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About Data Visualizations 
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Data Visualization – Not a One-Trick Pony 

•  Facilitate understanding of complex information 
•  Allow user to interact and select specific data 
•  Support and inform policy-making decisions 
•  Evaluate the impact of policy decisions 
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•  Tell a story 
–  Look for patterns in data. Data 

combined with the right tools should 
lead to explanations and discovery 

•  Make information consumable 
–  Make it easier for non-programmers to 

manipulate/analyze data and create 
reports 

–  Selecting the right visualization is key 
to making data informative, as well as 
understandable 

Effective Visualizations 
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Combined Impact:  
 

Enhance transparency  
and  

accountability efforts 



What Makes Good Visualization? 

•  Determining factors for picking the right visualization 
–  What data do you need to convey? 
–  What message do you want to communicate? 
–  Which audience do you want to reach? 
–  Does it offer a different way of thinking about the data? 
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Using Data Visualization to Inform Policy 

•  Use trend analysis and predictive modeling 
•  Communicate message to audiences of all levels 
•  Collaborate with other researchers, educational leaders, 

visualization experts, and outside agencies 
•  Provide benchmarks for comparison and/or progress 
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UT System’s Data Culture 

7 



Repor&ng	  
What?	  

Analyzing	  
Why?	  

Planning,	  
Predic&ng,	  
Improving	  
What	  Now?	  

The Evolution of Data Use 
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Printed	  
Reports	  

PDFs	  On	  Web	  

Interac&ve	  
Online	  
Dashboard	  &	  
Visualiza&ons	  

More	  compelling	  and	  useful	  
visualiza&ons	  will	  give	  the	  user	  what	  
he/she	  wants.	  Visualiza&ons	  are	  now	  
easier	  to	  create;	  they	  help	  capacity	  
and	  increase	  demand.	  

The Evolution of Data Delivery 
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Using Data: Peer Selection, Benchmarking, & 
Goal-Setting 
•  Using Data to Select Peers 

–  Baseline Peers – institutions statistically similar to you now 
–  Aspirational Peers – institutions that are now what you plan to be in the 

long-term (10-15 years) 
•  Goal-Setting 

–  Top quintile of baseline performers as mid-range goals (2020) 
–  Long-term goals set at bottom quintile of aspirational peers (2025)  

•  Benchmarking is critical to evaluating institutional performance 
–  Benchmark as starting point (you must know where you started so you can 

evaluate how far you have come) 
–  Benchmark as context (performance relative to what) 
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Adding Peer Comparison for Context 
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Visualizing Peer Comparisons 
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Visualizing Progress to Target 

13 



Simple Visuals Made Powerful 
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Treemap: A Multi-Level Indicator 
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Using KPIs: Internal vs External Views 
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Visualizations for the Business Side of Universities 
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Using Predictive Analytics to Inform Policy 
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Heat Maps: Pros and Cons 
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Campus	  1	   Campus	  2	   Campus	  3	  



Predictive Analytics: 
Decision Tree 
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	  Yes: 	  51.9%	  
	  No: 	  48.1%	  

	  Count: 	  6833	  

	  Yes: 	  39.3%	  
	  No: 	  60.7%	  

	  Count: 	  1838	  

	  Yes: 	  56.5%	  
	  No: 	  43.5%	  

	  Count: 	  4995	  

	  Yes: 	  64.2%	  
	  No: 	  35.8%	  

	  Count: 	  2619	  

	  Yes: 	  48.0%	  
	  No: 	  52.0%	  

	  Count: 	  2376	  
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	  No: 	  66.2%	  
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	  44.1%	  

	  No:
	  55.9%	  
	  Count:
	  1701	  

	  Yes:
	  69.7%

	  No: 	  30.3%	  
	  Count: 	  1712	  
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	  Yes: 	  55.6%	  
	  No: 	  44.4%	  

	  Count: 	  333	  

	  Yes:
	  37.2%	  

	  No:
	  62.8%	  
	  Count:

