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GOALS



GOALS

Increase awareness of CIMHD

Build a larger, stronger community of supporters
- Increase donations and the existing donor base
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PROCESS



PROCESS

CIMHD
Colleen Dillion
Elizabeth Nelson
Emily Meredith
Miriam Hirschstein
Susan Speiker

BOARD
Cynthia Huffman
Victor Place (Navos)
Yaffa Martiz

SCHOOL OF NURSING
Patti Brandt
Phillippa Kassover 

CHDD
Mike Guralnick

DONOR
Emily Anthony (Specialist)
Julie Nagel
Lisa Mennet

STUDENT
Sandy Hill
Soleil Boyd
Suzanne McCallum
Virginia Buccola-Tournay

GRANTOR
Phyllis Glink (Irving B. Harris)

SERVICES
Jim Ott (King County)

20 qualitative 1-on-1 interviews
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FINDINGS



FINDINGS

The Summer Retreat was a great first step
- Began the process of developing a long-term strategic 

mindset
- Gave staff members an opportunity to connect and build a 

stronger sense of team and community
- Provided a chance for alignment on vision and mission

However, it is a first step…
- The CIMHD needs to tell its story in a clear and 

compelling way
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FINDINGS
Challenges

- Internal – funding, culture, and organizational context

- External – awareness, communication, and engagement
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The CIMHD is not without its challenges



FINDINGS
Internal Challenges

The Irving B. Harris Foundation Grant ends August 
in 2013

- There are currently no apparent replacements for this 
funding

- The fragility of the CIMHD’s funding is now top-of-mind
- This creates clarity and urgency over many of the 

challenge the CIMHD is facing
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FINDINGS
Internal Challenges

Low Morale

“Make or Break” feeling

Limited Bandwidth

Sense of Isolation
- From one another, from the UW community
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How does the CIMHD fit into the School of Nursing?
- Each feels the other should be doing more, acting 

differently
- Because a solution has never been obvious, the problem 

has mostly been ignored
- Tension is potentially creating negative impacts and lost 

opportunities

FINDINGS
Internal Challenges
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Fragmented and disconnected community of 
supporters.  Contributors include:

- Changes in staff, programs, and areas of focus
- Inconsistent engagement and communication
- Lack of understanding on why or how to engage

FINDINGS
External Challenges
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The perception is that the CIMHD has very low 
awareness

- And those who do know us have a limited understanding

FINDINGS
External Challenges
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Should the CIMHD be getting more credit for its 
contributions?

FINDINGS
External Challenges
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Program affordability and diversity
- Tuition is seen as a barrier to increasing interest and 

enrollment
- Lack of ability to provide appropriate scholarships
- Costs are also limiting access, effecting the student 

composition in the certificate program

FINDINGS
External Challenges
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FINDINGS
Assets
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The CIMHD has many assets that can be leveraged



The staff of CIMHD
- Passionate, dedicated, smart
- Great respect for others work

FINDINGS
Assets
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A base of supporters is waiting in the wings
- There are a number of individuals who believe in the 

important work the CIMHD is doing, and have an interest 
in giving their support
- Current students
- Past students
- Board members

FINDINGS
Assets
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Affiliation with the University of Washington
- As an internationally respected institution, the UW can 

lend strong credibility to the CIMHD

FINDINGS
Assets
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Certificate & Training Program
- Strong sense of value is recognized by both past and 

current students, as well as those aware in the general 
infant mental health community

Research
- The research the CIMHD is doing lends credibility
- Is there an opportunity to take the research to a broader 

audience?

Online Courses
- Expanding reach of the program and its potential pool of 

students

FINDINGS
Assets
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The CIMHD is truly unique
- Infant Mental Health represents a niche industry within the 

early childhood spectrum
- Within that niche, no other groups truly offer a similar 

combination of legacy, scope, grounding and impact

FINDINGS
Assets
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FINDINGS
Opportunities
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The CIMHD can begin to overcome many challenges by 
leveraging these assets



There is an opportunity to be the authority in the 
infant mental health community

- The CIMHD as the thought leader on infant mental health, 
positioned as “the center” of this community

- This potential is recognized by all audiences with context 
for the CIMHD’s work 

FINDINGS
Opportunities
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Develop a CIMHD story that is emotional and 
compelling

- People want a clear and consistent way to share the 
CIMHD’s story and communicate its value

- This has the potential to align staff, attract students, and 
engage supporters and funders

FINDINGS
Opportunities
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Galvanize existing support base
- The existing support base has a desire, and some 

capability to provide support
- They will not engage on their own.  They need direction—

to be approached, given a compelling reason and way to 
get involved

- Communicate a sense of urgency

FINDINGS
Opportunities
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Are there potential gains from forging a stronger 
relationship with the School of Nursing?

