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REGIONAL #,

FOOOU For every neighbor

in need.
SANK The Weight of Manual Reporting:

When our data was a burden, not a tool

* Reporting by Crisis (Reactive vs. Proactive) * The Bottleneck (Dependency)
 Datawasonly pulled after a physical discrepancy was * Leadership and departments were dependenton a few
found in the warehouse. "data gatekeepers.®
*  We were managing by looking in the rearview mirror. * Simple questions (like poundage by county) took days to

- . answer instead of seconds.
* The "Excel Ceiling" (Labor-Intensive)

* Reports required hours of manual exporting, cleaning, * The Integrity Gap (Hidden Errors)
and formatting. * Product setup and receiving errors remained invisible

+ Information was siloed in individual files, making it until they caused a physical inventory issue.

nearly impossible to see long-term trends. * Noautomated way to "catch" mistakes at the point of
entry.

We weren’t just missing data; we were missing the

time and clarity needed to act oniit.
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Breaking the Cycle:
Moving from Reactive Excel to Predictive Power Bl
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The “Data-Driven”
Future (Sleek)

FOOOU BANK

® The "Dark Ages”
(Chaos)
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REGIONAL #,

FOOOU For every neighbor
BANK in need.
Breaking the Cycle:
Moving from Reactive Excel to Predictive Power Bl
Capability The Excel Era (Past) The Power Bl Era (Present)
Warehouse Reactionary / "Wait and See"  Predictive / Staffing to Weight
Inventory g/lhz;r;iuczlueudit/Found Automated Flags / Error Checker
Leadership Dependent on Staff Exports Self-Service / Immediate Answers
Data Reach Siloed in local files Unified in the Cloud

. é.a

Page 4




Jololwl:7.Y] ¢

16,389,094

53,311,747

55,139,456

47,645,118

45,737,101

___Cofntwall
&

@ bckville

pen Mountain

/
{
h - i B
Belleville ¢ N o
‘ Vermiont
|
{
Utica |
N\ — P,

tional Forest

_Si;le College / ; Y

v, b 4
Esri, TomTom, Garmin, FAO, NOAA, USGS, EPA, NPS, USFWS

{Sllvlo O. Copte
tional Fisi And

[
]

Powered by Esri




REGIONAL .

FOOU For every neighbor
BANK Fueling the Mission: in need.

Why Power Bl was Our Turning Point

* Affordability: The Nonprofit Advantage * Permissions & Security: The Right Data for the Right People
* Forfood banks, every dollar spent on software is a dollar not * Foodbanks handle sensitive data (donor amounts, client PIl, and
spent on meals. Power Bl is unique because its entry pointis volunteer records). You need to show that Power Bl keeps this
nearly zero. safe while remaining accessible.
* Microsoft Tech for Social Impact: Eligible nonprofits often get * You can create a "Board Members" group for high-level trends and
Power Bl Pro at a deep discount (historically around an "Operations" group for daily warehouse stats.

$4/user/month vs. the commercial $10-$14). . oo
* Amplification: The Force Multiplier

* Ease of Use: From Spreadsheets to Insights  Automation gave us back one full day every week. We traded
* You don't need to write code to see yourimpact. You just drag manual data assembly for strategic data analysis—moving from
"Lbs of Food" into a chart and "Zip Code" into a map. 'What happened?' to 'What’s next?’.
* Power Bl feels like Excel’s "big brother." If your staff can use a * Bybuilding automated logic that flags inconsistencies instantly,
Pivot Table, they can use Power BI. we’ve eliminated the 'correction cycle. We now presentinsights

to our leadership that are validated in real-time, not weeks later.
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@ Setup @ Content

Audience

@ Audience

Manage your audiences and their permissions. Select what content each audience can see by toggling the eye icon.
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REGIONAL #,

FOOOU For every neighbor
BANK in need.

Real-Time Data, Real-World Freshness

* The End of the "DataLag"

* Past: Inventory was a "snapshot" taken 3 times a week.
Agencies were shopping from old news.

FOOOU BANK

* Present: Automated refreshes every 3 hours (8x a day).

701349 | 365 CHOCOLATE ORANGE COFFEE PODS Donated | 6/12 CT CARTONS 5048 03-Beverages
Th e d ata st ays as fl’eS h ast h e p ro d uce. 701106 365 SPICED CIDER SPARKLING WATER Donated | 2/12-PACK/12 OZ CANS DRY 20 $320 318 359 No 03-Beverages

4937 | ALKALINE WATER W/ELECTROLYTES Donated | 12/15 LITER BOTTLES DRY a $656 99 0 No D3-Beverages

3612 | ASST FLAVORED SODA Donated | 8/2 LITER PLASTIC DRY 38 608 256 29 No 03-Beverages

. 701077 | BOBA MILK TEA Donated | 12/10:5 CANS DRY 8 s1.28 39 0 No 03-Beverages

° E m p owerin g our Pa rt ners 701411 | BOBA TEA - ASST FLVR Donated | /12 OZ GLASS BOTTLES DRY 8 $128 0 22 No 03-Beverages
701399 | BREWED ICED TEA - ASST FLAVORS Donated | 12/12 OZ CANS DRY 10 $160 287 0 No 03-Beverages

24991 | CHURRO LATTE POUR-OVER COFFEE AND CR.. | Donated | 6/5CT PACKS DRY 4 5064 0 2 No 03-Beverages

. . : 700809 | CLUB SODA Donated | 15/33.8 OZ BOTTLES DRY 35 $560 58 0 No 03-Beverages

* Agencies can now see exactly what is on the floor right G e e e R

701189 | CLUB SODA Donated | 24/7.5 OZ CANS DRY 1 5208 21 0 No 03-Beverages

now 95240 DIET CAFFEINE FREE PEPSI Donated | 12/2 OZ CANS DRY 1 $176) 90 0 No 03-Beverages

