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Missions Accomplished

We address hard-to-answer questions
through evaluation and outcomes-based

&

strategy and planning.

QI We use a broad array of approaches
and frameworks to create actionable
learning for philanthropies, nonprofits,
and the public sector.

@ We have deep expertise in:
- Advocacy and policy change
- Systems change
- Innovation and emergence
- Networks, coalitions, and fields
- Initiatives and strategies

- Measurement, Learning and Evaluation
(MLE) Planning and Implementation

We work for ORS Impact, a consulting firm established in 1989. ORS Impact measuresdhmdéasdre,
using a customized approach, not esizefits-all.

We specialize in the areas listed here.Wilebe making presentations on many of these topics here at AEA



Session Overview

7:00am  Making the case for abbreviated visual products
7:10am  Examples of abbreviated visual products

Z:15m  Considerations for when and which abbreviated
visual products to use

7:25am  Applications to your own evaluation reporting

7:35am  (Closing thoughts and Q&A
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MAKING THE CASE

for abbreviated visual products
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Making the Case

When you deliver the report to
the Director at the nonprofit,
what do you want her to do?
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Imagine you are the evaluator for an early learning initiative in the region, funded by a large, local
nonprofit. You and your team spend many hours collecting, analyzing, and reporting on assessments from
participating families. The initiative is rtiourse. When you deliver the report to the Director of Early
Learning at the nonprofit, what do you want her to do?



Making the Case
ORS Impact’s Point of View

* (Captures Attention
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Making the Case
ORS Impact’s Point of View

* (Captures Attention

* Helps Audiences Connect the Dots
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Making the Case
ORS Impact’s Point of View

* (Captures Attention
* Helps Audiences Connect the Dots

* |s Focused
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Making the Case
ORS Impact’s Point of View

* (Captures Attention

* Helps Audiences Connect the Dots

N
\

* |s Focused
“The best way to minimize

pressure to change is to
provide too much data or
information”
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ORS Impact believes evaluation reporting should include data visualization and desigh dza S A G X @



Making the Case
ORS Impact’s Point of View

Captures Attention

Helps Audiences Connect the Dots

Focused

Promotes Use
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Traditional Evaluation Report
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Next is a real example of the demographic data we presented to a client K12048d line graphs of how
assessment scores differedtiween two groups.












EXAMPLES

of abbreviated visual products
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used. But rather than dwelling on that, we turned our attention to the following year.
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Visual Executive Summary
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attention span to read the full report.









Slide Deck of Visuals/Graphics
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A slide deck for the team to easily copy and pastetaother products/presentations. (Notice it is the same
demographic data).


















Data Placemat
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Adata placemato share back findings with agency staff. Shout out to Innovation Netwegkearned this
method of sharing back evaluation data from them.









Infographic
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And aninfographicto summarize key findings from each agency to help them recruit potential funders,
families, etc.






CONSIDERATIONS

for when and which abbreviated
visual productsto use
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Reporting Audiences

""""" > People who have decision making = o Funders

authority over the social change effort * Board of Directors
* Policy makers
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Consider the audience for your reporting when deciding which visual product to use.



Reporting Audiences

""""" > People who have decision making s> o Funders

authority over the social change effort * Board of Directors
* Policy makers

--------- > People who have direct responsibility ~ -----> ¢ Leadership
for the social change effort » Staff
* Grantees
1° ¥l ORSIMPACT.COM

Consider the audience for your reporting when deciding which visual product to use.



Reporting Audiences

""""" > People who have decision making s> o Funders

authority over the social change effort * Board of Directors
* Policy makers

--------- > People who have direct responsibility ~ ====----> * Leadership
for the social change effort ¢ Staff
* Grantees
--------- > People who are intended beneficiaries -=---> « Individuals
of the social change effort * Families

* Communities

20 sl ORSIMPACT.COM

Consider the audience for your reporting when deciding which visual product to use.



Reporting Audiences

""""" > People who have decision making senp « Furiders,
authority over the social change effort * Board ot Direcfors
* Policy makers
--------- > People who have direct responsibility ~ -----> ¢ Leadership
for the social change effort * Staff
* Grantees
--------- > People who are intended beneficiaries =====> ¢ Individuals
of the social change effort * Families
*  Communities
--------- > People who engage in similaror e o Partners
related work * Thefield
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Consider the audience for your reporting when deciding which visual produs#.to



Reporting Audiences

""""" > People who have decision making senp « Furiders,
authority over the social change effort * Board of Directors
* Policy makers
--------- > People who have direct responsibility ~ -----> ¢ Leadership
for the social change effort * Staff
* Grantees
--------- > People who are intended beneficiaries =====> ¢ Individuals
of the social change effort * Families
*  Communities
--------- > People who engage in similar or e ¢ Partners
relevant work * Thefield
......... > Others
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Consider the audience for your reporting when deciding which visual product to use.



Reporting Audiences

With your priority audience in mind, consider the following:

Organizational Culture

Appetite

Data Literacy
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If you are a third party evaluator, consult with your client to understand your priority audience. Some groups
want and look forward to traditional report.

The most important thing is the fit the product to the org culture, appetite for data, and data literacy of your
audience.



Reporting Purposes

Accountability

To demonstrate that the intended outcomes are

being achieved

Merit and Worth
Marketing
Learning

Field Building

Closing the Feedback Loop

24
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Reporting Purposes

Accountability

Merit and Worth

To determine the value of and make decisions
about the continuation of specific strategies

Marketing
Learning
Field Building

Closing the Feedback Loop
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Reporting Purposes

Accountability

Merit and Worth

I\/Iarketing zsctézsst fundraising efforts by demonstrating
Learning
Field Building
Closing the Feedback Loop
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Also consider the purpose &2 dzNJ NB LJ2 NJi A y 3 X



Reporting Purposes

Accountability

Merit and Worth

Marketing

L : To inform decision making and related actions in
€arning support of greater impact

Field Building

Closing the Feedback Loop
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Reporting Purposes

Accountability
Merit and Worth
Marketing

Learning

Field Building

To share theories or best practices for addressing
social problems or creating long-lasting change

Closing the Feedback Loop
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Reporting Purposes

Accountability

Merit and Worth

Marketing

Learning

Field Building

Closing the To follow up with data collection participants about
Feedback Loop the evaluation results and/or action items
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Abbreviated Visual Products
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Given your audience and purpose, decide which abbreviated visual product is the best fit.



Use these questions to help you prioritize data and findings for the abbreviated product.


























http://stephanieevergreen.com/wp-content/uploads/2014/05/DataVizChecklist_May2014.pdf
http://annkemery.com/essentials/
http://www.datavizcatalogue.com/

