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NCOA ​​​​​​​​​​​​​​​​​​​​​​​​MISSION 

Founded in 1950, The National Council on the Aging (NCOA) is a national network of organizations and individuals dedicated to improving the health and independence of older persons and increasing their continuing contributions to communities, society and future generations.

Its 3,800 members include senior centers, adult day service centers, area agencies on aging, faith congregations, senior housing facilities, employment services, and other consumer organizations. NCOA also encompasses an extensive network of more than 11,000 leaders from community organizations, academia, business, and labor who support our mission and work. 

· NCOA is a national voice and powerful advocate for public policies, societal attitudes, and business practices that promote vital aging.  


· NCOA is an innovator, developing new knowledge, testing creative ideas, and translating research into evidence-based solutions. 

· NCOA is an activator, turning evidence-based solutions into creative programs and services that help community services organizations serve seniors in hundreds of communities nationwide.  

· NCOA develops decision support tools, enabling consumers to make optimal decisions and maximize all available resources and opportunities. 

· NCOA creates public-private partnerships that bring together a wide variety of voluntary and public organizations to achieve specific results.

To fulfill its mission, NCOA carries out a number of programs that improve the lives and health of millions of older Americans.  NCOA encourages its members to implement these programs at their own facilities and increase the quality of life of the older adults they serve.  
FACTS ABOUT BENEFITSCHECKUP 2005

The National Council on the Aging’s BenefitsCheckUp® (online at http://www.BenefitsCheckUp.org) is the first of its kind, Web-based service designed to help those over age 55, their families, caregivers, and community organizations determine quickly and easily what benefits they qualify for and where to apply for them.  

BenefitsCheckUp was developed to address a serious problem: millions of older adults are eligible for benefits, but not receiving them. Ranging from health coverage to supplemental income to help in paying utility bills, there are millions of older adults who could benefit from a wide array of public programs if they knew about them and how to apply for them. For example, about 60 percent of those who qualify for federal and state programs that help with areas such as home energy assistance, legal services or Medicare payments have not enrolled in them.

BenefitsCheckUp replaces standing in long lines or making calls for weeks or months to get information about these programs. Visitors take only a few minutes online to fill out a confidential questionnaire. BenefitsCheckUp then issues a personalized report telling the user all the benefits programs they qualify for. In addition, BenefitsCheckUp also provides a detailed description of the programs, local contacts for additional information (typically the addresses and phone numbers of where to apply for the programs), and required materials to successfully apply for each program.  

Among the more than 1,300 different programs from all fifty states and the District of Columbia, there are on average 50 to 70 programs per state that are available to individuals. Included are programs that help seniors with: prescription drugs, heating bills, rent, meal services and nutrition, legal matters, medical costs, property tax rebates, Veteran’s benefits, or Alzheimer’s care. It can also help find answers to Social Security questions, job opportunities, programs for the deaf and hard of hearing and volunteer work. 

Since NCOA launched the service in June 2001, more than 1.4 million people have received eligibility reports identifying benefits programs. In the past year, over 275,000 people used BenefitsCheckUp.  

According to a recent Kaiser Family Foundation national survey of older Americans, only 31% of seniors age 65 and older have ever gone online, but more than 70% of people 50-64 have done so.  That’s why adult children, other loved ones and trusted friends are encouraged to help seniors use BenefitsCheckUp to find out if they qualify for benefit programs.

Local mobilization efforts to expand the reach of the site, especially to low-income seniors, continue with grassroots programs in Chicago and suburban Cook County, IL, Cleveland, Denver, Philadelphia, and in the state of Washington, locations which participated in the study. 

BenefitsCheckUp: The Organizational Edition is a subscription-based service, enabling organizations to strengthen and expand their benefit screening capabilities. Hundreds of community organizations nationwide are using the organizational edition.

BenefitsCheckUpRx™ & Medicare Card Finder

BenefitsCheckUpRx, launched in January 2003, finds the combination of prescription savings programs – both public and private - that work best for its users. Currently presented by the Access to Benefits Coalition, it is particularly useful to seniors and persons with disabilities whose incomes are below $19,000 if single and $25,000 if married. The Medicare Card Finder was launched in December 2004 and provides a quick way to identify the right Medicare-approved drug discount card, especially for lower income users. Included in the BenefitsCheckUpRx database is information on each state’s Medicaid program, over 30 state-funded pharmacy programs, all Medicare-approved drug discount cards with wrap-around programs and over 115 company-sponsored patient assistance programs, among others. Since January 2003 when it was launched, some 200,000 have filled out online questionnaires and received benefit reports.

Contact Information

For more information on NCOA, visit www.ncoa.org or, contact 

Jean Walters at 202-479-1200.  Additional information about BenefitsCheckUp 

can be found at www.benefitscheckup.org or by contacting 

Customer Support at support@benefitscheckup.org or 1-888-268-6706.

PROGRAM DESCRIPTION 

BENEFITSCHECKUP ORGANIZATIONAL EDITION 

BenefitsCheckUp Organizational Edition is a Web-based client screening tool for organizations that assist seniors and their caregivers.

How BenefitsCheckUp works
· Community organization staff assist seniors and adults with disabilities, and their caregivers, in completing a confidential questionnaire to learn about federal, state, local, and private benefits.

· Each client receives a personal customized benefit report detailing their potential eligibility for various programs.

· The report summarizes each program, provides local contact information on where to apply, and includes many downloadable program applications.

How it can help community organizations
· The BenefitsCheckUp Organizational Edition will help fulfill a community program’s mission by screening clients in a consistent and efficient manner.

· The Organizational Edition is easy to use and the data is updated regularly.

· The Organizational Edition’s comprehensive program database enables staff and volunteers to screen people like seasoned professionals.

How BenefitsCheckUp helps build greater rapport with clients and community
· Customize BenefitsCheckUp Organizational Edition with the organization’s name, logo, program information, and key contact information.

· Generate statistical reports for client tracking.

· Print blank questionnaires for homebound and hard-to-reach seniors.

· Create a link from an organization’s Web site to the customized BenefitsCheckUp Organizational Edition questionnaire.

· Utilize camera-ready marketing materials and press resources.

The programs BenefitsCheckUp screens

Over 1,300 federal, state, local, and private programs are screened by the BenefitsCheckUp program.  The programs include:

· Prescription Assistance (over 340 public and private Patient Assistance and Prescription Savings programs) 

· Health Care 

· Nutrition 

· Property Tax 

· Veterans Assistance 

· Housing Assistance 

· Financial Assistance

How to subscribe

Contact the BenefitsCheckUp Customer Support Center at 1-888-268-6706 or 

E-mail support@benefitscheckup.org.

DEMONSTRATION PROJECT OVERVIEW

Background of BENEFITSCHECKUP
In June 2001, NCOA launched BenefitsCheckUp, a breakthrough Internet application that screens low-income seniors for eligibility for 1,300 public benefit programs, including those that help pay health care expenses and more than 340 pharmacy assistance programs.  NCOA’s national initiative encourages older people and their families to learn about benefits for which they are potentially eligible on www.BenefitsCheckUp.org, and enroll in the programs. 

NCOA released the Organizational Edition of BenefitsCheckUp for a national beta test in April 2002 and tested it through March 2003 with 200 organization users.  NCOA released a major upgrade to the service in May 2003, which is now being used by organizations nationwide.  The Organizational Edition of the service has been well received by agencies across the country, as an efficient way to build agency capacity to screen their clients’ eligibility for multiple programs and help them apply for benefits.  
NCOA released BenefitsCheckUpRx in January 2003, a service that aids a person in identifying the public and private pharmacy assistance programs for which they are eligible among the 340 available.   NCOA has been testing the national Spanish-language version of BenefitsCheckUp and it is available in some states.

Demonstration Project

NCOA is now completing a three-year multi-site demonstration project in five locales testing whether the tool's usefulness can be enhanced by working with community based groups that assist the most vulnerable seniors with both eligibility screening and the follow-through necessary to ensure actual enrollment. Five model community demonstrations are "up and running" in Chicago, Dallas, Denver and rural Colorado, Philadelphia and Washington State.  The lead agency in each demonstration community has developed working partnerships with more than 30 local community organizations to reach out to low-income seniors, and aid them in screening and follow-up assistance to secure benefits.  These demonstration communities are the “learning laboratories” that are helping to inform the nationwide rollout efforts.   

REPORT OVERVIEW

Background and Purpose

The National Council on the Aging (NCOA) and BenefitsCheckUp (BCU) are committed to providing guidance and support to users of the BenefitsCheckUp Organizational Edition (OE), a web-based client screening tool for organizations that assist seniors and adults with disabilities, and their caregivers.  The goal of this document is to provide insight into “Lessons Learned” from current OE users. Collaboratively, they offer alternative strategies, share implementation information and contribute new ideas to existing and new teams using BenefitsCheckUp in the screening, follow-up and enrollment processes. The common objective is to help clients quickly find the BEST combination of benefits for which they may be eligible.  This reference manual provides information from current Organizational Edition users on many aspects of community implementation and is organized by topic.  It is not intended to be a “how-to” guide for the BenefitsCheckUp program.  Program instructions and training materials are available on the Organizational Edition website or by contacting BenefitsCheckUp staff.
Research Design

Carolyn Holmes, MScN, PhD, of Holmes Research & Consulting, LLC, an independent research firm, conducted a series of focus group discussions via teleconference in September, October, November and December of 2004.  The research for this Lessons Learned document was collected from current Organizational Edition users of agencies that have demonstrated success with the program.  A total of 24 voluntary participants were from agencies in the following cities and states: Chicago-IL, Suburban Chicago-IL, Cleveland-OH, San Francisco-CA, Philadelphia-PA, San Antonio-TX, statewide CO, and statewide WA.  Contributors to this report represent the following types of organizations: Information and Assistance, Senior Services, County and City Departments on Aging, Area Agencies on Aging, Senior Centers, Community Action, Catholic Charities, Jewish Council of the Elderly, Senior Employment, AARP state office, and state coordinators of the BenefitsCheckUp program.  Descriptions of their agency focuses include: information, referral, outreach, education, assistance, advocacy, senior employment, case management, caregiver support, senior center services, in-home services, and various other social services.

Note on Report Statements

Focus groups, by their very nature, are intended to capture a range of qualitative views, opinions and experiences of the target population and are a good method when in-depth information and explanatory feedback is needed.  No attempt is made to quantify or measure the degree to which the opinions are present in the population.  Results from focus groups should be applied to individual locations with caution.  Participants were recruited on a volunteer basis, rather than being randomly drawn from the total population of Organizational Edition users. Findings reported from these focus groups represent a variety of experiences, views and opinions that were shared throughout the groups.  When considering adoption of ideas in this report, other OE users are encouraged to weigh the value of the activity or strategy in light of their own situations, staffing levels, partnerships and clients. 
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CHAPTER 1:

BUILDING CAPACITY AND ESTABLISHING AN ORGANIZATIONAL BASE
Building Capacity and Establishing an Organizational Base Overview

Organizations offering the BenefitsCheckUp screening to seniors have developed a variety of approaches to program administration.  The flexibility of the tool allows agencies, depending on their mission and resources, to incorporate the program into their existing client service processes. We asked current Organizational Edition users how they would explain the process of gearing up to offer the BenefitsCheckUp program to an interested agency.  They answered the question: “What do I need to know in order to offer the BenefitsCheckUp program through my organization?”  They identified elements of capacity that are common across all types of organizations, whether their core mission is to provide information, outreach, advocacy, assistance, employment or other service programs.  A systemized approach to launching the program involves fostering management and staff buy-in, planning for implementation, and assessing and allocating necessary resources.

Summary of Lessons Learned:

Building Capacity and Establishing an Organizational Base

1.1   
Establish an organizational commitment to the BenefitsCheckUp program, ideally with designated staff having both time and resources to implement and sustain the program.

1.2
Foster discussions in the organization to help leaders and staff understand program administration, staffing impact, and financial and technological requirements.  

1.3 
Obtain buy-in from staff before incorporating BenefitsCheckUp into existing programs. Alert them to the activities that will become part of staff members’ responsibilities.  

1.4 
Develop protocols for the integration of BenefitsCheckUp into existing programs and the administration of the screening, enrollment and follow-up processes. 

1.5 
Identify potential funding sources and other options for obtaining the equipment and staff needed to administer the program.  

1.6
Obtain and use the most up-to-date technology the organization can afford, offering the greatest flexibility for screenings.  

List of Example Documents Provided in Appendix:

Intake form for Information & Assistance calls

Example of incorporating the opportunity for a BenefitsCheckUp screening into existing I&A intake form. Contributed by Delaware County Office of Services for the Aging.

Lessons Learned in Detail
1.1  
Establish an organizational commitment to the BenefitsCheckUp program, ideally with designated staff having both time and resources to implement and sustain the program.  

One of the challenges in implementing a BenefitsCheckUp program is obtaining buy-in at the organizational level to successfully adopt, administer and sustain the program.  The more closely the BenefitsCheckUp mission fits the organization’s mission, the greater the chance of leadership and staff accepting the program’s value for their clients.

Alignment with Organizational Mission:

“The goal of the BenefitsCheckUp program relates to our organizational mission.  Our core mission is to help seniors and find resources for them. BenefitsCheckUp is a key element in helping us meet our mission.  I tell people that this tool revolutionizes how we can help people.  It takes all the guess work out of what a client or a constituent might be eligible for and it methodically evaluates people for all the various programs; in and of itself, it is the best way to find out if someone is eligible for a program.” 

“As a non-profit, the central question is: How do we offer BenefitsCheckUp and tie it to our services?  Because, if we are going to exhaust staff time and resources to promote BenefitsCheckUp, how does it benefit our agency?  How can this program benefit our other programs?” 







Organizational Buy-in from Organizational Leadership:


“The Director heard about BenefitsCheckUp at the NCOA/ASA conference in 2002 … He came back and brought his department managers together and said he wanted to implement this throughout the agency.  He has a full time person who is dedicated to coordinating the effort.  Between the Foster Grandparent Program, the Senior Center Director, the SCSEP program, their Information and Assistance Department, every single one of them is screening people right now, and they screen probably 200 people a month.”  










Understanding Mutual Commitments of NCOA and Organization: 

“BenefitsCheckUp should discuss mutual expectations about becoming a new Organizational Edition subscriber – what they can expect in terms of support from BenefitsCheckUp and what in turn is expected from them as an OE user.”

Key Steps to Take to Obtain Organizational Buy-In: 

· Tie BenefitsCheckUp into organizational mission – how it helps the organization serve clients better.

· Involve both leadership and staff in program organization when discussing the value and importance of BenefitsCheckUp to their mission.

· Discuss ways that BenefitsCheckUp can make the job of serving the organization’s clients easier:

· Up-to-date on changes in existing benefits and provision of new benefits

· Comprehensive database so all resources will be identified

· Built-in follow-up tool 

· On-line current statistics tracking useful data for organizations.

· Describe the impact on clients, such as the dollar value of key benefits, and share testimonials from those who have been helped.

· Seek support from organizational leaders to help facilitate buy-in from other staff.

Current Organizational Edition users stress the importance of having a point person who can manage the day-to-day tasks, administer the paper or web-based screening processes and distribution of results, as well as monitor enrollment assistance and follow-up activities-- if the organization has the ability to offer these services.  Organizations that utilize a part-time or full-time coordinator dedicated to the BenefitsCheckUp program have attributed their success, in large part, to the staff member.

Success Story – Dedicated Person: 

“One of the major points for us to be able to do this program was to obtain grant funding for a coordinator.  She manages the program, recruits and trains AARP senior employment workers and volunteers to do outreach.”

Success Story – Dedicated Person: 

“For a project like this, if I didn’t have a lead volunteer, I couldn’t do it.  My lead coordinator handles the day-to-day issues, she does the training for our volunteers -- we have a team of about 10 to 12 people.  So when we recruit someone, she will do the one-on-one training with them.  She also is our liaison with NCOA.”  




Suggested Job Responsibilities for Program Coordinator: 

· Manages day-to-day activities.
· Recruits and manages volunteers.
· Conducts trainings and refreshers for staff and volunteers.
· Plans outreach activities and other special events to promote the use of BenefitsCheckUp.
· Plans ways to provide recognition and acknowledgement for volunteers. 

· Coordinates marketing activities. 

· Manages follow-up and tracking activities, if done by the organization.

1.2 
Foster discussions in the organization to help leaders and staff understand program administration, staffing impact, and financial and technological requirements.

Understanding all aspects of the program, the process of implementation and its impact on the organization is essential before subscribing to BenefitsCheckUp.  For example, organizations that plan to administer BenefitsCheckUp using a printed version in large quantities should estimate and budget for the cost to print and mail the completed reports, as well as staff time needed to manage the printing/mailing processing for the reports.  

