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Presenter
Presentation Notes
Welcome and thank you for participating in the Value Enhanced Nutrition Assessment (VENA) webinar.  My name is Donna Hines,  I am chief of the Policy Branch at the National WIC office, I am sitting-in for Debra Whitford -  National WIC Director – who is unable to be here today.  The Food and Nutrition Service is pleased to present the third in a series of webinars with the purpose of revitalizing VENA and to assist State and local agencies in their continued implementation of VENA.  We are very pleased to highlight The Chickasaw Nation WIC Program and their approach to the implementation of VENA – The Power of Influence.  In addition, Texas WIC will  share how they have used The Power of Influence in their WIC operations.

I’ll now turn it over to Debi Tipton and Connie Merriman 



Tapping Into
The POWER

of INFLUENCE

Debi Tipton - Connie Merriman




Clients and Staff

TRANSFORMED...
not just Informed



Presenter
Presentation Notes
Debi:  Our influence project goal is to transform, not just inform, clients.  We want to connect with clients at such a profound level that we are able to influence their thoughts and actions, not just inform them of best practices.  Using VENA as our springboard, we wanted to take our counseling to a higher level.
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Presenter
Presentation Notes
Debi:  Our influence project goal is to transform, not just inform, clients.  We want to connect with clients at such a profound level that we are able to influence their thoughts and actions, not just inform them of best practices.  Using VENA as our springboard, we wanted to take our counseling to a higher level.


Influence: WIC-S

we influence change

1. What are the Six Influence Principles?

2. What do the Influence Principles
look like in the WIC Clinic?

3. Were the influence strategies effective?

4. What did the staff and clients feel
about our Influence Strategies?



Presenter
Presentation Notes
Debi:  Our goal today is to influence you.  We want to persuade you to weave all or some of the principles of persuasion into your clinic experience.  But most of all we want you to feel the excitement we felt as we transformed our WIC program into one of greater influence.  Pam McCarthy and will give you an overview of the influence strategies now as well as examples of what influence looks like in a WIC clinic.  And I will be back to share client and staff feedback on our new influence approach.


The Principles
of Influence




Influence is:

The process of guiding
someone to a new idea,
attitude or action




Shortcuts...

Influence Principles allow us to
make decisions in the absence of
complete information and full

analysis. \X/
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Influence is not:

- Exploitative - Deceptive
- Abusive - Coercive
- Devious
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Could the
Principles of Influence

help change these three behaviors?
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Could the
Principles of Influence

help change these three behaviors?

* Increase Breastfeeding Initiation




Could the
Principles of Influence

help change these three behaviors?

- Breastfeeding Initiation
- Early Introduction of Solid Foods




Could the
Principles of Influence

help change these three health behaviors?

 Breastfeeding Initiation
 Delay early introduction of Solids
e Weaning from the bottle by age one

X
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Influence Principle 1:

- People prefer to say “YES”
{o

- People say “YES” to

we influence change
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Northwestern vs. Stanford
Online Negotiation Study

Which approach was most successful?
1. Strictly Business

2. Initial exchange of social information

wWIC

we influence chang




Northwestern vs. Stanford
Online Negotiation Study

Which approach was most successful?

1. Strictly Business
30% of the time they were deadlocked

2. Initial exchange of social information

wWIC

we influence chang




Northwestern vs. Stanford
Online Negotiation Study

Which approach was most successful?

1. Strictly Business
30% of the time they were deadlocked

2. Initial exchange of social information
6% of the time they were deadlocked

wWIC

we influence chang
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Could this finding
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People tend to BRANDY

|KE and TRUS

other people
like themselves

HESII' Part of my job:

Going home,
and. feeling I
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Influence Principle: Liking

No Masks Allowed!

Be... Real
Be... Authentic
/)\(\/ Be... Fully Present

we influence change




Influence Principle 2:
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People decide what is
appropriate for them to do
in a situation by examining
what others are doing

When in doubt...follow the crowd
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Teen Smoking Study
If Teen is “Troubled”

If parents smoke

If 2 friends smoke

If 3 or more friends smoke

we influence change
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Teen Smoking Study

If Teen is “Troubled”
14x more likely to smoke

If parents smoke

If 2 friends smoke

If 3 or more friends smoke

we influence change
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Teen Smoking Study

If Teen is “Troubled”
14x more likely to smoke

If parents smoke
26x more likely to smoke

If 2 friends smoke

If 3 or more friends smoke

we influence change
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Teen Smbking Study

If Teen is “Troubled”
14x more likely to smoke

If parents smoke
26x more likely to smoke

If 2 friends smoke
1000x more likely to smoke =———

If 3 or more friends smoke
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Teen Smoking Study | .

