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Telling Your Story Through Data

Using your shared outcome data to build and customize 
a powerful advocacy and communications tool
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• Blake Warenik, National Children’s Alliance



Why are OMS & other shared data important?

OMS and other shared data available from NCA, 
Chapters, and your own CAC help you:

• MEASURE: Owning your triumphs (and 
knowing your areas for improvement)

• DEMONSTRATE: Show stakeholders your 
successes and your needs

• ADVOCATE: Make your case for the 
resources you need to help kids & families



Healing, Justice, & Trust: So many versions!

Member Edition

National Reports:

Public Edition Advocacy Brief



Customizable templates

Template

Template & Example

Completed Example



What questions are we trying to answer?
1) Who are we and what do we do? (No 
brainer: Never assume and always first)

3) How do we show 
we’re growing?

(Show momentum
w/ statistical data)

2) How do we know it’s working? 
(Show success with OMS)

4) How do we show 
what we still need?

(Show need through 
coverage/other data)

5) What do we want?
(Make a specific ask 
and say what you’d 
do with it)



Data + communications, the sweet spot

Communicate about CAC 
outcomes in a 

sophisticated and 
compelling way

Position CACs 
to have 

profound 
interaction with 

their data

Collect higher-
quality service 

data



• More sophisticated service, more sophisticated 
evaluation

• Move beyond gut intuition and word of mouth
• We should have a genuine interest in real 

measurement of our impact
• Giving concrete evidence about outcomes, 

needs, and progress is much more compelling 
to stakeholders and communities

Why dig into data?



Which camp do you fall into? 

I’m doing 
just fine 

without it.

I know 
what it is, 

but no idea 
what to do 

with it.

I know I 
need to, 
but just 

don’t have 
time.

I love it!!!



• Facilitate an appreciation of the 
importance of sound data collection 
and reporting.

Camp 1: I’m doing just fine 
without it.

• Deliver the tools—don’t ask each CAC 
to reinvent the wheel to analyze their 
data.

Camp 2: I know I need to deal 
with it, I just don’t know how.

• Assist CACs in analyzing their data and 
making meaning from it.

Camp 3: I believe it’s 
important, but I just don’t 

have the time and space to 
make changes.

• Find your champions!
Camp 4: I LOVE IT!!!



Identifying the data

• Client Satisfaction –
Outcome Measurement 
System (OMS) –
Kaitlin Lounsbury

• Service data – NCATrak
– Jonathan Picklesimer 

• Other data – usual 
suspects (US Census 
Bureau, Kids Count, 
Child Maltreatment, 
etc.)



Data in a vacuum

• CACs need a 
benchmark beyond 
their own data to 
make meaning out of 
their data

• Evaluating your own 
data without context 
is only half the story



2015-2016 CAC Services Performed



Head, heart, gut

• We live in a time of thin 
resources—we are competing 
with other very valuable and 
meaningful social services

• Compelling sales:
• Heart: “It’s the right thing for 

kids.”
• Gut: “I feel like we’re doing well…”
• Head: “Prove it.”

• Make the connection!



Translation?

“Our community 
believes in and 

supports this model.”

“99% of surveyed caregivers agreed 
that if they knew someone facing a 
similar situation, they’d tell them 

about the CAC.”

“We need to recruit a 
second medical 

provider to 
accommodate our 

growing need in the 
community.”

“Our CAC connects 10% of kids to 
medical care vs. 25% of kids statewide.”

“For the past 3 years, we connect a 
smaller and smaller proportion of our 

CAC’s kids to medical care – a 42% 
decrease since 2013.”



Identifying the need

• Unserved/underserved 
areas

• Growing number of 
children served

• Deepening of services
• Special projects

• Children with 
disabilities

• Human trafficking



Identifying the ask

• What are your legislative and funding goals?
• Using this document in the real world

• Remember the 5 Questions! 
• Identity: who are we and what are we doing?
• Success: how do we know it’s working?
• Momentum: how do we know we’re improving?
• Need: how do we demonstrate we still need help?
• Ask: what do we need to keep improving?

• Remember: head, heart, gut!



Designing this document

Ian Pullens, Art Director







Goal-informed design and data visualization

• GOOD DESIGN: Thoughtfully chosen 
decisions that pave the way to a successful 
experience. 

• DATA VISUALIZATION: Any effort to help people 
understand the significance of data by placing it 
in a visual context.







Why Adobe InDesign (and not MS Word)

• Control, Quality, and Versatility
• High-precision, consistent 

graphic/content placement and 
editing

• More powerful results with greater 
visual impact

• Extremely customizable to your 
needs

• Industry standard for professional 
publications 



Why use a professional (designer)

• Control, Quality, and Versatility
• The nuance details of your map 

or graphic needs to be expertly built
• Quality promotes exposure, exposure 

inspires action
• Content is king, clarity by design is his 

vehicle
• Use your communications staff, learn 

the software, or hire a freelancer



InDesign walkthrough



Other templates available upon request

But start with the easy ones! Then work your way up



Contact info for our speakers

• Emily Chittenden-Laird, WVCAN
• elaird@wvcan.org
• Contact her for advice on shared data

• Ian Pullens, MilesKnight
• ipullens@milesknight.com
• Contact him to discuss a design quote or 

recommendations
• Blake Warenik, NCA

• bwarenik@nca-online.org
• Contact me for help with accessing templates, files, 

and for general help with data visualization and 
document design

mailto:elaird@wvcan.org
mailto:ipullens@milesknight.com
mailto:bwarenik@nca-online.org
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