Example Thought Processes for New Agencies Considering BenefitsCheckUp: 

Fits Organizational Mission – “When an agency approaches me, I try to find out what they want out of the program – what it is going to do for them.  I explain to them about the basic mission of the program and what it does for their clients and what it does for their organization.”

Value for Client – “Then I talk about it from either the compassionate or the economic point of view; how much that individual gets from identifying the benefits as a result of the screening and going through and applying and also what impact that has on the community.  So whatever their bent is, whether it be the compassionate approach or the economic approach, they are getting the idea that they are going to benefit a great deal and their clients are going to benefit.”
Obtain Staff Buy-in – “[If] they are still interested, and have not talked to line staff, then I would suggest that they get their staff together and discuss the pros and cons, and really sell it to their staff before they start it.  [Without staff] buy-in, it is not going to happen.”  

Train the Organization –“[Do] the training, and teach both the upper management and the line staff [how to use it].”
Seek Funding to Sustain the Program – “I will give each organization a list of [relevant] funding sources. If need be, I will instruct them on how to write a grant and help them get their grant together so they can apply for funding to get their computers or operating expenses or whatever.  But I do that with these organizations so that they have some idea upfront how much it’s going to cost to do this.  Because I don't want to get them into it and then come back to me saying that I didn’t talk about these hidden costs.”

1.3
Obtain buy-in from staff before incorporating BenefitsCheckUp into existing programs. Alert them to the activities that will become part of staff members’ responsibilities.  

Obtaining buy-in from staff can be a challenge for an organization that does not have a staff member who champions the BenefitsCheckUp cause.  Many “over worked and under paid” case managers and social workers may see BenefitsCheckUp as unnecessary because they feel they already know the benefits available or feel the program is just another burdensome task added to their workload.   

Consider who will be using the tool and find out how they feel about it before beginning.  Most social service staff use a “crisis intervention” approach to deal with client issues as they arise, whereas BenefitsCheckUp is a proactive screening methodology designed to quickly inform clients of the local, state and federal benefits they may be eligible for at any given time. Integrating BenefitsCheckUp into existing practices does not have to be a complicated or time consuming process. For organizations/agencies that are already working directly with clients, integrating BenefitsCheckUp can be as simple as educating social service personnel who can then educate their clients and offer clients the opportunity to be screened.
Obtaining Staff Support

“It is hard to get social workers to use the tool as they feel that they already know the services and see the BenefitsCheckUp screening as time consuming.  However, most do not know the ins and outs of the [prescription] drug programs and that is the most important need now.  The programs change almost daily and even a great social worker can't keep up.” 

“[Ask] them to look at the amount of time that they spend keeping themselves abreast of all the changes and the rules.  And ask them to compute how much time they are spending when NCOA will do the work for them and keep up with the changes and provide updates in the program…. [They] start looking at how much time they are actually spending reading materials on policy changes or whatever, then they are much more likely to look positively on the tool that will give them that information without them having to go and dig it up.” 






Suggestions for Obtaining Buy-In from Staff Members Who Conduct Screenings: 

· Explore how BenefitsCheckUp fits their organizational mission in serving clients – particularly important when clients’ situations change.

· Point out the benefits included in BenefitsCheckUp that the staff member may not know, or emphasize those the staff member knows are extremely valuable to their clients.

· Have social workers/case managers estimate the amount of time spent in keeping up with benefit and application form changes – point out the BenefitsCheckUp Organizational Edition offers continuous updates and will keep them updated with changes that can impact their clients.

· Explain the tool as a proactive approach that helps clients find needed assistance before a crisis arises.  After the initial wave of current clients, the social workers will be able to manage those who truly need help (annual renewals for Medicare Savings Programs, LIHEAP etc.)

· Collect and share a list of success stories that show examples of the impact on client’s lives with the benefits obtained from a BenefitsCheckUp screening.

1.4 
Develop protocols for the integration of BenefitsCheckUp into existing programs and the administration of the screening, enrollment and follow-up processes. 

How your organization administers the BenefitsCheckUp program and integrates it into existing programs or application processes is critical to explore.  Well-planned protocols conducting outreach to find seniors needing assistance, administering the BenefitsCheckUp screening, preparing and returning results to the clients, and dealing with unexpected circumstances makes the process more manageable.  Protocols should detail the practices and procedures involved, and determine roles, responsibilities and problem-solving steps for staff and/or the project coordinator.  The protocols will also serve as a useful tool for new staff and volunteers.

Develop Protocols: 

· Detail your planned method(s) of conducting screenings (whether to screen in-person, over the phone, by mail, in group meeting settings, etc.)

· Determine steps staff/volunteers should take to prepare, administer and return the results to the clients.

· Define training methods, materials and requirements for each staff and volunteer position.

· Establish a “point person” to handle problems (i.e. who should staff/volunteers go to if they encounter a problem/difficulties).

· Determine follow-up methods and requirements.

· Identify how your organization’s clients will be served each month and track the results in number of screenings, type of clients served, number of benefits returned, etc.

BenefitsCheckUp Organizational Edition subscribers recognize that using a web-based screening and enrollment program offers the most up-to-date information available. The results are customized to the client’s socioeconomic circumstances.  While BenefitsCheckUp offers a great deal to the user, the user must also commit to continual attention to the updates and latest additions to make best use of the program for their clients.

Success Story – Integrating BenefitsCheckUp into the Organization

“I work primarily in a senior citizen apartment building, and while I have screened many of the residents here, every couple of months I will do another flyer, explaining BenefitsCheckUp and offering people the opportunity to complete it, whether or not they have already done it previously.  Because, you know, situations may change.  We also put it in our resident’s newsletter and in our senior center newsletter, which goes out to a membership of 5000 people.  We’ve also just incorporated the screening into our application processes to become a member of our senior center and for new residents in our apartment building.  So, we’ve incorporated [the program] into what we are already doing.”  

Success story – Integrating BenefitsCheckUp into the Organization

“We are successful because we were mandated to use BenefitsCheckUp from the beginning.  After our local managers were able to see results, they became very enthusiastic and convinced even more people of the tool’s value.” 













Tips on Integrating BenefitsCheckUp into Existing Processes: 
· Incorporate a BenefitsCheckUp screening into existing processes, such as intake screenings or as part of an application for services.

· Invest in training staff that will use the tool so they are familiar with all dimensions of the screening and enrollment processes, and the technology in your agency.

· Schedule a block of time when staff can practice using the screening questionnaire to familiarize themselves with the questions. 

· Look for ways to streamline the processes, being cognizant of the added stress another screening tool puts on their workload (e.g., enlist other staff or volunteers to help do data entry, and to mail results to clients.)

· Stress the benefits of using the tool in terms of their work with their agency’s clients.

1.5 
Identify potential funding sources and other options for obtaining the equipment and staff needed to administer the program.  

Building capacity and ensuring sustainability requires funding.  Many organizations have obtained funds from grants designated for community-based outreach efforts at the local level.  In terms of finding information on funding sources, the public library system can assist in identifying grant resources, such as publications listing available grants.  For organizations lacking grant-application experience, local colleges and other organizations may offer grant-writing seminars.

In terms of equipment, a good quality printer that can print paper screening questionnaires and the results reports quickly may be more important than a fast computer for entering data.  One creative approach to obtaining computers and printers is to request donations from local businesses when they upgrade their equipment. 

Document Your Successes Using Tangible Data: 

“In seeking funding, we now have statistical information we can show - information about the average number of benefits that were found per person per screening.  So, using some of the statistics that we have, help them to see that the work that’s being done is beneficial to the community they are serving.  In terms of writing grants or presenting a case study to a particular funder, whether it is a city or a county government or a private foundation, or any community organization, you will have to have hard data to support your request.  With some of our national research study results, we are going to be able to put some dollar amounts with those statistics to make a good case.”  



Success Story – Obtaining Used Computer Equipment:

“It’s fairly straightforward to write a letter to the Vice President of Human Resources for local companies about BenefitsCheckUp because they are always looking for services that they can provide to their employees.  We can pretty much get return phone calls by calling and saying, “I’d like to talk to you about BenefitsCheckUp of Colorado.” …  We do want them to do BenefitsCheckUp, but they are also a resource for used equipment since they typically recycle their computers and printers every few years.  We’ve been fairly successful in getting a good response from that - they throw out a lot of stuff.” 






Tips on Obtaining Funding/Equipment: 

· Identify funding sources available in your community such as the local Area Agency on Aging, city and county governments and private foundations.

· Use BenefitsCheckUp statistics to make your case and calculate the economic impact on your community.

· Contact BenefitsCheckUp program staff for current statistics if applying for government funding.

· Include a list of success stories that graphically illustrate the impact on clients’ lives.

· Approach local businesses to offer BenefitsCheckUp to employees for their use and for their aging parents’ use.

· When communicating with businesses, explore the possibility of obtaining donated, used equipment.

· Before approaching local businesses, practice communicating the key points of BenefitsCheckUp and supporting stories so you can convey the key points in five minutes or less. 

· Plan a staged approach to the business, private foundation or government agency

· Put initial BenefitsCheckUp background information in the mail with a personal letter to the VP of Human Resources.

· Follow the letter with a brief introductory phone call to ask for a short in-person appointment.

· Keep your meeting to 30 minutes where you can personally demonstrate an Rx screening, especially if you can input information for someone with whom they may be currently working.

· Once your program is underway, maintain accurate records of those you have helped and how much money they are saving or obtaining as a result of your service.  Communicate this to your funders. 

1.6. 
Obtain and use the most up-to-date technology the organization can afford, offering the greatest flexibility for screenings.  

Consider investing in laptop computers and wireless Internet to conduct outreach in the field.  This technology is also useful in marketing presentations to potential partners, as well as presentations to community groups.  While some locations do not have wireless capabilities outside the local office, others experience considerable flexibility in their work with clients and community groups.

Portable laptop computers and wireless networking allow for in-person screening online.  This enables field staff and social workers to screen seniors in the field or in the office.  This method would be particularly helpful for seniors who might be overwhelmed or unable to complete the printed screening questionnaires on their own.  Maintaining the momentum of doing the screening in-person, reviewing the results and immediately identifying the needed applications reduces the burden and generates excitement for the client.  Although having a printed version as a backup is recommended in case of technical difficulties, online screening is a time-effective methodology to complete the processes of screening through enrollment, given the opportunity for immediate results review and application assistance.  

Success Story:

“The problem that we had was not having sufficient hardware to screen so many people.  I wrote a grant to the Beaumont Foundation, and I was able to get 10 laptops -- with wireless hookups.  So that was a big boon for us that made everything very easy. We work primarily with low income, under-educated individuals who are not computer literate.  So we have navigators actually sit down with them at the computer and work one-on-one with the individual at one of our three centers. Then, at the end, they get their printout of results.”




Suggestions for Community organizations (such as senior center or senior housing):  Place a computer in the lobby (or other accessible location) available for seniors who come to the agency or live at the location.  Plan to offer assistance, if necessary, to those who cannot do the screening alone. 

Suggestions for Agencies conducting outreach offsite and home visits: 

Although in-person screening and reviewing the results takes considerable time, it ensures that the client completes the screening process and facilitates the application process.  Many seniors, and most likely the ones in most need, are not able to go through the screening and application process independently.  The printed version allows field staff the flexibility of collecting the information in-person or leaving the forms for the client to complete before the next visit – depending on time limitations.       

Tips on Obtaining Updated Technology: 

· Find a funder whose program goals match yours that will support technology and equipment purchases.

· Make your case for your specific equipment needs – how it will impact your program, whether it will be used in marketing, presenting, and conducting screenings interactively.

· If there is a need to prioritize equipment purchases, invest in a fast printer as your first purchase. This will save you more time than any other single purchase.
· Search websites (such as TechSoup.org) for low cost hardware and software deals for non-profits.
CHAPTER 2:

RECRUITING AND TRAINING STAFF/VOLUNTEERS

All types and sizes of organizations offer the BenefitsCheckUp program, with differing mixes of staff and/or volunteers.  Some run the program without additional staff or volunteers and are limited to what they can do on their own.  Several agencies attribute the success of their program to having a program coordinator or lead volunteer who is dedicated to the program and manages the different processes.  Others attribute their ability to offer the program from having a pool of volunteers and establishing a division of labor.  Contributors to this report shared their strategies and tips for obtaining and training volunteers, which can be adopted by any type of organization.

Summary of Lessons Learned:

Recruiting and Training Staff/Volunteers

2.1
Work with your professional and personal networks to seek volunteers.

2.2 
Match volunteers and staff to tasks given their interests and skills.  

2.3 
Recognize that staff and volunteers require training, and individualized, ongoing management and supervision to be successful and fulfilled in their work. 

2.4
Provide multidimensional training to new volunteers and staff, with update training as needed.

List of Example Documents Provided in Appendix:

BenefitsCheckUp Navigator Job Description

Example of a job description used to recruit BenefitsCheckUp Navigators.  Contributed by the Foundation to Benefit Our Seniors.

Community Navigator Manual

A volunteer training manual including volunteer guidelines, and pointers on how to work with clients.  Developed and contributed by the BenefitsCheckUp Coordinator for the state of Colorado. 

Youth Opportunity Program

Example of community-based program in San Antonio providing training and internship opportunities in different industries including health care and social services.

Lessons Learned in Detail
2.1 
Work with your professional and personal networks to seek volunteers.  

Many programs partner with various state and local offices for help in identifying volunteers including AARP, Senior Community Service Employment Program (Title V) employees, and local community volunteers groups (e.g., RSVP, SHIP, and church congregations).  Other methods for recruiting people to volunteer opportunities include announcements about BenefitsCheckUp during public presentations, display of posters and announcements at community events, and advertisements in community newspapers.  

Suggestion on where to start: 

“Try contacting either the national AARP office or the National Faith in Action office and see if your state is engaged in a formal partnership.  Then contact the representative for your state.”  

Success Story: Using AARP volunteers

“We have had a wonderful relationship with AARP here - they are an OE site plus they are providing volunteers to work with the CareVan that we’ve got here and to work with other programs that need assistance.”  

Success Story: Using volunteers for outreach

“We attribute our success to our outreach workers.  First of all, they are near senior or seniors.  So, the persons that they are working with are their peers and they have an understanding of the needs and the issues of the people that they are serving.  We schedule for them to go out to the various events, we have flyers put out ahead of time.  They are very patient with doing the questionnaires.  It is time consuming and you do need a number of volunteers in order to get the volume, because each senior is going to want the attention and they deserve the attention regarding the services.  So, our success has been with our workers and their approach, one-on-one with the seniors.” 




Success Story: Using student interns


“One of the ways we've built staff is that we’ve gone after college students.  We've recruited three people from an internship program that are going to be with us for six months.  They are getting college credit, but they are not a high cost and we don’t have to provide benefits.  So, it is just a straight $10 an hour position and they are getting hands-on experience working with seniors.  These interns are nursing students who are thinking about going into geriatrics.  So, local colleges are a great resource for either very low cost or even free labor in return for some practical experience for their college credits.”  

Success Story: Train other agency/partner’s volunteers

“Sometimes we have not been able to recruit volunteers but [our partner] sites have volunteers that they will give us to train.  So that’s another way of getting volunteers.  Sometimes you don’t have to recruit them all, if you find a site that already has volunteers, pull them in, train them, we do the background checks, we do everything, so that’s another way of getting volunteers if you can't recruit your own, try and get a site that already has volunteers and train theirs.”
Tips for Recruiting Staff/Volunteers: 
· Share the goals and objectives of BenefitsCheckUp with other organizations that are membership-based to see if their members would consider helping your organization achieve its mission.

· Consider partnering with another agency/organization to spread the word about BenefitsCheckUp through their communication channels, including newsletters, meeting announcements and bulletin boards.

· Connect with your statewide aging network to spread the news about BenefitsCheckUp, and to seek guidance and ideas in developing the project in your area.

· Determine sources of volunteers, such as AARP and Senior Employment programs.

· Consider non-senior volunteers, such as student interns interested in obtaining practical experience for careers in gerontology or social work.  Contact these departments oat your local college or university.

· Mention the volunteer opportunity at public presentations and community events.

· Place an advertisement in your local newspaper’s volunteer section.

Suggestion in recruiting volunteers:


“In recruiting a volunteer for any of the programs that we do, BenefitsCheckUp or otherwise, you always try to fit in and identify what skill set would be most helpful and then go about trying to find that person.  Have a good plan for recruiting - a good volunteer is essential because otherwise you end up with the wrong person doing the job and then you are in deeper trouble time-wise and work-wise.”  

2.2
Match volunteers and staff to tasks given their interest and skills.

Enlist older volunteers who are interested in helping their peers with screenings.  Consider using college interns and high school seniors with community service requirements to do the computer, technical and clerical aspects of the program.  

Suggestion for managing volunteers:

“One of the key things with [volunteers] is just figuring out from the beginning what their strengths are and then what they want to do and what they don’t want to do.  The quickest way to lose a volunteer is to have them doing things they don’t want to do.”

