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Outline of Presentation

▪ Why tell your story?  What is the story?

▪ Who are the stakeholders?

▪ Vehicles for telling your story?

– Traditional methods 

– E-health, including social media

▪ Examples of successful stories

▪ Resources 

▪ Recommendations



Why Tell Your Story?

▪ Education and promotion

▪ Visibility and credibility

▪ Accountability and evaluation

▪ Create support 

▪ Mobilize resources

▪ Foster an exchange of promising practices

▪ Communication and marketing 

CDC Office on Smoking and Health (2016)



Public Health Functions/Essential Services

▪ The Future 

of Public 

Health (IOM, 

1988)

▪ Relationship 

of 3 core 

functions to 

10 essential 

services 

Public Health 
Functions 
Project (1994)

7



Frequently Asked Questions 

about Successful Stories

▪ What should be included?

▪ What methods should be used for telling the story?

▪ What should be the length of a written story?

▪ Which online and social media methods should be used, if any?

▪ What charts, graphs, tables, pictures, etc. should be included?

▪ What opportunities exist to tell stories with others?



What is a Success Story?

▪ A clear description of your program’s

– Progress

– Achievements and impact

– Lessons learned

– Future directions

▪ A request for action: What would you like the stakeholder audience to 

do after learning about your story?

CDC Office on Smoking and Health (2016)



Contents of Successful Stories

▪ Rationale (problem or issue) – significance of program to clientele, 

community, state, etc.

▪ Objectives and methodology – What do you want to accomplish 

through your program and what methods did you use to collect 

information?

▪ Program results 

– What happened as a result of the program?  

– What are the major or significant findings/results of the program.



Contents of Successful Stories

▪ Program impact 

– What impact did your program have on participants, 

families and communities?

– Have people learned new things and are they using them in 

their day-to-day life?

– Are people doing anything differently than they used to do 

before?

▪ Future potential 

– What potential does your program have in the future?

– What is your program’s contribution to society?

Radhakrishna, R.B. (2002)  Journal of Extension, 40 (2)



Who Are the Stakeholders?

▪ General public

▪ Health providers

▪ Health purchasers

▪ Health systems

▪ Academic community

▪ Advocacy groups

▪ Business

▪ Policy-makers

– Local

– State

– Federal

▪ Partners

▪ Public agencies

– Local

– State

– Federal

▪ Community 

organizations

▪ Consumers and 

families

▪ Funders

▪ Other



The Public Health System

Institute of Medicine (2003).  The Future of the Public’s Health

Assuring the 
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Know Your Audience

▪ Know your audience before you write and/or disseminate your success 

story?

▪ What is their perspective?

▪ What are their interests, needs, concerns, likes and dislikes?

▪ What is your ASK or what you would like them to do after learning your 

story?

▪ What methods of telling your story work best for your audience?



Telling Your Story: Traditional Methods

▪ Project briefs (1 page, 2 pages, longer)

▪ Infographics

▪ Newspaper articles (news article, editorial, letter to 

the editor, etc.); press releases

▪ Journal articles

▪ Blogs/commentaries

▪ Conference presentations

▪ In-person meetings with presentations

▪ Television and radio



Format of Written Success Story

▪ Elevator story (1-2 sentences or 60 

seconds)

▪ Paragraph spotlight

▪ One-page success story

▪ Two-page success story

▪ Full brief

▪ Published article



Components of 1-2 Page Success Story

▪ Title

▪ Summary

▪ Issue/challenge

▪ Intervention/solution

▪ Results/impact

▪ Sustainable success

▪ Specific ASK

CDC Office on Smoking and Health (2016)



Title of Success Story

▪ Simple, jargon free

▪ Captures overall message and success of story

▪ Should get one’s attention

▪ Use action verb to bring a story to life

– “Health Care Providers Trained as Caretakers of Future”

– “Families of Individuals with Disabilities Enjoy Community Events”

– “Youth Committed to Health Care Careers”



Formatting Tips

▪ 1-2 pages or less work best

▪ Keep paragraphs short (and maybe use bullets)

▪ Use plain language – no jargon

▪ Use data visuals (infographic, “call-out” box, etc.)

▪ Include references for data and a few cited publications at the end or as 

a footnote

▪ Provide contact information for your organization

▪ Connect to website and social media sources for further information



HRSA MCHB Centers of Excellence





▪ Pictorial visual display of success story

▪ Increasingly popular and used in major newspapers and magazines

▪ Captures and holds attention

▪ Works well in today’s complex world with growing bits of information

Infographics



Infographic MCHB MCH 

Workforce Development





Infographic Healthy Tomorrows





Newspapers/Press Releases

▪ Write letter to editor

▪ Write editorial

▪ Invite news people to program for special events (especially those with 

local, state and federal policy-makers)

▪ Create a trusted relationship with news reporter

▪ Good method for local community awareness and support; can be used 

over time with social media and other methods



Television and Radio

▪ Invite to special events for coverage (especially those with local, state 

and federal policy-makers)

▪ Create opportunities for consumers and clients to tell their personal 

stories

▪ Develop a trusted relationship with TV and/or radio personalities

▪ Can use radio and TV coverage on website and on social media



In person Meetings

▪ Come prepared with success story (following outline of 2 page 

summary)

▪ Maintain eye contact and a “warm” conversation voice 

▪ Use flexible approach to presenting your story in response 

▪ Listen carefully and answer questions or promise to get the answer if 

more information is needed

▪ Leave a 1-2 pager behind 

▪ Follow-up with written note and/or e-mail to the individual



Telling Your Story: E-Health Methods

▪ Website

▪ Social media

– Facebook

– Twitter

– Linked in

– You Tube, Instagram, Pinterest, etc.

