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%TODAY’S PLAN

Our hopes for today’s session: build your skills for analyzing and
interpreting quantitative and qualitative data

We'll be covering:

1. Choosing the right analytical tool for your data
2. Using different analytical tools

3. Interpreting your data
4.

Making meaning from your data analysis

INgenurty



O THE CYCLE OF EVALUATION

O Today’s focus
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O THE CYCLE OF EVALUATION

Q© Today’s focus
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O COLLECTED YOUR DATA?

o Let’s Talk About What Comes Next

Recruit
Participants

Define Choose Create Collect Analyze Tell your
Research Methodology Instruments Data Data story
Questions

Pilot
Instruments
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%COLLECTED YOUR DATA?
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%TODAY, WE’LL BEGIN TO ANSWER...

How do we make meaning from so
much data?

J

What tools can we
use to summarize
across data?

N -/
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%TYPES OF RESEARCH METHODS
Quantitative, Qualitative or Mixed methods

What’s the difference?

Qualitative

In-depth interviews
Focus groups
Observations
Ethnography

Rubric
Surveys...

INgenurty

Quantitative

Surveys
Timing and tracking




O WITHIN SURVEYS
(o You can have BOTH Quantitative & Qualitative data

Qualitative Quantitative

Today, we’ll be focusing on surveys

INgenurty



QO STARTING WITH

O Quantitative survey questions

Quantitative

INgenurty



O TWO MAIN TYPES OF
O QUANTITATIVE SURVEY QUESTIONS

in which respondents
can choose multiple options on one question

in which a respondent can just

choose one option
— Categorical questions with 2 categories (e.g., yes/no)
— Categorical question with multiple options

Strongly Strongly
Dlsagree Dlsagree Agree Agree

» Scale questions (Likert)

The program made me feel more
connected to my school community.

INgenuity



O LESS COMMON TYPES OF
O QUANTITATIVE SURVEY QUESTIONS

respondents order a set of response
options based on the priority offered in a list (e.g.
from highest to lowest, rank the following ...)

respondents enter numeric
data and each numeric entry is summed and can be
displayed to the respondent (most often used in online
surveys)

INgenurty



O ANALYSIS TOOLS FOR
O QUANTITATIVE DATA

* For quantitative data, most analysis tools help
summarize across respondents

 What are the most helpful summary analysis
tools?
— Means
— Tallies/Sums
— Percentages
— Differences (through subtraction)

INgenurty



O CHOOSING THE RIGHT
O QUANTITATIVE ANALYSIS TOOLS

Consider your Questions

Consider your

— What does your organization most want to/
need to measure?

INgenurty



O CHOOSING THE RIGHT
O QUANTITATIVE ANALYSIS TOOLS

Consider your Questions

Consider your

— Are you interested in proportions?
- Use percentages

— Are you interested in totals?
- Use tallies

— Are you interested in the “average” participant?
- Use means

— Are you interested in differences across related
questions?

—>Use subtraction

INgenurty



O CHOOSING THE RIGHT
O QUANTITATIVE ANALYSIS TOOLS

Consider your Data

Consider the
— Single-select question with two categories
 Use tallies and/or percentages

— Single-select scale question
« Use means, tallies, and/or percentages

— Multiple-select question
 Use tallies and/or percentages

INgenurty



% GROUP ACTIVITY

Picking the “right” analytical tool

INgenurty



(%,
%ANALYZING DATA

* Tables of tallies

* Tallies to get to
percentages

* Means

INngenuity



O WHAT IS ATALLY AND WHAT IS IT
O USED FOR?

« Atally is a sum of all of the
numeric data responses on

each category from one survey
question

* |t’s often the first step in
analysis

Imagine you needed to report
the total number of people who
_had participated in your

program more than once. \

Tally is your tool! /
\

INgenurty



O CREATING ATALLY TABLE FROM

O SURVEY DATA

A helpful step for understanding your data

Responde | Q1. Has the
nt respondent

participated in
the program

before? Q1. Number
Yes ‘ Category

1

2 Yes Yes 3
3 No No 4
A No

5 No

6 Yes

7/ No

cenuity
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'HOW TO CREATE A TALLY IN EXCEL

» Go to your data worksheet and select your whole dataset (click
top left box)

H ©- Q - [l éﬂﬂ ff,‘ s Ingenuity - Workshop data set - Excel cal

Insert  Draw  Pagelayout  Formulas  Data Help /@ Tell me what you want to do

e m ] .
D ¥ cut Calibri 2D Wrap Text General - @ Eﬂ EEIEE' %{ @ 3. AutoSum %Y p
P %2 Copy - Condi | For Cell I Delete For Ol Sort & Find &
aste . I E Merge & Center + $ v 05 (-ng “E nditional rmat as nsert lete rmat t in
~ Farmat Painter 9 > Formatting~ Table~ Styles~ - - - & Clear~ Filter = Select ~
Clipboard [F] Font [F] Alignment [F] Mumber [F] Styles Cells Editing ~
Al M Fe v
A A B C D E F G H [«]

2

3 |Respondentl Yes 1 1 1 4 Too much group work. I like to wol

4 |Respondent2 |Yes 2 3 4 3 I want to pick my team next time.

5 |Respondent3 No 0 2 4 4 1 would make it happen more ofte |

I wish that there would have been
6 |Respondentd No 0 1 2 3 parents to come and be a part of it
I really liked what we did during tH

7 |Respondent5 No 0 3 2 3 I don’t think that | can keep paintil
1 had to miss a class and when | car
43 |Respondents  Yes 4 2 3 4 was able to help me catch-up.
1would change the amount of timd
9 |Respondent7 |No 0 1 4 2 liked my team and want to work w
ETY A o AL 3 L 3 1t £ -
Data tables filled ‘ Empty Data tables All data | Cross tabs Sheet1 | (O] i [4] [v]
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% HOW TO CREATE A TALLY IN EXCEL

* Use the Sort tool (go to Data - sort)

H ©- L-107 & 5 - Ingenuity - Workshop data set - Excel
Home Insert Draw Page Layout Formulas
F [ & From Text/CSV D@ Recent Sources |_|jt5 ] Queries & Connections % ﬁr ¥ Clear ET"‘ E
AlF 55
% From Web E- Existing Connections . 52| Properties \ . b4 Reapply
Zl Sort Filzer Text to
Data' % From Table/Range AII = D Edit Links A Yo Advanced Columns E
izet & Transform Data Cueries & Connections 54 A} &L Filter Data Tx
N
" 5 I_t -
Al | f °
Find values quickly by sorting your
y | A B C ¥] data.