Example Story of successful volunteer programs:

“I would say in searching for either employees or volunteers, you don’t necessarily need a jack of all trades, but you need to target specific people for specific functions. Our elderly volunteers are very willing and capable of sitting down, explaining the programs, walking people through the questionnaire, and really explaining why they are asking certain things.  I have 4 or 5 older ladies who spend a lot of time on the telephone talking to the seniors, and a lot of them have benefited from some of these programs, so they are talking from experience and they are talking one-on-one as a peer.  But I’ve got seven or eight interns and recent college graduates that are doing all of the computer work, all of the application completion for various benefit programs, following up with the state to find out if the senior got on the program, and doing the advocacy work.”  

2.3 
Recognize that staff and volunteers require training, and individualized, ongoing management and supervision to be successful and fulfilled in their work.

On the whole, many organizations find volunteers to be a valuable asset to the success of their programs.  Other agencies, however, have not been successful utilizing volunteers, usually because they lack the time and/or management staff member required to develop and sustain a volunteer program. Despite their individual experiences, contributors to this report all agree that using volunteers takes time, effort and good planning.

Lesson Learned: Managing volunteers

“There is a lot of juggling [with volunteers] ...  making sure people can be on their vacations when they want to be, and have a desk when they come in, and have a job to do when they come in.  There is a lot of work in managing volunteers.”

Lesson Learned: Matching personalities

“You must have a very good sense of humor … there are just so many different personalities.  Everybody comes to volunteering for different reasons, and everybody has to have a win-win situation for everybody, the clients and the volunteers, and sometimes, it doesn’t always work.”

Resource for managing staff:

“For managing, we use a technology which is Internet-based.  It essentially involves nothing on your side other than access to the Internet called salesforce.com.  And the neat thing about it, it handles everything that I need from task management, appointment scheduling, even client and case management, tracking multiple employees, multiple calendar views etc.  So it's really kind of a complete solution.  But the neat thing about it, if you are a non-profit, you can use it for free.”  








2.4
Provide multidimensional training to new volunteers and staff, with update training as needed.

In response to the challenge of managing volunteers, particularly utilizing those who are not proficient on the computer, most organizations have developed a training module.  BenefitsCheckUp also provides training that can be adapted to suit the needs of particular organizations.  Another resource used by current Organizational Edition users, is AARP’s reference manual of benefit programs that enables volunteers to become more familiar with the programs for which the BenefitsCheckUp offers results.  Training should also include a component on the human element of dealing with seniors – learning how to address clients who may feel vulnerable and uneasy about the process.

Suggestion: People-skills as part of training

“The people that you put out there to deal with clients have got to understand the condition of the client in the beginning. Training is what equips a volunteer to deal with other people. They have to have some ability to focus on the needs of the client and understand where they are coming from.”
Tips for Training Staff/Volunteers: 
· Identify skill sets needed for particular tasks and the desirable qualities needed in a volunteer to fulfill your organization’s work with BenefitsCheckUp.

· Ask staff/volunteers about their interests – some like contact with people, some like administrative tasks, some enjoy phone work, etc…

· Train all staff/volunteers on the entire process as well as how to deal with clients.

· Develop standards or guidelines for staff/volunteers to follow. 

· Treat volunteers as employees so they understand the accountability for the work assigned whether or not they get paid.

· Encourage volunteers to have a helpful attitude. 

· Plan staff/volunteer recognition for their contribution to the project’s success.   

· Refer to the BenefitsCheckUp training guides.

· Use a simple spreadsheet or a more advanced tool such as www.salesforce.com to help manage staff/volunteer work schedules, contact information, responsibilities, etc.

Key components of a BenefitsCheckUp training program:

· Familiarizing users with the benefits provided by Medicare, the Medicare Savings Program, the prescription drug programs and other benefits that will frequently be suggested.

· Reviewing basic computer skills.

· Using the BenefitsCheckUp screening tools (e.g., web-based, paper questionnaire, etc.) used in your agency.

· Teaching agency protocols related to the policies, practices and procedures.

· Working effectively with older clients, including making accommodations for sensory deficits, disabilities, etc.

· Understanding and interpreting the BenefitsCheckUp program results.

· Helping clients make decisions on what to apply for and how to navigate the application process.

· Identifying ways to avoid rejected applications due to insufficient or incorrect information.

Success story: Training new staff:

“At my agency, when we have a new hire, I am one of the people that they have to come and see.  So I sell it to case managers and social workers that way.  I show them how it works and how I can help them make their job a little easier.  It makes sense because the expectation is that they understand these programs, when in fact they often don’t.  Nobody can understand it all or keep up with all of it.  We have a lot of graduates that do their field placements with us.  I teach them how this program works and encourage them to take advantage of it and to use it.  We use it as a learning tool for our graduate program and they come away from it having learned something about the nuts and bolts of social work.”  



CHAPTER 3:

MARKETING AND OUTREACH

Unless your organization is a stand-alone facility that only serves your clients, and you do not have a mission outside the walls of your facility, you will need to focus your marketing plans and strategies on two key audiences. 1) Low income seniors and adults with disabilities are the primary target audience you serve.  2). Other agencies and organizations that serve your target market:  Securing access to your target market through other agencies will provide a means to broaden your reach and touch groups that you could not reach alone.  When you share a target market with another agency, creating mutually beneficial outreach strategies can serve all partners in the endeavor to secure needed benefits -- your organization, your partner’ organizations, and your clients.

Organizational Edition users contributing to this report made it clear that marketing and outreach approaches are unique to each organization and its clients.  What has worked for one agency may not have worked as well for another.   Over time and through trial and error, each organization has refined their individual strategy.  Several basic principles as well as tips and success stories have been identified in marketing the BenefitsCheckUp program to other agencies and to seniors.

Summary of Lessons Learned:

Marketing and Outreach

3.1 
Create a plan based on your organization’s focus, whether it’s a formal communications plan or a simple spreadsheet. 

3.2
Find respected spokespersons to open doors for you: The messenger is just as important as the message.

3.3
Build relationships that may lead to referrals and partnerships. Use in-person networking, follow-up and on-going communication.

3.4
Tap into scheduled media and outreach events with your target audience.

3.5
Approach agencies that conduct mailings to their existing clients to include BenefitsCheckUp information.  

3.6
Connect with elected officials at the local and state level.  They benefit from having an informational resource to offer constituents and can become a source of referrals for your agency.  
3.7
Contact the health reporter for the local news with success stories and information about the service.

3.8
Contact local radio personalities who host programs that appeal to the older population and share information about BenefitsCheckUp.

3.9
Advertise your BenefitsCheckUp program on local cable access as one of the services offered by your organization. 

3.10
Use incentives to encourage reluctant seniors to complete the screening, and to motivate screeners to locate and enroll people in qualified programs.

List of Example Documents Provided in Appendix:

Presentation Ideas – part 1

Presentation 101 –People and organizations to contact for BenefitsCheckUp presentations.  Contributed by South Suburban Senior Services of Catholic Charities.

Event Contact & Schedule Sheet – part 2

This document provides an example script for outreach/presentation scheduling and documentation. Contributed by South Suburban Senior Services of Catholic Charities.  

BCU Program Announcement

Description of the BenefitsCheckUp program including information on how to access a screening, types of screenings available, targeted messages with supporting statistics and contact information.  This write-up could be adapted for various communications including a press release, text for local cable access, website, or as a tool for contacting local reporters and radio hosts.  Contributed by Pierce County Aging & Long Term Care.  

Agency Brochure

Example of an agency brochure devoted to the BenefitsCheckUp program.  Includes list of local sites that offer screenings. Contributed by Cuyahoga Department of Senior & Adult Services.

Agency Brochure with Tear-Off Reply Card

Example of a BenefitsCheckUp brochure with tear off reply card. Contributed by the Foundation to Benefit Our Seniors.

Checklist - Policymakers

Planning checklist for outreach to policymakers. Contributed by BenefitsCheckUp WA state coordinator.

Scheduling Policymaker Meetings

A document providing practical tips on scheduling and meeting with policymakers. Contributed by BenefitsCheckUp WA state coordinator.

Preparing a One Pager

Items to include when creating a one-page description of your BenefitsCheckUp program. Contributed by BenefitsCheckUp WA state coordinator.

BCU WA One pager

One page sheet intended for connecting with policy makers that gives a brief overview of BenefitsCheckUp, and also lists benefits to state constituents with supporting data. Contributed by BenefitsCheckUp WA state coordinator.

Meeting Request with Senator

Actual letter used to request meeting with state senator to present the BenefitsCheckUp RX programs screening tool. Contributed by BenefitsCheckUp WA state coordinator.

Lessons learned in detail

3.1 
Create a plan based on your organization’s focus, whether it’s a formal communications plan or a simple spreadsheet. 

Most OE Users have developed a multi-layered marketing approach based on their organization’s mission, target audience, products and services, and capabilities.  They have also utilized BenefitsCheckUp resources including the video, brochure and bookmark.  Many have integrated a description of the BenefitsCheckUp program into their agencies’ marketing materials that highlight other programs and services provided by their organizations.  

Suggestions on understanding your organization and its purpose:

“If you are a new site starting this, it is important to know your agency’s objectives and know what you do.  Are you going out to people? Are you an agency where people are coming to you?  I work in a senior apartment building and I have a captive audience of 70 people.  So, it was fairly easy to do outreach to them, because they are here.  Our senior center has a large membership base and a lot of people coming in.  So, it was easy to have a captive audience with them. …  So, it’s important to know what your agency does and to utilize that.” 


Tips on developing a communications plan (refer to Strategic Communications Plan included in the appendix):

· Identify the issues you are addressing (where your target audience “hurts”.)

· Profile audiences you are attempting to target (who they are, what they do everyday, where they congregate, shop and worship.)

· Create communication objectives to address the issues.

· Tailor the message to the specific audience and test them with that audience.

· Identify appropriate marketing methods that fit your audience, budget, and timeline.

· Evaluate your efforts by keeping track of responses by type of outreach method.
· Create a calendar, timeline and budget. 

Available tool to help develop a strategic communications plan:

“I actually have a formal tool that I use for a strategic communications plan.  It’s from a class that I took through The Robert Wood Johnson Foundation.  It’s designed for all levels of non-profits, and is a basic format that you state your objective, who your target audience is, what your outcome will be, what vehicles you are going to use and how you use them, and how do they fit into the strategic plan for that particular objective.  I use it so that I can keep track and go back and refer to it as my master plan.” 



Strategies for seasonal and existing opportunities to do outreach in the community:

“I set up a spreadsheet where I break out the year into the 12 months.  I focus first, on certain months of the year with regularly scheduled events that are seasonal such as health fairs and flu shot outreach.  I look at the other weeks or months with less activity and plan some things to drum up business, such as get something in the paper or in the local newsletters.  Most senior centers have a newsletter for seniors that attend and to homebound seniors as well. The winter months are good to send flyers out to your home-delivered meal clients because they are already at home most of the time, especially because of the weather.  We can schedule a home visit if somebody needs that type of assistance.  Senior buildings are good to contact in the colder months because it’s going to be easier to get a group together if you wanted to do a presentation there. In the warmer months, there are scheduled community events and health fairs so you can do certain types of marketing during that time.”  



3.2
Find respected spokespersons to open doors for you: The messenger is just as important as the message.

Identify the best messengers and use contacts that may have more influence in getting support from other agencies or other communities.  This is also important for reaching ethnic populations.

Success Story:

“You are not always the best person to carry the message.  So, use your network and people that you know, to carry the message for you, because they may have more influence with that organization or group of people.  Senior Law Day is a very good example.  We had made numerous efforts to get involved with Senior Law Day and it just didn’t work.  We recruited an individual who is an elder law attorney to serve on the advisory council; in fact he is serving as the co-chair.  When he came on board, the advisory council got involved, and he was able to make those contacts, he knows the people and how to explain the benefits of using BenefitsCheckUp.  And so for the last two years, we have been a major part of the Senior Law Day here - not because of anything we were able to do, because we couldn’t break down the barriers to get to the folks that matter but he did it with one phone call.”  







“In many situations, I don’t how the right phrases and I certainly don’t have the right language.  So, finding someone in my network, getting to know these folks, and having them trust me and then they can go to their local ethnic group and those events, and be the BenefitsCheckUp person, the upfront person.  It’s been very helpful with the Russian community.  We had a Title V person who is a Russian immigrant.  He went to the Russian community, which is a very close knit group, and made some inroads there.  He took the short version questionnaire, translated it into Russian and was able to use that.” 













3.3
Build relationships that may lead to referrals and partnerships. Use in-person networking, follow-up and on-going communication 

Consider every interview, meeting, event, or presentation an opportunity to market the program and its benefits.  It is particularly useful to establish relationships with representatives of organizations that could provide assistance in terms of referrals, volunteers, joint promotions and sharing media events.  A relationship with representatives of the agencies that administer the benefit programs BenefitsCheckUp recommends to likely qualified candidates could lead to partnering for outreach and media events, conducting joint promotions, and targeting mailings that include either a BenefitsCheckUp envelope stuffer or a co-sponsored insert by BenefitsCheckUp and the benefits partner.

Become visible in your community by making multiple points of contact:

“One key thing is just making yourself known as a resource person in the community, so there is a connection associated with the name of your agency, BenefitsCheckUp and then your name. Initially when we started … I literally picked one or two days out of a month where I would put information packets together and just knocked on doors.  I walked in with a business card and said, “Hey, I am from such and such, I want to leave this information,” and then we follow-up with it later on.  You just really have to be visible out there. I went to local churches, park districts and we did a lot of partnering with other agencies too, where we had information displayed at their office, Social Security, Public Aid, Human Services.  Most places have an area where you can put flyers and pamphlets out.”  

Do networking with agencies at events while marketing BenefitsCheckUp to your target audience:

“A lot of the networking I do now is at fairs, and this is good reason for going and having a table setup with information.  Most of the local hospitals have someone there, whether they are there to do blood pressure testing or to give out information.  It’s a good time to bring your business cards, your agency flyers, and the BenefitsCheckUp brochures.  It’s a good time to hit those tables.  I try to make sure I have at least one other person with me – a volunteer or another staff person – so one of us is always at the table …. I take my business cards around, tell people what we do, and tell them what’s available to them.  I ask them, ‘Do you ever come across clients at your hospital that can't afford their medication?  Here, this is a free way we can help them figure out what they qualify for.  Take this screening questionnaire.  You are free to make copies of it.  My return address is on it to mail it back.’” 


Tips on networking:

· Prepare a brief (2-3 minute) introduction of yourself, your organization, and the BenefitsCheckUp program.  Then give an example how BenefitsCheckUp could help the organization better serve their clients.  
· Utilize BenefitsCheckUp marketing materials, such as the brochure and bookmark, and be sure to add your contact information.

· Always explore what they see as the benefits and the liabilities of a partnership and how formal they wish the partnership to be.  

· Think about ways to start with small activities that will show them you are credible, that the value of BenefitsCheckUp to their clients is huge, and that you will be a trusted partner in the collaboration.

· Provide a printed screening questionnaire with your organization’s information on it and explain the simplicity of the process.  Let them keep the form, give them permission to duplicate it, and urge them to keep your information so that they can refer clients to your organization for screening.
Success Story: Referral from Medicaid worker

“We had a case where a Medicaid worker referred a client to us for BenefitsCheckUp, he said ‘I’m sorry I can’t help you with Medicaid anymore but why don’t you try calling here.’  The client called and was screened and for all but one of his medicines he got on the patient assistance program and he is getting over $600 of his medications for free.  So if he wasn’t referred to us, he wouldn’t have known about that.”
3.4
Tap into scheduled media and outreach events with your target audience.  

Identify events scheduled to take place with your targeted audience or community.  Explain the BenefitsCheckUp program, your objectives for participating and how it will benefit the event.  Determine the type of contribution you or your organization is able to offer. 

Tap into the senior service network:

“Every state has a network of senior service organizations.  Connecting into that network- whether you are a local community project, a county project or a statewide project can be very useful.  They already have in place their plans and if you just ask, if you can become part of their plan, then they are doing all the legwork.  They are the ones holding the events, going out into the community and they can include BenefitsCheckUp alongside the other benefits that they offer to their clients.  Partnering with those organizations and providing some assistance with setting up their events or setting up their message, is a great way to use the statewide network without having to put money into it.”

Tap into existing media events:

“Look at events that are already taking place in the community.  Identify groups that you already have relationships with.  Go to them and ask them if they would be willing to allow you to participate with them in their media events.  We have had success with the N4A, the National Association of Area Agencies on Aging.  They are doing a media event around a big senior event called “Aging in Place” and they have agreed to give us a piece of the media event that they have already organized.”    

