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The Healthy Minds Team & Innovation Studio Partnership 
Delivering on Daniel’s Big “why”: To reach more institutions and make a greater 
positive impact on people’s mental health
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Project Background
• The Healthy Minds team administers the 

Healthy Minds Survey -  the only national 
survey focused solely on student mental 
health 

• The Healthy Minds team envisions expanding 
their work to ensure broader impact 

• The Healthy Minds team envisions creating a 
clear link between research findings and 
practitioners best practices to meet their 
student mental health needs 

Approach
• January to June of 2016: The Innovation 

Studio ran the first full iteration of their 
design framework using the Healthy Minds 
team’s vision. This phase concluded with 
testing 3 prototypes with users that 
generated mixed results with no clear 
venture pathway 

• July 2016: To ensure a clear path forward for 
the Healthy Minds team’s vision, the 
Innovation Studio ran a design sprint to 
clarify learnings and develop next steps for 
Healthy Minds team



Key Findings 
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HM Brand Insights
“Unfair advantage” 
• Daniel’s research integrity 

Core strength 
• Daniel’s economic perspective 

Core customer value 
• HM data about students on campus 

Core functionality of product 
• Data leveraged for internal and external 

funding and buy-in

Customer Insights
- Counseling Centers see recommended online 

interventions as a competitor, not an aid. 
- Institutions and Students are suspicious of efficacy of 

online intervention 
+ Counseling Centers want help to take their case to a 

higher level.  
+ Daniel’s ‘brand’ is strong as a Stanford-educated 

economist 
+ Healthy Minds data is successfully leveraged to increase 

funding from both internal and external sources 
+ Institutions want complex data to be presented in more 

streamlined, more accessible language
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Increase Reach Engage Students Cater to Administrators
Can we increase 
participation in the Healthy 
Minds Study?

Will institutions be interested 
in real-time tailored 
recommendations for 
students based on personal 
survey results?

Will institutions invest in 
evidence-based online mental 
health intervention suggestions 
based on campus-wide survey 
results? 

Exploration 
Our prototype sought to clarify the value of and desire for increased offerings of the 
Healthy Minds Study
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Increase Reach 
By reframing the pitch and repositioning the product, HM can increase the number 
of Institutions who participate regularly in the Healthy Minds Study

Rebrand Create an ROI Tool New Pricing Model
• Highlight the value of Healthy 

Minds data to increase internal 
and external funding 

• Highlight the value of Healthy 
Minds data to address student 
need 

• Highlight the value of Healthy 
Minds data as a public health 
lens to a growing problem 

• Creating an enhanced ROI tool 
directed to Provosts and CFOs 
may increase buy-in  

• Providing Provosts and CFOs 
with a compelling economic case 
may increase participation in 
HMS 

• Moving the conversation about 
the value of Healthy Minds to a 
higher administrative level may 
allow HM to increase the price as 
a reflection of the value of the 
data provided 

• Higher enrollment paired with 
increased cost per institution 
may give the Healthy Minds 
team an opportunity to further 
advance offerings 



6

Increase Reach: Rebrand 
Reframing the pitch and repositioning the product will increase Healthy Mind’s reach 
to more institutions

• Adapt communication 
strategy to emphasize the 
value of HMS data for 
funding and student 
intervention needs 

• Emphasize prevention by 
framing HMS participation 
as a public health 
approach to mental health 

• Include testimonials of 
HMN champions 

• Highlight the value of the 
in-depth data report 
provided by the HMN 
team 
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Increase Reach: Create an ROI Tool for CFOs and Provosts 
Emphasizing the ROI related to student wellness will increase participation in the 
Healthy Minds Study

• Repackaging the economic case may be 
more impactful for CFOs, Provosts, and 
administrators 

• Consider an economic case discussion 
regarding student success, not just 
student retention