e Tell me more

Ingenuity



O HOW TO CREATE A TALLY IN EXCEL

O

Data tables filled | Empty Data tables

Ingenuity

» Select one of the possible responses in the check box menu
1 program before? before? statement. school community. creative.
Sort
2 | +ﬂﬂdd Level || < Delete Level || EZy Copy Level |||Z||z| [~] My data has headers
: Rﬁpﬂ"de"t 1 Calumn Crder
4 |Respondent2  Yes Sort by | (Column 4) | |Atc|2 |
5 |Respondent3 No (Column A]
02 T rri'é'r'i'j}""c'i'r'ﬁ'é;ﬁ'é;é;a'ﬂmﬁéﬁi'ﬁi'ﬁa""c'é'ij s
03, Onthe 4 point scale below, please rate how much you disa...
[ Regpgndentq Mo Q3a. | feel more connected to my school community.
Q3b, | feel more confident in my ability to do something crea...
Q3c. 1 am less likely to skip class on days when | have art i...
7 |Respondent5 Mo ?(.:Plleaselllistithings you would like us to change about thi...
olumn
[Column J)
2 |Respondent&  Yes (Column K] QK | | Cancel
3. Please indicate which of the follow best describes you. (5.,
S |Respondent? Mo
_AniDacmandant @ Bl I:l a5

All data | Crosstabs Sheet1 | ) : 4]



% HOW TO CREATE A TALLY IN EXCEL

« Highlight the responses and read the Count in the bottom right
corner

6 Respondentd4 No

7 Respondent5 No

8 [Respondent7 No
% Respondent& No
10 |Respondent1l |Yes

= TS T S ST T S T S e T e e

3 lwant to pick my team next time.
I had to miss a class and when | ca

|1 |Respondent 10 |Yes 3 4 was able to help me catch-up.

|12 [Respondent2  |Yes 3 a

I3 |Respondent6 |Yes
I4 |Respondent9 |Yes
I5

Count5 || BH 0 - i + 1

INgenurty



% HOW TO CREATE A TALLY IN EXCEL

* Enter that count into the tally table

A B C
1 |Tally
2 |
al.
Participated
3 before?
4 |Yes
3 |No 7
6
7 |Calculating percent
a
Q2. Number
of times
9 participating
10 0 3
11 1 2
12 2 1
13 3 1
14 4 1
15 3 1
16 ] ]
17 7 1

13 12
19|

Data tables filled Empt}" Data tables All data
o




% HOW TO CREATE A TALLY IN EXCEL

* OR use the “countif” formula to count each response type
separately and end

B16 v J || =COUNTIF(B3:B14, "yes")
A B €
7 |Respondent> No 0
& |Respondent?7 No 0
9 |Respondentd No 5
10 |Respondentl Yes 1
11 |Respondent 10 Yes 3
12 |Respondent2  Yes 2
13 |Respondent6  Yes 4
14 |Respondent9  Yes 7
15
16 51
INngenuity 7



O
2 NEXT STEPS

Now imagine that you needed to
better understand the proportion
of returning participants to ne
participants from year to yearw\

~

PERCENTAGE

— You can compare raw humbers
(tallies)

— And/or you can calculate
percentages to aid in the comparison

INgenuity



O USING YOUR TALLY TABLE TO GET
O PERCENTAGES

Q1. Number

Q1. Participated | Number | Percentage
in the program (2017)
before?

Category (201 7)

Yes 3

No 4 No 4 57%
TOTAL 7

43%

INgenuity



O CACULATING PERCENTAGES IN
O EXCEL

« Add to your tally table
— A row at the bottom for SUM
— A column at the right for PERCENTAGE

7 |Calculating percentages
8
Q2. Number of times

§ |participating Tallies Percentages
10 |
11

12

13

14

15

157

17

18 |Total

= | L0 s RO
it 2 el Ml el el A M

INgenurty



O CACULATING PERCENTAGES IN
O EXCEL

« Use the “sum” formula to get the total number of

responses ¢ Calculating percentages

8
Q2. Number of times

9 |participating .TE"iES- _Percentages
10
11
12
13
14
15
16
17 ‘ ),
18 [Total =sum(B10:817)

-

e = el el el L A

I [ o [ |w M=o

INgenurty



O CACULATING PERCENTAGES IN
O EXCEL

 Divide the total for each row by the overall total
responses on the question to get the percentage
for each category

7 | Calculating percentages
e
Q2. Number of times

9 | participating .TE"iES- __Percentages
10 ol _5|=B10/B18 )
11 1 2
12 2 1
13 3 1
14 4 1
15 5 1
16 6 0
17 7 1
INgenuity 18 [Total i 12}




CACULATING PERCENTAGES IN
O EXCEL

7 Calculating percentages

8
Q2. Number of times
9 participating Tallies Percentages
10 0 5 0.416666667
11 1 2 _’
12 2 1
13 3 1
14 4 1
15 3 1
16 b 0
17 I 1
18 |Total 12

-

INgenurty



CACULATING PERCENTAGES IN
O EXCEL

H ©- L2-09 & Ingenuity - Workshop da
Insert Draw Page Layout Formulas Data [ View Help P Tell me wh
‘.D ?E)CUJE Calibri 1 A A== - 2% Wrap Text ! Percentage
BCopy - N
Pafte ~ Format panger | B I U v F < D-pA- === &3 EHMergelCetter - $ -8
Clipboard P Font P Alignment \ P Mumber
C10 - J || =B10/B18
A B C D | E | FE | 6 |
4 |Yes
3 |No 7
6_
7 |Calculating percentages
8_
Q2. Number of times
8 | participating Tallies Aercentages
10 0 5 42%)
11 1 2 p
12 2 1 '
13 3 1
14 4 1
15 5 1
16 B 0
17 7 1
INQE 15 |Total 12

10



O USING YOUR TALLY TABLE TO GET
O PERCENTAGES

FOR YEAR-OVER-YEAR COMPARISON

Q1. Number | Number | Percentage | Percentage
Q1 . Number Number Participated (2016) (2017) (2016) (2017)
Participated | (2016) | (2017) in the
in the program
program before?
pefores Yes 8 3 72% 43%
Yes 3 3 No 3 4 28% 57%
No 4 4 TOTAL 11 7

=)

INgenuity



O WHAT IS MEAN AND WHAT IS IT
O USED FOR?

A mean (or average) is the central value of
responses for a group

sum of values

average = .
5 number of values

INgenurty



O CACLULATING A MEAN FROM
O SURVEY DATA

We need a different question, as a mean on a yes/no
doesn’t mean anything

Respondent | Q2. How many
times has the

Respondent | Q2. How many

times has the
respondent
participated in the
program before?

respondent
participated in the
program before?

1 1 1 1
2 2 2 2
3 0 3 0
4 0 4 0
5 0 5 0
6 4 6 4
7 0 7 0

MEAN 1

INgenuity



O CACLULATING A MEAN FROM
O SURVEY DATA

Let’s try a scale question

Strongly Strongly
Dlsagree Dlsagree Agree Agree
J J

| feel more connected to my school

community.

| feel more confident in my ability to

do something creative. u u u u
| am less likely to skip class on days 0 0 0 0]

when | have art instruction.