If Teen is “Troubled”
14x more likely to smoke

If parents smoke
26x more likely to smoke

If 2 friends smoke
1000x more likely to smoke

If 3 or more friends smoke
2400x more likely to smoke YU
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N 'l B B B N B om




Consensus

How could we

harness the power of
Consensus in our WIC clinics? .

wIC—
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Waiting Room Consensus Boards
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Breastfeeding Quiz
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Please check the answers
that best describe how you feel.

When | think about breastfeeding, | feel:

J"ePO
O 1. Breastfeeding does not fit my lifestyle o And
e . a littf adds ¢ Y
O 2. My partner won't like it. Breasts are sexual, not for feeding. }’earse | Nning, Andtgzgméef%t. el women SEXCOrZe with broge Ga
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O 3. My mother didn’t breastfeed and | turned out OK, so why should 1?

O 4. can't wait to bond with my miracle in this way.

When | talk to others about breastfeeding, | say:

O3 1.1 can't breastfeed because | am a single or teen mother

O 2.1 don't want saggy breasts

O 3. | want freedom after nine months of pregnancy bes
. 7 (T . ]
O 4. want to give my baby a "head start" in life ; du €an haye ; do ﬁnsi’ YOu worry Nt breastf,
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When | think of formula, | feel:

0 1. It will allow me to move on with my life.
O 2. It may not be as good for my baby, but it's better for my relationships

O 3. It is important for me because | worry | won't have enough milk
0 4. It's fine for some people, but | want my child to have the best

When I talk to others about formula, | say:

03 1.1 want what is easy, as | move often

O 2. I'm happy | can “party” again

O 3. | formula fed my other children, so formu
O 4. | want to be the best mom | can be, the m

la will be good enough for this child
om | always dreamed of being

bout you and your feeding decision.

* See other side to discover what your answers say a
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Influence Principle 3:
Reciprocity

People feel obligated to
give back to others who
have given to them

wic
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Tipping Stud

One Mint

Two Mints

One + One Mint

we influence change




Tipping Study _
One Mint

3.3% Iincrease
above average tip

Two Mints

One + One Mint
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Tipping Study _
One Mint

3.3% Increase
above average tip

Two Mints

14% increase
above average tip

One + One Mint

we influence change




Tipping Study _
One Mint

3.3% Iincrease
above average tip

Two Mints

14% increase
above average tip T —

One + One Mint N\~
23% increase M/X\

ab_o Ve Veage tip _ we ifluence change
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- Full Attention - Respect

- Solutions (not probiems) - Affection | 1§
- Laughter - Empathy ___ TS
- Encouragement - Cheerfulness
- Genuine Interest - Pride

- Listening - Recognition
- Understanding




Gifts we gave...
KNEE to KNEE

1. Office Arrangement:
allows educator to be

fully present in Nutrition Ed
counseling.

we influence change




Gifts we gave...
KNEE to KNEE |

2. Connection:

establishes a comfortable

climate for sharing concerns
and barriers.




Gifts we gave...
KNEE to KNEE

3. Partnering to define practical
solutions. =

we influence change




Influence Principle 4:

Consistency

Once people make a choice or

take a stand, they will encounter
personal and interpersonal pressure
to act consistently with what

they have previously said or done. M/X\

we influence change




ordon’s Restaurant

“Please call if you cannot
keep your reservation”

we influence change




Gordon’s Restaurant

“Please call if you cannot
keep your reservation”

30% no-show rate

we influence change
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Gordon’s Restaurant

“Please call if you cannot
keep your reservation”

30% no-show rate

we influence change
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“Will you please call us if
you cannot keep your reservation?”

. 1



Gordon’s Restaurant

“Please call if you cannot
keep your reservation”

30% no-show rate

|

“Will you please call us if

you cannot keep your reservation?”

10% no-show rate M/X\

we influence change
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Consistency Amplifiers:

- Voluntary
- Active

- Public
- Write it Down




Consistency Amplifiers:

- Voluntary
- Active

- Public
- Write it Down
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Influence Principle 5

Authorlty

People rely on those |
with superior knowledge
or wisdom for guidance on
how to act

we influence change




Authority Aids for WIC
Titles

Introductions

CEftificates
& Credentials

o | * g B s —
i 8 Demcior Eoucalion
' n g' I March 29,2010 Magic? A Miracle? o (7 & Reflex!

