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WHY DOES THIS CONVERSATION MATTER?

No one reads dissertations.
Very few people read journals.

If they do, how much do they digest? 
Not much. 



WHY DOES THIS CONVERSATION MATTER?

• Need to provide policymakers with 
actionable, tactical data they can actually use.

• Policymakers are busy. They are not 
unintelligent – they are busy. Make it easy 
for them.

• Said differently: how can you turn data into 
information? 



So how do we make the information 
interesting to people who aren’t our fellow 
higher ed nerds?

Every Emily needs a Kate; every Kate needs an Emily. 

Data nerds are not 
too cool for Comms. 

Comms thinks you’re 
super smart and wants 
to be your friend.
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Presenting Your 
Data for Broad 
Consumption



Make data actionable at a local level
PUTTING YOUR DATA TO WORK



PUTTING YOUR DATA TO WORK



PUTTING YOUR DATA TO WORK

Make it pretty. (No, seriously!)

• Colorful tables, figures

• Maps and useful visuals

• Keep it SIMPLE and clear



PUTTING YOUR DATA TO WORK

Make it pretty. (No, seriously!)



PUTTING YOUR DATA TO WORK

Break it down and tell a story.



PUTTING YOUR DATA TO WORK

Make it simple.



PUTTING YOUR DATA TO WORK

Make it human.
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Pushing Your Data 
Beyond Your Team



Partnerships, 
Relationships, 
and Multiple 
Streams



PARTNERSHIPS AND RELATIONSHIPS



The “However,”:
PARTNERSHIPS AND RELATIONSHIPS



The “However,”:
PARTNERSHIPS AND RELATIONSHIPS



The “However,”:

• Don’t try to hide or obscure the bad numbers.
• If you have mostly good numbers, lead with those.
• If you have mostly bad numbers, lead with what you 

plan to do to address them.

• Coordinate with your comms team on the release 
to maximize the attention—and respect the 
embargo. (And know who you can trust with the 
embargo.)

PARTNERSHIPS AND RELATIONSHIPS



MULTIPLE STREAMS

YOUR WEBSITE



Social Media Channels
• Think about the audience and alter the content to that platform. If 

it doesn’t make sense for that platform, don’t post it there. 

• Twitter/BlueSky – Quick graphic; include a shortlink link to the data in the 
graphic.

• Example of shortlink: CompleteCollege.org/2025stats

• LinkedIn/Facebook – Add some analysis, include a graphic, and include a 
link.

• Instagram – Focus on the graphic, include a shortlink in the graphic. 

• TikTok – Talk through the data! Break it down for people with some visuals. 

• Tip: Look at what research universities do to share research on TikTok. 

• Share it on your own socials, especially LinkedIn.

MULTIPLE STREAMS



Social Media Channels
MULTIPLE STREAMS



Earned Media
MULTIPLE STREAMS



Consider your Audience
• Who are you trying to reach and what level of context 

do they already have? 
• Board members or university leadership

• Faculty and staff

• Current students

• Prospective students

• Legislators and public officials

• Media

• General public

• What possible actions could they take as a result of your 
data?

• Tailor the message to your audience and think about what actions 
they can take and how you want them to interact with your 
institution.

• Talk through these with your comms team—they are great with 
message targeting.

One-pager for broader audiences, 
including the general public.

Detailed graphic for 
legislators and media

MULTIPLE STREAMS



Consider your Audience
Multiple streams & tailored messages:

MULTIPLE STREAMS
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The Key 
Takeaways



So how do we make the information 
interesting to people who aren’t our 
fellow higher ed nerds?

Every Emily needs a Kate.



So how do we make the information 
interesting to people who aren’t our fellow 
higher ed nerds?

Every Kate needs an Emily. 



TL;DR:
SUMMARY

of excess credits result from poor student choices, unavailable 
courses, transfer issues, or degree requirements

cost for each additional year spent in college beyond on-
time graduation

of college students experience basic needs insecurity

of community college students graduate in two years 

• Build relationships.

• No one cares about your data if you can’t 
communicate it clearly.

• Descriptive data matters.

• Policymakers are busy, they’re not dumb.

• You may only get a snippet of people’s 
attention, so make it matter.
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