INgenuity



O CACULATING MEANS IN EXCEL

O

* On a column of
data, use the
formula for
“average”

e =average(range:r
ange)

INgenurty

C15 v X K =average(C3:C14)

A . B C O
3 |Respondentll No 1
4 |Respondent12 MNo 0
5 |Respondent3 Mo 0
6 |Respondent4 No 0
7 |Respondent5 No 0
8 |Respondent7 No 0
9 |Respondentd Mo 5
10 |Respondentl  Yes 1
11 |Respondent 10 Yes 3
12 |Respondent2  Yes 2
13 |Respondent 6 Yes 4
14 |Respondent9  Yes 7
15 =average(C3:C14)




O CACULATING MEANS IN EXCEL

o C15 u Fe || =AVERAGE(C3:C14)
A . B '\______,__2/

3 |Respondent1l No 1

4 |Respondent12 No 0

5 |Respondent3 No 0

6 |Respondent4 No 0

7 |Respondent3 No 0

& |Respondent? No 0

9 |Respondent8 No 5

10 |Respondentl  Yes 1

11 |Respondent 10 Yes 3

12 |Respondent2  Yes 2

13 |Respondent6  Yes : 4

14 [Respondent9  Yes 7

15 1.916666667

o Y4

Ingenuity




O CACULATING MEANS IN EXCEL

O

« Adjust the number of decimals

INgenurty

oa . | = = ~

D Jb Cut M A A== 8 = Wrap Text Genera! b
- ER Copy ~ — .

E.Ste ~ Format Painter T - O v =B = =52 ME'QE&CE”ter ~ $-% 0 sl

Clipboard T Font [} Alignment [P} .‘\_lumber F?
C15 - Ffc | =AVERAGE(C3:C14)
A C D E

3 |Respondentll No 1
4 |Respondentl12 No 0
5 |Respondent3 No 0
& |Respondent4 MNo 0
7 |Respondent> No 0
& |Respondent7 No 0
9 |Respondent8 No 5
10 |Respondentl  Yes 1
11 |Respondent 10 Yes
12 |Respondent2  Yes p
13 |Respondent6  Yes 4
14 |Respondent9  Yes 7
15 1.916666667|
1A




O CACULATING MEANS IN EXCEL
-

« Adjust the number of decimals

-+ Wrap Text General -

—~|Merge & Center = $ - 9% * i 3%

nent M= Mumber p

INgenurty



O CACULATING MEANS IN EXCEL

O

« Add responses to your means table

20 Calculating means

21
Q3b. more
Q3a. more confident in Q3c. less likely to
connected to my ability to do skip class on days
my school something when | have art
22 community. creative. instruction.
23 |Means 2.1 3.1 3.0

INgenurty




O CACLULATING A MEAN FROM
O SURVEY DATA

Let’s try a scale question

On a 4 point scale:

Mean
response

| feel more connected to my 2 1
school community. )

| feel more confident in my ability 3.1
to do something creative. :

| am less likely to skip class on 3.0
days when | have art instruction. :

INgenurty



%ANALYZING A SCALE QUESTION

However, if you wanted to know more about what is driving that average, you
might look across the scale responses

Strongly Strongly | Total
Disagree | Disagree | Agree Agree
4 4 3 1 12

Tallied
responses

| feel more connected to my
school community.

INgenuity



o CACULATING PERCENTAGES FOR
O COMPARISON

And calculate the average percent responses for each point on the scale

Strongly Strongly Mean
Total
Disagree Disagree | Agree Agree response

33% 33% 25%

| feel more connected to my
school community.

Percent calculated

INgenuity






o MORE ADVANCED ANALYSIS
O METHODS

Comparing a score across questions
- often used for comparing means

- often used for comparing percentages

INgenurty



O WHAT IS A CROSSTAB AND WHAT IS
OIT USED FOR?

* To look at responses in your data across subsets or
groups of respondents

* To understand if responses differ based on being in a
particular group, (e.g. we could look at how confidence
and participation are connected):

* Hypothesis: people who have low levels of
confidence are more likely to be return participants
than those with high confidence

« Usually used to

INgenurty



o COMPARING PERCENTAGES ON ONE
O QUESTION BY CATEGORIES OF
ANOTHER QUESTION

CROSSTABS

* This can be helpful in answering questions about whether
or not groups vary on another variable

* For example, you might cross attendance history with
confidence in their ability to be creative

INgenurty



O HOW TO CACULATE CROSSTABS IN
O EXCEL

 |dentify the two variables you’d like to look across (e.g. of
the returning students in Q1 and confidence)

02b. | feel more

Q1. Have you ever confident in my ability
participated in this to do something
program before? creative.

Strongly Disagree =1,
Disagree =2, Agree =3,
Yes=1, No=2 Strongly Agree =4

iespondent 11 No

INgenurty



o HOW TO CACULATE CROSSTABS IN

O EXCEL

« Sort the data file by Q1 to group all returning students in

one area and all new students in another

Strongly Disagree =1,  Strongly Disagree =1,

Strongly Disagree = 1, Disagree =2, Disagree =2, Agree =3, Disagree=2, Agree =3,
2 Yes=1,No=2 Agree =3, Strongly Agree =4 Strongly Agree =4 Strongly Agree =4
3 |Respondent3 |No 2 4 4
4 |Respondent4 | No | 1 2| 3
5 |Respondent5 No Sort 7 ¥ 3
& |Respondent? No 2
7 |Respondent8 No 1 +Q,L Add Level 7% Delete Level || E2 Copy Level Options... My data has headers - 3
Gl = crrE il e Column Sort On Order —
0 Sortby |yes =1 MNo=2 w| | Cell Values v |AtoZ | B L
10 |Respondent1  Yes ) 4
11 |Respondent2  Yes ) 3
12 |Respondent6  Yes ) 4
12 |Respondentd  Yes ) 4
14 |Respondent 10 Yes 2
15
16
17 Cancel
18
19
20

| Data tables filled | Empty Data tables All data | Cross tabs | Sheetl ®

INgenurty



o HOW TO CACULATE CROSSTABS IN
O EXCEL

« Add blank lines between those the returning students and
new

L. Adve you ever ITILLT YO Qihagree o COTTIILETIL 1T ITny Jny LU 1D dimn 1E2SS HEEY LU
participated in this agree with each Q2a. | feel more connected to my to do something skip class on days when
program before? statement. school community. creative. have art instruction.

Strongly Disagree =1,  Strongly Disagree =1,
Strongly Disagree =1, Disagree =2, Disagree =2, Agree =3, Disagree =2, Agree =3,

[E=R == R B = T B L

— [ —
e P = D

INgenurty

¥es=1 No=2 Agree = 3, Strongly Agree =4 Strongly Agree =4 Strongly Agree =4

-REEPDndEHt3 Mo 2 4
:Respundentcl Mo 1 2
|Respondent> No 3 2
|Respondent7  No 1 4
|Respondent& No 2

|Respondentil No 1 4
Respondzant12 No 3 4
Respondentl |Yes 1 1
|Responcent2  Yes 3 4
|Respondent6  Yes 2 3
|Respondent9  Yes 2 3
|Respondent 10 Yes 4 3



o HOW TO CACULATE CROSSTABS IN
O EXCEL

« Add blank lines between those the returning students and
neW w7 fe || Respondent1

Al0

A B C D
Q2. On the 4 point scale
below, please rate how

Q1. Have you ever much you disagree or
X Cut ticipated in this agree with each Q2a. | feel more connected to my
1 BB Copy ygram before? statement. school community.
T}‘ Paste Options:
=
4 O
Paste Special.), Strongly Disagree =1, Disagree =2
Z Insert =1, No=2 Agree =3, Strongly Agree =4
o |
A Delete
)
a Clear Contents
i Eormat Cells...
[ Row Height...
€ Hide
c
Unhide
L ——
1* | P PP

4| Calibii =11 - A A
1B I =M-A-
14{Respondentlﬂ Yes

A=
| Data tables filled | Empty Data tables all data Cross tabs | Sheetl ()

INgenurty



HOW TO CACULATE CROSSTABS IN
O EXCEL

AL0 = Je
A B c D E F
Q2. On the 4 point scale
below, please rate how Q2h. | feel more

Q1. Have you ever much you disagree or confident in my ability Q2c. 1 am less likely to

participated in this agree with each Q2a. | feel more connected to my to do something skip class on days when |
1 program before? statement. school community. creative. hawve art instruction.

