
Data Essentials

DISCOVER. LEARN. ANALYSE. SHAPE. REPEAT

BE MORE DATAWISE

#DatawiseLondon



Our mission at Datawise

London is to help you unlock 

the value of data.

We aim to improve use of data 

by small local charities and 

community organisations, 

leading to better shaping of 

services to meet the needs of 

Londoners.

http://bit.ly/datawiselondon

http://bit.ly/datawiselondon


New partnership programme



Helping small charities in London better use digital for 20 years

 Support

 Training

 Consultancy

 Digital inclusion

 Impact Aloud

 Datawise London

 E-news sign up https://superhighways.org.uk/e-news/

https://www.eventbrite.co.uk/o/superhighways-308927460
https://superhighways.org.uk/training-advice-and-technical/data-skills
https://superhighways.org.uk/e-news/
http://www.superhighways.org.uk/






Data Essentials – what we’ll cover today…

 Data collection

 Data analysis

 Data best practice

 Using external data

 Data maturity frameworks

 Next steps with your Data hunch / challenge



Data collection



What data do you collect?

Data Essentials example:

Organisation

Name

Role

Geography (post code 

or borough)

Knowledge level

How did you find out?

Feedback

• Satisfaction / quality

• Usefulness

• Next steps

• Support needs

• Quotes

• Case studies

What is data?

Data challenges

Data use benchmark

Data maturity

On booking – via Eventbrite Post session – via Survey 

Monkey / phone call

In session – via Mentimeter / 

post its



Types of data

User data

Asks: demographics, characteristics, reason for 

coming service

Establishes: your target audience, who you are 

serving

Outcome data

Asks: what has changed as a result of using the 

service, what have people gained

Establishes: short-term and long term impact on 

people’s lives

Service data

Asks: what they liked / didn’t like, why, what they 

would change, what is special

Establishes: whether users are satisfied and your 

service is working as intended

Engagement data

Asks: how people engage, frequency, why they 

stop

Establishes: the extent to which people use your 

services and how



Data you collect / 
generate 

internally

What data does your organisation collect?



How do you use it - let’s get sorting…

• Improving service 
delivery

• Influencing funders

• Communicating with 

the public



Using your data



What would Alice do??

 Split your table into two groups

 Complete the worksheet

 Feedback

 See what actually happened!

https://youtu.be/3NNibEF2mNc
https://youtu.be/2bEh7DOCMdc


Recap on steps

Exported current data on numbers of young carers on their 
database 

Used Excel to analyse spread across top level post codes 
(used Split columns and Pivot tables to Count nos & Charts to 
visualise)

Compared against attendance at the Youth club

Used to evidence the gap and source funding for the mini bus 
(using a local Community transport scheme)

Compared 6 months later to see the change







I’d like to 
investigate…

My hunch is…

What is your data hunch?  Big pink post its 
please!



Break



Data Best Practice
LETS WORK THROUGH AN EXAMPLE…



Music Mentors
Music Mentors work with young offenders in prisons. Young people sign up to take part 

in group sessions where they work together with other offenders and mentors to write, 

play and record music. 

The ethos of the sessions is that it is a non-judgemental space where people with 

varying degrees of musical skill are free to explore ideas. Through music they build 

relationships with mentors, explore their feelings and experiences, learn that it’s ok to 

make mistakes and grow confidence in their ability to achieve. 

Extended participation in the sessions sees people making progress on goals, working 

well with one another, receiving positive reinforcement from mentors and starting to 

believe in their abilities.  

The longer term impact on people is an improved sense of self-worth, more 

determination to succeed as a result of achieving small successes, increased hope for 

the future and development of an identity away from that of an offender. 



Activities
Short term 
outcomes

Medium term 
outcomes

Long term 
outcomes

Impact

Attending music 

sessions

Building a relationship 

with a mentor

Setting goals

Composing music/ 

songs

Recording/performing/ 

achieving certificates

Opportunity to form 

new friendships 

Comfortable making 

mistakes 

Belonging to a group 

with shared experience

Opportunity to self-

reflect, understand & 

express self

Opportunity to learn 

from a role model

Improved ability to 

work with others

Greater feeling of 

affirmation & value

Greater belief in 

ability to achieve

Improved self-

discipline

Improved musical 

skills

Increased feeling 

self-worth

Increased sense of 

hope

Greater 

determination to 

succeed 

Development of 

positive identity 

away from that of 

an offender 

People lead a 

positive and 

meaningful life

Reduced re-

offending

Logic model / theory of change



What would you want to know?  

