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Our Quest (or learning objectives)

m Identify deficits of current practice and theoretical frameworks that influence
story telling.

m Describe 1-2 methods for assessing outcomes beyond satisfaction
surveys and health deficits surveys.

m Discuss 1-2 methods that are effective mediums for marketing data and
story telling.
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Appreciative Inquiry

“"The traditional approach to change is to look
for the problem, do a diagnosis, and find a
solution ...Appreciative Inquiry suggests that we
look for what works in an organization. The
tangible result of the inquiry process is a series
of statements that describe where the
organization wants to be, based on the high

moments of where they have been”

Hammond, Sue. The Thin Book of Appreciative Inquiry. Thin Book Publishing
Company, 1998, pages 6-7.
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Appreciative Inquiry Activity

* What is it you do? e What would you want things to

 What’s working well now? look like(given infinite resources)

e What is it you value most e What’s your vision for the field?

about college health? For your role at your school?

e What are the outcomes of * How should the world view your

your work? work?
f \

Design:
Constructing
 What can you do to
make this happen? WhatBSehouId * What long and short-tem

goals will bring the vision to
life?

* What is needed to bridge the
gap between what’s best
and what might be?

* How are we going to
deliver the design?




What is it that we do
and how do we know
we do it well?

How do we measure
success?

What should we be

asking/measuring to

get at the outcomes
of our services?
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On marketing ourselves: Destiny

m Annual Reports

m Building relationships

m Elevator pitch

m Infographics

m Impact statements

m Stories of success!—using stories of patient, client, program

m Assessment and evidence that show our impact




Elevator Pitch

Effective framework for expanding k
job title

Gets at deeper levels of the “onion”
Builds support

Short and Sweet




WHAT IS AN

INFEO GRAPHC

You are looking at one! Infographics are a fun and quick way to learn about a topic without a ton of heavy reading. There are many different styles
of infographics and data visualizations, but the ultimate goal for all infographics is to be shared. Learn what makes a great infographic, why they

are useful for everyone, some tips to create a viral infographic and the numbers to back it all up.

A data-rich visualization of a story or thesis A tool to educate and inform A way to build brand awareness and
inbound links at half the cost of standard online
marketing campaigns

ANINFOGRAPHICSS:
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Impact
Statements

Health, Counseling and Wellness provide high quality, confidential, accessible, evidence-based medical and mental
health care as well as support optimal personal and academic growth with best practice outreach programs.

Our offices do this through providing direct senvices, promoting healthy lifestyle choices, offering prevention-focused
initiatives and supporting student resilience. Through these efforts we create a foundation for balance, ethical decision
HEALTH & COUNSELTING ¢ WELLNESS making and personal and social accountability.

* Infographic Annual
Reporting
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OUR STAFF

e For internal or external
audiences

UTILIZATION OF SERVICES

e (Captures the “best of what
iIS” in order to advocate for
“what could be”

Students Have the Following to Say

High Satisfaction Rates




Benefactor

Supporter

The good fairy or
the fathful squire

Goal

The princess and
half the kingdom

Hero

The prince on his
white stallion

Beneficiary

The prince on his
white stallion

Adversary

The dragon or the
evil witch
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