Strongly Disagree =1,  Strongly Disagree =1,
Strongly Disagree =1, Disagree =2, Disagree =2, Agree =3, Disagree =2, Agree =3,

2 Yes=1, No=2 Agree =3, Strongly Agree =4 Strongly Agree =4 Strongly Agree =4
3 |Respondent3 No 2 4 4
4 |Respondent4 No 1 2 3
5 |Respondent5 No 3 2 3
& |Respondent7 No 1 4 2
7 |Respondentd Mo 2 3
8 |Respondentls, No 1 4
9 (Respondent12 o 3 4 1
1) \
1!
12
13 |Reznondent % Yes 1 1 4
14 |Respondent2  Yes 3 4 3
15 IDAarmandnnt & Wi 2 2 A

Data tables filled | Empty Data tables All data | Cross tabs | Sheetl ) 1

Ready Circular References

INgenurty



o HOW TO CACULATE CROSSTABS IN
O EXCEL

* Average the responses to Q3 for the returning students and
new students

3 |Respondent3 No 3 v . ,
1 9 Respondentl2 Mo 2

4 |Respondent4 No 2 .

5 |Respondent5 No 1 Ui 2.285714286

6 |Respondent7 No 3 U

7| Respondent8 No a =

g Respondent1l No 1 13 |Respondentl Yes 1

g -REEPDHdEHt 12 No 2 14 |Respondent2  Yes 5

10 2.285714286] 15 |Respondent 6 Yes i

1 T 16 |Respondentd  Yes ‘ an,

12 17 |Respondent 10 Yes 3]

13: Respondentl Yes 1 s 3.6

14 |Respondent2  Yes 6 19

A5 | Dncmmr At 5 Wi 1:

INgenurty



O HOW TO CACULATE CROSSTABS IN
O EXCEL

« Compare responses

20 Comparing means

21
Q3b. more
confident in
my ability to
do something
creative.

22 (means)

23 |First time participant 2.8

24 |Return participant 3.3

25

INgenurty



o GAP ANALYSIS
O WHAT IS IT?

« The comparison between two
related variables to understand
the difference (or gap) between
them

« Usually measured on a scale
« Often used to understand:
« pre/post responses

 the relationship between
“importance” of the presence
of one variable and the level
of “satisfaction” it provides

* We usually use gap analysis to

INgenurty



o GAP ANALYSIS
OHOWTO DO IT

|dentify two corresponding scale prompts

Pre: | am confident that | can write poetry.

Post: | am confident that | can write poetry.

« Calculate the mean score for each

« Subtract the mean score for “post” from the mean
score for “pre”
 Formula “=(post mean score-pre mean score=GAP)”

* Note whether or not the score has gone up or down

INgenurty



o COMPARING QUESTIONS THROUGH
O GAP ANALYSIS

Compare responses to 2 questions that make sense in relation to one

another
: create surveys using the same wording for questions where you may

want to do gap analysis

Pre Post
(on a7 point | (ona 7 point Gap
scale) scale)
6.5 5.4 -1.1

| feel confident in
my ability to write
poetry

| feel more

confident in my

ability to do 2+ 6.1 0
something creative.

Mean post - mean pre = GAP
INngenurty



o MOST COMMONLY USED FORMULAS
O IN EXCEL (SUMMARY)

For tally’s: to count words or multiple numbers in a column
=countif(range, range, “variable being counted”)

For sums (of number or percentages:
=sum(range: range)

For division to calculate percentages

=numerator/denominator (e.g. = number of survey
participants/number of people who attended the event)

For subtraction (often used in gap analysis)

=number - number (or =post score - prescore)

INgenurty



QO Next up
© Qualitative data

Qualitative

Today, we’ll focusing on qualitative data from surveys

INgenurty



O THE MAIN TYPES OF QUALITATIVE
O SURVEY QUESTIONS

respondents are prompted to
provide in-depth, written feedback

respondents are prompted to generate and write
original, short, or one-word responses to a prompt in list
form

paired with a quantitative question, respondents
can write in another, additional answer

INgenurty



o TYPES OF QUALITATIVE SURVEY
O ANALYSIS

- coding for themes

- coding and counting

coding to better understand a survey question

INgenurty



o CODING: APOWERFUL TOOL FOR
O QUALITATIVE SURVEY DATA

“A code in qualitative inquiry is most often a
word or short phrase that symbolically assigns a
summative, salient, essence-capturing, and/or
evocative attribution for a portion of language-
based-or visual data”

(Saldana's, 2013)

coding... ...

tearm
Interp rEt-Eltlﬂnmatnces,'ntEWlEWS
Hepres.entatwe summanzing Atlasti th
examples CONSUMEN o oictructured el I Ies
Qroups qunmat-nnatrms-:rlptﬂ NVivo words Style bas
Coding comments  focus gaxt TiMme
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o CODING: APOWERFUL TOOL FOR
O QUALITATIVE SURVEY DATA

- taking open-ended response and
translating them to more concise words or
phrases

- coding based on a set of words/phrases
already created

- identifying and creating a set of
codes based on what’s in the data

coding... ...

tearm
Interp rEt-Eltlﬂnmatnces,'ntEW'EWS
Hepres.entatwe summanzing Atlasti th
examples CONSUMEN o oictructured el I Ies
groups guotations transcripts NVivo words style  based
Coding comments  focus gaxt TiMme
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O CODING QUALITATIVE DATA:

O OPEN-ENDED QUESTIO

 Assign a word or phrase to a set of
data to represent a concept being
discussed

« “This experience has allowed me to
experiment with new art forms”

« “Pve never felt comfortable experimenting

NS

_ “Experiment”

with music like this.” _

* The phrases in a code don’t always
have to agree

-+ “l needed to sit quietly with the art work to |

really absorb it.”
« “| prefer to experience art in conversation

with others.” -

INgenurty

— Experience of art




o CODING QUALITATIVE DATA:
OLISTS

» Read through responses and look for instances where people say
something that aligns with your codes

A priori themes

Gain experience drawing

Develop teamwork skills

Increased self-efficacy

INgenuity



o CODING QUALITATIVE DATA:
OLISTS

» Read through responses and look for instances where people say
something similar with different words

» For lists - look to see which of the codes appear most frequently

Please list three A priori themes

things you learned
during this class:

Respondent 1: How to draw a bug Gain experience drawing
Sharing is important Develop teamwork skills
| am really good at drawing! Increased self-efficacy

Respondent 2: Drawing Gain experience drawing
| love my team in class! Develop teamwork skills
:jdid something | didn’t think | could Increased self-efficacy

o

INgenuity



o TURN YOUR CODE TO QUALITATIVE
O DATA!

