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Notes before start

• This talk includes real quotes from community members, 
covering mental health, isolation and addiction.

• All data is public.

• Collective Voice was developed through Collaboration for 
Mental Wealth in Moray. 

• Materials are shared with permission.
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How to visualise hundreds of quotes like 
this?

"Loneliness and boredom leads to drinking for some. 
Goes out for company but the social circle are drinkers so 
hard to break away. 
Would be sitting in the house all the time. 
Isolation, loneliness, lack of confidence and self-worth."
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In a research report, this usually becomes 
one of three things.

A number

“23 people 
mentioned 
loneliness"

A paraphrase

"Participants 
described social 
isolation as a barrier 
to reducing alcohol 
use."

A chart
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Specific experiences can lead to action

1 · Context

Impact Case Study: Using collective voice to make meaningful change - Community Justice

Ainya Taylor (Moray Community Justice Partnership) shares an example of how collective voice intelligence has been used to create meaningful change for Moray citizens.

http://www.youtube.com/watch?v=f4vB8Ba-g9o

http://www.youtube.com/watch?v=f4vB8Ba-g9o
http://www.youtube.com/watch?v=f4vB8Ba-g9o
http://www.youtube.com/watch?v=f4vB8Ba-g9o
http://www.youtube.com/watch?v=f4vB8Ba-g9o


Why qualitative data is harder to 
visualise?
Quantitative: Research 40 years 
ago

Qualitative: Research 6 years ago
(later shown to have no 
significant effect))

We can rank encodings because there is a right 

answer.

7 potential dimensions summarised from case 

studies of (only) 105 popular visuals.

2 · Framework



Data governance: Moray Wellbeing Hub
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Categories for these quotes - CHIME

CHIME is a recovery framework used to understand wellbeing 
through five domains (Leamy et al., 2011):

• Connection – feeling supported and less alone

• Hope & Optimism – believing change is possible

• Identity – sense of self and dignity

• Meaning – purpose and belonging

• Empowerment – choice and influence over life

• Green indicates positive; Orange indicates areas for 
improvement.
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https://pubmed.ncbi.nlm.nih.gov/22130746/


Exploratory Design 
1 — A lens for 
policymakers

• Track change over 
time

• This view was NOT
selected to be part of 
the final design.
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Exploratory Design 
2 — A lens for the 
community

• Randomised display 
gives every 
community voice an 
equal chance of being 
seen

• This view was 
selected to be part of 
the final design.
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Exploratory Design 
3 — A lens for 
partners

• Create consistent, 
reproducible views for 
partners.

• The source data was 
not originally tagged 
with PANEL, so I used 
a correspondence
table to map it to the 
five domains.

• This view was 
selected but the 
sentiment bar and 
figures were removed.
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How did the website eventually turn out?
https://cv.mentalwealthmoray.org.uk/

https://cv.mentalwealthmoray.org.uk/


Workshops — Community and Partners

• Community members immediately understood and connected 
with the idea.

• They also offered detailed, actionable suggestions.

• “I can really see what this wants to achieve.”
• “I will use it like 【this】, so if you can add 【that】…”
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Workshops — Policy Makers

• The purpose and intended audience were less immediately 
clear.

• “Who is the audience?”
• “Maybe I am too old…”
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Changes after the workshops

• Made clickable and non-clickable elements easier to distinguish 

• Added bookmarking 

• Added copy-and-paste with source attribution
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The Public Launch

• Strong engagement

• We received many new suggestions, although the feedback 
was broader and less focused than in the workshops.

• “Why don’t we add searching/this filter to every page?”
• “Can I export a report?” 
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When there is no “Best Practice”, the design has to provide 

orientation.

What did I learn?

5 · Lesson & Next

Even with four different lenses, some users were still unsure who the website was for or 

where to begin. In response, we added a Start Here page and an FAQ.

Hear what sharing their voice meant to one participant →

https://cv.mentalwealthmoray.org.uk/impact
https://cv.mentalwealthmoray.org.uk/impact


Next Steps

• Backend development has begun. 

• I recently confirmed the database structure with the Moray 
team. 

• Moray is considering replacing its six-monthly reports with the 
website.
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Thank You!

My LinkedIn
Come to 
AWS Meetup

Moray Collective 
Voice Visualiser
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