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Have you heard the phrase, ñA picture is worth a thousand words?ò

That statement is completely false .

What you can believe is this: Visual images are processed up to 60,000 times faster 
than text.  That is roughly the difference between the speeds of a Galapagos giant 
tortoise (0.2 mph ) and the International Space Station ( 17,500 mph ).
https://www.animalwised.com/the -10-slowest-animals-in-the-world-745.html

The average adult attention span is down from 12 seconds in the year 2000 
to 8 seconds today. 

That is less than the 9-second attention span of your average goldfish.



About the Agency
Located in Decatur, Alabama , on the Tennessee River, serving of the state 
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Objectives and Takeaways

ÅIdentify various media tools for creating engaging messages 
using visuals and targeted messaging .

ÅIncrease abilities in creating engaging messages using various 
media tools

ÅDesign a media plan/editorial calendar to keep 
messagingðand your agencyðfresh, relevant and appealing.

ÅIncorporate the full ROMA cycle in communications and 
marketing.
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Other CAPCON18 Sessions for 
Increasing Visibility
ÅDynamic Annual Reports by Jennifer Baker (CAP of Scott, Carver, and Dakota 

Counties MN)

ÅEssential Steps to Social Media Success by Alivia Boddie (Wright County 
Community Action MN)

ÅAll Eyes On You: How to Be a Spokesperson for your CAA 2.0 by Savannah 
Murray (Palmetto Community Action Partnership SC)

ÅThe Unlimited Impact of CSBG by Catrena Bowman (Northern Kentucky 
Community Action Commission)

ÅHow to Take Better Photos by Sarah Hackman (Missouri Community Action 
Network

ÅVisual Storytelling Workshop by Sarah Hackman (Missouri CAN)
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ROMA
Implementing the Full ROMA Cycle Into 

Your Communications and Marketing Plans
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ROMA and Communications
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The ROMA Cycle
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Assessment ïIdentify the problem, need or situation

Planning ïService or activity (output), Outcome, Outcome 
indicator with timeframe and projection percentages

Implementation ïData source(s), collection procedure(s), 
personnel, frequency of data collection

Achievement of Results ïActual results

Evaluation ïActual results, data reporting
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 Dimension 

©The Center for Applied Management Practices ROMA Logic Model 
Community Action Partnership of North Alabama, Inc. 

 

Program -  CSBG: Wellness and Work                   X Family     • Agency     • Community  
Identified Problem, 

Need, Situation 

 

Service or Activity  

 

Identify the 

timeframe.  

 

Identify the # of clients 

served or the # of units 

offered. 

 

Outcome 

 

 

Outcome/Indicator 

 

Projected # and % of 

clients who will  achieve 

each outcome. 

 or 

 Projected # and % of 

units expected to be 

achieved. 

Actual Results 

 

Actual # and % of 

clients who achieve 

each outcome. 

 or 

 Actual # and % of 

units achieved. 

 

Measurement 

Tool 

 

 

Data Source, Collection 

Procedure, Personnel 

 

 

Frequency of Data 

Collection and 

Reporting 

 

(1) Planning (2) Intervention (3) Intervention (4) Intervention (5) Impact (6) 

Accountability  

(7) Accountability (8) Accountability 

 

Employed, low-
income individuals 
with existing, non -
terminal medical 
conditions lack 
wellness healthcare 
making them 
vulnerable to 
unemployment.  

 

50 employed 
participants receive 
wellness care for the 
period of Oct. 1, 2016 
ï Sept. 30, 2017 

 

Employed, low-income 
individuals with 
existing, non-terminal 
medical conditions 
obtain wellness 
healthcare stabilizing 
their employment. 
(A.R. - Mod. 4, Sect. B, 
Health & Social/Beh. 
Dev.; Mod. 4,Sect. A, 
Goal 3, Employment) 

 
45 of 50, or 9 0% of 
employed participants 
receive wellness care 
and maintain 
employment for at least 
90 days.  
 

 

50 of 50, or 100% 
of employed 
participants receive 
wellness care and 
maintain employment 
for at least at least 90 
days.  
 

 
Wellness 
healthcare 
application 
(for date of 
request and 
acceptance 
into program).  
 
Wellness 
healthcare 
client log or 
file. 
 
Work record 
or pay stubs 
showing 
attendance. 

 

Data collected at each 
time of encounter by 
healthcare clinic case 
worker and entered 
into client file.  
 
 

 
Data collected at 
time of occurrence; 
weekly summary 
report from 
healthcare clinic 
provider emailed to 
CAP of No. AL. 
 
Monthly report 
generated by CAP 
case worker to 
Director of Com. 
Services for review.  
 
Quarterly report 
generated for 
Director of CPR. 
 

 

Mission:   To create a framework of cooperation between the Good Samaritan Health Clinic, Community Free Clinic and the Community Action Partnership to provide employment stability 

through healthcare services for targeted low-income participants vulnerable to unemployment because of existing medical condition or non-terminal illness.  
Proxy Outcome:   

Virtual Outcomes College, National ROMA Train-the-Trainer Program, Participant Manual for Community Action Agencies and CSBG Subcontractors, Version 2.0, © FY 2001,2002, 2003, revised 
March 2003, The Center For Applied Management Practices, Harrisburg, PA 717-238-7667, all rights reserved. 
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Get it right .

The right message

through the right medium

at the right time

for  the right audience .



Content Overview

ÅIdentifying the right audience

ÅChoosing the right medium

ÅCrafting the right message

ÅScheduling the right time
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Marketing Challenges

ÅLimited staff

ÅLimited resources

ÅLimited experience with media tools

ÅLimited time to learn new tools
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Techniques

ÅPhotos

ÅVideos

ÅGraphics

ÅSocial media messages

ÅBranding
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Why Visuals?
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Why Visuals?
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NeighborWorks Week 2018

This past week, The Partnership celebrated a 

successful week for NeighborWorks Week.  Community 

leaders, volunteers, and staff devoted their time and 

efforts to the improvements of 10 homes in the local 

area.  The celebration included stories shared by both 

residents and project volunteers.  The day concluded 

with a word of thanks from one neighborhood resident 

who shared a heartfelt hug with CEO Michael Tubbs. 



Photos
Capturing Your Audienceôs Attention with Compelling Images

Financial Excellence ÖAccountability 
Compassion ÖExceptional Customer Service



Photos
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Avoid these common mistakes:
ÅCentering someoneôs head in the composition
Å Including unnecessary background items
ÅNot capturing a front angle of subjectôs face
Å Being too far from the subject or taking too 

wide a shot

Ask yourself, ñWhat is my subject?  What am I 
taking a photo of?ò  Is it the office copier?  The 
office window? 
Or is it the individual in the office?  



Photos
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Try these tips for a better image:
Å Zoom in for a close up to capture facial 

features .  
Å Provide ñlook spaceò if the subject is not 

looking directly at the camera
Å Position the photo/image so that any text is on 
the ñlook spaceò side of the image.  The 
subjectôs eyes/face are a natural guide to the 
text.



Photos
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Make sure everyone appears in the photo in full, or crop extraneous body parts out.



Photos
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Tips for a better photo:
Å Minimize background 

distractions
Å Reduce backlighting
Å Have multiple subjects 

stand with least amount 
space between them as 
possible


