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So Much Data, So Little Time

• Prior 2010
• Abundant Data, without structure and tools

• Spreadsheets, access databases, manual inputs, no standardization

• 2010 to 2012
• Line of Business systems maturing, DataMart created, SSRS & SQL Queries

• Data all in one place and a technical tool to access

• 2012 to 2015
• Policy hired BI Specialist, DataMart maturing, GIS implemented and Line of 

Business program rules incorporated into data transfer
• Data property structured and standardized
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Breakthrough

• 2015 to 2017
• CURE (County Unit Report Experiment) Cube Created!

• For the first time we could easily slice and dice data 

THIS WAS HUGE!!! 
• Formed specialized BI business unit augmenting Policy group
• Stable GIS data and maturing abilities to utilize
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Cubes
Mapping Systems
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Payoff

• 2017 to 2019
• Skills, software and hardware all in place

• Added in PolicyMap to replace manual external data gathering

• Moved from just reporting to enhancing:
• Operational areas

• E.g. Servicing—decreased number of reports from ~150 to ~40, increased usefulness 
• PR & Marketing support

• E.g. provide specific impact information for each program activity—posters, microsites
• Legislative Outreach support

• E.g. provide information by district or at a glance maps upon request
• Research & Quality Control

• E.g. dig deep in to data and compare affordable housing to market housing
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Now produce:

• Timely Information
• Annual Reporting on Achievements (ROA)
• Benefits of Housing for Education, Health, Economy and Community
• Program Impact Statements

• Enhanced Research—producing one page white papers
• Medicaid savings, Benefits of Housing Credit, Benefits of Home Ownership
• Targeted Unit eviction/denial study, turnover benchmarks, etc.
• DATAJAM

• Ability to be responsive to new requirements/opportunities
• Fannie Made income restrictions, NC Prepaid Health Plans investing in 

housing, Legislative inquiries
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Benefits of Housing Reports
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Program Impact Reports
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Periodic Impact Assessments
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Program 
Matrix
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Why Is Data So Important for Good Messaging?

• Transmits meaning more effectively
• Cuts through the clutter and has a more 

powerful impact than anecdotes alone
• Increases comprehension and retention
• Engages readers for more significant 

interaction

Data makes your story more credible and builds trust

Average American bombarded with 34 gigabytes of information a day
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Begin With Your End in Mind
Identify what your audience cares about

• You should already know who your audience is
• Pick two to three things: economy, communities, families
• Use credible data methods: RIMS II Model, Bureau of 

Economic Analysis
• Make sure data is consistent in all messaging
• Analyze if data supports your story

• Don’t fudge numbers for predetermined narrative;                                            
if numbers don’t work, your narrative is wrong. 
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Bring Your Data to Life
Think of your data analysis as a story

• Create content derived from data findings
• Start with the big picture to begin strong
• Find a compelling narrative: Again, what does your 

audience care about? 
• Show context: don’t want audience to jump to conclusions
• Highlight hidden information: Make story more powerful

Storytelling helps audience gain insight from data
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Find Ways to Connect
Go beyond the numbers

• Be visual: Infographics, photos, colors should all tell the 
story

• Be authentic: Communications should show who you are
• Show the human element: Tie data to real people
• Build a community around your data: Social media 

continues the story

An engaged audience is more likely to be supportive 
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What Did Our Audience Want to See?

• Measurable return on investment
• Leveraging of state dollars with 

private and other public funds
• Impact on the economy, 

communities, North Carolinians
• “Dollars and sense” 
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How Our Data Came to Life

• Production numbers told the story: $2 billion
• Context: Specifics on how production led to jobs
• Hidden insights: Housing impacts on health care and 

education outcomes
• Infographics and photos: Faces to go with numbers
• Real world examples: How investments translated into 

economic gains
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Making Connections With Data

• Shows immediate impacts
• Connects results with specific programs
• Highlights all-time results for specific types of housing
• Ties investments to long-term outcomes using topical research
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Housing Drives North Carolina
2019 Investment and Impact Report
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Short Print Report Advantages