 Using the coding worksheet, apply the a priori
codes where indicated

* |dentify emergent codes
 Feel free to work as a team or individually

INgenurty



o STEPS FOR DATA INTERPRETATION:
O QUAL and QUANT

What’s Involved?

 Summarize your data
What’s the big picture?

* Interpret your data
What does it mean?
What’s important? What’s noise?

INgenurty



o TOOLS FOR INTERPRETING
O QUALITATIVE SURVEY DATA

* Interpret the data - Debrief!

» Reflect and discuss
» Compare codes from multiple coders
» Create categories (next step up from a code)

INgenurty



o TOOLS FOR INTERPRETING
O QUALITATIVE SURVEY DATA

Looking For Patterns Across Codes

Looking across emergent codes, what

“categories” or next level codes emerge

Look for what similar or different across a set of responses to
create a category

Open-ended responses Emergent code

When | go to a big art museum, it makes me feel Emotional impact of museums
small.

Art museums make me feel empowered. Emotional impact of museums
| needed to sit quietly with the art work to really Preferred ways of

absorb it. experiencing art

| prefer to experience art in conversation with Preferred ways of

others. experiencing art

INgenurty



O TOOLS FOR INTERPRETING
O QUANTITATIVE DATA

1. Focus on research questions & hypotheses

2. Where to focus your attention

3. How to tell if differences are meaningful

4. Commonly misused terms

INgenurty



o TOOLS FOR INTERPRETING
O QUANTITATIVE DATA

INgenuity



O WHERE TO FOCUS YOUR ANALYSIS
O ATTENTION?

« Comparisons and context are key

 What kind of program/event is it?
 What are the goals for the program?

 Look for differences
* Across categories
* Across questions
* ACross years
* Etc.

INgenurty



O MAKING MEANING

O Context is Key

 |Is this a program where repeated attendance is good?
(e.g. building art skills over the course of several
programs)

* QOr, is it one where repeat attendance is not the goal?
(e.g. rehabilitation program)

Q1. Number | Number | Percentage | Percentage
Participated | (2016) (2017) (2016) (2017)

in the

program

before?

Yes 8 3 72% 43% !
No 3 4 28% 57% t
TOTAL 11 7

INgenuity



O INTERPRETING DATA

O How to know if a difference between groups is meaningful?

* Does it seem like a large
difference?

* |s it part of a larger pattern?

* Does it “make sense” in light
of what you know or suspect?

* i.e., can you explain why?

* Does it suggest something
important re: your
organization’s goals?

* |s it statistically significant?
(optional)
INngenuity



O MAKING MEANING

o In context with your other data

* In a pre to post, how do you know if it’s changed enough?

Pre Post

(ona7 (on a 7 point
point scale) scale)

| feel confident in my

ability to write poetry. S 3.8 +0.6

| feel more confident in
my ability to do 5.9 6.1 +0.2
something creative.

| feel confident reading

out loud. 4.2 4.5 +0.3
| feel confident when 0.1
showing people my 5.2 5.3 '

poems.

INgenuity



O MAKING MEANING

& Comparing Across Response ltems

We looked at one scale question earlier, but what does in
mean in comparison to other data points?

Mean
response

INgenurty

| feel more connected to my

school community. 2.1

| feel more confident in my ability 3.1 —
to do something creative. .

| am less likely to skip class on 3.0

days when | have art instruction.



O MAKING MEANING

o Circle Back to Hypotheses

» Hypothesis 1: Of all outcomes measured, participants will
rate a connection to their school community highest

« Hypothesis 2: Of all outcomes measured, participants rate
an increase in confidence lowest

INgenurty



O MAKING MEANING

o Visualizing Differences

Visually call out the highest and lowest responses per
prombt

Strongly Strongly
Disagree Disagree Agree
1 2 4

| feel more connected to my . ) . .
school community. 33% 33% 25% 8% 12
| feel more confident in my ability . ) ) )
to do something creative. 9% 18% 27% 45% 11
| am less likely to skip class on . ) . )
days when | have art instruction. 9% 18% 36% 36% 11

INgenuity



O MAKING MEANING OUT OF DATA
o An Example

What does it mean?

Potential comparisons:

» According to the 12 participants who completed the survey,
participants “strongly agree” with an increase in confidence
doing “something creative” with more frequency than other
potential outcomes

« Additionally, a small number of participants (8%) strongly

agreed that the program helped them to feel more connected
to their school community

INgenurty



%MAKING MEANING

Recode into Meaningful Categories
* Looking at the “top two”/ “bottom two” responses for more

clarity
* What combined percent “agreed” and “disagreed”

Strongly Strongly
Dlsagree Dlsagree Agree Agree Top two Bottom two
%

33% 33% 25% 8% 33% 66%

| feel more connected to my
school community.

| feel more confident in my

ability to do something creative. 9% 18% 27% 45% 73% 27%
| am less likely to skip class on

days when | have art instruction. 9% 18% 36% 36% 73% 27%

INgenuity



O MAKING MEANING

& Recode into Meaningful Categories

What does it mean?

Top two/bottom two can help simplify and focus on how many people
fell on either side of the scale

Potential interpretations
« The majority of participants (73%) agreed (with a 3 or 4 on a 4-
point scale) that this program helped them to feel more
confident in their ability to do something creative

« The majority of participants (73%) agreed that they are less likely
to skip class on days when they have art instruction.

* However, the majority (66%) did not agree that the program
made them feel more connected to their school community.

INgenurty



Q

MAKING MEANING OUT OF
O UNEXPECTED OR “NEGATIVE”

RESULTS

What can you do with “negative” results?

Use them as guides for program development
Do follow-up research

Don’t shy away from sharing this with funders and
team members

« Communicate the findings and the plan to do or
learn more as a result of the data

Make changes and evaluation it again later to see
the impact

INgenurty



o WHERE ON THE CYCLE OF
O EVALUATION ARE WE FOCUSING?

Data driven evaluation design cycle

INgenurty



o FINAL TIPS FOR INTERPRETATION
O AND MEANING MAKING

* Don’t shy away from “negative” results, that’s
where we grow

 Avoid fishing for data or cherry picking results

* We’re not trying to “prove” anything, just
make more data-informed decisions

INgenurty



o COMMONLY USED RESEARCH
O TERMINOLOGY

[ Significant

o
SR . — ¥ R
i‘» 5y ! . )

o "‘”‘f.‘;\":\"\f. ¥ ,

e

& | Reliable/valid

ale

= % - [ Correlated with

1 DON'T THINKIT MEANS WHAT
S AYOUTHINKIT MERNS - i

Prove

s
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Thank You!

