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Ev Wn and Social Marketing

Sygfem of Care ==

Building Family Organization
Capacity for Family
Designed/Family Driven
Evaluation & Social Marketing

'JeffCan ilyASupport Network

ﬁ'weate a comprehensive &
seamlessisystem of care through
commuinity, partnerships formed by
families;youth, family-serving
agencies & systems.

¥

amilyAelganization
(6%0] , Manages, & Markets the data for
-

=PUBlic Accountability
mQuality Assurance
mSustainability

aVust su'pp'ort Vision and Mission
u Must¥se deable
m RESOUICES
m Tiechnicall Assistance
m Achievable skill sets
m Sustainable
m Must be Family Designed/Family Driven

¥

NJEfiCaNzamily Stpport Network

Wdes advecaey, support &
Wiieparelid te families raising children

withpmental health needs

m Advocatestior a SOC in Jefferson
County,

m Provide family voice in the community

¥

JFSN@' Jihe"Database For:
ﬁmerwsmn

-Fldejgy?o Wiraparound
m Build"System Partners
m Sustainability
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| Bartngishipsiare Key!
ilﬁ@yation & SogialMarketing support

the Fammily,Org. & its Database: ma'se |: Evaluat|on
u Deﬁbn -
m Develop
m Test
= Implement
= Market

What Can Evaluation Do To
Support the Family Organization’s
Sustainability Efforts?

21|z Upperting the Family Org.:
| &5 Ipgerigy y Org

family organization sustain an -G@'ﬂg onl thersame “Evaluation” page
eveluaienieifort beyond the grant? u Tellltheirstories through data

u Can asfamily organization collect, o N Butcome Data
manage;, and report on Service Data? ,
m Local Senvice Data

m \What toels/training will be necessary? i "
m Manage “their local outcomes

m Can evaluation provide a data collection , ¢
system in a time frame that supports m Develop sustainable evaluation strategy
the necessary learning curve?

4 3 | F

e w‘ry Org! Datahase | famimfg. JEValiation Strategy
uj efe;al o
_ IMEND
] Curre%Coﬂtact Information
u| WirapaneundkServices
m Other Senvices
u Flex Funds -
m Supplementary Funds = Accountability
= Acuity
= Match Tracking

l@j@ct, Vianage; & Report service data

m Utilizetatienal & local service data for
sustailebility, efforts

m Continuerevaluation process after the
grant




8eNilz Social
ajk\eting

Using the Data to Market
the Family Organization

¥

.:Fafhijm..Ma‘rkets To:

SOC Partiers
miVentaiNEealth
= Childi//eliare
m Juvenile Justice
m Education
u Grants
= Foundations & Corporations

m State & Local Public Sector Grants & RFPs

SENIN: Beyond
i (i'(arant

Are Children & Families
Doing Better?

hawzirgily.@rg. Goal?
l@gs;ain =

-
m Lor@ Service Data (Database)
+

(£

= National Outcome Data
+
m Social Marketing

| .
Wi cDONNE Need?
| iRRETErals u| Demographics
m ReferraI‘So&rces = Race/Ethnicity

u Noy offE=amilies = Age
Served = Family Income
m Risk Factors m Wraparound
m Diagnosis m Flex Funds
= No. of Systems = Advocacy Services

Involved m Service Gaps

Welgeire Und & Family
CAdvogagy o~

-m tAork?.

= CBCL?
= Anotherinstrument?
u [s it Cost-Effective?
= Out-of-Home Placement?
m Cost Data?




reREeImErEamIly Evaluations:
A I(ml@(to,dete‘rmine the future

ﬂiw’pwing thelast six years of data
u Addingfadditional survey data to the

datalgse?

= FSQ

m FAD

= CGSQ

= Wraparound Fidelity Tools

m Strengths-based approaches

Ouick Review
off the
Family: Org.’s Database

ENT OF HEAI AND HUMAN SERVICES
and Mental Hea ervices Administration
I Health Service:



