T Navigate360 + Starfish + Edify + Rapid Insight
CO N\l EC ED 24 - Transformation Lab

Telling Your Story: Sharing Your
Technology Wins in a Meaningful Way

° O ® ® (B)EAB

@ ® ﬁ‘




Meet Your Presenters

JM Alatis Josh Rosenblat

Strategic Leader, Navigate360 Senior Strategic Leader, Navigate360

JAlatis@eab.com JRosenblat@eab.com


https://www.eab.com/

Inspiration from Lynn University
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Source: EAB interviews and analysis
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Storytelling Ensures Continued Investment

Driving Key Buy-In Across Campus and Beyond

Finite resources mean we need to prove the impact of
our people, processes, and technology

There is a lot of great work happening across your campus. Effective
storytelling can help you ensure the right people receive the right message
about your work.

Sample Technology Storytelling Needs:

Demonstrating the impact that outreach through Navigate360 is having on
students

Proving that Starfish tools are saving advisors time during peak advising
Using APS data to advocate to fill or add a faculty line
Showing how Edify is improving data reporting compliance

Convincing users that Rapid Insight data tools have automated a previously
arduous process

Storytelling can
generate...

Awareness

Recognition

Buy-In

Support

New ideas for
even better results



https://www.eab.com/

Storytelling Works for Moments Big and Small .

You likely think of storytelling for the “big” moments such as annual
reviews, presentations to executives, or required reporting.

But it is also crucial to story-tell on a more day-to-day basis, whether
crafting an “elevator pitch” to promote your work on campus,
showcasing smaller wins to build buy-in, or explaining the power of
resources to engage with students.
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Storytelling Helps Cut
Through the Noise
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target="_blank">Domo</a> and Statistic Brain
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“u

Tellus in 1-2 words: What makes a good story?

Nobody has responded yet.

Hang tight! Responses are coming in.

-. Start the presentation to see live content. For screen share software, share the entire screen. Get help at pollev.com/app

©2024 by EAB. All Rights Reserved. eab.com
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Storytelling Best Practices
What to Focus On When Sharing Higher Ed Technology Wins

Sharing

in a meaningful
way

Choose formats
carefully

Focus on the why

Use data Get personal
effectively

Tailor to fit your
audience
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1. Focus on the Why

Why does this story need to be told?

What are the key, top-line
takeaways or the
message of the story that
needs to shine through?

What do you need or want to
have happen as a result of telling
this story? What do you want
your audience to do, feel, or react
with? What is the Call to Action?
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2. Use Data Effectively

Help Your Audience Focus on What Is Most Relevant

You don’t need to include ALL Ask Y If
the data to be effective S ourself...

What visual is right for this specific information?

10-20%
' Consider different graphs, progression charts, or
other visuals.
Emphasize the most crucial data

What key metrics do I want to clearly call out?

Senior leaders should be able to glance and see
important stats right away.

0
80_90 /0 Will this visual be easily understood by someone
unfamiliar with this work/this data?
Integrate the rest of the data into
your story or put it in an appendix

Keeping things clear and concise and providing
additional context where needed will make your
story most effective.
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3. Tailor to Fit Your Audience

Consider What Is Important to Them

“I'd like to see digestible

data points that portray what
I see in my own database.”

Institutional Research

Dean

I want to see cross-
departmental
impact of student
success work.”

Department Chairs

"I want to drill down to .J
individual student
experiences.”

"I need to see how the student

experience is impacting or is
impacted by academics.”

Provost

President

"I want to quickly
understand what’s
happening across
campus and what
efforts we should be
highlighting.”

Students

I_, "I want to know what
resources are available to me
and if my peers have found
them helpful.”
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4. Get Personal

Higher ed is about people, so our stories are strongest when they include personal impacts and anecdotes (with permission
of course).