. 864901  DIET COKE Donated | 24/12 OZ CANS DRY 20 $220 0 347 No 03-Beverages

700820 | DIET COLA —ZERO SUGAR Donated | 6/2 LITER BOTILES DRY 2 448 219 0 No 03-Beverages

H H H H H H 8321 DIET PEPSI Donated | 36/12 OZ CANS DRY 20 $480 301 0 No 03-Beverages

* They canplan their distributions around high-protein 701430 | DUNKO CED COFFEE - NUTIY PUMPON | Donated | 12370z60mmes | oy | 1 | s8] 0 | 1 | o i

. . . 701313 ENERGY DRINK ASST FLAVORS Donated | 12/12 OZ CANS DRY 19 304 347 0 No 03-Beverages

h - d d h b l b f h 7582 GATORADE-ASSORTED FLAVORS Donated | 15/28 OZ PLASTIC BOT... DRY 31 s496 2 0 No D3-Beverages

Items or short-code p erishables before t ey arrive. 701046 | HINT WATER - ASSORTED FLAVOR Donated | 36/16 OZ BOTTLES/CASE DRY a2 5688 2,988 %0 No 03-Beverages

701351 | IMMUNITY SUPPORT DIET GREEN TEA Donated | 12/16.9 0 BOTTLES DRY 18 s288 39 0 No 03-Beverages

701029 | KARMA BLUEBERRY WATERMELON ENERGY .. | Donated | 12/18 OZ BOTTLES DRY 16 5256 0 50 No 03-Beverages

. . 701228 KARMA PROBICTIC WATER VARIETY PACK Denated | 12/18 OZ BOTTLES DRY 16 $256 0 40 No 03-Beverages

o St rat eg IC Wa St e Re d u Ct ion 701307 | LAVENDER SINGLE-SERVE POUR-OVER COFFEE | Donated | &/5 CT BOXES DRY 2 032 0 90 No 03-Beverages
700900 | LEMON-LIME BODY ARMOR - ZERO SUGAR | Donated | 12/28 OZ BOTTLES DRY 23 $368 0 3 No 03-Beverages

. . . n . " . . 5454 LITTLE HUG FRUIT FLAVORED DRINKS Donated | 40/8 OZ PLASTIC BOTT... DRY 23 $3.68 881 494 No 03-Beverages

° By h gh l gh g S h - L f l_ 700820 | MIXED BERRY ASPIRE ENERGY DRINK Donated | 6/4-PACK/12 OZ CANS DRY 20 s220 o 7 No 03-Beverages

I I tin ort-Lite” items in real-tim €, we ensure 700472 | POPPI SODA VARIETY PACK Donated | 3/8-PACK/12 OZ CANS DRY 20 5220 o 188 No 03-Beverages

701246 PUMPKIN SPICE GROUND COFFEE Donated | 6/12 OZ POUCHES DRY 5 5080 0 307 No D3-Beverages

freSh prOduce moves out the door a nd onto table S, not 701311 | PUMPKIN SPICE HOT COCOA MIX Donated | 6/8 CT CARTONS DRY 4 5064 0 127 No 03-Beverages

84041 | SPARKLING MINERAL WATER Donated | 4/6 PACK/24 OZ PLAST... DRY 2 s464 0 No 03-Beverages

91
M 30900 SPARKLING WATER Donated | 24/12 OZ PKG DRY 19 $3.04 589 0 No 03-Beverages
I nt O t h e CO m p 0 St. 33380 SPARKLING WATER Donated | 12/1 LITER BOTTLES DRY 26 $4.16 126 o No 03-Beverages
701517 SPARKLING WATER Donated | 3/10 PK CANS DRY 17 §2.72 115 0 No 03-Beverages
. . 701475 SPARKLING WATER - ASST FLVR Donated | 2/12-PACK/12 OZ CANS DRY 20 $3.20 0 84 No 03-Beverages
* The Result: H|ghertu fresh food and a drastic a7 conprimcuntes ascrave Dncatact 128 oncers oz can o | ool 2 |
reduction in spoila
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REGIONAL #,

FOOU

For every neighbor

BANK From Crisis to Control: in need.
The Retail Audit Transformation

* The Discovery

* The Situation: January 2025. Amanual review flagged a
single potential duplicate receipt.

* The Resistance: Institutional "gut feeling" vs. Data-
driven observation.

* The Reality: An Excel-based deep dive revealed 1,500
duplicate records buried in the 2024 data.

e The Cost of Silence

* Financial Integrity: Finance had to reopen the previous
fiscal year—a high-risk, high-stress procedure.

* Operational Strain: 5 employees, 1 full week of
overtime, and hundreds of manual corrections.

* The Lesson: When errors are "saved" for the end of the
year, they don't just add up; they multiply in complexity

and cost.
.‘.A

* The Modern Solution

The Shift: We moved the logic from a "once in a while
Excel audit" to a daily Power Bl exception report.

The Result: Errors are caught and corrected within 24
hours of entry.

The ROI: Zero year-end reopening, zero emergency
overtime, and 100% confidence in our reporting to
stakeholders. This helps us spend every day focusing on
our future.
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REGIONAL .

FOOO For every neighbor
BANK | in need.
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Information is the source of leaning. But data is the source of
uth - and a littte 'wizardry' ensures that truth is told in real-time.

‘.A
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REGIONAL

The Magic is in the Data

Let’s continue the conversation. Grab a business card if
you'd like to see these tools in action or explore how
your data can drive agreater mission.

Brian Tenney JacksonPearce
Data Analytics Manager VP of Strategic Planning & Technology
BrianT@RegionalFoodBank.Net  JacksonP@RegionalFoodBank.Net
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