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Workshop overview

Intro and welcome activity
Why tell a story with data

Story Part 1: Asking good questions

Story Part 2: Contextualizing data

Reflections on your work

How did you find the workshop?







“Data” is one piece

INFORMATION

EVIDENCE

WISDOM
KNOWLEDGE




Workshop connections

Thinking about data
and evidence
strategically

Defining your
organization’s
data strategy

Ask yourself how data and
evidence connects to your
organization’s mission and
vision ...

Getting ready

Implementing
to do a project

a project

... ask yourself what needs
to be done to get ready for
and implement a project ...

Finding and
telling a story

... explore different ways to
bring data and evidence to
your target audience.



Workshop connections

Thinking about data Defining your : , -
Tl T T organization’s Getting ready Implementing Finding and

strategically data strategy to do a project a project telling a story

... explore different ways to
bring data and evidence to
your target audience.

... ask yourself what needs
to be done to get ready for
and implement a project ...

Ask yourself how data and
evidence connects to your
organization’s mission and
vision ...






—————

Results

~ Behaviours

invisible

Rock, D (2006). Quiet Leadership. Six Steps to Transforming Performance at work. NY, NY. Collins.



Who is the audience?
Internal? External?

Short-term
(operational)
decisions?

Long-term
(strategic)
decisions?
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9 Planning & Discovery



Story Part 1: Asking good

questions

Why?
What if?

How...?
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Getting to the question
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Telling a Compelling Story: 5 Principles

1. Join a community and a conversation

Avoid walking into a party, announcing your presence
and asking people to pay attention.

What is the focus of your work? Whose behavior do you want to
change (who is your ‘they’)?

Frame your message to bring that group value.

1. Would changing behavior make them feel good ... or see
themselves as they want to be seen?

2. Does your framing connect to how they see the world
and provide for actionable solutions?

Christiano, A., & Neimand, A. (2018). The Science of What Makes
People Care. Stanford Social Innovation Review, Fall: 26-33.



Telling a Compelling Story: 5 Principles

2. Communicate in iImages

Abstract concepts (terms) leave space for people to
make assumptions about meaning.
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i help people connect with
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your work. Think about
LEAD:  EVIDENCE USERS ¢ CorLECToRS

what main message might
come out of your project.

PARTNERS
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https://usaidlearninglab.org/lab-notes/cracking-evidence-conundrum-four-
ideas-get-people-use-evidence



Telling a Compelling Story: 5 Principles

3. Invoke emotion with intention

People avoid information (evidence) for three reasons:

1. It makes them feel bad (invokes quilt, fear, anger);

2. It obligates them to do something they do not want to do;
3. It threatens their identity, values, and worldview.

o —— Invoke pleasant

WST—  VALUE — ) i
emotions In your
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« What emotions could
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Why?

https://www.interaction-design.org/literature/article/creating-emotional-connections



Telling a Compelling Story: 5 Principles

4. Create meaningful calls to action

“Follow us on Facebook” ... “Click here for more information” ...

“Use data and evidence” _
Three rules to creating

Many calls do not tell people how to motivating calls to action:

make a difference. 1. Be specific

» If people feel they can’t make a difference, 2. Help people see how

they are less likely to take action. the call (solution) will
« If calls are not easily incorporated everyday help solve the problem
life, people may not take action. 3. Outline something

people know how to do

Draft a call to action in
support of your work.

https://www.infographicdesignteam.com/blog/include-call-action-in-
infographics/




Telling a Compelling Story: 5 Principles

5. Tell better stories

People are more likely to remember information they get in story
form. Stories convey new perspectives, lower counter-arguing,
Increase perspective taking and empathy, and capture and
maintain attention.

 Stories have characters; a Go beyond sharing
beginning, middle, and end; messages to telling
plot, conflict, and resolution interesting stories with a

« They are not vignettes or beginning, middle, and end.
messages.  What story are you

telling?
Who are the characters?
What'’s the plot?

https://www.jotform.com/blog/35-powerful-photos-that-each-tells-a-story/
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Telling stories with data for change

® technology

B procedures

B culture

policies

“ strategy

W structure

19 Don’t forget about change



How did you find the workshop?

« What did you « What other

learn? guestions would
you like to
explore?
« What will » What will you
you do take away to use
differently? in your

organization?
20
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