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his REEport Newsletter is the beginning of a
series of “workshop newsletters” in which we
will focus on providing insight and guidance
into particular sections of the REEport

software. The first workshop focuses on the Progress
Report and Final Report, specifically, how to write
accomplishments, outcomes and Impacts.

Outcomes and the REEport Progress Report
The most important section in the Annual Progress
Reports and especially the Final Reports for grant
projects is the Accomplishments section. This is
where you explain the outcomes and impacts of the
work you completed on the grant project. The most
important section of the Accomplishments page is the
text box entitled: “What was accomplished under
these goals?” This is where you enter (in plain
language) the impact of your research, extension,
and/or education grant project.

Accomplishments are really important to the
continued justification of both formula and non

formula grants!!

What makes an outcome an outcome?
Outcomes and impacts are “stories” that demonstrate
a change in something. While good stories often
include some of the outputs (i.e. “products”) of your
research initiative, remember that an outcome is not
just a list of outputs. Any mention of outputs in an
outcome statement should be used only as supporting
evidence of the work that was done and that LEAD to
some type of demonstrable change. Speaking of
change…

How do we define/demonstrate change?
There are three types of “change” that NIFA uses to
classify outcomes:
Change in Knowledge: Occurs when a participant
(scientist, trainee, citizen, etc.) learns or becomes
aware.

Change in Action: Occurs when there is a change in
behavior or the participants act upon what they have
learned (adoption of techniques and methods or a
change in practice).
Change in Condition: Occurs when a societal condition
is changed due to a change in action.

Remember Your Audience
Please write in plain language and write for the
audience. Keep in mind that your true audience for
these progress reports is composed of multiple parties:
Congress; communications staff who need to market
your accomplishments to stakeholders; accountability
staff who need to quickly locate and show evidence of
past performance in budget documents which are
submitted to USDA administration, White House
administration, and Congress.

As you write for the audience, ask yourself:
What is/was the issue being addressed?
What has been done?
What difference do the results make?
What is the public value?
Why is the project important to constituents?

Demonstrating Public Value is Key
What do we mean by public value?

Public value highlights for decision makers why your
initiative is important and why continued formula and
non formula (including competitive) grants are vital to
supporting sustained results and future initiatives.

When writing to highlight public value, ask yourself:
Have I included at least ONE SENTENCE in the
qualitative description of my results that demonstrates
a positive change/impact on the surrounding
community, state, or region? Another way to think
about it is this: Write your outcome story as if it will
need to grab people’s attention on the front page of a
newspaper; make it clear that THIS story has an
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IMPACT on people/the community/the state.
Basic Tips & Reminders on Writing Good Qualitative
Impact Statements

Include simple quantitative information:
The best qualitative descriptions of impacts are
usually only about a maximum of 6 sentences. One of
those sentences should succinctly highlight easily
understandable quantitative results. For example, the
public value in a qualitative statement can very easily
be seen by many audiences with a simple statement
of “this research suggests a potential estimated
savings of $100/acre/month, or over $1M per year.”

Show the progression that led to your results:
In addition to highlighting a quantitative impact, the
qualitative description should show a progression
(literally in the order of your writing) between what
the issue was, what was done about it, and what the
results were. Once you’ve confirmed that you’ve
demonstrated good progression, take a second look at
what you wrote. Can you home in on at least ONE
sentence that a reader could look at and say, “THAT is
why this funding is important.”

Have you told a story?
Overall, the 6 sentences that compose your
qualitative statement should tell a short story, one
which effectively combines quantitative measures
(see example above) with qualitative description of
what the issue/problem was, how it was addressed,
and what the results were. Remember that good
qualitative descriptions are not just listings of data,
survey results, outputs, etc.

Mind your writing style:
Be direct and to the point NIFA encourages brevity!
Don’t make language overly formal or scientific to the
point of being obscure. If you must use scientific
language, please also explain how this benefits the
constituents.

Remember, we use your outcome statements for
many purposes and they reach many types of
audiences, many of whom do NOT have scientific
backgrounds! And your project accomplishments will
be searchable by the general public through the
Research, Education, and Economics Information
System (REEIS). It needs to be understood by all.

Summary on Writing Better Outcomes
Make sure your outcomes and impacts are results
that are measured by data that show change(s) in
knowledge, action, and/or condition.
Remember that outputs (which are also important)
are “products” that are sometimes good to include
in your outcome statement but are not necessarily
changes themselves. Outputs are merely data that
support the change(s) you are describing.
Show progression between the issue, what was
done about it, and what your results were.
Write for the audiences that make decisions on your
funding (Congress, USDA headquarters, constituents
who influence legislators).
Use plain language and be brief.
Show the public value!

Contacting the REEport Staff at NIFA
The REEport Customer Service team and technical
staff at NIFA are committed to responding to all
inquiries as fast as possible. To help make this
happen, please use the main REEport email
address: reeport@nifa.usda.gov.
You may also call the CRIS/REEport Hotline at 202
690 0009.

Additional Resources
Visit the REEport Implementation web page at:
http://www.nifa.usda.gov/business/reeport_imp.
html
Sign up f o r the Repo r t i n g Web
Con f e r e n c e s e r i e s . RWCs cover the most up
to date REEport information and allow you to have
your questions answered in real time by the
REEport Staff: www.nifa.usda.gov/rwc.

CALENDAR
All dates are 2013
April 11 – NIFA Reporting Web Conference, 2:00 pm
April 15 – CRIS Webforms Blackout Begins
April 26 – NIFA Portal Blackout Begins
May 6 – REEport Deploys and is Open for Business
May 6 – REEport and POW Session at NERAOC