• Quickly engage audience who don’t have time for more
• Effective on-the-go marketing tool 
• Provides high-level impactful information
• Well-received by elected officials who appreciate brevity
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Short Print Piece Disadvantages

• Missing the opportunity to expand message: Couldn’t make 
connections to groundbreaking research that underscored our 
message

• Demographic changes called for a different, more engaging and 
interactive platform

• In 2015, 71% of our state legislators were born prior to 1964, preferred print
• At the same time, 59% of the state’s population were Gen X and Millennial, 

preferred digital
• 2018 election: 45 new legislators from the state’s predominant generations, 

unacquainted with our Agency and affordable housing’s impact in the state     
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Meeting Needs of Evolving Audience

• Baby Boomers still comprise at least half of the General Assembly—
needed to keep preferred printed format

• Ongoing shift in demographics—needed to innovate to reach and 
engage new audience with our message

Solution: Responsive microsite showcasing accomplishments 
graphically and allowing us to share more extensive stories of our 

work and research about affordable housing impacts 
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Microsite Objectives

• Create thought-provoking, interactive online platform to complement 
print piece, share our story and engage our target audience, securing 
visits from 25% of our normal print audience—2,000 lawmakers, 
elected official, partners and housing advocates—in the first month 
after launch 

• Use the platform to increase traffic to our website and social media 
channels by 10% and secure 100 new followers on Facebook and 
Twitter in the first month after launch
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Our Roadmap
• Focus on accomplishments and share stories 

of impact
• Use photography, icons and graphics to share 

data and create a visual experience
• Develop content for skimmers and for 

readers
• Incorporate calls to action
• Use marketing tactics to build excitement 

and launch the site
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Housing Drives North Carolina Microsite

https://2018.housingbuildsnc.com/
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Consistent Approach

Consistent Design
Consistent Message
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Ready to Test-Drive
• Legislators: Placemat at annual legislative                                                                                  

breakfast two weeks before launch
• Social media followers: Countdown graphics
• Leadership team: Presented a week before 
• Print audience: Mailed print piece, which                                                                                    

included a CTA to learn more at                                                                         
2018.HousingBuildsNC.com and a QR code for                                                                                      
users who want to scan and go 

• Staff: Held two events
• Partners: Issued eblast promoting microsite, the print piece for those who wanted more copies 

and the collateral Affordable Housing Benefits… and Program Impacts pieces
• Ongoing promotion: Weekly eblasts conveying different aspects of the microsite; social media 

campaign of informational posts, boosting one post per week to reach users beyond our 
followers to not only drive them to the microsite but to inspire them to follow the Agency

https://2018.housingbuildsnc.com/
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Making Data Social

• Share infographics and quick bits of data throughout year to stay top 
of mind with your audience

• Tie news and policy updates back to your statistics
• Repeat your data-driven messages throughout the year: Repetition is 

good 
• Policy Matters blog: As studies, research, news released, report and 

tie back to our own resources
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Stand-alone Graphics



A self-supporting public agency.
HousingBuildsNC.com

Current Event Tie-ins
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Results By the Numbers
• Microsite visitors 

• In 1st month after launch, 748 users, surpassing 25% goal; represented 35% of 
print audience 

• Between launch and end of August, 1,556 with 10% repeat visitors
• Agency website visitors

• Visitors to research pages increased 60% over previous year
• Social media followers/engagement 

• Facebook followers increased 300% more than in an average month; 
engagement 30% higher than previous month. Followers increased 20% 
overall in 6 months, pushing us over 2,000

• Twitter followers increased 3x normal month (33 versus an average of 10) 
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Results: Recognition, Relationships, Reputation

• Enhanced recognition of Agency’s accomplishments
• Strengthened relationships and brand:

• Elected officials
• Industry partners 
• Staff

• Managed reputation
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Thank You!
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