Create a strategic approach to partnering on existing events:

“We try to target very large community groups and organizations that are doing things in the [city] and try to go out and be a part of their platform and present the program. If there is time, we would show the video on BenefitsCheckUp and in some instances we can show some slides about the program, the things that we are doing in the [city] and give some statistics.   And we also have handouts.  Right now, we have to target big organizations that are doing big, big job fairs and things of that nature through AARP and other agencies.”  

Jointly plan and conduct outreach events with partners:

“We did an outreach event a couple of years ago at one of the local colleges called “Ask The Experts” and we had at least one representative from all the major agencies there to do a short presentation, and then be there to answer questions, if people had questions about social security or pubic aid or whatever program they represented.  We also had a staff of volunteers available, if people wanted to fill out BenefitsCheckUp forms that day, and if someone wanted to fill out a form for public aid or whatever, there was someone there that could help them with it that day.  That stops them from having to go to four different offices to apply for four different benefits, because we have representatives from the different programs there.  Then it’s keeping in touch with those agencies to see what they have coming up that you can get on the list and participate in, and sometimes it’s working with the partners to actually plan an event.”

Tips on tapping into events:

· Contact the chamber of commerce, city, state and government offices, area newspapers and other social service organizations to get information on scheduled events.

· If possible, get a list of participating organizations and research the attending audience.  Is it held in a location familiar and accessible to seniors? Are other benefit program agencies attending?  Is it a networking opportunity?

· Prioritize events you would like to target, starting with those with whom you have already established relationships.

· Establish or review your budget.

· Determine your objective for participating, and the contribution you and your organization are able to offer (assistance with planning, registering other organizations, providing volunteers, staff, equipment, money, etc.)

· Develop your brief message (2-3 minutes.)

· Contact the event planner by phone, deliver your message and, if necessary, offer to present the program in person. 

3.5
Approach agencies that conduct mailings to their existing clients to include BenefitsCheckUp information.  

This has proven to be an effective methodology for OE users who have utilized affiliations with other departments and established relationships with other agencies.  
Targeted mailing:

“We recently did a targeted mailing with the new Medicare drug cards, because we work with Human Services.  We came together to do a mailing to all the people on Medicare and Medicaid to let them know about the Medicare drug cards.  So they sent out 20,000 letters on that and included a flyer on BenefitsCheckUp in that mailing too.  So, that was a huge way of reaching 20,000 people at minimal cost to us.”  







Tips on including program information in other agency mailings:

· Determine your objectives for the mailing.

· Identify agencies that serve the same audiences to target.  For example: Are their members also eligible for other programs screened in BenefitsCheckUp based on having similar income requirements?

· Be able to answer the agency question ‘Why should we do this for you?’ 

· Determine your options in terms of communications vehicles (a piece in their newsletter, separate flyer, billing insert or brochure.) 

· Estimate your costs for the activity and weigh this against the return you expect.

· Plan your responses to objections such as client confidentiality, release of information, and affiliation with your organization.  

· Determine the appropriate messenger who will contact the agency with your request to partner on a mailing.

· Before developing the communication materials, request statistics on the target audience in order to tailor the message appropriately.  

· Develop communication materials with your audience in mind, offer to show your partner a copy prior to publication, and deliver your printed materials on time.

· Plan how you will handle the calls or mailed applications in the event you receive a large response.  Do you have the phone lines, staff, etc. to handle it?

3.6
Connect with elected officials at the local and state level.  They benefit from having an informational resource to offer constituents and can become a source of referrals for your agency.  

The BenefitsCheckUp tool is a tangible, information-based service that policymakers can offer their constituents.  Establishing a connection with local and state elected officials can provide local agencies referrals as well as opportunities to present the BenefitsCheckUp program to large audiences.  

Tips on including program information in other agency mailings:

· Prepare a folder of materials that you can leave with them, including information on BenefitsCheckUp, a short version of the screening questionnaire highlighting your agency information and a sample printout of the results.  

· If possible, demonstrate the tool on the Internet.  Let them know that they can provide a link on their website for constituents who are looking for information online.  

· Suggest they refer constituents who contact them about benefit programs to your local agency for a BenefitsCheckUp screening. 

Success Story: Connecting with politicians

“I’ve gone from office-to-office (senate and house members at the state level as well as township and county commissioners) and presented information about the BenefitsCheckUp tool and RX tool to identify prescription drug programs for seniors.  I tell them that we have this tool that really revolutionizes how we can help people.  I tell them what it does, the kind of information that is requested and then if they are really hooked, I get on the Internet and demonstrate it.  I will do an example of a fictitious constituent using their local zip code to show them the kind of information that would come up for their constituent.  They are generally very excited about it.”
3.7
Contact the health reporter for the local news with success stories and information about the service.  

Of all media vehicles, getting a story aired on the local news has been cited as the most effective way to publicize the BenefitsCheckUp program.  The consumer response is typically substantial and immediate.  To date, this approach has garnered the highest rate of return in terms of interested individuals calling to request a BenefitsCheckUp screening.  

Success Story – Local News Report

“The best thing that we ever did was to get on the regular news station. They featured a success story, and after three minutes on the news, we had more calls than we could handle. I had a very good consultant at that time and she made contact with a health reporter.  She picked up the story and that was it. The reporter actually ended up doing another program a year later during sweeps week on prescriptions and we managed the phones for two nights, and so we got lot of calls from that as well.  So, we actually had news promotions two years in a row.  We did a huge amount of mail applications, which I don’t think is as effective as referring them to sites.  We did get a pretty good return – we were doing 600 or so applications a month, which is about all we could handle.  The regular media is probably the best thing you can do as far as generating interest. They love a success story, if you can get a success story that they can film. They want to be able to show the human-interest side.  I would tell somebody else to be prepared, because people weren’t able to get calls [through to the agency] the first time around and they were very frustrated.”      
Tips for obtaining airtime and managing the response:

· Develop a list of success stories from your clients resulting from enrolling in programs after a BenefitsCheckUp screening.  Determine their willingness to share their stories publicly before giving their names to reporters.  

· Identify your best potential contacts – reporters who cover health, aging issues, community spotlights, etc.

· Develop your brief message answering “Why should I report on this?”

· Find someone who can help you get the reporters attention – perhaps a media consultant who has established relationships with local reporters or a well-known community member you have recruited to your advisory board.

· Plan your strategy for handling requests, to ensure you have the phone capacity, application data entry assistance, etc. to be able to respond in a timely manner.

3.8
Contact local radio personalities who host programs that appeal to the older population and share information about BenefitsCheckUp.

Radio is an effective vehicle when the program is presented to the appropriate audience and the messenger is respected.  

Lessons Learned – Unsuccessful radio outreach

“We did a radio outreach for talk radio.  It was basically an infomercial, and we paid a fortune and got absolutely no response.  We should have done more planning in advance.  We didn’t look at who we would be talking to.  We chose a talk radio station that dealt mostly with middle to upper middle class suburban Republicans – people who don’t perceive a need to pursue benefit programs.”  

Success Story – “Healthy Aging Today” radio program

“We have a great connection with the host of the “Healthy Aging Today” radio program.  It airs early Sunday morning and they have a huge market share of the older population.  The host does updates with us about every two months.  I have been on a couple of times and did updates on what we are doing with BenefitsCheckUp and ABC.  So, he is a really good supporter and that kind of person is just invaluable.  That’s the biggest thing with all of my contacts -there has to be some personal contact.  It does not work when you just call on the telephone.  So, I get out to a lot of the various events that’s going on and make those contacts and then follow-up with them.”  

Tips for obtaining local radio publicity:

· Identify local radio shows that appeal to your target audience.
· Request demographic information on their audience to ensure a good fit with your goals.
· Develop your brief message answering “Why should I mention this?”

· Determine the best messenger, perhaps a media consultant who has established relationships with local radio hosts.
· Plan your strategy for handling requests.
3.9
Advertise your BenefitsCheckUp program on local cable access as one of the services offered by your organization. 

Contact the city with your request, describe the program, its benefits and state your objectives.  

Success Story –local cable access network:

“The [city] has a cable network station where they market all services and programs with various city departments.  And through our public information specialist, we have the Department on Aging highlighted and the various programs that the department offers.  The BenefitsCheckUp program is one we like to highlight as a program that the Department on Aging has to offer.  That has been successful.” 

3.10
Use incentives to encourage reluctant seniors to complete the screening, and to motivate screeners to locate and enroll people in qualified programs.

If your budget allows, consider offering an incentive to a targeted audience in return for getting screened. 
Success Story – Gift certificates as incentives to complete the screening questionnaires:

“We’ve done a gift certificate giveaway to the local grocery store.  We have gone out to HUD buildings and sometimes even senior centers.  But, it was pretty popular in the HUD buildings.  We offered them a $5 gift certificate to the local grocery store if they completed a screening. We were screening the right people as they were already in HUD housing.  In some of the buildings that had really strong social workers, their people were already signed up for everything, particularly, those in the Asian community where the families took very good care of their elders.  But other buildings that had inadequate or inconsistent social service workers, we came across people that were eligible for a whole host of things they weren’t getting. And, we also looked at, if spending $5 extra for the screening plus the person’s time to sit there and screen them, and we were turning around and getting people $2,000 to $3,000 worth of benefits per year, the return rate on the total investment was worth it and this was how we measured it.”  









Success Story – Partnership with Outreach Program

“[We] have formed a formal partnership with the Basic Food Outreach.  And, for every person who will be identified through our BenefitsCheckUp tool in the state … to be eligible for food stamps, the State will pay us for our budget.  A local grant matches the dollar amount, so we ultimately get $10 for every person screened as eligible for food stamps.”

chapter 4:

MESSAGING AND COMMUNICATIONS

Subscribers to the BenefitsCheckUp Organizational Edition have access to a printer-ready marketing brochure and bookmark.  These resources are useful in marketing to general audiences.  For marketing to targeted audiences, developing specific messages tends to be more effective.  Social and economic information about the audience can guide the development of appropriate communications.  Agencies that have client membership in a social service program, for example, can readily tailor their message and the association with the program or agency can lend credibility.  Examples of audiences that have been successfully targeted include adult children and seniors transitioning into retirement.  Another popular methodology for communicating to specific audiences is to incorporate messages in an organization’s brochure, newsletter, or website.  Providing local contact information or a reply card encourages a response.

Summary of Lessons Learned:

Messaging and Communications

4.1
Research your target audience before developing messages to be included in communications materials.

4.2       Develop different messages based on individual interests, questions and concerns.

List of Example Documents Provided in Appendix
Strategic Communications Plan Template

This useful tool describes seven steps to planning, executing and evaluating communications efforts.  Contributed by BenefitsCheckUp WA state coordinator.

Workshop Flyer - Churches

Example of a flyer using targeted messaging and statistics to market the BenefitsCheckUp program to other organizations.   Contributed by Pierce County Aging & Long Term Care.  

Senior Housing Outreach Event Flyer

Example of a simple flyer using different messages to announce an outreach event for senior housing residents. Contributed by Cuyahoga Department of Senior & Adult Services.

General BCU Flyer

Example of a general flyer providing a brief description of the BenefitsCheckUp program and an agency website address and phone number. Contributed by Cuyahoga Department of Senior & Adult Services.

Benjamin Rose Article at www.benrose.org/ForU_caregivers/FactOfMonth/fm_0309.asp
Actual news article written about the BenefitsCheckUp service including a personal testimony of a client that benefited from the program.

Lessons learned in detail

4.1
Research your target audience before developing messages to be included in communications materials.

Request demographic information for the audience you are trying to target.  Agencies choosing to advertise through local media including cable, radio and newspapers can request demographic data.  Agencies that maintain client databases or lists of clients enrolled in their programs can create a general profile.  Research messages that appeal to different age groups, stations in life, gender, income levels, and cultures.  Consider the education level of your target audience and aim to keep the language simple.

Success Story – Targeted mailing:

“The one mistake we made early on was not knowing our audience before we jumped into it.  We have since done direct mail marketing to a specific audience and we have done a lot of research on exactly how to market to that specific audience and how to tailor the message and we’ve had phenomenal success with that. We were marketing to people that are enrolled in a specific benefit program, but based on the income requirements for that program, we know they are eligible for more.  We tailored a brochure to market two or three key benefits programs and they mailed back a reply card, if they were interested in a free screening.  We sent it out over a four-month period to 65,000 people across the state and we had, on average, about 15-16% response rates.”  






Success Story – Targeted message:

“We did a direct mailing with our state prescription drug program.  They agreed to mail a brochure to their clients with the renewal application because it’s a program they have to renew every year or every two years.  We only had to pay for the brochure to be designed and printed and we didn’t have to pay for the postage to mail it out, we just had to pay for the postage for the replies that came back.  We did research on the typical drug cardholder.  We discovered that their average cardholder was a 78-year-old widow with a 10th grade education that had at least three illnesses.  And so we made sure we geared what we were writing to someone with a 10th grade education and not someone with a master’s degree.  And I read two books on marketing for the over-65 community, what kind of fonts to use, what colors to use, images and pictures to use, and what they value.”  

Example of target audience – Persons with a recent life transition:

“When you are dealing directly with seniors, some of the people that are the most interested are those that have been through a recent life transition, such as the newly retired or the newly widowed. Oftentimes, they don’t realize how much things cost or how they will afford them.  That’s a population that tends to be real interested in the BenefitsCheckUp because those are two the big factors when we are dealing with seniors directly.”  






“I definitely found that seniors who are just turning 65, or in that 60 to 64 demographic, are more receptive to doing a BenefitsCheckUp screening.  They don’t know about the programs available to them yet – BenefitsCheckUp is a good starting point for them.” 








Example of target audience – Adult children of aging parents:

“I have found that most of the individuals who tend to call us, as a follow-up after their forms have been sent, are the sons or daughters of the parent.  So, for example, the parent may have been in good health for many years, and they haven’t been getting services from anyone, other than say, they were eligible for Medicare.  I’m finding that, a lot of time, it’s their kids who are interested on behalf of their parents.”  






4.2
Develop different messages based on individual interests, questions and concerns.

Document common objections and hesitations to completing the BenefitsCheckUp screening in order to prepare and practice sensitive, appropriate responses.  Train your screening personnel so they understand the common objections and can respond to their clients concerns.  Agencies can also use this information to create materials such as a “Frequently Asked Questions” sheet to make available to their screeners and clients.
Examples of different messages used by Organizational Edition users:

· Rebates angle: “We might be able to get you some money back.” 

· Money-saving angle: “We might be able to save you some money.”

· Entitlement angle: “Find out what you’ve been missing out on,” “If you’ve ever paid taxes, you’ve already put in, now it’s time for your community to give back to you.”

· Tangible results angle: “I will print out the results which list all the benefits you are eligible for and also where to go and what to bring.”

· Assistance angle: “You do not have to use the computer, just fill this out and I will do all the rest for you.”

· Advocacy angle: “I’m your advocate to help you find out what you are entitled to and to help you get into those programs.”

· Information angle: “This is just to find out what programs you might be eligible for.  You can decide later whether or not you want to apply.”

· Comprehensive angle: “This is a database of local, state and federal programs including prescription drug discounts,” “There is usually something for everyone.”

· Starting point angle: “If you don’t know where to start, this will give you information on what may be available to you.”

· Prescription saving angle: “If you take any medication, you may be able to save money on it.” “There may be a program that will give you a discount on your prescriptions.”

Examples of overcoming objections and inertia:

“I know, in certain areas, if I just told them, ‘Oh, this is available to you,’ and I showed them how to do it, they would not do it.  But, if I were to say, ‘Take the form. Take your time.  Take it home, fill it out. We will process it for you.  You don't have to worry about trying to do the data entry.  Just fill this out, and we will take care of the rest for you.’ That's going to go over much better in some areas because they don't have to deal with the computer and its intimidation, and we process it all.” 

“One thing I do is to try to assure the senior that the information they are giving me is confidential.  The service is free to them. I’ve told them that the information that they give me is not solicited in any way.  It is just to see what they may be eligible for and how they may benefit from it.  I try to get them comfortable with me and just really stress that it’s for their benefit.  There are services that they may be entitled to and this is a good starting point.  It’s not necessarily applying for these services, but it’s good to have options.  It’s good to know what you may be entitled to, and I try to act as an advocate to make sure that they receive those services.” 







 “Confidentiality is huge and I think it is true that ‘nothing done is nothing gained’ and ‘nobody knows everything.’  ‘There are programs that you can get into, because you’ve had enough birthdays, you don’t have to just qualify economically.’ This works for people who don’t think they will qualify for anything.”   





Example of starting point message: 

“If you are starting to enter the maze of programs out there for seniors, there are so many that it can be so confusing.  BenefitsCheckUp is a great way to distill it down.  It’s a great way to get started.  You’ve been directed to things that at least might apply to you and you have all the contact information you need.  It’s a great way to screen out all that excess information and just hone in on ones that might appeal to you.”  




Example of comprehensive database message:

“I always mention, how many programs are in the database, and it seems to impress a lot of people that this is not just a handful of programs.  It’s not just local programs, and you can gain access to over a thousand different programs.  And, you have the added prescription drug benefit, to find out if you qualify for discounts on prescription drugs.  And, between those two things, that sways a lot of people.” 