Dori Hutchinson 
Director of Psychiatric Services, Boston University

“Creating the economic case gives us the answers we 
need. Because currently we struggle to bolster mental 
health programs.  The case should consider success of 

students, not just retention. Successful students become 
successful donors”
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Increase Reach: Create an ROI Tool for CFOs and Provosts 
Here is an example of how Healthy Minds may repackage the economic case
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Increase Reach: Create an ROI Tool for CFOs and Provosts 
Reminding the customers that Daniel is an economics expert will strengthen the 
economic argument

• Though Daniel operates in the 
public health space, his economics 
background gives the HMN’s 
mission even more weight by tying it 
back to economic value for an 
institution

Joe Behen  
Executive Director of Counseling, Health, and Disability 
Services, School of the Art Institute of Chicago

“Highlighting that Daniel is an economist...sets him 
apart from all the other organizations out there [that 

are doing this work]....[This] would also help to present 
HMN to CFO’s…He must continually repeat the 

business case to get a seat at the table.”
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Increase Reach: New variable pricing model based on institution characteristics 
Tailoring data to engage Provosts and CFOs may allow for a price increase that better reflects 
the true value of Healthy Minds Study data

• During conversations, some institutions 
indicated that they would be willing to pay more 
for the Healthy Minds Study, while others saw it 
as a barrier to entry 
• This was largely based on the type of 

institution: public, private, community

Testable  
future step
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Increase Reach: Summary 

What Why Who

Now Repackage ROI and economic case 
Collect testimonials from HMN users 
Create marketing materials for CFO’s

Leverage core strength of 
HMN research and reputation 
to help build the case for 
customers

HMN +  
Innovation Studio

Near Update HMN website to update brand 
Build relationships with higher-up admins

Opportunity to reach more 
people

HMN + UI experts

Farther Recreate HMN pricing model  
Continued recruitment via CFO’s and VP’s

Grow HMN network and 
increase positive impact on 
individuals and communities

HMN + Viability

Recommended
Further work required
Be cautious



Engage Students 
By giving students more tailored information, the Healthy Minds team can help both 
individuals and communities

Improve Language Provide Student Feedback Suggest Tools
Capture data from more 
students by engaging then 
during recruitment for the 
HMS 

HMN can give students a chance to 
understand themselves in the 
moment

Provide students with tools to 
increase their wellness at the 
moments after they participate 
in the HMS
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Engage Students: Recruitment Language 
Capture data from more students by engaging them during recruitment for the 
Healthy Minds Study

Inform students in recruitment email that: 

• They will receive information about themselves in the form of a 
streamlined results table based on their survey input 

• Their participation in the survey will benefit their university by 
contributing to the mental health climate on campus
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Engage Students: Student Feedback 
The Healthy Minds Study can give students a chance to understand themselves in 
the moment

• Provide simple, 
nonjudgmental, and non-
diagnostic feedback to the 
students based on 
personal survey results
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Engage Students: Wellness Grade Tools 
Test students’ interest in tools to increase their wellness at the moments after they 
participate in the Healthy Minds Study

Points to Consider: 
• Any suggestion HMN provides cannot be decoupled from HMN 

reputation  
• There are no one size fits all solutions because each university has 

unique student populations with unique needs 
• The burden of curating the list of suggested wellness tools would fall 

solely on the HMN team  
• In order to curate the list of suggested wellness tools a new process 

would need to be developed and prioritized by the HMN team 
• Avoiding diagnosis is difficult but necessary 
• Students are wary of online interventions 

Testable  
future step



16

Engage Students: Summary 

What Why Who

Now Adapt communications to be more engaging 
Collect and review previous student 
feedback 
Review examples of other tailored 
suggestions tools

Increase participation 
and gain insights on 
student experience

HMN +  
Innovation Studio

Near Consult w/ experts to tailor wellness 
messaging 
Interview more students in HMN 
Prototype and test student-facing interface

Engage students by 
providing content that 
informs their wellness

HMN + UI experts

Farther Build tailored suggestions into HMS survey 
Follow-up to evaluate effectiveness

Help universities improve 
MH climate on campus

HMN + Viability

Recommended
Further work required
Be cautious



Cater to Administrators 
Based on customer feedback, there is no business case to develop tailored 
recommendations for evidence-based online interventions
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The reputation of HMN  
would be at stake

Instead, offer ways  
to build their case 

• The reputation of the 
network would be tied to 
any interventions that are 
suggested to campuses. 

