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Opening in a good way… 



Overview 

• Understand the challenge of communicating data in 
a meaningful way 

• Learn to uncover stories within your data 

• Create social math equations from statistics 

• Learn how to create infographics that work 

 



The “typical” approach 
We as “experts” tell everyone 
what’s best and 

• Become baffled when 
people: 

• Don’t support our programs. 

• Throw away our brochures. 

• Ignore our advice. 

• Get upset when this 
approach does not motivate 
change. 



The marketing mindset 
Instead of asking what’s WRONG with our 
audience, ask: 

• What’s wrong with what we’re offering? 

• What’s wrong with our message or delivery? 

• What do we need to offer to offset their 
costs? 

• What are our audience’s beliefs, values, and 
goals – and how does our product align with 
them? 



Exchange Theory 

What are you going to give me? 

What will I 
have to give 

up? 

Does this 
solve a 

problem for 
me?  

Is it worth the effort to me? 



It’s all about the audience 
Different…  

Needs 
Beliefs 
Values 

Priorities 
Challenges 



What is social marketing? 
Social marketing is marketing that’s directed 
toward influencing audiences to adopt or 
change social behaviors or ideas like adopting 
better health practices or developing more 
 
 

environmentally 
friendly habits. 



Characteristics of social marketing 

• Uses techniques similar to commercial 
marketing.  

• Is grounded in science and driven by 
consumers. 

• Considers the perceptions and perceived 
needs of the target audience as an 
essential element of planning. 



What do we know? 

• The “typical” approach won’t get us far. 

• We need to shift from the expert mindset to the 
marketing mindset. 

• Remember the Exchange Theory. 

• Our audiences belong at the heart of our 
efforts. 



www.tribalyouthprogram.org/tools 



The Basic Steps 

•  Situation Analysis 

•  Message Development 

•  Communications Strategies 

•  Channels 

•  Evaluation 



Step 1: Situation Analysis 

Analyze where you stand now including your 
communication goals, what you know about your 
target audience, and your strengths/resources.  

 



Communications Goals 

• What are you trying to accomplish with your 
communication efforts? 

• What action do you want 
people to take after they 
hear your message? 
 

• What are your short-term 
goals, and what are your 
long-term goals? 



Audience 
• Who do you need to reach to accomplish 

your communications goal? 

• What individuals or group(s) have the 
power and resources to create the change 
you want? 

 • What do you know 
about that target 
audience? 



Step 2: Message Development 
• Include no more than three points. 

• Avoid jargon. 

• Start with what the audience knows or believes, and 
show them how change can create a win-win situation. 

• Make it memorable. 

• Use examples that resonate with your audience – that 
fit with your audience’s motivations, beliefs, and 
attitudes.  



How can we help an 
audience understand 
those stories and feel 
moved by them to act 
differently?  

The data we collect represent powerful stories. 

Why use social math? 



Social math – what is it? 
Social math takes numbers and puts them into a 
context that the audience can relate to. 

• Data: 30,000 students were helped by our program 
in District A last year. 

• Context: That’s enough students to fill State 
College’s football stadium. 

The stadium is an image that resonates with the 
audience. They can now picture what 30,000 students 
looks like. 



Data needs context 

Raw data fosters credibility, but it can lack the human 
context that can move your audience to act. 

Data:*  

• In 2009, the dropout rate for the American Indian/Alaska 
Native population was 15 percent, or 46,800 students. 

Goal:  

• Reduce the number of dropouts. 

* U.S. Census, American Community Survey, 2009 



And stories need data 
Human stories that don’t have data can move 
audiences but leave them without a sense of direction 
about how to take action. 

 



Data + context = meaning 
In 2009, the dropout rate for the American Indian/Alaska 
Native population was 15 percent, or 46,800 students. That’s 
enough to fill almost 79 high schools.* 

* Based on the average size of a U.S. high school, Center for 
Education Reform 



Infographics 
A related tool is the infographic. An infographic 
presents data in a graphic, or visual, way.  