Jennifer Benoit - Bryan
jen@sloverlinett.com

Katherine Gean
katherine@sloverlinett.com






Reflecting
and Revising
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Telling Your Story through Data
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% HOUSEKEEPING

 Restrooms
 Snacks and Breaks
 Wi-fi

e CHAGUEST

* guest

e chawireless

INgenurty



%TODAY’S PLAN

Our hopes for today’s session: build your skills in creating and
consuming data stories

We'll be covering:
1. Identifying your audience & their needs

2. Structuring your story
3. Tools to support your story visually
4.

Reflection on your logic model

INgenurty



0 INTRODUCTIONS

LI

e Name
* Role

INgenurty



O THE CYCLE OF EVALUATION

Q© Today’s focus

INgenuity



% STORYTELLING COMPONENTS

 Who are we telling our

stories to?

Every Dataset

 Why are we sharing our
stories? With what = )
purpose in mind? e
How do we frame our
stories?

*  What should we include?

« Where and When

you gathered data

INgenurty



% WHAT DATA IS AVAILABLE?

« What kinds of data does your organization already collect?
* One-time data collection
« Tracking measures across time

« Panel data with the same participants over time

 What are the barriers to data collection in your organization?

INgenurty



O STAKEHOLDER EXERCISE

o Who do you want to share your stories with?

Your >'

?

organization’s

' stakeholders

INgenuity



O STAKEHOLDER EXERCISE

O Discussion

What stakeholders did you include?

— Internal
— External

INgenurty



O EXAMPLE OF A STAKEHOLDER MAP

O

Why do you want
to share your
stories with
these groups?

Put yourself in
their shoes:
What info do
they need from
you?

INgenuity

Information on
how to be more
effective in their
role. Any evidence
about where to
focus their time
and skills?

Information on

the impact of
their funding.
How has it made a
difference in
people’s lives?

I

Non-profit
stakeholders



O STAKEHOLDER EXERCISE

o What information do they need from you?

Your
organization’s
—

gy,

INgenuity



O STAKEHOLDER EXERCISE

O Discussion

What kinds of information do your stakeholders
need?

— For internal stakeholders?
— For external stakeholders?

Are there actions you’re hoping they’ll take
based on your results?

INgenurty



O OTHER THINGS TO CONSIDER FOR
O STAKEHOLDERS

Consider:

- your stakeholders’
literacy

- numeric literacy

| |
- depth of knowledge \*AK
needed ' ﬁ-i?i' (—_
Bit

- what data they need
to take action

INgenurty



(O HOW SHOULD | FRAME MY STORY?
O A HIERARACHY OF INFORMATION

~N

When planning,
work from the
top down

Research questions

J
N
Hypotheses

J
~N

Measures

Ingenuity



¢ HOW SHOULD | FRAME MY DATA STORY?
O A PROGRAM EVALUATION EXAMPLE

Does the program
affect critical
thinking skills in
participants?

<
Research questions

J
N
Hypotheses

J
~N

Measurements

Ingenuity



O HOW SHOULD | FRAME MY DATA STORY?
O A PROGRAM EVALUATION EXAMPLE

Hypothesis 1: The program
will increase four types of
critical-thinking skills in
participants.

<
Research questions

J
. )
Hypothesis .2. The program Hypotheses
focuses mainly on
considering multiple <

options in problem solving,
SO we expect to see the
biggest leaps there.

Measurements

INgenuity



O HOW SHOULD | FRAME MY DATA STORY?
O A PROGRAM EVALUATION EXAMPLE

Method & measures:
pre/post test
observations four types
of critical thinking

<
Research questions

skills we teach: <
1. Consider multiple

options Hypotheses
2. Look to experts <
3. Distinguish

evidence and Measurements

interpretation
4. Ask questions

INgenuity



O SHIFTING FROM TOP-DOWN PLANNING
O TO BOTTOM-UP ANALYSIS

A

) \
Research questions Conclusions for core
research questions
g J
) N
Hvpotheses Findings that answer
= hypotheses
y,
)
Measures Specific data points

PLANNING ANALYSIS

INngenuity



O HOW SHOULD | FRAME MY DATA STORY

O EXAMPLE? DATA POINTS.

A \

Conclusions for core
research questions

J
~N

Findings that answer
hypotheses

Specific data points

INgenuity

Critical-thinking Pre- Post-test
skills measures test

Skill 1: Considering 2.2
multiple options when
problem solving

Skill 2: Looking for expert 4
knowledge

Skill 3: Distinguishing 1.8
between evidence and
interpretation

Skill 4: Asking clarifying 2.2
questions

Overall means 2.55

4.1

3.9

3.9

3.5

3.85



O HOW SHOULD | FRAME MY DATA STORY
O EXAMPLE? DATA POINTS

(WHAT TO PAY ATTENTION TO)

* First, answer

hypotheses - —
Critical-thinking Pre- Post- | Change
skills measures test test

e Also look at Skill 1: Considering .7 4.1 +1.9
d]ffe rences multiple options when
. problem solving
— Between categories ¢ 5. | ooking for 4 3.9 .1
— Between pre/post expert knowledge
— Between years Skill 3: Distinguishing 1.8 3.9 +1.1

between evidence and
interpretation

i And lOOk at Changes Skill 4: Asking clarifying 2.2 3.5 +1.3

. questions
— Biggest
Overall means 2.55 3.85 +1.3
— Smallest

INgenurty



O HOW SHOULD | FRAME MY DATA STORY?
O ANSWERING HYPOTHESES

ﬁypothesis 1: The \

program will increase ALL

N
Conclusions for core FOUR types of problem-
research questions solving skills in

) participants.

N

Findings that answer
hypotheses

Specific data points

Hypothesis 2: The
program focuses mainly
on considering multiple
options when problem
solving, so we expect to
see the biggest leaps

\there. /

INgenuity



O HOW SHOULD | FRAME MY DATA STORY?
O CONCLUSIONS

in participating students.

Conclusions for core / The arts program is \
research questions

~N * The program is

Findings that answer
hypotheses

considering alternate options,
identifying evidence, and asking
questions.

On

Specific data points

. Based on
interviews, we believe this is

due to X, and we plan to try Y
\during the next program. /

INgenuity



% WHAT TO INCLUDE IN YOUR STORY

 Mix of kinds of evidence

* Be objective & offer
balance

* In text AND graphics

« Rightsizing your story

INgenuity






% TOOLS TO SUPPORT YOUR STORY

INgenuity

 Data visualization

 Provide a human connection

through quotes and pictures

* One-page summaries with

visuals



) WHAT IS DATA VISUALIZATION?

O

Ingenurty

3 Piel have eaten

¥ Pie I have not
yel eaten

“The techniques
used to
communicate
data or
information by
encoding it as
visual objects in
graphics.”



% HOW TO CHOOSE A TYPE OF DATA VIZ?

1. What’s the most important thing you’re
trying to communicate through the data?
Change over time
How groups differ
Totals across groups

2. What kind of data (survey question) do
you have?

o g e SR

INgenurty



YOUR TYPE OF VISUAL DEPENDS ON
O YOUR DESIRED MESSAGE

Households served Households served

We provided services to fewer households in County 2 (182 families in
September vs, 153 by December) and more househelds in County 1
{107 in September vs. 148 by December).

