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Chapter 1: The Importance of Converting

Data to Monetary Values

Why Convert Data to Monetary Values?

Value Equals Money

Impact Is More Understandable

Programs Start Because of Money

Converting Data to Money Is Similar to Budgeting
Monetary Value Is Vital to Organizational Operations
Monetary Values Are Necessary to Understand Problems

Hard and Soft Data

Converting Data to Monetary Values

1. Focus on a Unit of Measure

2. Determine the Value of Each Unit

3. Calculate the Change in Performance

4. Determine the Annual Amount of Change

5. Calculate the Total Value of the Improvement
Case Example of Converting Data to Monetary Values

Final Thoughts
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