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Guide to Data Collection
The essentials:
· Clearly define the scope of the exercise

· Identify a key point of contact in each unit surveyed

· Design a model or survey with key indicators
· Establish a process to allow response data to flow directly into a database or consolidated Excel spreadsheet
· Invite all participants to complete the questionnaire explaining why it is needed
· Confirm if senior management sign-off is required for each response
· Clarify any misunderstandings & check data
· Interpret results

· Report results internally to participants and senior management
· Report externally
Key steps in detail:

1. Establish the scope of the exercise

Before embarking on a data collection ask yourself some basic questions to understand the scope of the process, i.e.:

· What are the aims of the exercise? – what level of information is required to meet business needs? If this is your first data collection do you want to focus on a limited set of LBG indicators (e.g. inputs) first time round?

· What is the extent of data coverage? – is this a national or international data collection? Is it company-wide or focussing on limited operations?
· What is your community affairs structure? – is community investment centrally controlled or decentralised? This could influence the way in which data is collected.

· What tools for data capture are most appropriate? – paper/electronic/telephone survey? Sophisticated electronic survey systems may not be necessary.
· Who is best to collect the data? Does the burden have to fall on the community affairs function or could it be ‘outsourced’ elsewhere within or outside the company? 

· How embedded is LBG within the company? Are workshops or awareness sessions required? Are they feasible?
· Explore what data is already being collected – through central accounting systems for example. Always avoid having to ask people to report the same data twice.

2. Preparation
· Learn from examples – don’t try and re-invent the wheel. You could modify the LBG template to suit your organisation or ‘piggy-back’ on other corporate data collection systems – e.g. for social and environmental reporting; financial reporting. 
· If necessary, seek help from your IT team in designing an automated data-collection system or spreadsheet model. This will avoid you having to re-enter data manually into a central database/file.
· Identify a named contact who will be responsible for collecting data from each unit(s). Your accounts team may be able to identify codes as a starting point for contacts to approach. Often this will be your community champions.  

· Build a contact list and develop two-way communication with them – use their local knowledge. Later report back to them on how you are using the data and share good practice.
· Enlist support from senior figures within your company if possible and consider requiring each business unit to include top level sign off. It will make people think twice before submitting data and will ensure a more accurate data submission. However, this may also slow down the submission time.
3. Designing & circulating your questionnaire
· Write cover letter when asking for data, and be clear about why you are collecting it – i.e. for measurement purposes,  to help justify budgets and report results of CCI projects, not for scrutinising projects or voluntary activity.

· Less is more – keep your data requests as simple and minimal as possible This will maximise the likelihood of getting consistent and useful data back. Materiality guidance is important to allow for scope.
· Avoid questions that are too specific. Instead, give boundaries, simple definitions and encourage respondents to ‘tell their stories’. You can always develop clarity in a subsequent call. 

· Give examples to illustrate the types of contribution you want for each category, row column etc.
· Include simple subject categories e.g. education, health, arts, which ideally are linked to your CCI strategy. 

· Define clearly any ‘difficult’ areas you are trying to collect. Common examples which can be misunderstood are:
· the difference between an input (which actually costs the company) and leverage (additional contributions ‘unlocked’ from other sources, such as the government or the general public, or employee donations to matched funding as a result of the company’s efforts);
· pure commercial sponsorship versus sponsorship with a clear community benefit;
· the number of full time equivalent positions involved in managing community engagement, or a % per person – a high number could mean your contacts have counted everyone with a community aspect, however small a part of their job.

· Circulate your questionnaire or a simple template to all corporate centre functions.
· Don’t forget the obvious - don’t overlook your major donations or community projects!

· Finally, set a deadline. You may find people will ignore it anyway, but at least you’ll know when to chase!

4. Checking the data
· Check the data as it comes in to avoid getting bogged down with the data and to allow time to follow up.

· Clarify any misunderstandings and errors as soon as possible.  Check that totals equal itemised detailed figures. Misunderstanding of leverage can vastly inflate your figures – don’t leave it too late to check!

· Take responsibility, as the co-ordinator of the process, for a basic verification of the data – query odd/big numbers, and as the process matures, compare with year before.
5. Looking ahead 
· Keep on mind data collection can be an evolving process. Take lessons learnt and aim to capture more and incorporate more indicators.

· Keep your requirements, the process, the terms and definitions consistent when communicating LBG to colleagues.
· Communicate how the results will be used – which headline figures are to be included in the Annual Report and accounts, external reports, intranet, etc. Let people know!
· Circulate a headline summary of findings to all contacts who have provided data – and thank them again!
· Consider the process as an art not a science.  You do not want anyone spending months on measurement! 







The Corporate Citizenship Company
Page 1
s:\lbg\lbg core 2006\data & analysis\data collection - for members\data collection pack\guide to data collection.doc

[image: image1.jpg]