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 Importance of data 

 

 Challenges we face 

 

 Examples from Maine 

 

 Resources 

 

 Discussion 

Topics 
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Impulsive Decide now; think later. 

Fatalistic Whatever will be will be. 

Compliant If it’s OK with you, it’s OK with me.  

Delaying I’ll think about it later. 

Agonizing I can’t make up my mind. I don’t know what to do. 

Intuitive It feels right.  

Paralytic I know I should, but I just can’t face up to it.  

Escapist I’m thinking about it.  

Play-it-Safe I like anthropology, but I can get a job in accounting. 

Planner I am the captain of my fate and master of my soul. 

What Style are You? 
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 Identify the decision to be made 

 

 Identify the objectives or outcomes you want to 

achieve 

 

 Do your homework 

 

 Brainstorm and come up with several choices 

 

 Solicit feedback 

 

 Make the decision and monitor your results 

 

Keys to Making a Good Decision 
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 Decisions are more likely to be effective and 

efficient when they are based on data.  

 

 

 Data helps us ask the right questions…data does 

not provide the answers.  

 

Decisions & Data 
Using Data to Make Decisions 



Using Data to Make Decisions 



Challenges 
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 Accurate data 

 

 Secondary data 

 

 Verifiable data 

 

 Time 

 

 Not enough data 

 

 Too much data 



Data Overload 
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 Grant Applications 

 

 Reports 

 

 Workplace Decisions 

 

 Allocating Resources 

 

 Others? 

 

Why do we care? 
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A. Our school is a low-income school. 

 

 

B. Our school’s free and reduced lunch rate is 

67%. The state average is 53%.  

Statement of Need 
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A. This program helped many students go to 

college. 

 

 

B. Of the 100 students who participated in this 

program, 92 completed their FAFSA by March 1 

and 89 of the 92 enrolled in the fall semester. 

Statement of Success 
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A. We are overworked and do not have enough time 

to do our jobs. 
 

B. In 2008 our caseload was 2814. In 2010 our 

caseload was 3646 families, which is an increase 

of 30%. 
 

C. In the past 12 months our department has spent 

$52,412 in overtime. The cost to hire one part-

time person, including benefits, is estimated to 

be $37,900.  This will result in a savings of more 

than $14,000.  

Workplace Decisions 
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A. We only have enough staff for 6 CGS sites.  

Let’s put them in Aroostook and Machias 

counties because they are poor areas.  

 

 

B. We have chosen these 6 counties to host a CGS 

site because we know they have the lowest 

per-capita income in the state: Somerset, 

Piscataquis, Penobscot, Waldo, Oxford, Machias  

Resource Allocation 
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 FAFSA Completion Rates 

 

 

Examples from Maine 
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Favorite FAFSA Question 
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 CGS attendee analysis 

Examples from Maine 
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CGS Maine Data 
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College Goal Sunday Surveys 
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KEY FINDINGS 

● Almost three-fifths (59%) of CGS participants in Maine were target audience members. 

● Participants at CGS Maine generally mirrored state demographics in terms of race/ethnicity, income, and parental education, although fewer 

participants than would be expected came from families in which neither parent has attended college and more than expected came from families that 

earn between $20,000 and $40,000 a year (30% vs. 17%) 

● Maine CGS sites that did particularly well reaching target audience members include Waterville (92%),Staceyville (84%), and Calais (79%). Quite a few 

other sites did well with the target audience but seem to have had lower turn-outs. 

● A number of Maine CGS sites did well with specific target audience categories, including families earning under $20,000 a year (Waterville 80%; Calais 

55%; Staceyville 47%; Dover 40%), Hispanic families (South Paris 10%; Sullivan 8%), Black families (Lewiston 11%; Bangor 7%), and families in which 

neither parent graduated from high school (Waterville 13%; Calais 8%). 

●  The outreach strategies that reached the highest percentages of Maine CGS participants were high school counselors (50%) and high school 

publications (25%). 

RECOMMENDATIONS 

●  Consider expanding outreach efforts for the sites that did particularly well in attracting specific groups of target audience members. Since the 

current publicity strategies seem to be working, it may be possible to increase the number of participants at those sites with expanded efforts. 

● Expand outreach efforts to minority and low-income communities. Consider developing more outreach to working adults who have not attended 

college, many of whom are likely to be low-income and/or first generation college. 

●  Revisit outreach efforts for sites with very low turn-outs. While the problem may have been unavoidable (such as bad weather), there may also be a 

need to change the way the event is publicized in those areas. 

●  If resources are limited, consider eliminating sites that have had consistently low turn-outs or that tend to attract a relatively low percentage of 

target audience members.  
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Education Dashboard 
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dashboard.ed.gov 



By State 
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Pell Grant Data 
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federalstudentaid.ed.gov/datacenter 



Questions? 
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