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Welcome

Presenter Notes
Presentation Notes
Tell us about your program ad why you are here for this masterclass. 



Morgan Introduction



Phil Introduction

● Executive Director of Financial Education | Indiana 
University

● President | Higher Education Financial Wellness Alliance
● Been in financial wellness since 2012
● Loved by:

○ Dogs
○ Kids who enjoy stupid voices
○ People's grandmas



IU Office of Financial Wellness & Education

Housed under Vice President of 
Student Success Previously under Office of The Treasurer

Founded in 2012 with focus on 
reduction in student debt

24% decrease since 2011-2012 
($158.2 million)

Initiatives are designed to reach students across all Indiana 
University campuses



Bryan Introduction

● Chief Strategy and Growth Officer at Trellis
○ Research
○ Consulting
○ Student Services

● Previously Ohio State University
● Co-Founder HEFWA
● Travel with Phil



Learning Outcomes:
● Participants will gain comprehensive knowledge in the area of 

financial literacy and well-being education program design and 
delivery.

● Participants will construct a programming plan that integrates 
current campus efforts while applying recognized best practices. 

● Participants will be able to identify the resources, partnerships, and 
necessary structures to build campus-specific programming.

● Participants will develop an organizational needs assessment and 
proposal that will shape program design and acceptance at their
institution



How the Landscape has Changed

Michigan State 
University 1979 2018

Cost Per Credit $24.50 $478
Minimum Wage $2.90 $9.25
Hours Work Per 
Credit 8.44 Hours 51.67 Hours

3 Weeks Work 1979 Pays for Semester
20 Weeks Work 2018 Pays for Semester



We are all the same...



Activity

Go to PollEv.com/morganosulli206



Student Financial Wellness Survey Data

More information: https://www.trelliscompany.org/research/student-financial-
wellness-survey/

https://www.trelliscompany.org/research/student-financial-wellness-survey/


Student Financial Concerns



Imagine that you had to pay a $500 cost unexpectedly in the next month. 
In this situation, which of the following resources would you turn to first?

31% 27%

10% 5% 5% 5% 3% 2% 1% 0%
12%

28%
18%

11% 7% 6% 6% 3% 2% 1% 0%

17%

4-year Schools 2-year Schools



Credit Card Usage



Parenting Students – Credit Cards



Impact on Academics



Financial Support Services



Institutional Needs and 
Program Design

Presenter Notes
Presentation Notes
Attendees will be given an overview of a program design approach that focuses on an asset-based action research model. With this model in mind, participants will be encouraged to develop a collection of business cases for financial education programming. 



The need has been identified and 
programs have been deployed

The tremendous costs of poor 
financial education

Efforts routinely fall short on 
lasting behavioral outcomes

An almost exclusive focus on 
content and not design

Affective vs Cognitive Domain of 
Learning

Every 
system is 
perfectly 
designed 

to do what 
it is doing

Presenter Notes
Presentation Notes
Statement of the problem – discovery of the issue- The good news is that people are in tune with the need for financial literacy and wellbeing and efforts can be found almost anywhere you lookTalk about what I saw even before I was interested in pursuing the study,Those who were most emotionally tied to planning seemed to be doing the best and sticking to plans –regardless of income or educationMy background in counseling and psychology had always positioned my thinking in a way that first sought out affective aspects even before I knew what this were. As I became more focused on program design and implementation, I was encouraged by the attention on financial literacy, but greatly discourages by the available research and literature highlighting the effectiveness. Or lack thereof in the general population. As early as 1999 there were published papers, Maiky by garmain and Joo talking about “comprehensive programs” and ”increasing financial Wellness” as the true drivers of ROI, But these same authors were not looking at program design and implementation – They were still looking at what was being taught and then chalking success up to the educator, or organizational environment, workforce demographics, or some other random contextual fact. Not design. - Touch on cognitive vs affective domain of learning -  give an example. Budgeting – testing on percentage's of net income vs a person being able to visualize and value what a well constructed budget will do for them and their future. 



Follow the money: Make a 
case for the ROI

Presenter Notes
Presentation Notes
Yesterday we worked through strategic plan priority alignment –but it will not be good enough to just highlight words and phrases and say, “we can help do that”. Successful and sustainable programs are ones that can tie their programming and resources to measurable financial and behavioral outcomes that matter. Example: Rainy day savings program – Lets say you design a program that supports 300 students (our pilot) that reach the goal of 500 dollars. That is 300 students potentially not using emergency funding – that reserves 150,000 dollarsIf you look at you’re your students who do not reenroll due to unpaid balances of 250 dollars or less how many could be retained if they had a better understanding of their personal finances? What's that number worth? 100K 250KIf students better understood how to manage finances and your institutions direct deposit rate was 90 percent instead of 75 percent what are the cost savings to your bursar?If your financial literacy programs ran a “loan refund management”  initiative  - What effect would that have on your institutions overall loan debt numbers?If your students graduate from a campus that has a culture of financial literacy and wellbeing what potential effect could that have on young alumni donors? 10percent increase? 30 percent increase?What are some other examples that come to mind? Doing it now vs. doing it rightAppreciative Inquiry approachPoints of light – easy winsUpstream thinking – Scalebale and sustainab



