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Why Bother with Data? 

• Vital evidence for the public and media 
– Provides context 
– Allows us to see relevancy and impact 
– May offer a point of comparison 
– Offers validation, certainty 

• Helps anchor a story or message 
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How do you make data salient and interesting? 

• Look for data that is: 
– Relevant 
– Recent 
– Powerful 
– Impactful 
– Compelling 
– Comprehendible 
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Where do you find data? 

• Existing or Emerging Research 
• Surveys 
• Polls 
• Lab Reports 
• Case Studies 
• Demographics 
• Focus Groups 
• Other? 
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Data alone isn’t enough 

• Background foundation and information – context 
• Human perspective 
• Relevancy 
• Impact 
• Action 
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How do you make data salient and interesting? 

• Focus 
– Your audience insists you 

distill it down 
– Cherry pick the points that 

highlight your message 
– Sprinkle data, don’t fertilize 
– Too many data points will 

lose your audience 
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How do you make data salient and interesting? 

• Humanize 
– Use data to tell a story 
– Move from percentages to people 
– Localize data 
– Consider social math 

 



BROWN•MILLER COMMUNICATIONS 

Social Math 

• Compare data to familiar things  
– 1000 smokers die daily – equal to two fully loaded jumbo jets crashing with no 

survivors 
– Jamie Oliver filled a school bus with sugar to illustrate total sugar in the 

flavored milk served by LAUSD in a week’s time (57 tons)  

• Compare to time 
– In 2012 fast food restaurants spent $4.6 billion on advertising, equivalent to 

spending half a million dollars every hour, every day 

• Compare to place 
– 12.7 million people are physically abused, raped or stalked with their partners 

in 1 year, more than the populations of New York City and LA combined 
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Social Math as a infographic 
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How do you make data salient and interesting? 

• Visualize 
– Move from “Charts” to “Art” 
– Single picture tells a thousand words 
– Types of data presentations: 

• Pie Charts 
• Maps 
• Bar Charts 
• Infographics 
• Pictures 
• Fact Sheets 
• Never, never a spider chart! 
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Pie Chart 
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Maps 
California Center for 
Public Health Advocacy 
“Patchwork of Progress” 
Childhood Obesity Rates 
by County 
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Bar Charts 
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Infographics 
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Infographics 
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Infographics 
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Pictures 
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Fact Sheets 
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Never a Spider Chart 
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Caution! 

• Data is the one thing the media will check 
– Be ready to fully support 
– Footnote where possible and be prepared with backup 

• Limit your data points 
– Charts scare off most publics 
– Most people can only absorb one or two data points 

• Use data wisely and sparingly 
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Spotlight on County Successes with Data 
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Nevada and Santa Cruz Vaccination Surveys 
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Fresno County 
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Sonoma County (A Portrait of Sonoma) 
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San Diego (Land Use and Environmental Group) 
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San Francisco  & City of Berkeley Soda Initiative 
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Alameda County (Building Blocks for Health) 
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Orange County (Waste Not OC) 
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Los Angeles County 
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Solano County (Adolescent STDs) 
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San Luis Obispo, Santa Barbara, Ventura  
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Monterey, Santa Cruz, San Benito Counties 
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Final Reminders 

• Data makes your message more powerful 
• Be judicious in its use 
• Use data to anchor the bigger story 
• Make it relevant 
• Move from “charts” to “art” 
• Borrow good ideas from others 
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Invitation 

• Call us: 
– We can help: 

• Suggest approaches 
• Brainstorm Infographics 
• Focus your use of data 

 
Paula Hamilton 
Paula@brownmillerpr.com 
(925) 370-9777 

mailto:Paula@brownmillerpr.com


THANK YOU 

www.brownmillerpr.com 

Michael Miller 
President 

Brown·Miller Communications 
(800) 710-9333 

mike@brownmillerpr.com 
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