= Baby or the Block

This is to ccrti?g that

Jamie Lee

has compaete,d the requirements for the
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Titles
Paraprofessional

VS
Educator

we influence chang
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Titles of Authority

Receptionist
VS
Director of First Impressions

WK))\(/
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CIOt h ing Which clothing is perceived to

be most credible by clients?




Clothing

And the winner is...

Scrubs are the most
credible clothing for our
WIC educators to wear



Added Credibility

Mention a weakness

In your case
4
wWIC—

we influence chang
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Influence Principle 6:

Scarcity

Opportunities appear more || g=
valuable when they are
less available

M—_;




Disney Movies

- Movies return to the
vault to create scarcity

Most movie sales occur
right before the movies
“return to the vault”

we influence change




Influence Principle:

Scarcity g

FRAME the LOSS — we .
What are you going to miss? - )\«/
wic-

we influence chang




INFLUENCE POWER \



Presenter
Presentation Notes
ROSE – The girls found themselves with the power to connect with clients  in an authentic and powerful way. 

Computers to the side, we sat down and asked the QUESTION.  “ Are there any concerns that you would like to discuss today? 

Clients were sharing and confiding in WIC staff and staff really wasn’t prepared on what to say..  It was important that WE (project manager and team and admin) talked every week and sometimes daily to ensure  and guide the staff on guiding the moms through the nutrition education process using the new tools and discussion techniques.

Our staff was completely present in their work BODY MIND AND HEART. They were engaged and clients were opening their hearts to us.  Everything is coming up roses Right------ WRONG?

Some of us just couldn’t have been prepared. WE KNEW ENOUGH TO KNOW THAT WE SIMPLY KNEW TOO MUCH. The clients sharing and opening there hearts but we ( and I say we) were not prepared for the rush of emotion that came attached to that genuine relationships. But we worked through these things and as a team, we bonded to comfort and collaborate through these times and we opened our hearts.

Our staff became so emotionally invested and wanted to fix the clients problems. Taking them to dinner, painting their apartments.  We knew they needed to know that restoring dignity and respect and being there to listen was enough and listening was the best gift that they could give.  

ROSE- We worked together to handle this small percentage of clients who were in need of a friend. We communicated our feelings about helping and we provided solutions.  We became a staff that talked with each other instead of about each other.  We felt that we were all saving the world but that we weren’t having to do it alone. TOGETHER, became a big 

WE renamed our WIC to be THE DEPT OF MEANING AND PURPOSE.  PRIDE, JOY, tears, fears Strength and stretches were found on a daily basis in our Clinics.
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Influence Research

- Focus Groups
- Formal Research (OSU)
- Regional Training




Formal Research
Results




“l enjoy my
WIC visits”

16%

Increase




“I feel comfort
WIC clinic be
me and my ¢
welcomed an
who we are.’




“The WIC educator

provides up-to-date
information about
feeding children.”

10%

Increase



Breastfeeding
Initiation
Rates

20%

Increase
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Barriers to Cha



Presenter
Presentation Notes
EVERY ROSE in all its beauty and amazing aroma has it’s thorns.  Sometimes its a big thorns that gouges you or maybe its the fine small prickly thorns that you barely feel. Either way, to have a vase full of roses you are going to have to endure a few thorns.
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Presenter
Presentation Notes
The Staff to believe that they can impact lives in such a powerful way and that the small things they do can mean so much

Understanding that with constant opportunity comes great responsibility. Clients became trusting partners and came back many times to check in.




Presenter
Presentation Notes
Some situations required more attention and counseling than our educators were trained to do in the Nutrition Education or certification sessions.

We learned that we were the 911 call in the emergency for that mom.  TELL 911 ANALOGY

Be thankful that you were there and heard that moms plea for help.  GLAD WE WERE THERE TO HELP.


NO GO FOR SOME WIC MOMS



Presenter
Presentation Notes
MOMS who have been on WIC for over two to three years found that the knee to knee was uncomfortable.  They were caught off guard a little and was looking around for the hidden camera.  This was new and different and almost seemed FAKE.

We had been so engaged in computers documenting and printing checks and looking for risks that when we sat down with them and wanted to listen to their problems and nutritional concerns.  OH boy…they just didn’t know what to think

BUT the good news is that news or pregnant moms welcomed it.  They engaged with us and asked questions and shared their routines and were more receptive to the solutions that we offered. They liked setting goals and were ready to commit to new ways of feeding or pledging to wean their child.  They were excited to have help and guidance and a partner in raising their children. 