Student . Faculty Headshots
testimonials Survey quotes
feedback
Images
Videos
e
) examples Jors,
Social - . details
Media Graphs
and charts
Compiled Newsletters

case studies
compendia
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Inspiration from The Ohio State University

Navigate360 Partner

 HUMBER OF DISTINCT STUDENTS WITH RECORDED APPOINTMENTS AMBASSADORS AND TRAINING BAGE 8

Ambassador Testimonials

"The OnCourse Ambassador Program reinvigorated my

pacE 2 STUDENT APPOINTMENTS AND MESSAGING excitement for working with data and to be specific my
vt 10 ability to analyze and utilize data. The program showed me
WE HELP STAFF | 48263 students had 157,558 that | can be creative, future oriented, problem solver and a
“ STUPPORT value creator in my role as an academic advisor."
oo STUDENTS ‘

~Mohamad, Such, Advisor (Fisher College. of Business)

"As an Ambassador, | was able to create something
useful for my team. Conversation around my project
also expanded how our team uses OnCourse. The
program also gave me the opportunity to meet more
Academic Advisors and other staff from all our
campuses. | feel much more connected to the
community at large from working with these wonderful

ANNUAL
REPORT

people.”
APPONTHENT SCHEDULING AND STUDENT USE - Leslie. Eisherg, Academic. Mentor (ATI)
In academic year 2021-
2022, students whose .. o In addition to appointments, Ohio State leveraged email
prograss reports aasing Grare and text messaging to reach students. Using OnCourse, R .
indicated they ware at e staff sent 762,049 emails and 43,469 text messages to | joined the ambassador program just 2 short months
e e (ERSStdenESthge ey AT R after | started at Ohio State-Lima. This was a great
sourses andedup @ opportunity as a new employee to learn the ins and
passing of their -
courses with a C-or / \ outs of a system | would use regularly in my position.
’ better. w e O @ Each of the topics | learned along the way allowed me
T - T "C‘ - [ U* to track various aspects of my daily routine in an
0 THE OHIO STATE UNIVERSITY = Mirked 2 “AL Rk ofFailig Coursa’ \ / effective and efficient manner. Some of the most
f JOENT ACADEM H 12500 @ beneficial topics were creating campaigns to target
& 10000 - : R ; B
€ o specific populations during different times of the year.
§- 5,000 ~Uilliam. Foster, Advisor (Lima)
2 2500
. R |
S0 AU Sl AUl SR SR

Source: EAB interviews and analysis
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5.Choose Format(s) Carefully

What tools or techniques will you
use to tell your story?

« Do you need a presentation, report, video, or
elevator pitch? Consider:

- Your audience’s characteristics and
preferences

- What story elements you are looking to
highlight (data, testimonials, visuals, etc.)

- How engaging the story format will be
* Do you need more than one story format?
» Who is/are the best person/people to tell this

story?

» What is the optimal timing?
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Inspiration from Rochester Institute of Technology

Starfish Partner

Biannual Newsletter

Electronically delivered to entire
faculty and staff during third
week of fall and spring semesters

Mix of Content

Personal student success
impact stories in addition to
overall data

Engaging Design

Easy to read critical info

User Survey FAQ’s
ANSWERED

Inspring 2022, their experi Beloware
. ; o oo

appearin orange i biuse bbbk

What Students Said
of the students who receiving an alert indicated
theinstructorincl personalized comments. Of those:

72% expressed that

the instructor cared about their successin the course

Aditionally. the stuck

roview tarfish

82% .éhs hs(ru:grémmanhwan helpful

Advisors & Instructors Agree Alerts are Effective for:

InStarfish, epor

betwen progress reporis can be found here:

nstructors

92% [Rabttirroiall 83%
92% e ol 77%

InStarfish

| Additionally
oo 90% 70%
ciick Tracking.

student. prioritizing outreach to getling students’ attention

students who are struggling

Option 2 On the Trackingtab, A
areliste Youcanadd orsaarch thelistfora particular student o view

their alerts.
~

Source: EAB interviews and analysis
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Inspiration from Pueblo Community College 20
Navigate360 Partner

EAB - . " Impact Highlights

[LIVE WEBINAR] Learn what strategies Pueblo Community College employed to 11.2% 191% 427%

boost enroliment by 18% in four weeks. #commcollege #emchat #enrollment Increase in facuity response rate to progress  Increase in faculty advising appointments Increase in Navigate app usage
reports scheduled