Example of entitlement message:

“I think some people are resistant to programs like food stamps because they are for poor people, and they don’t see themselves there.  So, I talk more in terms of the Medicare Cost Savings programs that are so underutilized and if these are not used, the Fed will take them away. … ‘If you don’t take advantage of these things, the legislators are going to think that you don’t need it.  And the money will disappear and that’s the reality of it.’ ”

CHapter 5:

DEVELOPING AND SUSTAINING PARTNERSHIPS

The most successful partnerships are those that enable Organizational Edition users to expand their reach.  Partners tend to share a common goal in serving seniors.  In some cases, outreach is made possible by the use of volunteers provided by other organizations, such as AARP or programs like the Senior Community Service Employment Program.  State agencies have proven to be effective partners in several statewide outreach efforts.  Once trust has been established and positive results from outreach obtained, these partners are committed to continuing their support of the program.

Summary of Lessons Learned:

Developing and Sustaining Partnerships
5.1
Connect with partners that offer BenefitsCheckUp agencies valuable information and expert advice, connections to the community and its power centers, access to financial, human and ancillary resources, and serve as conduits to reach the target audiences served mutually by the partner organizations.   

5.2
Seek out other agencies, departments, or elected officials that serve clients like those you are seeking to screen.  

5.3
Make your partnership a win-win situation, creating agreements that afford mutual benefits for both organizations – and, ultimately, to your shared clients.

5.4
Understand your partners’ organizational mission, primary goals and objectives, and main functions to help define their roles and responsibilities in the program.  This will lead to a good fit for them and productive, happy partners for you.

5.5
Establish channels of communication to keep partners informed of the program outcomes and successes.   

5.6
Quantify the dollar value of benefits to clients screened as a way to demonstrate to your partners the value their participation is making when you work together to achieve enrollment outcomes.  

List of Example Resources:

The Foundation Center Online at http://fdncenter.org

Topical resource lists include: Computer Technology, Directories, Foundations-History and Practice, Fundraising, Governance, Individual grant seeking, International Philanthropy, Management, Philanthropy-Special Populations, Philanthropy-Types of Givers, Voluntarism, Spanish-language.

Lessons learned in detail

5.1
Connect with partners that offer BenefitsCheckUp agencies valuable information and expert advice, connections to the community and its power centers, access to financial, human and ancillary resources, and serve as conduits to reach the target audiences served mutually by the partner organizations.   

Various OE sites have developed partnerships that are able to contribute in different ways for screening and enrolling eligible seniors.  Look for partners that offer multiple types of assistance and support, such as staff/volunteer base, facilities, credibility through name-recognition, a voice in the community, connections to other agencies, participation in outreach efforts, and established communications methods.

Success Story – advisory board of key agency leaders

“The best thing to do is create an advisory board that is committed and active and willing to put in the time, both at the meeting and outside the meeting, to get the job done.  It has to start with the right person - someone who is well connected in the community, knows the right people, and through their passion and leadership gets everyone involved.  That’s critical, it can’t happen without that first point person.  That’s really the recommendation, to find the right person.” 

Current Organizational Edition users who contributed to this report provided the following examples of successful partnerships in terms of their agency’s BenefitsCheckUp program.  

Best partnership – advisory council of various agency leaders:

“We have an advisory council, and they have been the most effective in developing partners for BenefitsCheckUp among their networks.  Many of these are very small organizations trying to do a specific thing in the community, and they can’t afford to do the whole process.  So we have an assembly line approach to this where as organizations are gathering information from their clients they send them to the state and to AARP for processing and, then, from there, the information goes back out to the client.  If it happens to be the full questionnaire, they will tear off the top sheet with the contact information on it and send it back to the consumer with a report.  So, we have not had any privacy issues at all in doing it that way.”  

Best partnership – AAA and Aging & Disability Services:

“I think our best partnership in the state has been the Area Agency on Aging because they are everywhere.  They are in every county and they serve every community.  They have been able to be our partners with the state pharmacy connections program.  And they have been very helpful in getting us into the food stamp program.  They are part of our steering community.  And also, the Aging and Disability Services under which a lot of our AAAs exist – the state contact of that program has been very instrumental in helping us be successful.  They are successful partners because of their reach, their connections and their ability to finance outreach.” 








Best partnership – Department on Aging:

“Our number one partner by far is the Department on Aging because without them, we wouldn’t be able to do the outreach we are doing.  They have not only assisted us tremendously with getting our direct mail out to their clients, and providing us with a name and address list so that when the people call back we can pull it up so we at least knew who we were talking to.  After proving we really do want to make a difference and are not using it for our own personal gain, they have since helped us by working with other agencies within the state. Without them, we would never be able to do what we are doing.”  

Best partnerships – Social Security Administration, Department of Public Aid, Department of Human Services and County Assessor:

”Our biggest partners would be the Social Security Administration, Department of Public Aid, Department of Human Services and the County Assessor’s office because we share clients.  For example, the local county assessor actually has a liaison for the Senior Property Tax Benefits Programs. This person can come out and do presentations or trainings and we do some events together.  I also use them as a resource to help train volunteers who assist seniors in filling out the applications. She is also committed to helping seniors find out what other things they may qualify for because a lot of the eligibility requirements are the same across different programs.  So she can refer that person to me for a BenefitsCheckUp screening or she will give them a form.” 

Best partnership – local university social work program:

“Currently we work with one of the local universities through their social work program.  They have interns stationed at a couple of the senior high rises in one of our communities in the county.  It’s a partnership between the college and our agency.  So as part of their internship, they work with seniors and do the BenefitsCheckUp screening and do some follow-up to make sure that they… are actually applying for the services that they may be eligible for.” 

5.2
Seek out other agencies, departments or elected officials that serve clients like those you are seeking to screen.  

When you identify agencies that share your goals and have the same target audience that you are attempting to help, the likelihood that a partnership will work is increased significantly.  Some examples of agencies to partner with include LIHEAP, Food Stamp program, Home Health Agencies, and Department of Public Health flu-shot outreach.  Elected officials, at the local and state levels can become good sources of referrals.  Take steps to establish trust and stress the anonymity of the program.

Tips for partnering with other departments/agencies:

· Contact departments that are internal and other affiliated agencies.

· Reiterate your connection to them and the common clients you serve.

· Present the BenefitsCheckUp program with examples demonstrating how it can be integrated into their work.

· Provide examples of clients who have secured benefits and the impact on their lives because of the BenefitsCheckUp screening and enrollment assistance.

· Define resources and assistance available to them, and the support you are able to provide.

· Discuss their contribution to the BenefitsCheckUp program and how you can work together to help the clients you share.

· Listen to what they say, and find common ground and shared goals to highlight the importance of their collaboration with BenefitsCheckUp.

· Good partners are invaluable; inappropriate partners are a drain on your time and energy.  Cut the partner loose if you find they do not contribute to your goals in serving your clients.

Success Story – Send BenefitsCheckUp applications and your partners’ applications together

“Everybody who calls for a HEAP application, the Home Energy Assistance Program, gets a BenefitsCheckUp application and vice versa, anybody who calls for BenefitsCheckUp application gets a HEAP application. So we send two envelopes.  Otherwise, we get everything back to us.  And, it works very well.”  

Success Story – Partner with flu shot outreach

“Our Department of Public Health conducts flu-shot outreach from October through December of every year.  We go out to all of the flu-shot sites with the BenefitsCheckUp questionnaire.  As the people get their flu-shots, they come over and find out about the benefits.  That has been a very successful way to kick off the year for our BenefitsCheckUp program.” 

Success Story – Utilizing other departments and city agencies

“We have been very successful doing marketing and outreach through city agencies.  We have used the City of Cleveland’s TV channel and we have also used printed media.  We have distributed flyers on the local regional transit system and we have also had articles in the transit systems newsletter that goes on all the buses that travel throughout Cleveland and Cuyahoga County.  We also had a little article about our service put in the newsletter that goes out to our Cleveland public power recipients.  That’s 80,000 customers.  So, those have been major marketing strategies that have been very successful for us.  We have also used a grassroots approach by having flyers placed in the various libraries throughout the city centers and apartment complexes.  We have also taken flyers to all the fairs and events that are held throughout the city.  So, we have been very successful on a large-scale level and also on a grassroots level in getting the word out about BenefitsCheckUp.” 

Success Story: Connecting with a local politician

“Someone in this small neighboring town was running for office and found out about this program on the Internet while looking for programs for seniors during their campaign.  They called and I said ‘I have this great program which helps seniors’ and we just picked up a conversation and now we are going to do screenings at their town library.  They placed a small article in the Sun newspaper and within two days we had more people respond than we could screen.  We had 50 people already and then we added 80 people to a waiting list, so now we have enough to do a second day of screening.  The library and this council person are recruiting volunteers for us to train for the program there.”

5.3
Make your partnership a win-win situation, creating agreements that afford mutual benefits for both organizations – and, ultimately, to your shared clients.

Your marketing approach to potential partners should answer their question “What’s in it for me?” and illustrate how the BenefitsCheckUp program can help them achieve their organization’s goals.  Determine what you would like from them and what they will receive in return.  Some agencies will merely give you entrée to their clients through a mailing list or by introducing you at a members’ meeting.  Others may want to offer the screening and enrollment assistance as part of their services.  Start where they are in terms of what they are willing to provide. Give examples of different ways an organization can contribute to the program and the resources available to them.  Then listen to what they say, and what objections they may have, so you can find solutions that work for them.
Examples of approaching other agencies:

“I have to be very strategic about working with groups.  The first thing I do is ask ‘What are your goals that you have for this particular event?’ or ‘What are the goals for your program?’  Then I explain how BenefitsCheckUp can help them achieve their goals or how it can help identify clients whom they can serve in other ways that they are not serving currently.  I am answering what’s in it for them.  How I can support them in bringing BenefitsCheckUp to their community and help them to reach their goals.  I tell them the materials that are available, brochures, bookmarks, and flyers.  I tell them the things that I can give them that are marketing tools that will help them to do the outreach.”  

Tips for asking a potential partner to join you or to give you assistance:

· Identify the objectives of the organization/agency you are approaching.

· Develop the message in terms of the audience, answering their question ‘What’s in it for me?’ 

· Determine the call to action – what are you asking this organization to do?

· Define the resources and assistance available to them, and the support you are able to provide.

· Arrange a meeting to discuss collaboration with the potential partner.

· Create a brief (2-3 minute) presentation so your key messages are delivered immediately, in case you do not have time for a full presentation. 

Sample message that would work for social service agencies:

“It’s a really simple message, ‘This is the right thing to do.  Get your clients into the programs for which they qualify.  And BenefitsCheckUp is the way to do it.’” 






Examples of ‘What’s in it for me?’

“The key in partnering with other agencies is explaining how you can be of help to them. For example, with human services/public aid, which is one and the same in our area in the way they operate their programs, we can pre-screen people through BenefitsCheckUp.  Then we help them with the application process, and it speeds everything up for caseworkers who are already overloaded.  They get people who just walk in and don’t know what they should have brought with them.  They don’t have the information that’s needed.  Now, there is another appointment that has to be scheduled after wasting all that time in the waiting room, and we can prevent as much of that as possible.  Our approach with the agency is ‘If you get someone who walks into your office and has various needs, give them a BenefitsCheckUp application that they return to us.  We can screen them for a whole bunch of benefits at one time.  They will know if they need to come back to you or not. Through the screening they can find out what information they will need to bring to you.’”


 

Sample message of providing alternative solution

“One of the reasons I wanted to take on the program was because there are so many times our system cannot do what people come to us for, not because of us, but because of the rules or the regulations…  It is so nice to have something to offer them when we couldn’t do what they were searching for.  We don’t have to send them away empty-handed.”

5.4
Understand your partners’ organizational mission, primary goals and objectives, and main functions to help define their roles and responsibilities in the program.  This will lead to a good fit for them and productive, happy partners for you.  

When approaching a partner, relate how the BenefitsCheckUp program’s mission mirrors their organization’s mission, and how this tool will enable them to add this program as a service for their clients.  Explain the type of support you can provide them, whether it is building capacity, establishing their organizational base, marketing the program, obtaining volunteers, doing staff and volunteer training, or providing on-going support.
Suggestion – determine fit with program mission:

“The first step is to look at the mission statement of the organization I am going to work with, and then I look at their vision.  If our mission and vision intersect in some way with that organization, that’s a key starting point for me.”   

Example of program fit with mission:

“… agencies funded through the Red Tape Cutters Program, have staff and trained volunteers who work with seniors and their whole job is to identify what benefits they are eligible for and then assist them in enrolling in those benefits programs.  BenefitsCheckUp is the tool they use in that process.”

Example of how to develop and sustain partnerships:

“The first thing I do is give them a copy of a book called “Strengthening Communities” and that’s basically an outline for how to tie into community networks.  And then explain to them that they really have to look at how BenefitsCheckUp benefits their program and how we can assist them – whether it be serving on a planning committee, or a steering community helping to develop contacts in the community or for outreach, giving them tools that can assist with their marketing.”  

Example of sharing screening and enrollment tasks and roles:

“A strong partner could do one of two things.  If their end goal is to provide outreach and education, they would be a great partner in helping you sell the BenefitsCheckUp program as a whole.  And, you could work with them to sell the BenefitsCheckUp program in addition to other services that they might be selling, whether it is food stamps, LIHEAP or whatever.  That would be a really good partnership because they could sell the program and direct the traffic to you, if your organization was doing the screening.  On the flip side, it's also good to have a partner whose objective is to get people enrolled in the benefits.  Then you can share the burden of doing the screenings and doing the follow-up and trying to get your clients into their programs.”

5.5
Establish channels of communication to keep partners informed of the program outcomes and successes.   

Ongoing, positive communication between partners will help the relationship remain productive.  


Lesson learned – keep in touch with partners:

“Communication and follow-up contact is key. It doesn’t matter whether you are doing it by e-mail, telephone or personal contacts.  You need to follow-up and make sure that you know whether they are having any problems or not.”   

Examples of acknowledgement:

“In places where I can participate -- I am taking part in some event that they are actually sponsoring.  I will go out of my way to make sure that everybody in the group is publicly acknowledged for their participation and the great job they have done.  We give certificates of appreciation to each of the volunteers, signed by the Co-Chairs of the advisory council, and it is very important that these folks be recognized.  I can certainly print a certificate and have it signed and present that at the events that I am attending.”  






“We use a certificate of appreciation that partners can put on their wall.  We give it to them framed when they have been with us for a year.” 





“I use acknowledgment, like a simple thank you card.  [An] informal partnership might be with the hospital and I will send it back to the person that helped me organize an event or through the Ombudsmen Program or through hospice and I will simply send it back to the person that runs that program.”   



Tips for Keeping Partnerships Vital and Productive:

· Stay in touch by email, personal visits, and conference call or personal phone calls.

· Plan for regular meeting among program boards or councils to keep information exchange alive.

· Rotate meeting locations between partners.

· Attend your partners’ public events to demonstrate your interest in their work.

· Show your appreciation by saying “thank you” regularly; invite them to luncheons to honor your partners and volunteers; and give public acknowledgement by presenting recognition certificates or small gifts.

· Catch them doing something exceptional and write a letter of thanks – with a copy to their supervisor.

· Share data with them regarding the success of your mutual efforts (e.g., number screened, number receiving benefits, dollar value of the benefits to the community, most frequently recommended benefits, most requested information, etc.)

5.6
Quantify the dollar value of benefits to clients screened as a way to demonstrate to your partners the value their participation is making when you work together to achieve enrollment outcomes.  

This can be used as a marketing tool or to demonstrate the return on investment for partners and funders.   Utilize the resources provided by BenefitsCheckUp such as the follow-up tool.  It is provided through the Organizational Edition website and provides summaries of benefits screening information.  
Suggestion – determine and share the impact of your partner’s efforts:

“It would be good if partners knew the dollar value of the program so that they understand the impact that their activity will generate.  A document that shows what the dollar value of all the programs that we have screened for would be if everyone applied and received those benefits.  That would be a really positive way of helping partners understand the benefit of the BenefitsCheckUp program.”  


“At our volunteer luncheon, I showed specifically what the difference had been before the volunteers and after.  And then I showed the statistics that I could pull up from the BenefitsCheckUp OE site on how many screenings, some of the demographics as far as income, the benefits that were most identified, and what was the most requested information.” 

CHAPTER 6:

SCREENING ACTIVITIES

The BenefitsCheckUp screening tool has been successfully adapted according to the resources and activities of individual organizations in the following three ways: screening interactively using the OE website, screening in-person over the phone, and sending the screening questionnaire to clients through the mail.  There are several challenges that are common across agencies in terms of client concerns and organizational limitations, but each agency has found solutions that are individual to their situation.  In other words, what may work for one agency may not be the most effective method for another.

