
DATA AND REPORTS 
THAT MATTER



Introduction & Welcome
A little about us & who we are

What we hope you get out of this session

How can you help: Ask questions, share examples, 
make it interactive



What is the value of data?

Easily misunderstood

Equal parts asset and goldmine
• Use your data to your advantage
• Accept the challenge before you
• Network with others

• Build a web of support and validity
• Be your own cheerleader: You can do it!



How data can help

What is your organization tracking?

Who knows your data the best (is this you?)
• Get to know them very well
• Ask questions
• Learn the database so you can communicate clearly with them. This is 

key to forming a strong partnership
• Lack of understanding the database will be a major 

roadblock



Getting Started and Focusing on the Basics

Who at your organization cares about data?
• Is there a need to better understand your data?
• How do you build your case?
Partner up to avoid roadblocks
• Get an internal champion to join your cause



Stacking the deck for success 

Define segments to report on
• Event attendance
• Member engagement
• Donors: fiscal year & calendar year
• Reunion years
• Member & Alumni formed groups
• Social media engagement
Customize Customize Customize



Beware/Be Aware

The best segments are ones unique to your 
organization, specific projects, and specific units
• Not cookie cutter
• Will not work everywhere
• Sometimes you have to start from scratch

Example
• Law graduates who own & run businesses



Now Reporting for Reporting

• Delivery is key
• Cover sheet will get you far
• Be clear 
• Respect your audience’s learning curve (roadblock?)

Simplify Simplify Simplify



Cover sheet will get you far

• As a data specialist your first question may be: Why?
• Cut to the chase on your findings
• Show your work
• Map your process
• What to expect in the report
• Ultimately it helps to eliminate roadblocks

• Familiar, Reliable, Summarized 



Let’s get ready to export!

• Seek data points that 
• Important to the audience
• Helpful
• Up to date
• Useful
• Can be used to drive a conversation



Let’s get ready to export!

• Find your comfort zone
• Name
• Age
• Job Title & Company
• Major Gift Capacity
• Most recent interaction (listed in the database)
• Giving details
• City & State



Let’s get ready to export!

• What we have to offer
• Head of household
• Eliminate duplicates
• Up to the minute Giving and Actions
• Attributes
• Details Details Details

• More than 50 columns (priority order)





Data and Reporting

• A note on the importance of customization and 
pinpointing your target audience….





Seeing data differently: Seek inspiration
• Internal data vs. “Big Data”

• “we used to be very proud that we had…50 sets of 
data points on you. Now we have 8,000, 9,000, 10,000. 
And, you know, we can go through every tweet you've 
ever made and append that to the voter file”

• Depth of data
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• Location density for different voter types who were 
interested in specific issues and based social media ads 
on this information 

• “We played Moneyball, asking ourselves which states will 
get the best ROI for the electoral vote” 

• Spent so little money and relied so heavily on data that 
the campaign was able to utilize on-the-ground 
volunteers and new, targeted TV ads
• Example: Game 7 of World Series
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Seeing data differently: Seek inspiration
Box Office Mojo

http://www.boxofficemojo.com/




Seeing data differently: Seek inspiration

Texas Tribune

http://www.texastribune.org/library/data/campaign-finance/




Seeing data differently: Seek inspiration

Baseball Reference

http://www.baseball-reference.com/




Thank you!
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