Super contrast in the moms.
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Presenter
Presentation Notes
DOING IT ALL TAKES TIME BUT IT IS OUR REALITY. The little engine that could.  I think I can ….I think I can.  I KNOW I CAN.   I CAN I CAN.  

Our three behaviors were such a success… We left them wanting MORE.  So we will give them MORE.  Thanks to our gracious SW region, we will give them more tools, more training, more support, more encouragement. 

Our research was for one year and we wanted to be very specific as to what targeted. So three behaviors were all we could do and do well.  But our staff wanted more and they saw how well the tools we developed worked so they were RIGHT to want more.  It is our hope and pleasure to go back a look at the most prominent risks in our region and develop new influence based tools and strategies to address those targeted behaviors.  

DONE is not in our vocabulary.  We will continue to develop more  influential tools and train our staff on influential ways of communicating our nutritional messages. CN WIC will continue to support our WIC staff and be problem solvers  for WIC clients.  


JOB SATISFACTION SOARED

81%


Presenter
Presentation Notes
NEVER LOOKING BACK.  Helping and listening to moms became a part of normal 

They left feeling a sense of meaning and purpose. Their daily routine was not so routine anymore and they left for the day knowing that they did all they could to help everyone that they seen in the clinics.


Influence Monitoring - Site Evaluations

W R S WEmWR WM RS m A s e om

Date _ Clinic Staff

Client greeting was personable and specific to the client.

1 2 3 4 5 Comments:

Genuine liking was expressed to client.

1 2 3 4 5 Comments:

Connection was made with client through knee to knee and use of a
projective technique.

1 2 3 4 5 Comments:

Appropriate Influence Tools were used.
(Such as pledge cards, breastfeeding quiz, consensus board, testimonial DVD,55s DVD, testimonial books)

1 2 3 4 5 Comments:

Staff demonstrated active listening.

1 2 3 4 5 Comments:

Influence techniques were used.

(State the weakness, Frame the loss)

1 2 3 4 5 Comments:

Thorough nutrition assessment was conducted.
(Height/weight/ blood work assessed properly)

1 2 3 4 5 Comments:

Nutrition solutions were offered.

(Using ‘emotional sandwich’ technique)State the weakness, Frame the loss

1 2 3 4 5 Comments:

Nutrition Education materials were given to reinforce discussion/questions.

1 2 3 4 5 Comments:

Breastfeeding promotion/encouragement was given as needed.

1 2 3 4 5 Comments:

Followed all appropriate SPIRIT procedures.

1 2 3 4 5 Comments:

Chickasaw Nation WIC
Clinic Audit Checklist

Site Audited: Audited By:

Yes

No

Date

NA

Comments

Influence principles are evident throughout the clinic

Staft are aware of the monthly nutrition topics and use projective techniques
with the appropriate lead in question

Equipment used to measure height is hung at the proper height.

Scales, hemocues, and measuring boards have been calibrated in the past
year.

Is the equipment to obtain anthropometric and clinical data available and
utilized during certification/recertification?

All clinic staff completing certifications have completed paraprofessional
training or meet the guidelines for a CPA.

The clinic receptionist has completed receptionist training and/or
paraprofessional training.

The clinic conducts follow-up to reduce missed appointments.

The clinic maintains follow-up records in SPIRIT

Clients who miss nutrition education contacts are rescheduled.

Clinic staft are aware of the site no-show rate.

Appointment reminder cards are sent or pre-appointment reminder calls are
made.

Family members are given appointments on the same day.

Are VOC cards accepted insofar as caseload permits and certification 1s still
valid?

The clinic has a nutrition education plan.

Is nutrition information appropriate for client needs and concerns?

Low literacy nutrition education materials are available.

English/Spanish nutrition education and breastfeeding materials are
available.

Clinic staff are aware of the breastfeeding initiation and duration rates for
their clinic.

Receptionists, CPA’s, Peer Counselors, and Nutritionists are Certified
Breastfeeding Educators.

No materials advertising formula are displayed.

Infant formula is stored out of participant sight.

Private space is available for women to breastfeed or pump.

Educational materials/ posters regarding breastfeeding are displayed.

Attendance by all WIC staff 1s allowed to breastfeeding education trainings
provided through staff meetings, peer counselor meetings (attended by PCs)
and other educational opportunities.