	  441	  

	  Yes:
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	  Count:
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	  Yes:
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	  No:
	  41.9%	  
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	  Yes:
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	  47	  
	  Yes:
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	  Yes: 	  51.3%	  
	  No: 	  48.7%	  

	  Count: 	  630	  

	  Yes:
	  58.0%	  

	  No:
	  42.0%	  
	  Count:

	  286	  
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	  No:
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First	  Genera&on	  in	  College	  (FGIC)	  
Not	  FGIC	   FGIC	  

Male	   Female	  or	  Missing	   <	  1200-‐1400	  or	  Missing	   >=	  1200-‐1400	  

SAT	   SAT	  
<	  1400-‐1600	  or	  Missing	   >=	  1400-‐1600	   <	  1200-‐1400	   >=	  1200-‐1400	  or	  Missing	   Male	  or	  Missing	   Female	  

SAT	  
<	  1200-‐1400	   >=	  1200-‐1400	  or	  Missing	   Pell	   No	  Pell	  or	  Missing	   FGIC	   Not	  FGIC	  
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>10%	  or	  Missing	   <=	  10%	   URM	   Non-‐URM	  or	  Missing	  
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Engaging Students Through 
Interactive Data Tools 
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Visualizations Take Data to Other Arenas 

•  Develop a tool for a new and different audience 
•  Involve your audience in the tool creation and use 

feedback 
•  Launch interactive data tool online 
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The	  New	  Realm	  



Developing an Interactive Tool for the Student 

•  Follows students over time  
(currently five years) 

•  Provides earnings in the context of average loan debt, by major 
•  Offers ability to compare earnings and debt by various majors side-

by-side 
•  Goes beyond the median to show distribution of earnings at the top 

and bottom 
•  Indicates the percent of students who continue their education 

beyond the BA 
•  Includes integrated view of labor market demand by occupation 

(BLS) – state, regional, and national 
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search	  •	  employment	  •	  earnings	  •	  knowledge	  



24 



25 



	  
What	  Does	  the	  Student	  Do?	  

•  Step	  Yes	  Selects	  a	  broad	  field	  →	  Business	  

•  Step	  2:	  Selects	  ins&tu&on	  →	  UT	  Arlington,	  	  

UT	  Dallas,	  UT	  El	  Paso,	  UT	  San	  Antonio	  

•  Step	  3:	  Selects	  specific	  degree	  majors	  to	  

narrow	  the	  focus	  (op&onal)	  →	  	  

Accoun?ng	  

Business	  Administra?on	  

Marke?ng	  
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What	  Does	  the	  Report	  
Show?	  

Chart	  
•  1st-‐year	  median	  
earnings	  (blue)	  

•  5th-‐year	  median	  
earnings	  (green)	  

•  Average	  student	  loan	  
debt	  (red)	  

	  
Table	  provides	  another	  
view	  of	  the	  data	  and	  
adds	  helpful	  descrip&ons	  



Range of Earnings 
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Using Data: Best Practices 

•  Be Data Smart 
–  Data is just data 
–  Research and analysis transform the data into information 
–  Visualization and presentation make that information consumable 

•  Beware Data Marketing 
–  Data should tell a story, but only in the sense that the visualizations 

presented should accurately reflect underlying patterns 
–  Not all data consumers are data savvy  
–  Use good data practices and be consistent 
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•  Start small 
•  Change is hard. Expect resistance 
•  Demonstrate success and value and build on that. 
•  Give them what they want – but show them what’s 

possible 
•  Make the hard sell 

–  And then do it again 
–  And again 

Cultivating UT’s Data Culture: Lessons Learned 
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www.utsystem.edu/seekUT 

 
 
Productivity Dashboard data.utsystem.edu 
Explore More Data Visualizations exploredata.utsystem.edu  
Follow us on Twitter @UTFactsOnline 
OSI website at www.utsystem.edu/offices/strategic-initiatives 
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