assessing-graham-and-its-aftermath/&ei=gqGeVfzwFMP7sAWf9qToBQ&bvm=bv.96952980,d.b2w&psig=AFQjCNFg64VpoZtHNvIDdQGIKPupg4o4Bw&ust=1436545341497416


 Offers a call to 
action

 Cites sources and 
includes contact 
info
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Anatomy of an 
Infographic (cont.)

Presenter
Presentation Notes
Finally, a good infographic will offer a ‘call to action” – what the authors would like the reader to do next – as well as contact information and source citations.

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://sentencing.typepad.com/sentencing_law_and_policy/assessing-graham-and-its-aftermath/&ei=gqGeVfzwFMP7sAWf9qToBQ&bvm=bv.96952980,d.b2w&psig=AFQjCNFg64VpoZtHNvIDdQGIKPupg4o4Bw&ust=1436545341497416
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://sentencing.typepad.com/sentencing_law_and_policy/assessing-graham-and-its-aftermath/&ei=gqGeVfzwFMP7sAWf9qToBQ&bvm=bv.96952980,d.b2w&psig=AFQjCNFg64VpoZtHNvIDdQGIKPupg4o4Bw&ust=1436545341497416


Piktochart Easel.ly

http://piktochart.com http://easel.ly

Infogr.am

http://infogr.am 

Create Infographics Online
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Presentation Notes
It used to be that you needed a great graphic designer on staff to design an infographic, but not anymore. There are some excellent web-based tools to let anyone design an infographic. There are dozens of possible templates – some for free, and some for a premium price, but if you’re considering an infographic, one of these sites might work for you.  These websites, along with several other resources, are in a resources document that we’ve got available for download with today’s event.

http://piktochart.com/
http://easel.ly/
http://infogr.am/


Wordle word cloud generator http://www.wordle.net
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Presenter
Presentation Notes
While an entire generation has been raised to use the charts, graphs, and tables built into the most common spreadsheet and word processing programs, new Web-based tools are emerging to help the layperson visualize data in fresh ways. This is a word cloud generated by the online program “Wordle,” and it was created to illustrate student-reported data; the size of words is an accurate reflection of student responses. The larger the word, the more often it appeared in responses. Word clouds are particularly good for representing the key concepts generated through open-ended survey questions.

http://www.wordle.net/


PART 5: WRAP-UP
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Once Again

 What do you know 
about the audience’s 
priorities, needs, 
beliefs, values?

 How do they like to 
receive information?

 What data do they 
want/need?

Whom do you need to 
reach?

 Traditional charts, 
graphs, tables

 Social math

 Word clouds

 Images/graphics

 Descriptive/ 
explanatory text

How should you 
display your data?

 Descriptive narrative 
success stories

 Infographics

 Fact sheets

 Public testimony

 One-on-one 
meetings

 Media

 Video

How should you 
convey your data?

Presenter
Presentation Notes
We don‘t have time to talk about every possible way to display and convey your data, but we‘ve covered a few important ones.I want to return, however, to the core concepts worth keeping in mind: a marketing mindset and a strategic approach. Both ask that you put your audiences’ needs and preferences front and center of your efforts.Remember:If we want to see change, we need to move hearts AND minds.Data are abstract and most mere mortals need a meaningful context for understanding that data. That’s where stories come in—linguistic and visual.You don’t need to share all of your data—just those data points that will be of meaning to your audience, that will help you tell your story.Even though Microsoft has made it easy to make charts and graphs and tables, we don’t have to use them—and if there’s a better way to convey data, we should use that instead.We can tell our stories and share our data in any number of ways. We just need to choose the methods that will resonate with audiences.In truth, we could do a deeper dive into any one of these components, but I hope this overview and introduction has given you some ideas for how to share your own successes going forward.



Making Data Talk: A Workbook, National Cancer 
Institute: 
http://www.cancer.gov/cancertopics/cancerlibrary/mdt-
workbook.pdf

CDC’s Division of Community Health Success Story 
Application: 
https://nccd.cdc.gov/DCHSuccessStories/default.aspx

Doing Social Math, FrameWorks Institute:
http://www.frameworksinstitute.org/framing-files.html
and 
http://www.frameworksinstitute.org/assets/files/eZines/d
oing_social_math_ezine.pdf

Resources for Communicating Data
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Presentation Notes
Here are resources that can help you deepen your skills for communicating data, constructing and using social math, and creating infographics. The first is a great tool developed by CDC’s Division of Community Health that can walk you through the steps to write a data-driven success story. It’s worth exploring. The last one is a very good set of articles on how to create and use social math.In addition, we have a handout that you can download full of links to help you convey data and tell your data-driven story.

http://www.cancer.gov/cancertopics/cancerlibrary/mdt-workbook.pdf
https://nccd.cdc.gov/DCHSuccessStories/default.aspx
http://www.frameworksinstitute.org/framing-files.html
http://www.frameworksinstitute.org/assets/files/eZines/doing_social_math_ezine.pdf


For most of us, data are an abstraction that requires 
meaningful context for it to be understood.

Stories—linguistic and/or visual—provide meaningful 
context.

Together, stories move our hearts while data influences 
our minds.

There are multiple ways to represent and communicate 
data at any point in grant funding. Our choices should be 
grounded in the preferences of our audiences.

Social math is a particularly potent method for 
crystallizing data for audiences.

Key Takeaways
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Presentation Notes
Here are resources that can help you deepen your skills for communicating data, constructing and using social math, and creating infographics. The first is a great tool developed by CDC’s Division of Community Health that can walk you through the steps to write a data-driven success story. It’s worth exploring. The last one is a very good set of articles on how to create and use social math.In addition, we have a handout that you can download full of links to help you convey data and tell your data-driven story.
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Questions?

Jean Synodinos
Communication Consultant 

& Trainer

jean@synodinosconsulting.com
www.synodinosconsulting.com

Presenter
Presentation Notes
In our remaining time, I am more than happy to answer questions. I’m also happy to answer follow-up questions via email.Thank you so much for choosing to spend time on this OLE today. Your days are already full—and your time is truly appreciated. Thank you for the extraordinary work that you, your staff, your schools, and your partners do each and every day to make life better for our children, their families, and our communities.

mailto:jean@synodinosconsulting.com
http://www.synodinosconsulting.com/


Upcoming OSHS Grantee OLEs

June 22, 2017; 2:30 – 4:00 ET 

Sustained Progress: Effective Strategies to Support 
Successful Programs 

September 28; 2:30 – 4:00 ET 

Extending Your Impact: Increasing Buy-In, Expanding 
Partnerships, and Engaging Stakeholders, Including 
Families 
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Thank you for joining today’s 
Online Learning Event!

Jean Synodinos
Communication Consultant 

& Trainer
jean@synodinosconsulting.com
www.synodinosconsulting.com

We look forward to being with you again on 
June 22!
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