Summary of Lessons Learned:

Screening Activities
6.1
Organizations with the resources to screen clients directly through the BenefitsCheckUp OE website, either in-person or over the phone, can deliver the results report immediately.  This personalized approach, although time consuming, is very effective, lending itself to easier follow-up. 

6.2
Organizations with limited resources (staff and time) have developed successful screening strategies using the printed questionnaire, particularly through the mail or in group settings.  This approach is most effective when personal contact with the client, either in-person or over the phone, initiates the process.  

6.3
Organizations with no resources for personal contact have developed successful direct mail strategies where clients request a screening by returning a reply card.  These agencies boost their screening questionnaire return rates by including a personalized letter and pre-addressed envelope or, in some cases, pre-addressed and stamped envelope.

List of Example Documents Provided in Appendix:

Before You Begin – Pierce County

Provides a brief description of BenefitsCheckUp and list of information needed to complete the screening. Contributed by Pierce County Aging & Long Term Care.  

BCU Group Screen Flyer and Introduction

Flyer and introduction script for group screening program.  Contributed by Council of Jewish Elderly.

Lessons learned in detail

6.1
Organizations with the resources to screen clients directly through the BenefitsCheckUp OE website, either in-person or over the phone, can deliver the results report immediately.  This personalized approach, although time consuming, is very effective, lending itself to easier follow-up.  

The online BenefitsCheckUp tool facilitates a one-stop service for clients using agencies that have the capability to conduct the in-person screening directly online and immediately provide the results.  Effective agencies explain the results and help identify the programs of interest to the client.  With the introduction of e-forms that will populate information provided by the client into program applications electronically, agencies will be able to assist clients in completing applications much more quickly, or even immediately.  This investment in time and technology provides the greatest return in terms of helping clients apply for and receive benefits programs.  

Although conducting in-person screenings directly online is efficient and effective in helping clients enroll in programs, it is more time-intensive compared to printed or mail methods, and requires extensive training of screeners who are capable of handling various levels of client service.  Of the agencies conducting in-person screenings online, most tend to be smaller agencies with fewer screenings per month.

Screeners using this interactive methodology, report that the process takes twenty to thirty minutes to complete.  In that time they establish a relationship with the client, complete the screening questionnaire with them and provide them with the report listing programs for which they are eligible.  An interactive screener is able to review the results list and identify which programs are of interest to the client, providing them with a customized report.  In many cases they are able to provide program applications and forms, and recently, with the introduction of online enrollment links, assist the client in applying for benefits in the same visit.  

Agencies reported the following challenges and solutions in conducting interactive screenings:

· Client concerns about confidentiality of personal information put into the computer.  Some clients are reluctant to provide personal information that is entered into the computer.  Screeners must reassure them their name is not entered into the computer and their social security number is not required.  They are assigned an ID number so that if they call for information, the agency can look up their results without having to conduct the screening again.

· Clients do not have needed information.  Clients who walk-in or call-in regarding another matter, may not anticipate the BenefitsCheckUp screening and oftentimes do not have the information required for the comprehensive screening.  Most agencies have developed methods for overcoming this challenge by establishing a rapport with the client. By explaining the screening process, providing a list of documents/information that will be needed, reassuring the confidentiality of the screening and setting up an appointment to complete the screening, most clients understand the tangible nature of the tool and that they will receive a results report immediately following the screening.

· Agencies must have computer and internet access to screen clients interactively through the Organizational Edition website.  They must also have printing capabilities in order to print the results report immediately after the screening.  Some agencies have had success in securing grant funding for laptop computers and wireless technology that help with conducting screenings in the field and at outreach events.  Another non-profit agency has had success in securing donations of computer and printer equipment from local businesses.

· In case of computer, internet, or website difficulties, most agencies keep a few printed questionnaires on-hand as a backup screening method.  This is also beneficial for clients who are not ready and would like to review the form in advance.  Agencies often help clients begin to complete the form, and suggest they bring it back for assistance on any confusing parts or if they have unanswered questions.  

Lesson Learned: Have printed questionnaires on hand

“We were very excited about getting a wireless Internet connection, but had trouble getting it to work at one of our sites.  We have a backup plan to have paper screenings on hand, just in case the technology is not working at the time of the screening.”

6.2
Organizations with limited resources (staff and time) have developed successful screening strategies using the printed questionnaire, particularly through the mail or in group settings.  This approach is most effective when personal contact with the client, either in-person or over the phone, initiates the process.  

Some agencies do not have the technology or staff capabilities to conduct screenings directly online, so they provide their clients with the printed questionnaire.  Agencies have found a flexible approach to be most effective, in terms of giving their clients options for completing the form (at the site or at home), returning the form (in person or through the mail) and offering assistance (over the telephone or by making an appointment.)  The advantage for these agencies is the ability to establish personal relationships with their clients as they facilitate screening completion and follow-up.

Using printed questionnaires in-person

The advantage of screening in-person is the ability to establish a relationship with the client and address their immediate concerns.  If a client is unable to provide certain information, the screener usually keeps the form and provides their number for the client to call with the information.  Using this personalized method, the agency staff member or volunteer becomes an advocate – someone the client can turn to for guidance in determining and understanding the benefits programs that are available to them.  

“Because we have different types of centers that people come into, some people walk in and we do the screening right there.  And then, we call them, and they come back into the centers to get the results reviewed individually.”  
Screenings at outreach and education events

Organizations that conduct outreach and participate in community education events have found the printed questionnaire particularly useful for distributing to a large number of attendees or at events where attendees are not equipped to complete the screening on-site.  The organization’s contact information is provided for returning the screening questionnaire along with a staff member’s name and phone number.  

Greater success in conducting on-site screenings at events has been achieved when the BenefitsCheckUp program has been advertised ahead of time along with the information and document requirements.  Attendees are more willing to complete screenings when they are aware of the program and come prepared with the information they will need.  Including a self addressed stamped envelope increased the return rate of the forms.

“We’ve been very successful in doing the mass screenings and we’ve gone out into the community, to various fairs and events and also to senior apartment complexes.  And we have passed off the questionnaires and the seniors have returned the questionnaires to us by the mail and we have done the screenings and mailed them back to them.  That has been a very successful aspect of our outreach … at least a 100 per month. … They are very open to getting the handheld hardcopy of the questionnaire.  It’s something that they can take back to their homes with them and get all the information that they care to put on the questionnaire.”

“The other thing that we did [at] a 55+ mobile home park … we set up a day and advertised before we went.  [After collecting the screening questionnaires] we brought them back and ran the reports. … [We] sat down with each person the following week, went over the reports, provided applications, and explained the programs to them - that was a huge part of it. We are doing that with some of the mobile home parks in the area because they have a high percentage of elderly -- this particular one, it was all elderly.”

Using printed questionnaire through the mail

Agencies recommend keeping the cover letter short and simple.  Including a name and number to call for assistance provides a personal touch.  Clients who would otherwise discard the process as too daunting may attempt to complete the form knowing that help is available if they need it.  

Screenings initiated by client inquiry

Some organizations, particularly Information and Assistance programs, conduct most of their screenings in response to client inquiries for information or requests for assistance with specific needs.  As part of the initial intake process, they address the immediate concern and incorporate the BenefitsCheckUp screening as a one-step process for determining eligibility for various programs.  Most often, if the initial contact is made by phone, they will send the client a cover letter addressing their initial concern; brief instructions on completing the screening questionnaire; an agency brochure that details programs offered; the BenefitsCheckUp printed screening questionnaire; and a pre-addressed return envelope in which to return the completed form.

Example of client-initiated screening

“The people that respond to our outreach have the option of screening over the phone or sending the paper questionnaire.  We have gotten a better response from screening over the telephone, because they can gather the information that they need and sometimes we have to call back or they will call us back.  But a lot of times, when we get paper applications back, there is critical information missing, such as all of their income and assets.  We have tried a combination of things over the last two years and have found screening over the phone most effective.”


Success Story: Staff of one

“It seems to work really well to present the program to churches and have the parishioners contact me for the screening.  They get in touch with me; I collect their information and mail them the questionnaire. Then, I just check to make sure they received it and if they have any questions about completing the form and it usually comes back quickly.  Then, I input their screening information, mail the results back to them, usually within a week, and call to follow-up after that. It works really well because they are dealing with just one person and they know that when they call. I don’t have a huge volume, so, it’s easy.”  

Several barriers are cited by many agencies using the printed questionnaire with clients

· The length of the comprehensive questionnaire can be daunting for some clients.  Depending on the client’s ability to complete the form, in particular with elderly clients or clients with limited-English, most agencies recommend they enlist the help of family or trusted friend to complete the form.  If help is unavailable, some agencies use a shortened BenefitsCheckUpRx questionnaire to screen clients initially.  If it looks like a particular client may be eligible for more programs, they can recommend using the comprehensive form at a future date.

· Client concerns about confidentiality with computer inputting.  Some clients are reluctant to provide personal information that is entered into the computer.  Screeners must reassure them their name is not entered into the computer and their social security number is not required.  Most clients understand that they must provide their mailing information so that their results can be returned to them.  Their phone number allows the screener to call if information is missing and/or to follow-up that they have received the materials.  It is recommended that agencies assign clients an ID number so that if they call for information, the agency can look up their results without having to conduct the screening again.  Most agencies reassure their clients that only one or two people handle their completed form.  A few agencies offer to shred the original screening questionnaire or send the original back to the client.

· Continual updates of questionnaires in response to changes in benefit programs.  The BenefitsCheckUp screening tool is web-based, allowing for continual updates to the forms in response to changes in the benefit programs.  Organizational Edition users must continually check for updates on the website before printing additional screening questionnaires.  They have learned to not mass produce the questionnaires because they quickly become obsolete.

· Cost of printing forms.  The printing cost impact on the agency largely depends on the volume of screenings.  Smaller agencies are able to print and copy forms on internal copiers.  Larger agencies, particularly those that participate in community outreach events, often order an appropriate number of questionnaires from outside printers.

· Cost of mailing screening packets and program results.  Most agencies include a cover letter and a pre-addressed envelope with the comprehensive screening questionnaire.  Agencies able to provide a pre-addressed, stamped envelope for returning the form report this approach improves their return rate.  If the organization sends the entire report back to the client, the report could be up to 20 pages in length.  This problem has been solved with an option built into the BenefitsCheckUp program that allows the agency to customize the report that will be sent to the client.  

· Follow-up needed after sending screening packet in the mail to increase response.  Agencies that have the resources to make these phone calls are able to assess whether a client received the packet, are capable of completing the form, can request help from family or friend, or will need further assistance from the agency in completing the screening questionnaire.  Some agencies offer to complete the screening over the phone allowing clients to look up information and documents.  Otherwise an appointment is made and the client is asked to bring needed information and documents.

Example of group screening event

“We have done group screenings, where we would go to a senior building and present BenefitsCheckUp, and we sit in a room and ask people to complete the form, and we will be at their service to help them understand the questions.  I have done it where we are actually going step-by-step as a group with question one, you write your name, question two, that sort of thing.”

6.3
Organizations with no resources for personal contact have developed successful direct mail strategies where clients request a screening by returning a reply card.  These agencies boost their screening questionnaire return rates by including a personalized letter and pre-addressed envelope or, in some cases, pre-addressed and stamped envelope.

Screening through the mail involves the least amount of time and staff commitment.  The mail methodology has proven to be effective for agencies with a large client base.  An advantage to using the mail approach is that a system can be established and repeated with little additional effort.  Agencies have also found that tasks can be divided efficiently among staff and volunteers.  However, agencies that conduct screenings primarily through the mail oftentimes are unable to provide much in terms of follow-up and assistance.

Success Story: Direct mail campaign

“I would say 99 percent of our screenings we do by mail now.  We do have the occasional person who will call us or who will come by the office, but that is very occasional.  We have found that to be very labor-intensive and from my own standpoint, in a small office with BenefitsCheckUp only 5 to 10 percent of my overall project load, I have to think of a way to approach it that maximizes my numbers and the services I can offer.  So direct mail is the way we have been doing it.  It's very easy to target zip codes, and I have found a huge response in rural areas for this program.  Then we have volunteers that send out the screening packets, input the data, and mail out the results.”

This approach is most effective when associated with a credible organization or program with name recognition. Demographic information is used to tailor messages accordingly and a reply card or a 1-800 number is provided to request a screening.  The screening packet includes a cover letter providing contact or referral information, and pre-addressed return envelope.

Success Story: Direct mail campaign

“We did a direct mail marketing campaign.  Because we knew certain dynamics about the group we were mailing to because of the requirements of the program they are enrolled in, we were able to shorten the screening questionnaire.  Our initial thought was to screen them over the phone, but our actual volume was so great that we had to mail them the questionnaire, just to keep up with it.  And so what we did is we just put together a very simple letter, the questionnaire and a postage paid return response envelope.  We have found that the simpler you make the letter the better the response you get. We also have a 1-800 number that they can call if they have any questions.”






 

“In order to track the response to this large volume mailing we had to have a database set up.  Anybody that responded to our initial mailing with the reply card would be setup as a customer, with a customer ID and from that we can generate labels, which would then go on the mailing. We could personalize the cover letter, we print a label with their client ID number for the envelope, and that same label with their client ID goes on the BenefitsCheckUp questionnaire because we found that a lot of times their handwriting is so bad when it comes back that we don’t even know who it is.”


CHAPTER 7: 

ENTERING SCREENING DATA

Screeners using the “interactive” version of the BenefitsCheckUp screening tool input the client data directly through the website, collecting the information for each question from the client either in-person or over the telephone.  It takes approximately 20 minutes to complete the screening questionnaire online with the client.  Interactive screeners require training, both in terms of using the online technology, and respectfully interacting with clients.  They must also be familiar with the benefit programs.

Utilizing the printed questionnaire provides agencies with flexibility in terms of assigning different tasks to various staff members and/or volunteers.  Some agencies utilize certain staff, professionals or senior volunteers to manage client contact and assign the data input to computer-proficient staff, student interns, or volunteers.  On average, the completed data from a screening questionnaire can be entered in less than two minutes.

Summary of Lessons Learned:

Entering Screening Data
7.1
The validity of the screening results depends on the client providing accurate data.  Prior to screening, develop a rapport with clients by explaining the program, the reasons you will be requesting personal and financial information and the results report they will receive.


7.2
Agencies with client contact before the screening often prepare clients by reviewing the list of information that will be needed.

7.3
The single page questionnaire available through the Organizational Edition provides screeners entering data directly online the most flexibility during screening.  

7.4 
Agencies prepare screeners/data processors to identify missing information, discrepancies that signal misinformation, and signs that clients may have misunderstood key screening questions.

List of Example Documents Provided in Appendix:

Help Line Cheat Sheet

Example of guidelines for screeners to review and check information that drives specific benefit programs.

Lessons learned in detail

7.1
The validity of the screening results depends on the client providing accurate data.  Prior to screening, develop a rapport with clients by explaining the program, the reasons you will be requesting personal and financial information and the results report they will receive.

Agencies that screen clients in person have the opportunity to stress the importance of providing accurate information to receive a valid results report.  Particularly for clients who are hesitant, explaining the confidentiality of the screening, the screening process, and types of personal and financial questions that will be asked, helps them feel more comfortable. 

Lessons Learned: Mistrust leads to inaccurate results

“With immigrants, and this may be unique to my area, these people have been dealing with government agencies and INS and have had all of these horrible experiences.  They become reluctant or almost have a fear to reveal too much and so sometimes they’ll either stretch the truth or outright lie about certain things.

They don’t understand that the consequence will be misinformation in the end.”

Lessons Learned: Orient client to process and information needed

“When I am doing personal screenings, I try to spend a little time upfront to develop a rapport with that person and let them understand what we are doing and why, and the reason that I am asking for personal financial information.  When I have not taken time to make that person feel comfortable and explain what's happening, when I get to the financial information, they will tell me that they are not going to give me that information, that it’s none of my business.  And most people feel that way about their personal financial information.  If you explain upfront that many of the programs are based on income and assets and the information they give you determines which programs they are eligible for, then they have a better understanding of what you are doing and why and then they are much less reluctant to give you their information.”

7.2
Agencies with client contact before the screening often prepare clients by reviewing the list of information that will be needed.

One of the challenges presented to interactive screeners is the client may not have all the information that is needed.  Some agencies have overcome this by first reviewing the list of information that will be needed and making appointments to complete the screening.  

Lessons Learned: Set appointments and provide forms beforehand

“We found that interactive screenings could take a lot of time, especially if it was a walk-in and they weren’t prepared or they had a big crisis in their life and needed someone to listen to them.  So one of the things we do to control the time that we spend with the person, is to set appointments and give them the questionnaire in advance. They usually fill it out in advance and if they didn’t understand something, they will at least have some concept of what we are going to be asking.”




