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PUBLIC VALUE 

PILD 2011 – THANKS TO KARMA METZGAR FOR PILD SLIDE DESIGNS 

Defined as the value of a program to those who do did not 
participate in the program.  

When communicating with stakeholders, we must show why 
our programs are worthy of public funding.   

We must show how non-participants benefit from our 
programs in terms of environmental quality, lower cost to 
government, increased public safety or other impacts 
because participants put into practice what they learned. 



OUR MENTOR  

PILD 2011 – 



CREATING VALUE 

Narrowing an 
information 

gap 

Addressing 
crucial 

concerns 
about fairness 

Benefiting 
those who do 

not participate 
in the program 

Reducing costs 
for others 

Improving 
market 

outcomes 

PILD 2011 – SLIDE BY KARMA METZGAR 



PUBLIC VALUE TEMPLATE 

When you support ____________________ 
       (programming) 

participants will _____________________  
                                     (changes) 

which leads to _____________________         
                                     (outcomes) 

which will benefit other community members by  

_____________________. 
      (public value) 

Source: Dr. Laura Kalambokidis, Univ. of MN 

 



              CRITERIA 

 Is directed to a 
specific stakeholder 

 Focuses on the 
outcome that 
matters to the 
stakeholder 

Uses the 
stakeholder’s 
language 

 Is free of jargon and 
empty words 

 Is believable 

 Is short 

 Is about a specific program 
 

 Doesn’t focus on the learning step 
 

 Doesn’t focus on the program’s 
private benefit 
 

 Does focus on the program’s public 
value 
 

 Tells us how non-participants—the 
greater community, state, world—
benefit from the program 
 

 Makes the case for public funding 



ALWAYS 

MEASURE AND 

REPORT 

ABOVE THIS 

LINE 

Awareness 

Attitude 

Change 

Knowledge 

Change 

Behavior 

Change 

Community 

Change/Public 

 Value 



TO BE AN EXTENSION 

ROCK STAR MEASURE 

AND REPORT ABOVE THIS 

LINE 

Awareness 

Attitude 

Change 

Knowledge 

Change 

Behavior 

Change 

Community 

Change/Public 

 Value 



WRITING TRIANGLE 

 

 

Who is audience? 

• Learning Outcomes 
What did they 

learn? 

• Action Outcomes 
What action 

did they take? 
• Conditions Outcomes 

• How are participants’ lives better? 

• How is the community better? 

• Public Value 

What difference did it 
make? 

PILD 2011 



FAMILY FINANCIAL EDUC.  

VIA THE RADIO 

PILD 2011 

Saline County 2010 Annual Report, Cynthia Crawford 



MORE INFORMATION 

http://extension.missouri.edu/staff/publicvalue.aspx 



PUBLIC VALUE 



A CLAIM ABOUT PUBLIC VALUE MUST BE 

PREFACED BY RELIABLE, RELEVANT, 

RESPONSIVE PROGRAMMING. 



CLAIM 



A CLAIM ABOUT PUBLIC VALUE IS ONLY 

SUCCESSFUL TO THE EXTENT THAT IT 

ENGAGES THE STAKEHOLDER. 





STAKEHOLDERS 







EVIDENCE-BASED 

PROGRAMS 



A CLAIM ABOUT PUBLIC VALUE IS ONLY 

AS GOOD AS THE PRIVATE VALUE 

EVIDENCE THAT SUPPORTS IT. 









CAUTIONARY TALES 



CAUTIONARY TALES CONT’D 





SINGLE CRITERION 

Client Satisfaction? 

Economic Impact 



INDICATORS 
I became more aware of the importance of 

starting to save and invest early in life. 

I gained skill in calculating my net worth. 

I feel more confident that I can build wealth. 

Post-program 

Follow-up 

I worked toward new saving, investing or retirement goals. 

I followed a spending plan. 

I checked my credit report. 







Estimate of Economic Impact of Financial Education Programs  
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