
Show Me the Numbers : 
Mapping & GIS

David Dipple: Tangible Data



Today’s Session

• knowing where your supporters are brings 
huge fundraising insight: 

– Where should you locate shops?
– Where will you run the best events?
– Where is best to site your service provision? 
– What are the Geographic Information System 

tools available in market 
– Mapping techniques



David Dipple

• Fellow of the Royal Statistical Society
• Consultancy Director at Tangible Data
• Used mapping software for over 20 years
• Ex-navigating officer in merchant navy



Why mapping?
• Mapping allows visualisation of data 

and information that would be difficult 
without graphical methods
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Types of Maps

• Point Based

• Shaded maps 
(thematic)
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Mapping Data

Mapping 
Software

Cosmetic Data

Roads

Gazetteer

Geo data

Census

Acorn

Supporter Data

Value

Location

Boundary Data

Custom

Proprietary

Analysis

Display



Building Blocks

• Most maps are built using postcode 
information

• This can be split depending on the level of 
detail required:

GL 7 3SEGL 7 3SEGL 7 3SEGL 7 3SE
East:  421700
North: 200700

Postal Code Grid Reference



Map Layers

Gazetteer

Boundary

Supporter

Roads

Gazetteer

Map showing number of 
supporters by postal sector
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Fuzzy and Discrete

• In mapping terms there are two main types 
of catchment and region definitions:

Discrete: A supporter can exist in 
only one geographic region.

Fuzzy: A supporter can exist in 
more than one geographic region



Custom Boundaries/Layers

• Custom boundaries can be created to 
show sales areas, catchments, regions 
etc. Where these are specific to an 
organisation:
– Legacy visitor
– Volunteers

– Shop catchments



Getting the Full Picture

• It is important to understand what a map is 
and isn’t showing

• Because the population and demographic 
profile of the UK is not uniform – this must 
be taken into account when understanding 
patterns



Geo-dems

• Geodemographic data such as Census, 
Acorn, Personix, Mosaic etc can be useful 
when creating maps as well as 
understanding relationships between 
geography and behaviour 

• Care must be taken when using them that 
the correct base is used when creating 
penetration values



Not Just Pretty Pictures

• Many map are only required to be static 
images to show relevant information

• Mapping software usually allow 
manipulation of data to make the maps 
more dynamic



Selecting Supporters

• Supporters can be selected based on:
– Type

– Proximity
– Region

– And combination of supporter and geographic 
factors



GIS Applications

• Understanding supporter behaviour
• Supporter selections
• Postal sector modelling
• Drivetime
• Proximity analysis, catchment and gravity 

modelling



A Few Case Studies



Where am I needed?

A medical/social charity wanted to find out where
its supporters were located compared with the 
People lived and required its services.

High number of people
who needed services

High number/penetration
of supporters

It was determined that the areas with the 
Greatest need also had the lowest level 
of support/response. The next step was to 
try and formulate a message that could be
used to improve support within these areas.  

Case Study



Door Drop
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A charity wanted to promote specific locations in 
Birmingham and Peterborough. To ensure that it was 
relevant message people in the B and PL postal areas 
were contacted. 

The performance of the Birmingham program was 
significantly better than that of Peterborough. Why?

Examining sectors with similar profiles – the Birmingham 
ones performed significantly better. If the profile of the 
sectors contacted is examined it could be seen that the 
ones in Birmingham where close to the centre whilst 
those around Peterborurgh were more distant. 

In this case:  “Local means Local” Case Study



Environmental Charity
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London – Supporter Penetration Manchester – Supporter Penetration

TN determined that there was no London factor it was a traditional city vrs other 
areas – Indeed the performance of supporters in London was much better than
those in the rest of the country  Case Study

An environmental charity thought that London was a special case and performed 
differently from other regions of the UK and potentially should be excluded from 
certain marketing activity.



MMP (Modelled Market Potential)

• A charity wanted to know where they 
should best try and contact supporters 
with a specific profile

• Each sector of the country was modelled 
using supporter profiles and geographic 
data

• This created a market potential within 
each sector so that the best areas could 
be contacted 



MMP Maps

Sectors shaded according to 
model score i.e. how closely profile 
matches target MMP profile
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MMP Model ranking deciles
50-64yrs

1 to 2 (best)   (2525)
3 to 4   (1675)
5 to 6   (1542)
7 to 8   (1495)
9 to 10 (w orst)   (1811)

Case Study



So What Do I Need?



Mapping Software

• MapInfo: £747.50 (including a 50% charity discount)

• Map point 2006/2009: £287.98 (from Amazon!)

• ArcView: £747.50 (including 50% charity discount)

• Plus many more……..

All these systems are used by people within the not for profit sector



But ………………

• The mapping package is just the start; you 
will also need to consider:
– Boundary datasets (postal geography)

– Geo-coding (adding grid references to data)
– Geo-data (census, geodems)

– Training



And ………………

• A medium/high spec’ed PC with a good 
graphics card and a much RAM as you 
can get

• A good monitor with a 17” screen or larger
• Preferably with access to a colour printer 



Any Questions

David Dipple
ddipple@tangibledata.co.uk