Success Story: Interactive screenings in outreach

“We just did a large community event with BenefitsCheckUp through the national “Aging in Place” outreach.  It was a resource fair for seniors and they highlighted the BenefitsCheckUp program and recommended that people bring information with them.  So, that was part of the publicity and that was really helpful that people knew in advance to bring a list of their medicines.  We set up three wireless laptop computers and were able to do one-on-one screenings for people as they came through.  If you can get a grant to get some wireless laptop computers, it's really a great way to go into the community.”

7.3
The single page questionnaire available through the Organizational Edition provides screeners entering data directly online the most flexibility during screening.  

This single page questionnaire is particularly helpful if, during the screening in-person or over the phone, the client wants to review or change answers to previous questions that are entered directly through the Organizational Edition website.  The single page questionnaire is one of the comprehensive screening versions available through the Organizational Edition online.  The interactive questionnaire, useful for demonstrating the tool to others, mirrors the comprehensive screening questionnaire that is available through the BenefitsCheckUp consumer website displaying a limited number of questions per page.  It does not allow the user to review and change responses to questions entered previously during the screening.  

Lessons Learned: Use single-page data entry for interactive screenings

“For an interactive screening with the client (when they are sitting right there with you or if you are talking to them on the phone) we have instructed our people to use the single page version of BenefitsCheckUp that’s available online.  It’s easy to scroll up and down the questionnaire and change answers as seniors change what they are telling you.  For example, they will tell you that they are on Medicaid and when you get down to the income and asset information you know that their income is too high and so you could go back to them and determine whether they really have Medicaid or did they mean Medicare.  Or if you get further through the screening and they, all of a sudden, remember that they take advantage of the property tax program you can go back and check that.”

7.4
Agencies prepare screeners/data processors to identify missing information, discrepancies that signal misinformation, and signs that clients may have misunderstood key screening questions.

There are three key challenges presented in processing client-completed paper screening questionnaires that are common across all types of agencies:

· Incomplete or missing information:  Clients may not complete all the questions in the screening questionnaire.  For example, some clients are reluctant to list their financial information.  This affects the screening results because many programs have income and asset limitations.  One agency estimated that one third of their returned printed screenings are missing this key information.
· Misinformation: Clients may not provide accurate information.  For example, they may not consider a funeral savings account or money put aside for their children as part of their assets; therefore they do not report it.  Discrepancies in information are also a sign to screeners that clients may not be reporting accurately. 

· Misunderstanding questions:  Clients may not understand questions, particularly regarding benefit programs.  For example, some clients do not understand the difference between Medicare and Medicaid.

Agencies that conduct screenings through the mail train their data processors to carefully review the forms for these problems.  Agencies that initiate screenings in-person can most effectively address these issues by asking the client to complete as much of the form as possible while the screener is with them; explaining questions to the client that are confusing; and arranging for the client to locate the missing information when they return home; and arranging for a phone call at a later date to fill in the missing information.  Other agencies ask the client to take the form home and return it when the information is complete, using a self-addressed stamped envelope. 

Most agencies train their screeners/data processors to review the printed screening questionnaire to spot the usual problems and to look at the key qualifying questions. They learn what triggers key benefits programs (such as personal income, household income, etc.) and review the forms to ensure these data elements are complete.  In general, most agencies will call the client to obtain missing information or to verify key information in order to complete the screening.

Example of challenges common to printed questionnaires

“People don’t like to fill out their income and asset resource information on the application.  We have to call them up on the phone to ask them about it.  Some of the questions are also a little bit complicated.  A lot of people are confused about whether they have Medicare or Medicaid, they just don’t know the difference so they check both or they check none or they check the incorrect one. Unless you are talking to them and asking those questions in a different way, they don’t know what programs they are already on.  Most people, we have found, don’t know that they are on a Medicare Savings Program.  They don’t know what it is and they don’t even understand that they paying for Medicare and a lot of them don’t understand that they are getting that deducted from their checking account.” 

Best Practice: Reviewing printed questionnaires

“We have printed guidelines on what to check for and we deal with it by calling them to get more clarification on what they actually meant.  So rather than asking ‘Are you on the Medicare Savings Program?’ you can ask simpler questions that they might understand, such as, ‘Do you have money taken out of your check?’  They might not necessarily know the names of the programs, but some of them, understand what’s going on with their checks.”  



Examples of questions to review

“If someone checks Medicaid and not Medicare, and we look at what their income is and we see that it’s too high, we make the assumption that they don’t know the difference between them, and we correct their form.  Another discrepancy is for clients that were disabled, but now they are over 65, they automatically switch from Social Security Disability to regular Social Security and it’s usually the same benefit amount.  So they don’t realize they switched from one to the other.  That’s something else we check: they are 70 years old, but they will check off that they have Social Security Disability.  Another question that confuses them is FICA, whether or not you paid into FICA.  A lot of them will check ‘no’ meaning that they are not paying into it right now because they are retired.  They don’t understand that the question asked, ‘Have you ever paid into FICA?’  So it just comes down to the screener understanding the questions and what trigger different programs.”


CHAPTER 8: 

RESULTS GENERATION AND REVIEW

The BenefitsCheckUp tool was designed to identify all the potential benefits programs for an individual at one time.  This generates a comprehensive report providing information on the entire list of potential benefits programs.  Depending on an agency’s printer capabilities, it could take several minutes to print out a full results report, which can be several pages in length.  Current Organizational Edition users suggest that printer speed for printing reports is more important than Internet speed for entering data.  

Since clients are often overwhelmed by the comprehensive report.  The BenefitsCheckUp tool allows the user to create and print a customized report by selecting with the client the programs of interest that will have the greatest financial impact.  Current Organizational Edition users speculate that without follow-up on the report, most clients would not take any further action towards applying for benefits programs on their own. 


“Most of the reports are quite long.  So, when you mail this or give this to a senior and it’s between 12 to 20 pages long, that in itself is enough for them to either feel overwhelmed or not want to even read it.”

Summary of Lessons Learned:

Results Generation and Review
8.1
Whenever possible, consult with the client to provide a customized report that only identifies programs of greatest interest.  A shorter report reduces confusion for the client and helps the client focus on the most important benefits first.

8.2
Include a cover letter with name and contact number offering assistance, if your agency has staff to offer this service.  At a minimum, inform clients that they must contact the benefits program offices directly to apply.  

8.3
Contact clients within two weeks of mailing the results report to determine whether they received it, if they understood it, and if they need assistance with applying for the benefits programs.

List of Example Documents Provided in Appendix:

Cover letter –BCU

Example of a cover letter that accompanies BenefitsCheckUp results report.  Contributed by Council of Jewish Elderly.

BenefitsCheckUp letter

Example of a cover letter accompanying the results report that directs clients to apply directly through program offices.  Contributed by Delaware County Office of Services for the Aging.

Lessons learned in detail

8.1
Whenever possible, consult with the client to provide a customized report that only identifies programs of greatest interest and economic impact.  A shorter report reduces confusion for the client and helps the client focus on the most important benefits first.

One of the challenges of the results report is the length.  Although comprehensive, the full report can be overwhelming for clients who do not understand the programs.  Most clients would benefit from having the report explained to them.  Agencies with client contact, either in person or over the telephone, can customize the report by identifying with the client the programs that would be most helpful to them.  The BenefitsCheckUp tool enables users to customize the report by selecting only the programs of interest, which also reduces printing, and/or mailing costs.

Best Practice: Customize report

“We suggest that our sites pay attention to not printing out every possible program in the report.  We tell them to go through the table of contents with the client and select the things that would be most helpful for that person, so they are not so completely overwhelmed.”

Lessons Learned: Give clients control of report selection

“So often clients feel helpless and if you can give them control by walking through the programs with them and say ‘Okay this is everything that's available’ and then let them tell you what they are interested in.  And I found out dealing with a number of clients, where the national park pass comes up and I think they are not going to be interested in that and have been totally surprised when they get all excited.  And when I think about it, these folks are on limited income but they are looking at ways to improve their quality of life.  So they can buy this park pass and have access to a whole number of places where they can go.  So that’s the thing just letting the client control what programs they want on that report.”

8.2
Include a cover letter with name and contact number offering assistance, if your agency has staff to offer this service.  At a minimum, inform clients that they must contact the benefits program offices directly to apply.  
Including a cover letter with a name and number to call for assistance helps personalize the report, particularly for agencies without capabilities for client contact and follow-up.  Agencies that have staff limitations and little or no client contact usually rely on clients to initiate the request for assistance upon receipt of the results report.  Some organizations have found that they need to call attention to the report envelope when it is delivered, so clients do not throw it away or think it is junk mail.

Best Practice: Colorful label on results packet

“When we mail the results, we have been printing an attention-getting label in color that says ‘Enclosed are your BenefitsCheckUp results’ because we found out in doing follow-up calls that a lot of people didn’t remember receiving it.  We include a cover letter that reminds them that these are the results from the questionnaire they sent and these are the benefits they may be eligible for.  We let them know that if they need help reviewing it, or need help in applying, they can call us.”





8.3
Contact clients within two weeks of mailing the results report to determine whether they received it, if they understood it, and if they need assistance with applying for the benefit programs.

Some agencies try to call the client within two weeks of mailing the results to verify that they received it.  Agencies that have established client contact will often offer to explain the report and/or make appointments to assist in applying for benefits.  Results review is an activity that has been most successful when social service agencies that have case managers or social workers assigned to clients make this part of the service provided to clients.

A successful practice used by several agencies is to schedule a day for clients to pick up their results.  Clients can get their report explained or schedule an appointment to review their results.  Applications for benefit programs are made available.  Appointments can also be made to assist clients with their applications.

“When we do a big screening program, we have a day where we screen everybody in a big group with each person doing their own paper screening.  And then we do another follow-up day, where we have them come back to pick up their results and we do follow-up individually.  Or, if they don’t come to pick up their results, we send it out with a cover letter with how we want to continue to help them.”

CHAPTER 9: 

APPLICATION ASSISTANCE

Organizations that have incorporated the BenefitsCheckUp program into their existing processes and share the mission of enrolling seniors in benefits programs are more aggressive in providing application assistance to their clients.   Social service agencies with social workers or case managers on staff and agencies with established client relationships are in the best position to provide some level of application assistance.  County level agencies are often able to refer clients to another department or county office for assistance.  

The level of assistance provided by Organizational Edition users ranges from providing application forms for various benefits programs, offering to answer questions, helping procure and copy required documentation, and personally assisting clients in filling out the application forms.  

With the introduction of e-forms, both the client and the screening agency will benefit.  This new technology enables agencies to offer another level of application assistance and eases the client burden by providing partially completed enrollment forms.

The staff and volunteers from the screening agency will be able use their time more efficiently in assisting clients through the recruitment-screening-enrollment cycle. 

Summary of Lessons Learned:

Application Assistance
9.1
There are many reasons why clients do not apply for benefits.  Some clients are unable to apply for programs without assistance, particularly the elderly, homebound, those with poor vision, and those with language limitations.  Others are simply overwhelmed by the process.  

9.2
Agencies best equipped to offer application assistance are social service agencies, smaller agencies with established client relationships, agencies with case managers and/or social workers, and some county level offices.  

9.3
Levels of assistance include providing application forms, answering questions, photocopying required documentation, reviewing documentation for completeness, and assisting with completion of applications.

9.4
The introduction of e-form technology, which populates information into various applications, allows agencies the opportunity to provide some level of application assistance with a minimal requirement of time and resources.

Lessons learned in detail

9.1
There are many reasons why clients do not apply for benefits.  Some clients are unable to apply for programs without assistance, particularly the elderly, homebound, those with poor vision, and those with language limitations.  Others are simply overwhelmed by the process.  
Agencies that currently assist clients with applying to benefits programs stress the importance of their follow-up efforts.  Simply conducting a screening and delivering results does not ensure that a client, even those that have represented a clear need, will follow-through to apply for benefits programs.  

There are several reasons clients may not act on the benefits screening results.  However, for those clients where enrolling into benefits programs can have a direct economic impact on their daily life, application assistance may be necessary due to their age, vision or hearing impairment, lack of transportation or inability to leave their home, and/or language barriers.  Some clients are overwhelmed by the process and are unlikely to apply for benefits without assistance.

Example of client barrier: Too much work

“If it’s automatically given to them, they will take it.  But if it is something they got to work through and they sense a lot of work is involved, most seniors will say, ‘Forget it.’”







Example of client barrier: Overwhelmed by process

“A lot of people are overwhelmed by the process, they block things out.  It helps to work one-on-one with these clients, either in-person or over the telephone to give them a level of reassurance.”

9.2
Agencies best equipped to offer application assistance are social service agencies, smaller agencies with established client relationships, agencies with case managers and/or social workers, and some county level offices.  

Some agencies are only able to assist the few clients that initiate the process themselves, due to limited staff and resources.  Although agencies may provide a contact name and number, clients rarely call after receiving the report.  Most agencies will do what they can for clients that come to them in need of help.  The agencies most successful in enrolling seniors in programs for which they qualify are those that follow-up with clients and personally offer to assist them with the application process.  This, however, is a time intensive, personalized approach that may not be possible for organizations with limited staff and no capacity to train and manage a cadre of volunteers.

Success Story: Application assistance over the phone

“We focus on providing assistance applying to the prescription benefit programs, and as a regular part of the follow-up to the BenefitsCheckUp screening; we will ask the clients if they want help with those particular applications.  Especially with the Medicare Card $600 credit and the Patient Assistance Programs, we will begin to fill out the application by asking questions over the telephone. The clients are comfortable being at home and they have their prescriptions there.”



Challenge presented by clients: procuring documentation

“Our greatest challenge that we found in assisting with applications, is actually getting the documentation that is required from the senior.  Especially with the Medicaid Savings Program, the application process takes longer working with the senior to provide proof of their resources, getting copies of their life insurance policies, copies of their bank statements and their social security records.  And if the seniors don’t drive they may have to get a valid state approved photo ID.”  


9.3
Levels of assistance include providing application forms, answering questions, photocopying required documentation, reviewing documentation for completeness, and assisting with completion of applications.

The level of assistance an agency provides is largely dependent on the organization’s mission and resources available.  Agencies that focus on providing information and outreach may not have the capabilities to conduct follow-up activities or provide application assistance, and will refer clients elsewhere.  

Success story: Providing applications and assistance

“After the BenefitsCheckUp screening, we mail a copy of the report.  We focus on assisting them with two programs, the Medicare Savings Program and the state’s Property Tax/Rent Rebate program.  We start filling out the applications for those two programs if we find that they are eligible for them.  For the property tax program, we attach a letter to it telling them exactly what they need to do to complete it and instructing them to mail it directly to the state.  Then, with the Medicare Savings Program, we tell them what documents they need to provide, what they need to complete on the applications and then, they mail it back to us to review prior to being mailed into the state.  We’ve taken more control over that program than the other program.”



9.4
The introduction of e-form technology, which populates information into various applications, allows agencies the opportunity to provide some level of application assistance with a minimal requirement of time and resources.

As this technology becomes more widely available, agencies will be able to provide their clients with some level of application assistance without additional requirement of time and resources.  With e-forms, some of the information entered online will populate various application forms that request the same information.  This will reduce the time burden of completing the application forms for the client and/or agency staff member assisting the client.  These applications still have to be printed, personal identifying information completed, and mailed to the appropriate benefit program office.  
Benefits of e-form technology

“When we enter key information, name, address, age, social security number, it gets populated automatically into different forms, so it is essentially ‘enter once, use many times’.”

CHAPTER 10: 

FOLLOW-UP ACTIVITIES

Ideally, follow-up activities are aimed at completing the enrollment circle – assisting clients to complete the necessary paperwork, running interference with agencies to remove red tape, and collecting information on whether or not the client was successfully enrolled in the recommended programs for which they potentially qualified.  The process is time intensive, often requires one-on-one contact between the agency staff member and the client, and surfaces multiple additional problems that responsible professionals cannot ignore (e.g., need to have the heat in their homes re-instated; evidence of elder abuse, etc.)

Not all organizations have the capacity or resources to conduct follow-up activities.  The agencies that are best equipped to conduct follow-up have adequate staff, provide time and resources to have personal contact with clients, and have established trusting relationships with clients.  At a minimum, most agencies include their contact information in a cover letter that accompanies the benefits report and rely on the client to initiate follow-up.  Organizations unable to provide direct assistance will refer the client to another agency or to the specific benefit program office.   The agencies demonstrating the most success in terms of getting their clients enrolled into programs provide customized, personal assistance to each client they work with, following them from the initial screening to application submission.

“The ultimate reason for doing follow-up is getting the benefits to the clients.  We don’t do the screening for the sake of doing a screening; we do it for the end product.  Otherwise, it’s a public information program and what's the good in public information if nobody does anything with the information?”

Summary of Lessons Learned:

Follow-up Activities
10.1
Follow-up after screening can significantly increase enrollment success for the client.