County Sept Oct Now Dec

200
182 —
County 1 107 108 135 148 T T—— 153 County 2
_'_'_’_..--"'""_.‘135_._._._—._._._. 14w Couneyd
County 2 182 173 156 153 107 —— 109
Total 289 282 291 301
o
Sept Oct Mo Dac

Households served Households served

In September, we were serving more families in County 2 than in County 1 The proportion of families served in County 1 increased while the propertion
(182 vs. 107 households By December, that gap had shrunk. of families served in County 2 decreased. The total number of households
increased slightly, from 289 in September to 301 in December.

m County 1

m County 2 Total
289

153 County 1

182 173
156 148
135 107
107 108
County 2
182
Sept Oct Mow De

4 Sept

This example was created by Ann K. Emery www.annkemery.com

Ingenuity



O LINE CHART

Q© Four Ways of Showing the Same Data

Households served

Line chart: T T T
Focus: Highlights o7t s by et

trends over time by | _
showing lines that |
go up, go down, or
hold steady

200

—————— —y

This example was created by Ann K. Emery www.annkemery.com

INgenuity



O CULSTERED COLUMN CHART

Q© Four Ways of Showing the Same Data

Clustered column

4] Sep‘tembﬂ_, WE Were e nﬂrlg Mo Iam“lﬂi in cﬂuntf 2 thaﬂ Im Cour LY 1
[ ]

(182 vs. 107 households By December, that gap had shrunk
Focus: Direct

comparison between B .0 z0H =
the two columns; best
when you want to

focus on differences

m County 2

This example was created by Ann K. Emery www.annkemery.com

INgenuity



O STACKED BAR CHART

Q© Four Ways of Showing the Same Data

Households served

Stacked bar chart: o e e
Focus: Focus is on the e
total of the two

segments within all
services offered

01

This example was created by Ann K. Emery www.annkemery.com

INngenuity



O FOUR DIFFERENT MAIN MESSAGES

o All Are True!

Overall, Across the
’ .
were Seerng Households served Households served two .
about the We provided services to fewer households in County 2 (182 families in Count’es, Our

September vs. 153 by December) and more households in County 1
Same number {107 in September vs. 148 by December) Services are

County Sept Oct Nov Dec
of people % M more equally
now as in the County 2 182 173 156 153 mr———'109“""'_*’,'—.‘mr._._._._._.-._'Ma - t l distributed
paSt‘ Total 289 282 291 301 nOW than in

U the past.

Sept Ot Maw Dee

Households served Households served

In September, we were serving more families in County 2 than The proportion of families served in Count ed while the preportion
Th ere Wer'e (182 vs. 107 households By December, that gap had shrunk of families served in County 2 decreased. The lotal number of households
p— increased slightly, from 289 in September to 301 in December.
significant =
289 1 01

differences ﬁ “ “ ' Overall,
between the we’re serving
service rate ' about the

n the. two - = = same number
- ]
counties. of people

now as in the
past.

This example was created by Ann K. Emery www.annkemery.com
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O STACKED BAR CHART

Q© Four Ways of Showing the Same Data

Stacked
bar chart:
Focus is on
the total

Ingenuity

Households served Households served

The proportion of families served in County 1 increased while the propertion We provided services to fewer householdsin County 2 (182 families in
of families served in County 2 decreased. The total number of households September vs. 153 by December) and more households in County 1
increased slightly, from 289 in September to 301 in December (107 in September vs. 148 by December).

Total 200
289 01 T
82

i |
173 “ E 5
' :
0

sept Oet New Dec Sept

148 —— 153 Count
156 153 y2
135// 148 County1l

/

107 ————— 109

Oct Nov Dec

Households served

In September, we were serving more families in County 2 than in County 1
{182 vz, 107 househaolds By December, that gap had shrunk

Clustered
column

chart: |
Focus is on I I I
differences -

v ek ]

This example was created by Ann K. Emery www.annkemery.com

m County 2

Line
chart:
Focus is
on trends
over time




O GROUP EXERCISE

O Choosing Charts for Data

We’ll all use this one tally table and we’ll design different charts depending
on what we’re trying to highlight about the story.

Category of |# students |# students

school served served
2012 2017

One: Excelling 200 100

Two: Strong 100 100

Three: Developing 50 200

4: Emerging 50 300

INgenuity



O YOUR CHOICE OF DATA VIZ ALSO...

O Depend on the Type if Survey Question Your Representing

Three main types of quantitative data
» Single-select questions (e.g.,
yes/no)

« Select all that apply questions
(e.g., race/ethnicity)

* Scales (e.g., satisfaction on a 7- E—
point scale) e F

INgenurty



O DATA VIZ FOR SINGLE-SELECT
O QUESTIONS

Pie chart works when you have categories that are exclusive (e.g.,
yes or no) because the categories sum to 100%

Program participants by grade Program participants by grade

Kindergarten

9th-12th / -2nd ggade,
grades, 25%" 15%
‘ 3rd-5th
6th-8th

= Kindergarten-2nd grade = 3rd-5th grades

= 6th-8th grades m 9th-12th grades grades, 40%

INgenuity



O DATAVIZ FOR SELECT-ALL-THAT-
O APPLY QUESTIONS

When respondents can select multiple answer options, a vertical bar
chart works well by showing how categories compare to each other

Cultural activities attended in the past 12
months
80%

60%

40%

0%

INgenuity



% DATA VIZ FOR SCALES

A stacked bar chart works well to display the range of responses on
a scale question like satisfaction or agreement

What are the impacts of a visit?

Agree  Disagree  Strongly Total

Strongly
disagree

agree

more connected to the museum.

| enjoyed reading the stories ‘ . [
others had shared. 17 13 ¢ =) 40
The museum values my voice. 10 - 42

50 What are the impacts of a visit?

0
Strongly  Agree Disagree  Strongly Total
agree disagree
| would like to share my own story. 44
The exhibit made me feel 19 43
more connected to the museum.
| enjoyed reading the stories 17 40
This example was created by Ann K. Emery www.annkemery.com others had shared.
The museum values my voice. 42
0 50

INgenurty



% DATA VIZ FOR COMPARING SCALES

A stacked bar chart can also be paired with another stacked bar
chart to show pre/post test differences

How do self-rated critical thinking skills change before and after the program?

100%

100%
upsing
Slightly

Somevt

Moderate
0% 30% Very
Before After 0% 10%
W Very B Moderate B Somewhat Before After

m Slightly Not at all

In%en U ItY This example was created by Ann K. Emery www.annkemery.com



% HIGHLIGHT THE HUMAN ELEMENT

Incorporate quotes and pictures to help connect the reader to your

participants
4 )
Quotes that tell

the program’s
impact on a
participant...

AN /

Quotes that bring richness or
context to your data...

T o~

Quotes that share
the “whys” of
participation...