Peer counselors make timely contacts with new mothers following
established contact guidelines.

E e - - o 4 4 - . - ™ "o - ' | a4 44 ™

Employee Evaluation for Chickasaw Nation W
Customer Service Evaluation:

Each WIC employee has been asked to receive customer service tra
as well as in-house customer service Influence training. Employee
are evaluated by supervisor observation, peer reviews, and client s

Creating a genuine relationship with WIC Clients

Client greeting is personable and specific to the client. Exc

Uses names - Child’s or Parents
Walk next to, not in front
Demonstratedwnique gestures of service

Reciprocity - Actively, givie to those we serve
Must Actively listen 1y ¢ lients
Demonstrates an understandiig o Hie clients needs by using
Offered real individdaiizedsfiut itisnal solutions to clients

Offered genuin::?/ \
Partnership Building - Faiiillies feel :upported

Share successful testim
Use client success stori ionsnformat
Apply and use approve n nidterials v
not limited to, pledge card sus boards, eding-quizzes,
plans) -

Consistency - Facilitate the ¢ ent to a heal

Will actively listen to cl nd collaborat

long-term commitmentL L pie.
Professionalism - Providing Up to «. "nforinatio
Ability to build professional cred: enfts by sha
information that is relevan L.cnts needs'in a d

way.

Stating the weakness in a case
Framing the Loss
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Presentation Notes
NEVER LOOKING BACK.  Helping and listening to moms became a part of normal 

They left feeling a sense of meaning and purpose. Their daily routine was not so routine anymore and they left for the day knowing that they did all they could to help everyone that they seen in the clinics.


Influence Article
published in JNEB

The Chickasaw Nation WIC Program and

Oklahoma State University




WICINFLUENCE.COM

For Influence Training Videos

Contact: Debi Tipton
debi.tipton@chickasaw.net
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Texas Power of Influence

WIC - We Influence Change

Kaylene Thompson, RD, LD


Presenter
Presentation Notes
Hello and thank you for giving me the opportunity to discuss how Texas WIC has adapted the Power of Influence training. My name is Kaylene Thompson and I am a Registered and Licensed Dietitian. I work for the State of Texas WIC Program in the Nutrition Education Team, and I oversee the Power of Influence initiative happening in our state right now. 


_ “ History/Background


Presenter
Presentation Notes
I’d like to first start by discussing some of the background on the Power of Influence and how we got to where we are today. It began in 2011 - Pam McCarthy came and presented the Power of Influence training to the City of Dallas staff. This was no small feat! The training was broken into several days to accommodate the large number of staff. 
�The training in Dallas was such a success that participants literally asked if there were all new staff members working in the clinic. We were excited about this fresh, new, emotion-based training and knew that we wanted to spread it throughout Texas. A few staff with the state of Texas collaborated with Chickasaw Nation WIC and Pam McCarthy to develop a training program for Texas WIC staff. We like to call it “Texafying” it – and quite a bit of time was spent on condensing the program into a 1 day training, developing a brand, creating videos and materials. In 2012, the training was piloted to a small group, and then by 2013 we had transitioned to a full roll out.  


_ ’ Focus & Goals
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Presentation Notes
Our focus for the training is very similar to the Chickasaw Nation WIC; our main goals are to improve participant retention (or keeping people on the program for all 5 years), breastfeeding duration, and client and staff satisfaction. We also reinforced some VENA/CCNE counseling skills. 

We can relatively easily measure the success of client and staff satisfaction by administering surveys to the participants and the staff. A bigger challenge is looking at how this training impacts participant retention and BF duration. Although we have attempted to evaluate data, we have yet to relate any changes in numbers to the POI training itself. 


Training Roll-Out
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The most important thing about this training, which I feel has contributed to the success, is that it is completely voluntary and interest based. Most of the buzz has come through word of mouth marketing between agencies. The training is a full day session, which includes several discussion activities and videos. It covers all of the principles that were discussed earlier and most importantly – how to apply them in the WIC clinic.

Our training is delivered in-person; two state trainers travel at a time to present the training to the local agencies. There is a team of 5 (now 4..) wonderful trainers, including myself, that are well-versed in POI and provide this training.  

We typically train 1 agency per month and have trained 26 agencies so far (out of a total of 67) The schedule is booked through next summer, so we have certainly had no shortage of interest! There are quite a few logistics involved regarding getting the agencies scheduled, surveyed, and materials ready for the training. Some of the staff on training team take on different duties (such as surveys, materials, etc.). 
 


raining Roll-Out
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Here are some photos of trainings out in the field. One of the favorite parts of the training is at the end when the staff stand up and display their consensus board. 


