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You Are A Witnhess

and Amplifier of Voices of the
Community




Use Stories and Data to
Engage Local Communities
and Decision-makers
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Collecting Data and Stories

e Involve your community
e Use simple, fast, convenient tools

e Ask culturally appropriate
questions

e Give back the stories and data



Being The Community Voice
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Donor Stories




Volunteer Stories

Real Stories from Real
People






Stories on Facebook




Stories on Facebook




Stories on Twitter




Stories in E-mail Newsletters




Stories in Fundraising Letters




Distribution of Content to 20M
Websites

Mobile Apps Foundation Portals






Going Beyond The
Personal Story

Challenges and Solutions to Collecting
Data



Data collection is usually expensive, takes
a long time, is usually a once-a year event







Collecting Data and Stories

e Involve community
e Use simple, fast, convenient tools

e Ask culturally appropriate
questions

e Give back the stories and data



Santa Clara Low-income Latino Voices
Health Project

Project Objective: This project aims to better
understand the attitudes and beliefs about what
causes diabetes and prediabetes. We also seek to
uncover which channels encourage people to take
action to improve their health.

Target Population: People who live or work in Santa
Clara County who identify as Hispanic/Latino

Sample Survey Questions:
What do you think causes diabetes?
Who motivates you to exercise more?



Adriana’s Story

Adriana, a single Mexican-American mother,
lives in San Jose.

My dad is diabetic.

All my aunties and uncles from my dad’s side (9 siblings)
are diabetic.

My mom also just found out she is pre-diabetic. We
believe my mom got diabetes due to stress. She is
constantly working and paying bills.

Fresh food from local farms is expensive.

Most people | know work two jobs and don’t have the time
to cook meals or shop for fresh food.



Hopeful Insights

My dad completely changed his diet when he was
diagnosed with diabetes. He has limited intake of meat
and only eats raw vegetables.

Considering I’'m a daughter of someone who has a history
of diabetes in my family—I like to exercise. | buy fresh
produce and don’t eat take out. My breakfast consists of
oatmeal with fresh fruit, vegetables for lunch and dinner. |
am also learning about indigenous foods and how that has
helped maintain people’s health for generations.

I also don’t drink things with sugar—only water, hibiscus
tea, Horchata, or homemade lemonade.

I like to get information through texting or video.
Something quick, visual, and accessible on-the-go.

Sure, I’d be willing try tasty recipes!



Preliminary Data:

Latinos in Santa Clara County

Where do you live?




Preliminary Data:
Diabetes in Santa Clara County

Do you have diabetic/pre-diabetic family members?




Preliminary Data:
Diabetes in Santa Clara County

What do you think you can do to prevent diabetes?




Preliminary Data:
Latinos & Information Preferences

How do you like getting health information?




Collecting Local Data

¢ Involve community

e Research that is simple and
convenient to collect; fast results

e Ask culturally appropriate
questions

e Give back the data



Simple and Suitable
Tools

Collect data: Get insights and data
your community

Pay people fairly for their time:
Text e-Gift cards

Follow-up by text
Provide resources: Send phone

number to call, a video, or a
weblink.



Collecting Local Data

e Involve local community

e Research that is simple and
convenient to collect; fast results

e Ask culturally appropriate
questions

e Give back the data



Collecting Local Data

e Local Data for Local Impact

e Research that is simple and
convenient to collect; fast results

e Ask culturally appropriate
questions

e Give back the data



Be A Witness and Amplifier of Voices
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Break-Out Group

1) Write a 4 sentence pitch about your
organization that includes a story
and a data point.

(If you don’t have a story or a data

point, think about how you would get a

story or get data) 10 minutes

2) Pitch to your group and get
feedback 3omin






Collecting Data in Low-
Income Neighborhoods

How satisfied are Pittsburgh area
residents with services in their
neighborhood?




Preliminary Data:

Women Use the Bus to Get To Work

How do you usually get to work?




Preliminary Data:

People are Searching For Jobs

Are you looking for a new job or have you in the past 6 months?