How do you reveal the stories in your data? 

• Decide what facts and statistics are compelling. 

• Identify your intended audience.  

• Research what is important to that audience. 

• Select the data that would be most persuasive to 
that audience and choose the visualization 
technique that would best deliver that message. 



Social math – what do you need? 

To create a social math equation, you need: 

• Data in the form of hard numbers (not just 
percentages) 

• An intended audience 

• A computer with online access 

• A calculator 

• Creativity! 



Determine the right context 
Possible frames for your data: 

• What do your data look like? 

• How much money do your data represent? 

• How much lost time do your data represent? 

• What resources do your data use/save? 

• How big/small/tall/far, etc. are they? 

• Where can we place them? 



How big or small is it? 
On average, our food travels 1,500 miles before it gets to 
our plates – the distance from Seattle to Chicago. 



How much does it cost? 
The overall amount spent on alcohol per college 
student exceeds the dollars spent on books and is 
greater than the combined amount of fellowships and 
scholarships provided to students. 



How do you find comparisons? 



Let’s try it 

Data:* 

• There are more than 1.5 million (1,501,995) AI/AN over 
the age of 25. 

• Of those people, 316,921, or 21.1 percent, do not have at 
least a high school education. 

Goal: 

• Increase high school graduation rates among the AI/AN 
population. 

* U.S. Census, 2011 American Community Survey 



Giving context to data 
There are more than 
316,000 AI/AN over the age 
of 25 who do not have at 
least a high school 
education. That’s more than 
the entire AI/AN population 
in the state of Texas. 

 



You try it! 

Develop a social math equation using your data:  

• Determine your audience. 

• Identify your goal. 

• Write a social math equation – be creative! 

 

   You have 10 minutes. 



More examples 

Data:* 

• A medium popcorn and soda combo contains 60 grams of 
saturated fat. 

• USDA recommends no more than 20 grams/day of 
saturated fat. 

Goal: 

• Reduce consumption of movie theater popcorn. 

* Center for Science in the Public Interest, Nov. 2009 



More examples 
Illustrating Data: The Traditional Way 

0 50 100

Grams of
Fat

Medium Popcorn/Soda
Combo

USDA  RDA

OR… 



More examples 

= + 



Data:* 

• If every person in the U.S. changed their page margins from 
the default of 1.25 inches to .75 inches, we would save 
6,156,000 trees every year.  

More examples 

* Penn State Green Destiny Council, 2001 

Goal: 
 

• Convince people to reduce page margins. 



If every person in the U.S. 
changed their page margins 
from the default of 1.25 
inches to .75 inches, we 
would save a forest around 
the size of Rhode Island 
each year. 

More examples 



Share your results 

Type into the chat your:  

• Audience 

• Goal 

• Social math equation 



Infographics – why use them? 

• Presents data in an easy-to-understand format. 

• Communicates complex information quickly. 



Think visually 



Infographics – what do you need? 

• Raw data 

• An intended audience 

• A computer with online 
access 

• Creativity 



Free Online Tools 
• www.InfographicsArchive.com - digital library 

offering existing infographics 

• www.piktochart.com - online infographics creation 
tool 

• www.tableausoftware.com/public/community - 
online infographics creation tool 

• Infogr.am- online infographics creation tool 

• www.wordle.net - word cloud creation tool 



www.InfographicsArchive.com 



Search for inspiration 







Piktochart.com 



Pick a template 



Enter your data 



Wordle.com 



Paste in your content 



Voila! 



Wrapping up 
• Social math gives context to data. Context gives 

meaning. 

• When an audience is moved, they are more likely to 
act. 

• Find the stories within your data and use the 
visualization tool that will most resonate with your 
audience. 

• A number of free online resources can help you create 
compelling infographics to convey information quickly 
and visually. 



Questions? 

Adrienne Dealy 

Communications Specialist 

AdrienneDealy@mac.com 

512-922-3725 



 CLOSING…  



Thank You 
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