Scaling: How to not lose impact
1:1 Coaching

Curricular/Co-
curricular Integration

Presentations and Workshops

Website/Learning Modules

Informal Touchpoints

Presenter Notes
Presentation Notes
What I found out – the resultsMotivation: A key take away was that an affective domain design focus, coupled with time relevant knowledge-based content developed motivation to take action immediately and those actions produced successes that built confidence over time. This created a sustainable cycle of success and motivation to continue..Affective domain:Values, emotions, environment, motivations, context. When a program starts here and end with content sound financial behaviors follow. MotivationConfidenceIndiscriminate nonjudgmental Well-BeingSustainability



Scaling: How to not lose impact

Staff
Website

Peers
More 
Peers

More 
Staff

More 
Peers



Program Controls

Marketing and 
Communication 

Plan
Review all 
language 

Stakeholders 
Group

Guided 
Roadmaps

Presenter Notes
Presentation Notes
Marketing and Communications pushes awareness - (survey questions 72-76) Broad and focused when necessaryCommitment to push communication from each identified campus partnerEMNSFS – at new student onboarding targeting marketing to introduce the office, and all large introductory sessions new students are asked to set up their cash course accountFinancial AidNiner CentralBursar – When a refund is issued, targeted communication is sent highlighting the use of refunds, and that our office is here to assist in appropriate management, Academic CollegesGraduate SchoolCareer Center – If a student registers for a career fair they are sent targeted messaging about understanding employee benefits, retirement planning and salary negotiationHR – when a student is hired on campus communication is pushed that congratulates them on the position and that now is a great to to begin to think about budgeting, saving and investingAthleticsStakeholder group is engaged in the marketing and communication but also in the push to use the guided roadmaps --- our cash packages:Anyone on campus that wants to incorporate financial literacy education can fill out a Cash package form and my office will create a package of services based on their demographic (onboarding, persistence, Launch) We then work with that faculty or staff to deliver the package. Some want lots of us doing the work, some like a cooperative effort, while others take the package and deploy it on their own. How much time can you commitHow many students will be servedSingle instance or prolonged effortTrackable metrics?For credit course work?Topics of interestSelf Guided learning or instructor led?Would you like us to present? If so how many times?



Ideal Vision Group Activity

20 minutes

7 Min – Review your institution and division strategic 
plan

7 Min – Discuss the ideal program for your institution

6 min – Input information into Kahoot

Presenter Notes
Presentation Notes
30 mins – Ideal vision for a program at your institution5 mins — Highlight what exists or what you have access to25 mins — Group Discussion



Kahoot Stuff



Statement of Need
Environmental Scan

Current Conditions
Regional Conditions

University Conditions
Aspirational Peers

Student Profile

SWOT / SOAR Analysis
Descriptions 

Narrative Summary

Recommendations
Benchmarks

Design
Delivery

• Measurement and Assessment
• Ownership and Operations
• Advisory and Governance 

• Timeline
• Phase I
• Phase II
• Phase III

• Summary Discussion
• Redefine the Case

• Budget Proposal
• Appendices

• Data 

Components of a Comprehensive Proposal

Presenter Notes
Presentation Notes
Marketing and Communications pushes awareness - (survey questions 72-76) Broad and focused when necessaryCommitment to push communication from each identified campus partnerEMNSFS – at new student onboarding targeting marketing to introduce the office, and all large introductory sessions new students are asked to set up their cash course accountFinancial AidNiner CentralBursar – When a refund is issued, targeted communication is sent highlighting the use of refunds, and that our office is here to assist in appropriate management, Academic CollegesGraduate SchoolCareer Center – If a student registers for a career fair they are sent targeted messaging about understanding employee benefits, retirement planning and salary negotiationHR – when a student is hired on campus communication is pushed that congratulates them on the position and that now is a great to to begin to think about budgeting, saving and investingAthleticsStakeholder group is engaged in the marketing and communication but also in the push to use the guided roadmaps --- our cash packages:Anyone on campus that wants to incorporate financial literacy education can fill out a Cash package form and my office will create a package of services based on their demographic (onboarding, persistence, Launch) We then work with that faculty or staff to deliver the package. Some want lots of us doing the work, some like a cooperative effort, while others take the package and deploy it on their own. How much time can you commitHow many students will be servedSingle instance or prolonged effortTrackable metrics?For credit course work?Topics of interestSelf Guided learning or instructor led?Would you like us to present? If so how many times?



Questions



● Phil Schuman | phaschum@iu.edu | www.hefwa.org | moneysmarts.iu.edu

● Morgan O'Sullivan | mosullivan@lynn.edu

● Bryan Ashton | bryan.ashton@trelliscompany.org

Contact Us



Financial Wellness Center

HEFWA Summit
July 16 -18, 2023

University of Oregon | Virtual
www.hefwa.org
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