User data
What:

How:

Outcome data
What:

How:

Service data
What:

How:

Engagement data
What:

How:



What would you want to know?
User data

Length of sentence

Prison behaviour record

Ethnicity

Age

Outcome data

Did people start working better together?

Did it give space to explore issues/ideas?

How did behaviour change over the sessions?

Did people build a relationship with a mentor?

Has attitude changed towards self/future?

Service data

What instruments were available?

What was good about the session?

What could be improved? 

How easily could people access the session?

Engagement data

How many sessions were run?

How many attended each session?

How many were new / repeat attendees?

How many musicians attended each session?



Music Mentors’ Data

Jan 2018 – Dec 2018

Total sessions 12

Total participants 60

Total repeat participants 40

No. musicians at each of the 12 sessions 1, 2, 2, 2, 1, 1, 1, 2, 1, 2, 1, 2

No. participants with experience of playing instruments
Drum=40, Guitar=40, Piano=20, 

Bass=0

Baseline: “I am optimistic about my future” (No. people who agree) 10

End: “I am optimistic about my future” (No. people who agree) 30



Over to you…

On average, how many participants attended each session? 3.3 5 8

What percentage of participants were repeat participants? 33% 67% 150%

What was the average ratio of musicians to participants at each 

session?
2:5 1.5 : 5 1 or 2 to 5

What percentage of participants had experience of playing piano? 20% 33% 50%

What proportion of people felt optimistic at the start? 16.6% One in four A quarter

What proportion of people felt optimistic at the end? Half
Three 

quarters
3/4

A B C

1

3

5

4

6

2



Using the data, write one sentence that 
describes the change in optimism…

There was a 200 percent increase in people feeling optimistic. 

The proportion of people feeling optimistic increased by 50 percentage points. 

The proportion of people feeling optimistic increased from 25% to 75%

The number of participants feeling optimistic about their future tripled. 

Of the 40 repeat participants, only one in four (10 people) felt optimistic about the future at 

the start. By the end of the programme, three in four (30 people) felt optimistic. 



Answers
On average, how many participants attended each session? 5

What percentage of participants were repeat participants? Two thirds (67%)

What was the average ratio of musicians to participants at each 

session?
1 or 2 to 5 

What proportion of participants had experience of playing piano? A third (33%)

What percentage of people felt optimistic at the start? A quarter (25%)

What percentage of people felt optimistic at the end? Three quarters (75%)

Using the data, write a sentence that describes the change in 

optimism:

• Of the 40 repeat participants, only one in four (10 people) felt optimistic about the future at the start. By 

the end of the programme, three in four (30 people) felt optimistic. 

• The number of participants feeling optimistic about their future tripled. 

• The proportion of people feeling optimistic increased from 25% to 75%

• The proportion of people feeling optimistic increased by 50 percentage points. 

• There was a 200 percent increase in people feeling optimistic. 



On average, how many participants attended each 
session? 

• 3.3 = INCORRECT: 40/12 (Repeat participants divided by number sessions)

5 = CORRECT: 60/12 (Total participants divided by number sessions)

• 8 (or 8.3) = INCORRECT:  (60+40)/12 (Total participants + repeat participants) 
divided by number sessions

POINT: Can’t use median or mode here because don’t have dataset for each of the 
months. But if we did: mode might be useful to find most likely group size (e.g. 4, 4, 
4, 5, 4, 4, all year round then 10 in December because of Christmas concert) and 
median might be useful if you don’t want large or small group sizes to sway the 
average which can happen with uncertainly of prison (e.g. lockdown = 0 vs 
Christmas concert = 10). Median = same number of datapoints above and below 
the middle. What would be your most meaningful average? . 



What percentage of participants were repeat 
participants?

• 33% (or 33.3%) = INCORRECT: (20/60)*100 (non-repeat participants out of total) 
multiply by 100 to get percentage

67% (or 66.6%) = CORRECT: (40/60)*100 (repeat participants out of total) 
multiply by 100 

• 150% = INCORRECT: (60/40)*100 (using the wrong number as the whole and 
the fraction) 

POINT: Use correct total. No double counting. Some of the ‘total’ and ‘repeats’ are 
the same people



What was the average ratio of musicians to participants 
at each session?

2 = CORRECT: the median or mean, rounded up. 