▪ Apps on mobile devices (phone and tablet)



Electronic Story Telling

▪ 80%+ of Americans are online; higher % for professionals and 

policy-makers.

▪ Could use Facebook; More than two-thirds of Americans, 

specifically 68%, use the service, a (Pew Research Center, Mar 1, 

2018).

▪ Could use Google; 47.3 million U.S. adults or 20% have access to a 

smart speaker in March 2018; 86% overall used Google in October, 

2017 (54% used it several times a day and 13% once a day).

▪ What are potential uses of these platforms for telling your story?



Website on the Internet

▪ Necessary in today’s communication and professional world

▪ Major source of information for many; access to written success stories

▪ Linked to social media and other forms of sharing information

▪ Important for many types of audiences

▪ Must be maintained with updated information

▪ Should be appealing to readers (i.e., visually gets your attention and 

easy to navigate)



Website Example on the Internet



Website Example on the Internet



Website Example on the Internet



Facebook

▪ Good for specific audiences (i.e., general public, professional groups, 

etc.)

▪ Can create special page for groups (i.e., AutismSpeaks, American 

Public Health Association, AUCD, etc.)

▪ Can link written material to website and other social media platforms

▪ Ability to have a Facebook page depends on policy and rules of the 

program’s organization

▪ Needs an active user plan to release new material and/or triage material 

on group page



Facebook Examples



Facebook Example



Facebook Example



Twitter

▪ Good for specific audiences (i.e., general public, professional groups, 

etc.)

▪ Can connect for twitter chats

▪ “Research” tool that is more immediate than listservs and e-mail

▪ Can share information from other social media platforms and link to 

internet webpage

▪ Ability to have a Twitter handle (@twitter) depends on policy and rules 

of the program’s organization

▪ Often used in meetings to share learnings

▪ Needs to have an active user plan on release of material



Twitter Example



Twitter Example



Twitter Example



Website Example on the Internet



Facebook Example



Twitter Example



Buttons and Badges

Interdisciplinary 

Technical Assistance 

Center

MCH Navigator

Association of 

University Centers 

on Disabilities



Other Social Media

▪ Instagram, You Tube, Pinterest, etc. 

– Good for general and professional audiences 

– Link to website and other social media

– Needs a person to monitor content

▪ Linked in

– Professional network

– Now has platform for information sharing (similar to Facebook and twitter)

▪ Ability to use social media platforms depends on policy and rules of the 

program’s organization



Summary and Conclusions

▪ There are many methods for telling a success story

▪ Know your audience and story before selecting the method(s)

▪ First hand experiences and data visualization help to tell the story

▪ Using multiple methods work best in telling your story and getting a 

positive response to your ASK

▪ Electronic (e-health) and mobile (m-health) methods are increasingly 

used today

▪ Telling the story of a group of programs should use a coordinated 

approach



Shaping Effective Public Health          

Programs and Policies

KNOWLEDGE        
BASE

POLITICAL 
WILL

SOCIAL          
STRATEGYSource: Richmond & 

Kotelchuck, 1983



Recommendations

▪ Prioritize the steps in “telling your story” on a regular basis

▪ Select the best method(s) for a specific audience

▪ More than one method repeated over time about the story will be 

needed to get your ASK

▪ A coordinated systemic approach with written materials (in standard 

formats), website linkages and social media (with a common 

badge/logo) is needed to make an aggregate ASK for a set of programs



Resources

▪ MCH Navigator https://www.mchnavigator.org/about/

▪ Social Media: Changing Communication and Interventions in Public 

Health (University of Albany SPH) 

https://www.youtube.com/watch?v=arcN4pewlCA

▪ Health Communicator’s Social Media Toolkit 

https://www.cdc.gov/healthcommunication/ToolsTemplates/SocialMedia

Toolkit_BM.pdf

▪ CDC Site on Telling Success Stories and Communication Tools 

https://www.cdc.gov/nccdphp/dch/success-stories/index.htm

▪ Impact and Value: Telling Your Program’s Story 

https://www.cdc.gov/oralHealth/publications/library/pdf/success_story_w

orkbook.pdf

https://www.mchnavigator.org/about/
https://www.youtube.com/watch?v=arcN4pewlCA
https://www.cdc.gov/healthcommunication/ToolsTemplates/SocialMediaToolkit_BM.pdf
https://www.cdc.gov/nccdphp/dch/success-stories/index.htm
https://www.cdc.gov/oralHealth/publications/library/pdf/success_story_workbook.pdf


Resources 

▪ CDC Office on Smoking and Health (2016). Success Stories: Combining 

Storytelling and Data to Show Your Program’s Impact (Gomez & 

Marshall)

http://www.tacenters.emory.edu/documents/netconference_docs/SE201

6/0524126_Success-Stories-Coffee-Break.pdf

▪ National Collaborating Center for Methods and Tools (McMaster 

University)  http://www.nccmt.ca/knowledge-repositories/search/133

http://www.tacenters.emory.edu/documents/netconference_docs/SE2016/0524126_Success-Stories-Coffee-Break.pdf
http://www.nccmt.ca/knowledge-repositories/search/133


Thank You for Telling Your Story

Deborah Klein Walker EdD

Debbie.walker@earthlink.net

@DKWpublichealth

617-240-3810
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