Support Materials
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We have developed our own Texas materials that fit our look and feel, and address the main goals that we have set. The first item on the screen is a small poster that we have available in 3 styles/colors. The posters are for our clinic staff to use to put their photo and some personal information about themselves. This is one tool to help address “likability” – we call the profile posters “smiles on the wall”. 

The next item on the screen was our take on the BF pledge card. This is a place for a mother to write down her goals and WIC contact person information. The pledge card is small, business-card sized. 

The far right shows the consensus board developed by Texas WIC. The title is “I’m 5 and I graduated!” and this addresses the issue of retention. We want to highlight the kids that have been on the program for all 5 years and encourage others to do the same. 

We have our materials available in English and Spanish. 


The PRINCIPLES of INFLUENCE

Likability - smile and the world smiles with you

Consensus — Because everybody else is doing it...

Reciprocity - Give a little, get a little

Consistency — Label with love, and they’ll stick to it

Authority - Be the friendly expert

Scarcity — Remember, for a limited time only...

Support Materials
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Texas Power of Influence

Power of Influence

Likability
®0v 00000V OO®

Smile and the world smiles with you

What does it take to be a likable person? How can we put likability into action in the clinic? Here are some things you can try.

Smile- A genuine smile can elevate your mood and lift the spirits of those who see it. Try smiling at everyone you encounter in
the clinic, both participants and coworkers. You will find it's contagious!

Listen- Listening tells others that you are truly interested in them as a person, and who doesn’t like that? When you are talking
with someone, make them feel like they are the only person that matters by keeping eye contact, listening to and
acknowledging what they say, and adding something of value in return.

Follow the Golden Rule- Treat others the way you want to be treated. Our participants are oftentimes living in stressful
situations and treating them with empathy and kindness may be exactly what they need to get through a tough time.

Be complimentary- People love praise and those who are giving it. Find any excuse to compliment a participant or coworker
Some examples: their kids, their thoughtfulness, their ideas, their skills, etc.

"I've learned that people will forget
what you said, people will forget what
you did, but people will never forget . - I

how you made them feel.”
-Maya Angelou . -

Power of Influence

Consistency
200000000000

Label with Love, and They’ll Stick To It

People are wired to do what they say they are going to do. That's why it's a great idea to encourage participants

to talk about their goals and dreams, or better yet —write them down! People also stick to labels that others give

them, whether they are positive or negative.

* The Power of Labels: Leave negative thoughts behind. Instead, think about positive labels you can give
your participants — Strong, survivor, good parent, smart, healthy, timely, dependable, and brave are a few
popular ones. It will give them a morale boost, and encourages positive behaviors.

Write It Down: Tired of participants who don’t make changes? Have them write down what they want to
do, and put it in a visible place. They are more likely to follow through and actually do what they said they
would. Breastfeeding pledge cards are a great example of how a Mom can commit to her decision of
breastfeeding.

Make it Public: Encourage participants to share their goals with friends and family members to gain

support. The more people know about it, the more accountability they will feel to keep their word.

“Once you replace negative
thoughts with positive ones, you'll . - -
start having positive results.”
-Willie Nelson -- . .
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Here are a few more support materials; the principle Cheat Sheet which is given to participants that attend the training. This has the principles and a catchy tag-line for each principle to help staff remember them.  We also send out electronic reminder tips via e-mail for a period of 6 months after the training so that the staff continue to apply the principles in their workplace. Here are two examples of the reminder tips. 
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We encourage the agencies to use the materials that we developed for POI, and also to be creative and develop whatever may speak to their participants the most. Here are some examples of the Profile Posters on display in the clinic, as well as a few other creative displays – consensus boards for breastfeeding; a positive label bulletin board. 


Local Agencies
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Here are some more examples of agencies embracing the “child friendly” factor – many agencies have reported success since rearranging their waiting areas and classrooms, and making their entire clinic area more family friendly and appealing. 


_ ’ Testimonials
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So far, we are pleased with the success of the Power of Influence in Texas. Here are a few testimonials from staff who have attended the training. Clinics have really embraced the Power of Influence! 
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Kaylene.thompson@dshs.state.tx.us
(512) 341-4512
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Thank you for joining us on today’s webinar. Also, thank you for your hard work.
Please stay tuned for the date and topic of the next webinar.
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