INgenurty



ONE-PAGERS

o Highly Effective Tools for Communicating a Snippet of Your
Story

Often include:

— Charts

— Statistics 70% 9%
— lcons S e non-vé’rb cialy
— Quotes m

— Pictures =

of The brain pro
fo mt 60000tm f t
than the e it takes to decode

INgenurty



%ONE-PAGER DESIGN PRINCIPLES

1. Make the - what are you trying to
convince the audience of?

2. Bring the reader along by pointing out your

3. Make sure visuals are

4. Make your visualization by including
multiple points of information, but not too much. LESS
IS MORE.

INgenurty



CLIENTS WE SERVE I TOIRTIIN0;

T A UNBELIEVABLY GREAT FOOD AND SERVICE. : &
- 154 I'M CONTINUOUSLY OVERWHELMED BY " ILLNESSES WE SERVE  oueruoe amion
6 THANK YOU SO MUCH! @@ — MARY, CLIENT
100-
o L1858 95 n 100 . 16 g3m 76 o
HIV/AIDS BREAST CANCER MULTIPLE ALS - lOll OTHER CANCERS  OTHER ILLNESSES
CLIENTS CAREGIVERS 2EEIIHI.BDEIE"TIS SCLEROSIS GEHRIG'S DIS!
3 0UT OF 4 CLIENTS EARN RACE/ETHNICITY AGE

LESS THAN $20,000 A YEAR CAUCASIAN: 56%
® 00 AFRICAN AMERICAN: 2.7% 0-58:32%
HispaNI: 6% 40-49:29%—
AFRICAN BORN: 4% 60 & OveR: 19%
OTHER/UNKNOWN: 3% 30-39: 15%
NATIVE AMERICAN: 3% 20-29: 4%

MSIAN: .8% 19 & UNDER: 1%

NATIVE HAWAIIAN. 90,
PACIFIC ISLANDER- '2/°

5
m “ é

» [
1IP CODES 13 ‘!é&‘
107 | alllll
EIRD T @ @ ,

Joseph (RJT re ‘;tsﬁs-w:egkly meal del livery fmm volunteer WAli (D). ;;'; ;; 4 2 ' ? p GENDER
CLIENTS ' ' 51% TRANSGENDER: <1 %
PER COUNTY: ‘ ;

ORGANIZATIONAL RIGHLIGHTS — CLIENTS

1.We helped our cients celebrate Thanksgiving with 280 organic turkeys and 290 fresh, SOUTH AFNCA.
homemade holiday meals.

1mi'“‘ m‘"m:: ;:; ::""M:':"”gd*‘“wm e HOT LUNCHES SERVED: | our of 4 propie 2 ourt oF 4 PEOPLE IN
L IN GUGULETU ARE HIV+ GUGULETU ARE UNEMPLOYED

NATIONAL STATISTICS @ @ @
i shipheimenbelo 10,904 'ﬁ‘ N

What’s the overall story? Is the support/evidence for that story clear?
Are infographics useful and aesthetic? Is this right-sized?

Ingenuity



%ONE-PAGE SUMMARY EXAMPLE - 2

tWHENPEOPLE
HAVE A AAAAAAN

They spend in | hospitals,
police

. £l custody

& shelters

10 people+10 homes SAVED
6 months

Housing First s
Think about it. upstream

Is an Initiative led by the United Way Saskatoon and area. Data provided by the United Way.

What'’s the overall story? Is the support/evidence for that story clear?
Are infographics useful and aesthetic? Is this right-sized?

INgenurty



%ONE-PAGE SUMMARY EXAMPLE - 3

StupenTs InvoLvep In THe ARTs...

)

...ArRe MoRre LikeLy
T0 Go To CoLLeGe

' v What’s the overall story?
wngans  wiotow Is the support/evidence for that story

«..STAY In SCHoOL

The dropoutrate  The dropout rate
of students with of students with

“

high arts, low  lowarts, involvement arts
socioeconomic  low socioeconomic planning invot
status. status. (1) to get a degree (2) C lea r?
L3 ° °
K ___..AneBerrer | Are infographics useful and aesthetic?
on TesTs art ExpressinG
THouGHTS anp Ipeas I th : : ht : d ?
-
. . s this right-sized?
consistently outscored low
arts groups on measures of
Music Music creative thinking. (4)
performance appreciation
students students

scored scored 42 points il 78 l“ A
39 points higher on the v @q mbf o“{,
higher math SAT. (3) «<Hy

1. The Arts and Achievement in At-Risk Youth (National Endowment for the Arts)
2. The Arts and Achievement in At-Risk Youth (National Endowment for the Arts)

3. Over 2000 elementary and middle school students surveyed College-Bound Seniors
National Report: A Profile of SAT

4. Learning In and Through the Arts: Curriculum Implications
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EXERCISE: ONE-PAGERS

* You’ll receive two
examples of one-pagers
with the same data: an
early draft and a mid-
stream draft

 |n your groups:

1.

|dentify what the main
differences are between
the two versions

How might those
differences contribute
to our goal of quickly
providing clear
information?

INgenurty

Families Served in FY16

Child Demographics

L] x
2= L - "=
Py e e | Ameccaries
oy o Toangne | iy
b s e et
e et | e

This year we served over 2,000 families!
Let us tell you a little something about them...

We generally serve adults under 30 with children under the age of 1.
Under




O EXERCISE: ONE-PAGERS

O Make your own!

« Using your context,
choose a stakeholder &
design a one-pager that
meets their needs.

— What would you show?
— How might you show it?

OR...

 How would you improve
this one-pager?
— Would you add quotes,

pictures, or change charts
to icons?

— What would you remove?
INngenuity
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O EXERCISE: ONE-PAGERS

o Share out

* What did you create?
 What was challenging?
 What worked well?

« Did you want additional
data that you don’t
have access to?

INgenurty



%INTEGRATING RESEARCH INTO

YOUR ORGANIZATION

* Logic models - what are they?

FINISH

A" N er "o

1Y} R SOLACR, U

SCONOME: oF

-t I s, W
OSN3
envronMmeEnia
~hanoes do
CNanges GO you

-- R A

winlwws VoW

......
A
WY, LRV,
3

A~

-----

A\l = L o~
VENG YOuU Vs 0O ¢

VWhat resources do you Viho is mwohved?

et " RS e . 4R
nave s Vina vl you neca Who vl benefi?

INgenuity



% INTERNAL REFLECTION

Does your organization have a logic model?
If so, is it helpful?

How can data inform your logic model?
— Do your findings change your assumptions?
— What new questions have arisen?

Has your organization ever changed its
logic model?

INgenurty



% INTERNAL REFLECTION

What experiments
(even small ones) can @
we try based on what Plan + des,gn

we’ve learned?
Define goals +
objectives ’

— How will we know if
these experiments are
Evaluate +
research

successful?

Tell your story

INgenuity



Thank You!

Jennifer Benoit-Bryan
jen@sloverlinett.com

Katherine Gean
katherine@sloverlinett.com



O FREE DESIGN RESOURCES
o

- free icons
- free infographic maker
- free design tool for documents

- tips for designing better
charts

- tips for using Excel formulas

- calculator for testing statistical

significance
INngenuity