• 1.5 = CORRECT BUT INCONGRUENT: the actual mean or median but can’t 
have half a person

• 1 or 2 = CORRECT: same arithmetic but different way of displaying. 

POINT: think about the best was to display or describe your data that is true to the 
data and meaningful to the audience. 



What percentage of participants had experience of 
playing piano?

• 20% = INCORRECT: (40+40+20)/100 *20 (total piano players of total responses)

33% (or 33.3%) = CORRECT: (20/60)*100 (total piano players of total 
participants)

• 50% = INCORRECT: (20/40)*100 (total piano players of repeat participants)

POINT: get your base number correct. And consider the impact of being able to 
select more than one answer (Colgate example). 



What proportion of people felt optimistic at the start? 

• 16.6% = INCORRECT: (10/60)*100 (number of optimistic out of total participants). 
Not a full data set. 

One in four = CORRECT: (10/40) (optimistic out of repeat participants). Full data 
set. Sample size < 50 so use numbers not percentages.

A quarter = CORRECT: as above. Mix it up. 

POINT: Sample sizes are important. See Data essentials key messages pie chart 
hand out. 



What proportion of people felt optimistic at the end? 

• Half = INCORRECT: (30/60)*100 (number of optimistic out of total participants). 
Not a full data set. 

Three in four = CORRECT: (30/40) (optimistic out of repeat participants). Full 
dataset. Sample size <50 so use numbers not percentages.

Three quarters = CORRECT: as above. Mix it up. 

POINT: Sample sizes are important. Show how it affects data on pie chart hand out. 



Tips
Avoid average numbers that don’t make sense in the context.

E.g. one or two musicians were present, not 1.5 musicians

If your sample size is less than 50, use numbers instead of percentages
Percentages on small sample sizes can be misleading 

Be careful how you report percentages
E.g. percentage increase, percentage points, increase in level of optimism or number of 

people? 

Use the correct base figure
E.g. only those with start and end data. Can people select more than one answer?  

Investigate unused data
E.g. are there similarities in the drop-out group? Why do people skip a question? 

Be mindful of factors that can skew your data
Can you generalise? Is it representative? Response rate? External factors? Timing? Halo 

effect?



Using data to make informed decisions
What is it telling you? Why does it matter?

What more do you want to 

know?

The retention rate

It looks ok but how do 

we know? Compare to 

other retention rates of 

prison programmes? 

The ratio of participants 

to musicians

Have we analysed or 

researched the optimum 

ratio for forming 

relationships?   

Participants’ previous 

experience of 

instruments

Some participants have 

experience of a few key 

instruments. 

The change in optimism 

Very few participants 

enter the programme 

feeling optimistic. More 

participants leave feeling 

optimistic



What is it telling 

you?
Why does it matter? What more do you want to know?

The retention 

rate

It looks ok but how do 

we know? Compare to 

other retention rates of 

prison programmes? 

According to the logic model, 

change occurs slowly over time. 

We need as many people as 

possible to return.  

Why do people drop out? Can we ask them? 

Segment and analyse data: e.g. what impacts 

the return rate? Sentence / transfers / 

demographics / number of musicians present? 

The ratio of 

participants to 

musicians

Have we analysed or 

researched the optimum 

ratio for forming 

relationships?   

The relationship with the 

musician is key in changing 

behaviour. Numbers present and 

turnover of musicians impacts 

success. 

Does the musician have time with the current 

ratio to form relationships? Can we ask them? 

Are there favourite musicians amongst the 

participants? If so, what are the characteristics 

that make them successful. 

Participants’ 

previous 

experience of 

instruments

Some participants have 

experience of a few key 

instruments. 

The opportunity to express 

themselves is important (familiar 

instruments). Equally important 

is learning from mistakes 

(unfamiliar instruments). 

Do we have the right mix of instruments in 

good condition? Can we tailor the groups to 

increase retention? How can we test our theory 

about the importance of different instruments? 

The change 

in optimism 

Very few participants 

enter the programme 

feeling optimistic. More 

participants leave 

feeling optimistic

Hope for the future is correlated 

with a reduction in reoffending –

the intended impact of the 

programme. 

Are there common factors for the people not 

reporting an increase in optimism (user / 

engagement data)? Would the project still be 

successful if more people started out feeling 

optimistic? If not, how do we reach the right 

people? 



Using external data



What sources of 
external data do 

you use? 

What external data do you use?



Refugee & migrant advice service

‘RMAS’ provides information and advice by appointment  

at their office

They run a drop in service at a central church location

Are they reaching the clients most in need?