• Consider improved data 
packaging and help with grant 
identification.  

• Administrators would benefit 
from clearer instructions on 
where to go from here. 

Administrators do not want 
tailored recommendations
• Administrators do not want 

tailored recommendations for 
their campuses.  

• They already have staff hired 
specifically to find and 
implement interventions that 
would be relevant to the 
campus population and needs. 
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Cater to Administrators: Consider HMN Strengths and Reputation 
Suggesting interventions on a campus level would undercut the HMN reputation and 
value  

• It will be impossible to decouple Daniel and the HMN research 
reputation from the interventions suggested 

• Will have to perform an extensive vetting process in order to 
determine if HMN truly believes in the intervention 

• If the intervention doesn’t work on a given campus, the value of 
this feature is erased, and that may also tarnish the reputation 
for the HMN study 
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Cater to Administrators: Administrators Don’t Want Tailored Recommendations 
HMS participants negatively reacted to the idea of suggested campus interventions

Joe Behen  
Executive Director of Counseling, Health, and Disability 
Services, School of the Art Institute of Chicago

“I don’t want...suggested online 
programs that don’t offload work for 
my staff and/or compete with staffing 

resources”

“I would be worried about the linkage between the 
suggested interventions and HMS. Any school that is already 

participating in HMS would already know what interventions exist 
[and] their staff is already fairly active in exploring the world of 

mental health resources..”

Kip Alishio 
Director of Student Counseling Services  

Miami University
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Cater to Administrators: Administrators Don’t Want Tailored Recommendations 
Many institutions have staff who are expected to drive intervention conversations on campus

• Schools have experts who they are paying 
to uncover and implement interventions 
based on campus needs 

• Each school has unique populations and 
needs—interventions will not be one-size-
fits-all 

• Curating an extensive list of interventions 
is not central to HMN’s core mission and 
values. 

• Administrators may see such suggestions 
as competing with their preexisting 
resources 
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Cater to Administrators: Instead, Offer Ways to Build Their Case  
Provide a different type of value-add for the administrators by offering new kinds of information 

• Package the data in a way that is easier for the schools to 
identify their areas of need/thriving to help them focus 
their efforts on appropriate interventions 

• Create deep-dives into specific mental health constructs 
in the HMS 

• Offer assistance in identifying grants that schools may 
be able to apply for with their HMS results 

Testable  
future step
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Cater to Administrators: Summary 

What Why Who

Now Collect more insights from current HMN 
customers to understand how they use data

Deeper understanding 
of customer pains and 
needs

HMN +  
Innovation Studio

Near Conduct more research and gather support for 
evidence-based interventions

Establish credibility 
linked to interventions

HMN + UI experts

Farther Enhance data report outlining mental health 
constructs for admins to identify “gaps” or areas 
of need 
Assist universities with identifying grants based 
on their data results 
Revisit idea of providing intervention 
suggestions to universities 

Help universities build 
case to invest in mental 
health on their 
campuses

HMN + Viability

Recommended
Further work required
Be cautious
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Increase Reach Engage Students Cater to Administrators
Can we increase 
participation in the Healthy 
Minds Study?

Will institutions be interested 
in real-time tailored 
recommendations for 
students based on personal 
survey results?

Will institutions invest in 
evidence-based online mental 
health intervention suggestions 
based on campus-wide survey 
results? 

Summary of our Findings 
We gained clarity of the value of and desire for increased offerings of the Healthy 
Minds Study

✔ ? X