Preliminary Data:

Parents Are Satisfied With Public Schools

How satisfied are you with the school your child attends?




Our Methodology

Community-Centered Program Design

Feedback

Community Data Collection

Data Analysis & Visualization

Sharing & Publishing Results










What if you let your biggest
fans do your marketing
for you?



Emotion Logic



$$ Big Marketing $%



Vehicle for Stories - GreatNonprofits

Inspire and inform prospective donors and
volunteers — a platform for storytelling

— Differentiate between nonprofits beyond the
numbers

— Find nonprofits trusted by others
— Feel good about giving
— Help out further by sharing their experience

Enable great nonprofits to harness their most
authentic, effective advertising:

Stories of their Impact



The Information Gap

McDonald’s and Coca-Cola have more
insights on
low-income communities
than policymakers, nonprofits, or
foundations.






Data Overload

® 663 mm people worldwide
without clean water

* 33,636 firearms deaths

® Global illiteracy rate has
dropped from 46% to 18%
since 1970.

®* 1 out of 6 children in
developing countries is
underweight

¢ funded 13,641 projects in 22
countries benefitting over
4.6 mm people

¢ 795 million people without
enough food

Sources: chritywater.org, World Food Programme.org,
cdc.gov



DATA ON
PURPOSE

What JournaILiJsm Can Teach
S
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Sebastian Krueger, Open Society Foundation

LinkedIn:
“Communications
strategist with a knack
for making questions of
social justice obvious
and urgent.”

£22 USC University of

\1Y Southern California



Sebastian Krueger, Open Society Foundation

%2 USCU of
r

nia

=4 U niversity
NI’ Southern Califo



BORROW FROM THE BEST OF THEN
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WHAT DOES

ENGAGEMENT MEAN?

“‘We hope to start a community conversation,
to bring parents out of the shadows and talk
about the struggles they're facing.”

-- Maggie Clark
Sarasota Herald-Tribune




How Data and
Storytelling can
work together

The Tampa Bay Times’
Failure Factories




.
Data + Story = Impact

Cindy Uken
The Billings
Gazette, on
Montana’s
high suicide
rate

&2 USC University of
\IV Southern Cali

California



Data + Story = Impact
Creating a Movement

Kate Long, Charleston Gazette, on childhood obesity




You have the data.
Invite your audiences to share stories

Paying Tell It Hurts
The New York Times

&7 USC University of
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Continue the conversation
Invite your audiences to share stories
across platforms

7 %lSJSCU sity o f
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ENGAGE
with interactive tools




You have the data.
Invite your audiences to share stories

The Del
Norte
Triplicate
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\sking community members to report
iIndings and bear witness in Dearborn
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Highlighting arresting data comparisons
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Detroit had the highest death rate for children through age 18 among all U.S.

cities its size or larger in 2010, the most recent year for which data are available. K aren B ou ﬁ a rd Of
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BOYLE HEIGHTS BEAT:
The Power of Youth Voices

ALEX
MEDINA




BOYLE HEIGHTS BEAT:
The Power of Youth Voices




BOYLE HEIGHTS BEAT:
Data Tells the Story




Extending the Reach:
2 million kids. $24 billion battle
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R
Extending the Reach

Bob Ortega
The Arizona Repul
“Seat Them Safely




THE PROBLEM
Driving while unbuckled
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THE RESPONSE: Meet People Where The
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After the series ran,
hundreds of Phoenix
residents signed up f
free car seat fittings
and the “Seat Them
Safely” campaign
continues today

&% USC University of

\!I” Southern California



Engagement...
TRY THIS
AT HOME




Let's get out the word on the data story you

identified in the first breakout session:

» |dentify your core audiences

 How can you best connect with them?
 What strategies might you deploy to extenc
» the reach and impact of your story?

* How can you define and monitor your succ




E—
THANK YOU..

MICHELLE LEVANDER,

DIRECTOR
CENTER FOR HEALTH

JOURALISM
USC ANNENBERG SCHOOL

levander@usc.edu
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