Cross referencing Indices of Multiple Deprivation with 

client addresses

Could this give some insight re where to provide an 

outreach service?



https://data.sutton.gov.uk/deprivation/map/

https://data.sutton.gov.uk/deprivation/map/


Working at ward or borough level

• The London Data Store 
provides Excel templates 
for each London Borough 
as well as for the whole of 
Greater London

• These are useful for 
simple data which are 
already organised by ward 
or borough

• https://data.london.gov.uk/
dataset/excel-mapping-
template-for-london-
boroughs-and-wards

https://data.london.gov.uk/dataset/excel-mapping-template-for-london-boroughs-and-wards


What are the steps to adding client data?

 Export from client database to Excel

 Incomplete data – not all addresses had generated a Ward

 Used look up sites to add Wards from post codes
MySociety Mapit

Doogal

 Use pivot tables to count numbers of clients in each Ward

 Add this data to a 2nd mapping template and override the 
colour code ranges

 Compare and contrast the maps



What can you 
see?



Mapping data points…

Paste data sets with 
postcodes & create a map!

Blue existing volunteers

Red new client referrals

How can the map help you?

http://www.batchgeo.com/


Google My Maps

Add multi-media

Add different layers (max 10)

Customise look and feel

https://www.google.com/maps/d/u/0/viewer?mid=1SqwiX7J2ZnxahjBns6lLL04awRM&ll=51.40369778553189,-0.2756418631836368&z=13
https://www.google.com/maps/d/viewer?mid=1amxKwvP0jqXtcHHO1SLLn-6LhJk&ll=51.400264659864774,-0.08981555256343654&z=14


https://superhighways.org.uk/files/view/training-resources/data-essentials/Favourite_apps_2019_Datawise_London.pdf
https://superhighways.org.uk/files/view/training-resources/data-essentials/Favourite_apps_2019_Datawise_London.pdf


Useful data sources / resources

 London Data Store - borough profiles

 London Data Store - borough / ward Excel mapping templates

 Indices of Multiple Deprivation - comparison map of 2015 & 2019

 Mayor of London Survey of Londoners – headline findings

 Making the most of the London Data Store – scenario guides 
 UNDERSTANDINGTHE IMPACT OF WARD LEVEL POPULATION GROWTH ON YOUR SERVICES

 TARGETTING SERVICES TO OLDER PEOPLE MOST LIKELY TO BE SOCIALLY EXCLUDED

 UNDERSTANDING YOUR LOCAL AREA – ARE VOLUNTEERS REFLECTIVE & WHAT ABOUT CRIME 

STATS

https://data.london.gov.uk/dataset/london-borough-profiles
https://data.london.gov.uk/dataset/excel-mapping-template-for-london-boroughs-and-wards
https://dclgapps.communities.gov.uk/imd/iod_index.html
https://data.london.gov.uk/dataset/survey-of-londoners-headline-findings
https://londonplus.org/wp-content/uploads/2019/02/Datastore-scenario-1-3-website-.pdf


https://www.london.gov.uk/sites/default/files/useful_datasets.pdf
https://www.london.gov.uk/sites/default/files/useful_datasets.pdf


Data Maturity
INTRODUCING 3 ASSESSMENT TOOLS…



How data mature is your org?

The Themes of Data 

Maturity

Developed by: DataKind UK 

& Data Orchard

http://dataevolution.org.uk/the-

framework/



https://www.dataorchard.org.uk/data

-maturity-assessment-tool/

https://www.dataorchard.org.uk/data-maturity-assessment-tool/




https://www.inspiringimpact.o

rg/self-assessments/data-

diagnostic/

https://www.inspiringimpact.org/self-assessments/data-diagnostic/


https://tools.ncvo.org.uk/digitalmaturitymatrix

https://tools.ncvo.org.uk/digitalmaturitymatrix


Next steps …

 Complete our post session survey (& get the presentation slides!)

 Introduce your organisation to the Data Maturity Assessment tool

 Identify where you can better capture & use data to shape services 

 We’ll follow up re your specific Data hunch

 Attend training / access further support in 2020 

Share back with us your successes #DatawiseLondon



Thank you for listening

KATE WHITE, SUPERHIGHWAYS

LINDSAY HODGSON, CATCH IMPACT

info@superhighways.org.uk

@SuperhighwaysUK

mailto:info@superhighways.org.uk

