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Early Career Personal Example 

What	  did	  I	  do	  wrong?	  
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Adaptive vs. Technical Challenges 
Adaptive Leadership, Heifetz and Linsky 
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Must Stay in Productive Zone of 
Disequilibrium 
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• Who	  benefits	  from	  status	  quo?	  
• Whose	  job	  or	  role	  is	  at	  stake?	  
• “WIIFM”	  –	  What’s	  in	  it	  for	  me?	  
• What	  is	  “FUD”	  –	  Fear,	  Uncertainty,	  Doubt	  

Stakeholder	  interests	  

• Role	  you	  play	  wearing	  “Data”	  mantle	  

Roles	  in	  system	  

Data Analytics Can Be Highly 
Disruptive to an Organization  
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Where Did Resistance Come From? 
Data = culture change 
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Why the Cognitive Dissonance? 
Daniel Kahneman, Thinking Fast and Slow 

EmoJon	  
(primiJve,	  

fast	  thinking)	  

Data	  
(recent,	  slow	  
thinking)	  
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Data Storytelling Technique 
Anchoring your data with a story or anecdote 
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Data Is Unsatisfying When Does Not 
Support Anecdotes 

Private	  Schools’	  Change	  in	  Tui6on	  vs.	  Change	  in	  
Enrollment	  in	  subsequent	  year	  
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How Might You Alternatively Display a 
Regression To Tell a Story? 
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The Catholic Church 
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Net Promoter Score: Rising Tide Lifts 
All Boats 
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Good Movies All Use This Idea 

3.	  Mainstream:	  
every	  baseball	  
team	  uses	  

staJsJcs	  	  for	  
player	  draQing,	  
development,	  
contracts	  

2.	  
InnovaJon
Oakland	  
A’s,	  Billy	  
Beane	  

1.	  
Academic:	  
StaJsJcal	  
Models,	  Bill	  

James	  
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Moneyball Scene: Note the Anecdotal 
Stories to Drive Home the Data! 
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Moneyball Scene: Note the Anecdotal 
Stories to Drive Home the Data! 
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Pixar Films Classic Story Arc 
Dan Pink, To Sell is Human 

<State	  the	  
problem>	  

Every	  day,	  
<insert	  bad	  
thing	  –	  
anecdote	  that	  
is	  not	  
supported	  by	  
data>	  

One	  day,	  
<insert	  good	  
thing	  –	  a	  
hypothesis	  you	  
tested>	  

Because	  of	  
that,	  <result>	  

Because	  of	  
that,	  <another	  
good	  result>	  

UnJl	  finally,	  
<happy	  
ending>	  
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The	  Oakland	  
A’s	  had	  no	  
money	  to	  
spend	  and	  lost	  
to	  teams	  with	  
bigger	  payrolls	  
and	  beCer	  
players	  

Every	  day,	  
their	  scouts	  
tried	  but	  
failed	  to	  sign	  
the	  best	  
players	  by	  
conven6onal	  
sta6s6cs	  due	  
to	  lack	  of	  
funds	  

One	  day,	  the	  
general	  
manager	  
decided	  to	  
employ	  a	  
radical	  tac6c:	  
sta6s6cs	  to	  
iden6fy	  
undervalued	  
players	  

Because	  of	  
that,	  they	  
signed	  players	  
that	  other	  
teams	  did	  not	  
want	  but	  the	  
data	  showed	  
would	  result	  
in	  wins	  

Because	  of	  
that,	  the	  team	  
started	  to	  win	  
and	  gain	  
confidence	  

Un6l	  finally,	  
they	  won	  their	  
division	  for	  
many	  years	  in	  
a	  row	  despite	  
the	  smallest	  
payroll	  
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Hypothesis Testing:  
What drives jumps in donor giving? 

• 10,000	  mid-‐level	  donors	  ($1-‐10k)	  in	  database	  in	  2000	  
• 65	  of	  them	  made	  the	  jump	  to	  major	  giQ	  levels	  ($25k+)	  by	  2010	  

Pipeline	  challenges	  

• Limited	  number	  of	  major	  donor	  culJvators,	  with	  busy	  porbolios	  
• Which	  of	  10,000	  donors	  to	  focus	  on	  to	  make	  the	  jump?	  

Time	  allocaJon	  

• Stage	  1:	  Surveyed	  8,000	  donors	  across	  35	  affiliates	  
• Stage	  2:	  Propensity	  match	  (compare	  2	  groups):	  
• 65	  Donors	  who	  made	  the	  jump	  
• 300	  Similar	  net	  worth	  donors	  who	  did	  not	  make	  the	  jump	  

Methodology	  
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Activities Potentially Associated with 
Giving Increases 

Factor	   Correla6on:	  +,	  -‐-‐,	  
or	  none	  

Anecdotal	  
Jus6fica6on	  

Seat	  on	  the	  board	  or	  commifee	  

Frequency	  of	  event	  afendance	  
Program	  volunteer	  

Planned	  or	  endowment	  giQ	  
SolicitaJon	  by	  volunteer	  vs.	  professional	  

Frequency	  of	  culJvaJon	  meeJngs	  

Spousal	  involvement	  in	  your	  org	  
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Let’s Test Your Intuition…. 

Area	   Correla6on:	  +,	  -‐-‐,	  or	  
none	  

Addi6onal	  Data	  on	  
Major	  Donors	  

Seat	  on	  the	  board	  or	  commifee	   -‐-‐	  	  (negaJve)	  

Frequency	  of	  event	  afendance	   +	  unJl	  2,	  then	  none	  
Program	  volunteer	   None	  

Planned	  or	  endowment	  giQ	   None	  
SolicitaJon	  by	  volunteer	  vs.	  
professional	  

Professional	  +	   For	  top	  donors,	  +
$10,000	  

Frequency	  of	  culJvaJon	  meeJngs	   +	   For	  top	  donors,	  1	  
extra	  meeJng	  =	  +
$10,000!	  

Spousal	  involvement	  in	  your	  org	  
	  

None	  
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How Many Did You Get Right? 
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Did Your Mind Seize on New 
Anecdotes to Fit the Data Findings?  
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Moneyball, Anecdotes, and Hypotheses 
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Moneyball, Anecdotes, and Hypotheses 
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Living Too Much in the Data 
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7.	  
Storytelling	  

6.	  	  
Decision	  
Making	  

5.	  	  
Inter-‐	  

preta6on	  

4.	  Data	  	  
Analysis	  

3.	  Data	  
Collec6on	  

7 Stages of Data-Driven Decision 
Making: Where Nonprofits Fall Short 

2.	  
Hypothesis	  
and	  Logic	  
Model	  

1.	  
Framing	  
the	  

Problem	  
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Data-Driven Decision Making is About 
Alignment 

Hypothesis	   Data	  Aligned?	  

Board/managements	  team’s	  choice:	  Improve	  the	  results	  (data)	  or	  change	  the	  hypothesis	  
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Our Experience at Measuring Success 
Suggests  



STANFORD SOCIAL INNOVATION REVIEW  PRESENTS

DATA ON PURPOSE
TELLING GREAT STORIES WITH DATA

Principles 
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Audience Questions 

Managing Director, 
Measuring Success 

Sacha Litman 