-
L-A_g-(, 6 )?)UNDCLOUD

d
Watch later Sharﬁ

|

How Pueblo College ... «

\\

€& o FagvlbandSEfERAtRE hieploy Campaign:

nd small group tech trainings

@5,

Ll OFFICE HOURS

Progress is better than perfection

Maximize impact by not expecting 100% participation and leaning
on people who were the most interested in learning something

3 new.

efollbe S -+

Source: EAB interviews and analysis
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Remember Effort vs. Impact

Effort vs. Impact Matrix

High 1t

Impact

In-depth presentation for
executive leadership

Social media post on

Low

popular channel

Effort High
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Inspiration from College of Lake County:
EAB Community Post

Eric Tammes

Good news from CLC: when ideas become reality

It's easy to get stuck in story
design decisions

When in doubt, keep it simple!

Source: EAB interviews and analysis
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Please Turn to Your Worksheets

CONNECTED24 CONNECTED24

Telling Your Story Telling Your Story

1. Plan 2. Act (continued)

-
What story do you want ta tell? What story do you need to tell? k 1 o t
Tailor for Your Audience fake ~ minutes
Wha is your audience? t I t
Wihat does your audience care about?
What parts of the story should you focus on based on your 1 a n d 2
2. Act audience? L

e Focus on the Why
Why this story? Get Personal

@ what "haok” can help capture and keep your audience’s
attention?

What are the key, top-li
story that need to shir

.
Take ~5 minutes
.
At oo ot ovs g et o to discuss pages
Choose Format(s) Carefully
O SO @ ko ot Ay et s 15 sty 1 and 2 with

What data do you have readily accessible to you? o u r ta b I e
What secondary, tertiary, etc., formats should you also consider? L]

What data do you

d additional support in accessing?

Do you need to partner with anyone to create these formats?

What does the data show?
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Please Turn to Your Worksheets

CONNECTED24 _ le2aainns

Take the next 5 minutes to begin sketching
out your story, and jot down a few ways you
might measure its impact.

Draft/Sketch Out The Beginaings of four Stary
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Storytelling Best Practices
What to Focus On When Sharing Higher Ed Technology Wins

Sharing

in a meaningful
way

Focus on the why Choose format(s)

carefully

Use data Get personal
effectively

Tailor to fit your
audience
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CONNECTED24

Share-Out and Questions
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Other EAB Resources and CONNECTED Sessions

The Community

The Community - networking.eab.com

A great place to share your stories and get
feedback from your peers! Available to
Navigate and Starfish partners.

EAB

Experiences

Other CONNECTED Sessions

Quantify the Impact of Navigate360/Starfish
Interventions

Monday (1/22) at 1:00 p.m.

Democratizing Data with Tailored Data Centers
Monday (1/22) at 1:00 p.m.

How a Residence Life and Housing Care Unit
Provides Holistic Student Support

Monday (1/22) at 2:30 p.m.

Transformational Leadership Teams: Impactful
Strategies to Advance Student Success Priorities

Tuesday (1/23) at 9:30 a.m.


https://www.eab.com/
https://networking.eab.com/network-groups

29

Complete Session Evaluations

1214 ol T @

} Your feedback is important to us, shewe @
please take a few moments to e —
tell us about your CONNECTED
experience.

Filter -

1213 wil T

Session Details

Opening Keynote: Creating Our
Future: What's Next for Student

. . ) o Success?
Evaluations are available in the
event app by clicking on a session

and then clicking Survey.

((((((

Need help with the app?
Stop by the information desk! " 5 # @ =
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CONNECTED24
L3

Join us tonight for a
CONNECTED Celebration!

Join us at 5:00 p.m. in the Aurora Ballroom B-D to
celebrate with your colleagues and peers.

Bites, drinks, and fun provided




Next Up: Lunch!

Head straight to Aurora Ballroom A located on the 2nd floor.

Lunch is being served family style - it’ll be ready for you at your table.

Refer to your badge to locate your table number. There will be staff on
hand to help direct you.

31
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EAB

202-747-1000 | eab.com

o @eab @ @eab_ 0 @WeAreEAB @eab.life
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