FINDINGS
Opportunities
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Should the Board be tasked with a portion of the 
fundraising responsibility?

- Give the board a clearly defined fundraising goal

FINDINGS
Opportunities
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FINDINGS
Attributes

Humble
Academic
Guiding

Kind
Homogenous

Leading

Soft-spoken
Effective

Knowledgeable
Unsure

Encouraging
Compassionate

Friendly

Collaborative
Loyal 

Introverted
Isolated
Diligent
Curious

The CIMHD is an organization that is:
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BRAND STRATEGY



BRAND STRATEGY

What it is
A stake in the ground in terms of how the CIMHD moves forward 
in building its positioning.  The strategy is the fundamental 
agreement on how we will communicate with our audiences

What it is not
It is not specific copy, headlines or taglines.  It is not language for 
external audiences.
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BRAND STRATEGY
Brand Tools

Brand Position — A statement that describes the target audience(s) 
and their concerns or desires, and how the brand’s primary benefit 
or advantage addresses those

Brand Driver — A distillation of positioning, personality and other 
brand attributes.  The brand driver reduces these to an essential idea 
that drives and unites all brand expression

Brand Attributes — The qualities that should always be associated 
with our brand.  They’re derived from the overlap between our values 
and our audience’s
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For              describes the target audience

Who           describes what they want from us

We Are       describes our business

That            what makes us unique and desirable

BRAND STRATEGY
Positioning
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For  individuals and institutions focused on early childhood 
development

Who

We Are

That 

BRAND STRATEGY
Positioning
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For  individuals and institutions focused on early childhood 
development

Who want their contribution to make the biggest impact

We Are

That 

BRAND STRATEGY
Positioning
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For  individuals and institutions focused on early childhood 
development

Who want their contribution to make the biggest impact

We Are the research, training, and advocacy resource of the 
University of Washington

That 

BRAND STRATEGY
Positioning
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For  individuals and institutions focused on early childhood 
development

Who want their contribution to make the biggest impact

We Are the research, training, and advocacy resource of the 
University of Washington

That is pioneering a proven relationship-based approach to 
infant mental health

BRAND STRATEGY
Positioning
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“Best Possible Start”

BRAND STRATEGY
Driver
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Why “Best Possible Start”?
When CIMHD is at its best, this is what we do: our work assures infants 
receive the best possible start to healthy life-long development. We’re 
acutely aware that healthy infant development rests upon early nurturing 
relationships— these caring relationships, in the first three years of life, 
have profound impact on later development and we’re making more of 
these great starts possible everyday.

Our research translates to best practices and policies in the field. And 
through our training programs we’re building a corps of practitioners and 
providers who address the real needs of families, positively influencing 
these first relationships.   Our commitment to a best possible start extends 
to our students and trainees by equipping them with the practical 
knowledge and relevant techniques to be successful with careers in early 
childhood. 

At the CIMHD, we are all about supporting parents and caregivers to be 
loving and responsive to children’s feelings and needs— giving more 
children their right to the best possible start.

BRAND STRATEGY
Driver
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Confidence

Nurturing

Engaging

Dedicated

Experts

BRAND STRATEGY
Attributes
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Confidence
We are originators, not followers. We are self-assured in our abilities and 
accomplishments. We speak with pride and conviction on matters that are important 
to infant mental health. Through our abilities, experience and reputation we instill 
confidence in others. They know they can count on us. 

BRAND STRATEGY
Attributes
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Nurturing
We are encouraging and positive. We have a strong sense of responsibility for 
children and their caregivers. We listen and always provide the appropriate level of 
support to both the community of people we serve, and to each other. 

BRAND STRATEGY
Attributes
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Engaging
We feel participatory, people want to interact with us. We feel approachable, friendly 
and likeable. We are bringing value to our relationships, and always feel like a 
meaningful connection. We are active in our community and it shows— we know 
what is happening in infant mental health and make sure others do as well. 

BRAND STRATEGY
Attributes
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Dedicated
We exist for no other reason than to improve and promote the mental and emotional 
health of young children. Children’s best interest is at the center of everything we 
do— this is our primary motivation. 

BRAND STRATEGY
Attributes
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Experts
We are unrivaled in our area of focus. We provide a level of unparalleled expertise 
and experience— we are doing things no one else is doing [or can do] to shape the 
future of infant mental health. 

BRAND STRATEGY
Attributes
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NEXT STEPS



NEXT STEPS

Digest & provide feedback
Consensus on recommended brand strategy
Develop Messaging Hierarchy & Segment Personas
Develop Communications Plan
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