10.2
The scope of an agency’s follow-up activities often relate to their mission and structure.  Agencies best equipped to conduct follow-up have staff and/or well trained volunteers who can offer personal assistance because of established trusting relationships with clients.  

10.3
Methods of conducting follow-up with clients depend on the resources of the organization and range from no direct contact to personal assistance with program applications.  

10.4
Follow-up is a challenging, labor-intensive activity.  Organizations have developed individual strategies for overcoming multiple challenges to conducting follow-up from the client perspective.

List of Example Documents Provided in Appendix:

BCU Follow-Up Form

Example follow-up call script and tracking outcomes form.  Contributed by Cuyahoga Department of Senior & Adult Services.

Lessons learned in detail

10.1
Follow-up after screening can significantly increase enrollment success for the client.  

The first step in the follow-up process is determining what assistance, if any, is needed for a client to apply for benefits. Types of assistance may include explaining the impact of applying and receiving the benefit, providing application forms, arranging transportation to benefit program offices, identifying someone who can help them fill out the application forms, and providing general encouragement.  Follow-up contact enables agencies to prepare clients for what they can expect in applying for benefits at various program offices.

Lessons Learned: Explain application process

For some clients, that report is no good to them, because they are going to look at that report and say ‘What am I supposed to do now?’  So taking the time to explain the report, and then telling them about where they have to go or the phone call they have to make in order to get an application completed for a particular program.  When you are explaining it to them, you let them know that ‘There are a lot of folks that have difficulty trying to contact someone and get some straight answers and they just give up when they need some assistance in trying to apply, so if you run into any problems like that, just let me know.’

Success Story: Increased enrollment due to follow-up

“We have actually [noticed an increase due to] stronger pre-screening methods, just because our enrollment numbers initially were much lower.  Initially, approximately 35% to 40% of the people we sent applications out for actually got accepted. We now check the screening questionnaires carefully for inconsistencies and inaccuracy of the information they provide us with regard to their income and resources.  Then we help all of them fill out the applications. Our numbers that we are getting right now from follow-up are more like a 60% to 70% acceptance rate into the program.”

Each agency must determine, based on their resources and mission, the level of follow-up activities they can provide to their clients.  For example, if an agency allocates 10% of their resources, then they must set up a system to identify 10% of their clients to contact.  This entails determining the clients who would benefit the most economically from enrollment in programs as well as those who are most likely to need assistance.

Suggestion: Identify resources for follow-up

“Organizations should decide how much of their resources can be devoted to follow-up, for example 10%, then identify the 10% of clients to contact and assist them through the entire enrollment process. If randomly select clients, that 10% of time would be wasted quickly.  Instead, develop a method to identify clients, good contacts that were personally screened, and willing and able to follow-through.  If you helped them apply, then you are more able to get data on the programs they received.”

10.2
The scope of an agency’s follow-up activities often relate to their mission and structure.  Agencies best equipped to conduct follow-up have staff and/or well trained volunteers who can offer personal assistance because of established trusting relationships with clients.  

Who is doing follow-up?  Social service agencies that are dedicated to providing assistance to seniors often have staff or case managers who have developed relationships with clients, and follow-up is part of the process of serving their clients.   Agencies that have incorporated a BenefitsCheckUp screening as part of the intake process for other programs offered are required to follow-up with clients of that affiliated program (such as Title V employees that were screened as part of the application process).

Success Story: Using volunteers and case managers

“I work for a large Social Service Agency.  Many of the clients screened through BenefitsCheckUp [on which] we are doing follow-up, have been assigned to a case manager.  So, this volunteer that I have telephones every single person that has received a report, and then, if she is not completely sure that things are moving forward with entitlement, she calls the Case Manager to let her know that we are aware that this person needs help.  If nobody has been assigned, then she calls the Director and finds out if somebody is going to be assigned to this case.  And if not, then we have volunteers who will do the follow-up and actually go out to the homes.”

Success Story: Case managers

“We have a social services department that has about three or four different programs and that serves somewhere around 700 clients a year.  Clients in our programs are assigned to social workers, so if their social worker has done a BenefitsCheckUp screening for them, they are involved in the application process and following up on whether or not the benefits were received.  The BenefitsCheckUp program has been incorporated into what the social workers are already doing for our other programs.  So, the difference would be for these clients that they have a case manager that’s working with them on an ongoing basis.”  

Who is not doing follow-up?  Agencies that focus on disseminating information and referring clients may screen large numbers but are limited in their ability to conduct follow-up activities, particularly if it does not fit within their organizational mission.  Other agencies simply do not have the resources (staff and time) to conduct follow-up with their screened clients.  

Example: agency focus is providing information only

“Follow-up depends on what your goals are.  Our goal is to let as many people know about it as possible and to do the outreach.  We have no budget and no staff to do follow-up.  BenefitsCheckUp is one of many, many projects and issues we might work on in any given year.  We have a relatively small budget for it and a relatively small staff allocation.  So, really, follow-up is not going to happen unless someone provided us a staff person to do it.”

Example: assistance provided if client-requested

“Our biggest barriers to doing follow-up are lack of staff and time. Our service is really Senior Information and Assistance and BenefitsCheckUp is one of the tools, but it is not our primary mission in life.  Staff time is taken up with a lot of other issues where we need intensive one-on-one.  So, that’s the main reason why things seem to slide.  We use the screening tool, we print out the report, mail it to them usually, and we do try to convey that we will sit down with them one-on-one.  We will come out to their house and review the results and help them complete the paper work if they so choose.  But, they rarely so choose.”

10.3
Methods of conducting follow-up with clients depend on the resources of the organization and range from no direct contact to personal assistance with program applications.  

Some agencies’ follow-up process is limited to a telephone call to verify the client received the report.  Other agencies offer more personal levels of assistance in terms of reviewing the BenefitsCheckUp report, providing and/or completing various program applications, but leave it to the clients to respond.  Agencies that have established relationships with their clients and paid staff with time allotted to the task are typically able to provide higher levels of personal assistance.  Although some agencies avoid the use of volunteers to do the personal follow-up, others depend on highly trained and well-supervised volunteers to conduct these activities.  A third group uses volunteers on an as-needed or as-available basis, unable to address the privacy and legal issues raised in the use of volunteers when handling clients’ paperwork and financial documents.

At a minimum, most agencies include their contact information in a cover letter that accompanies the benefits report.  If the client contacts them and they are unable to provide direct assistance they refer the client to another agency or to the specific benefit program office.  Most agencies, however, will make the effort to assist clients who come to them in crisis situations and ensure that their immediate needs are addressed.  Some agencies can do no follow-up at all because of lack of resources while others are selective, contacting a few clients who do not have the assistance of an adult child or family member or when they “got the feeling” that nothing would be done with the information if help was not given.  

Barriers to doing follow-up from the organizational perspective include:

· Lack of staff (or trained and closely managed volunteers) time to interact with the clients to help them apply for programs listed in their benefits report.

· Privacy issues related to staff vs. volunteers having access to personal financial information and documents of clients.

· Volunteers and staff access to clients’ financial and personal information, with strong training and management policies in place to protect them legally. 

· Language barriers necessitating the agency engage either staff or volunteers who speak the language of non-English speaking seniors; this demands the resources to do so.

· Agencies that do not have follow-up and application assistance within the scope of their organizational mission.

· Lack of prior personal contact for establishing a trusting relationship with client even if an agency has the staff with time to follow-up; may limit the client’s willingness to cooperate in submitting applications.

Methods of overcoming organizational barriers:

· Determine the follow-up method(s) appropriate to your organization’s mission and capabilities.  Follow-up and application assistance can be provided by phone, through the mail and in-person.

· Address the confidentiality issue of seniors who are not already participating in agency programs. Most agencies request permission of their clients to follow-up with them on the screening results.

· Refer clients to other agencies and program offices if unable to provide direct assistance. Try to enlist a trusted family member or friend to assist them with the application process.

· Make a judgment call on whom to contact, if unable to follow-up with 100% of screened clients, by identifying clients that have the greatest need for program benefits and are most likely to need assistance.

· Identify the best person for conducting follow-up activities to establish trust and acknowledge the sensitive nature of procuring documents.  Volunteers are useful at conducting screenings and follow-up calls, but may not be the best resource for assisting clients in completing program applications, due to privacy and legal issues.  This general rule does not apply in agencies that carefully select, train and supervise volunteers to ensure that privacy issues are handled appropriately.

· Request funding for a staff member or Title V worker dedicated to the BenefitsCheckUp process, including conducting follow-up with clients.  Assisting clients with program applications, and sometimes making house visits, would be part of the job responsibility.  This person becomes an advocate for the clients.

· Host a group BenefitsCheckUp screening event and have clients return for a follow-up event to review their results reports, gather program applications and obtain assistance in completing the forms if needed.  This strategy would entail gathering several staff members, volunteers, program office workers, case managers and/or social workers to work these events.  This is a demanding process, but may be most time and cost effective because of the ability to serve more clients at one time.

· Review clients’ applications that have been denied enrollment.  Oftentimes they did not provide required documentation or provided inaccurate information (for example, they may have listed household income instead of net income or they simply missed a check box on the application form.)

Best Practice: Enlist help of trusted person

“We try to find out if there is someone they trust locally, a family member or caregiver or neighbor that they can refer us to.  And if they give us the phone number we will call the person.  Typically, we will get the son or daughter, son-in-law or daughter-in-law which makes it a lot simpler for us as far as working with them.”

10.4
Follow-up is a challenging, labor-intensive activity.  Organizations have developed individual strategies for overcoming multiple challenges to conducting follow-up from the client perspective.

There are several barriers to doing follow-up with clients that are common among all agencies.   An organization’s ability to conduct follow-up and assist the senior in preparing enrollment applications is influenced by their mission, organizational structure, staffing capacity and other resources available. 

Clients themselves present the greatest challenges to successful enrollment in programs for which they may be eligible.  Their advancing age and declining mental status are probably the most problematic, leading to forgetfulness and confusion exacerbated by a very complex screening, application and enrollment process.  Their mistrust of government systems; latent or full-blown depression, anxiety and paranoia; and physical health limitations also contribute to their inability to comprehend or complete the processes needed to successfully secure benefits.

Client barriers to successful follow-through from screening to enrollment:

· No recall of the BenefitsCheckUp screening.

· No memory of receiving the BenefitsCheckUp results report listing the programs for which they are eligible.

· Misplaced or discarded the results report.

· Not reviewing the results report.

· Report is too lengthy so did not even attempt to understand it.

· Results report is difficult to understand; need someone to review it with them.

· Program descriptions or the benefits of the programs are difficult to understand.

· Unable or unwilling to procure documents to apply.

· Application process would be too time-consuming.

· Do not deserve the benefits or have not earned them.

· May get benefits that others are more in need of.

· Application process too overwhelming to do alone.

· Unable to travel to program offices to apply in person when required.

· Glad to have the information but decide not to do anything about it.

· Language or cultural barriers.

· Waiting for a family member or trusted friend to help them.

· Afraid to apply or have a general mistrust of government agencies (particularly common with immigrants.) 

Methods of overcoming challenges presented by clients:

· Follow-up in a timely manner, within two weeks of receipt of the BenefitsCheckUp results report.  

· Provide continuity of service, whenever possible, with the same staff/volunteer who conducted the screening.  If your organization divides the tasks of screening and follow-up, then the screener should alert the client that someone else will follow-up with them.

· Utilize the follow-up tool provided with the Organizational Edition to track correspondence and communications with the client. This information, along with the results report, can be useful in aiding client recall.

· Review the BenefitsCheckUp results report in person or over the telephone to explain the program benefits.

· Concentrate on one or two specific benefits (those with shorter applications, fewer documentation requirements, quicker enrollment notifications, etc.)  Once success has been demonstrated to the client, and trust has been established, it is easier to return to the more complicated and time-consuming applications. 

· Include applications for the recommended benefit programs when sending out a BenefitsCheckUp results report.   Pre-fill information previously provided in the BenefitsCheckUp screening directly into program applications.  Highlight information that the client has to complete.  Flag the signature line and include an addressed, stamped envelope for the appropriate agency.

Best Practice: Prepare clients

“Personal contact enables you to prepare the individual, explaining what they can expect from the application process at various benefit program offices.”

Best Practice: Holistic, personal approach

“I find that when you are dealing with seniors, sometimes you can talk their ears off.  Five minutes later, they have forgotten everything you said.  If you really want to help them, you have to have a holistic approach.  Present this in a very personal way and then actually deal with them on a one-on-one basis.  Make sure that the information has sunk in.  And then do follow-up to make sure that they have acted on the information.”

Best Practices: Focus on one program

“BenefitsCheckUp is a comprehensive approach to taking care of everything all at once.  But once they are over the age of 70-75 a lot of times they can’t handle twelve programs at once.  They can handle one at a time.”

“Over half of our clients qualify for a telephone discount and it’s the easiest program to apply for.  So, that’s the program we are going to start everybody with, because nothing breeds success like success.”



Best Practices: Application Assistance and Follow-Up 

“If the BenefitsCheckUp report lists that clients are eligible for the Medicare Savings Program or the Property Tax Rent Rebate program, we include the applications for those two programs along with the BenefitsCheckUp report.  The Property Tax program application is pretty simple for people to figure out and so we just provide an envelope for them to mail it directly to the Department of Revenue.  The Medicare Savings Program however, requires a lot more, so we help fill-in the application before sending, and then we request that the clients mail the application and all the supporting documentation back to our office.  Then we do a detailed check to make sure that the application is complete before passing it on to the county assistance Department of Public Welfare Office in the county in which the person resides.  We follow-up with all of the applications that we sent to county assistance to determine the outcome because there has been some problems with being notified as to whether or not the client actually was accepted into the program.”








CHAPTER 11: 

TRACKING OUTCOMES

Tracking outcomes is not a current focus for many organizations because it is difficult to procure accurate data and staff members lack training to conduct outcome evaluation.  Although Organizational Edition users recognize the follow-up tool’s usefulness for retrieving screening and report information, very few representatives of these organizations rely on the statistical follow-up data.  

Many agencies lack a simple methodology for assessing and documenting enrollment outcomes.  Some contributors to this report are required to provide information to their funders and attempt to track outcomes by surveying a percentage of their clients; the results were poor.  Challenges presented by clients, as well as timing the follow-up in terms of benefit notifications, make measuring enrollment outcomes difficult.  Perhaps a more useful and accurate methodology for tracking outcomes would involve arrangements with program offices to provide this data.

“The [BenefitsCheckUp] program is not worth much if people don’t actually get the benefits.  The goal should not be screening, the goal should be helping people get the benefits.”

Summary of Lessons Learned:

Tracking Outcomes
11.1
Utilizing the Organizational Edition follow-up tool provides up-to-date information on BenefitsCheckUp screenings with very little effort.  

11.2
Organizations need a simple methodology for assessing and documenting their clients’ enrollment outcomes.  

11.3
Agencies that have experience in tracking enrollment outcomes through client follow-up, suggest an ongoing methodology.  Initial follow-up on the report must occur quickly, within two weeks, and then subsequent calls are needed to allow time for the client to apply and receive the benefits
11.4
Agencies with dedicated staff or case managers assigned to provide application assistance are in the best position to track enrollment. 

11.5
Accurate enrollment data could provide tangible support to the program, assist in efforts to procure funding and would be the best measurement for tracking outcomes of the BenefitsCheckUp screenings.

Lessons learned in detail

11.1
Utilizing the Organizational Edition follow-up tool provides up-to-date information on BenefitsCheckUp screenings with very little effort.

The follow-up tool provided through the Organizational Edition website enables administrators to track the number of screenings their agency has completed.  This feature facilitates setting goals and monitoring users’ contributions to the screening program.  

Benefit of Organizational Edition Follow-Up Tool

“Agencies using the follow-up tool through the website are going to be able to show documentation and track results without a lot of effort.  Using the tool enables a demonstration to city managers, county managers, mayors, and the whole gamut of politicians in the local area of the economic impact this program can have on that community.  The same tool can be used by many of the organizations in the area and that’s going to [provide] an impressive output for them.”
Organizations that use the follow-up tool provided by the Organizational Edition do so for the following reasons:

· recording the client contact information, while maintaining confidentiality;

· reprinting the benefits report if needed without re-entering the data; 

· rerunning the screening if a client’s situation changes; or

· tracking communications in the notes feature.  

Best Practice: Using follow-up tool to save screenings

“We screen everybody through the follow-up tool, we assign them all a client ID from our internal database that corresponds to the follow-up tool database, so that we can keep an accurate copy of the screening that we do for them.  

Several organizations were already using their own internal tracking databases before the Organizational Edition follow-up tool was introduced.  They state that the OE follow-up tool is a duplication of efforts with their own systems or that their internal databases provide more flexibility.  Updates to the OE follow-up tool would have to provide these organizations benefits beyond their current system capabilities for them to begin to use it.

Reasons we don’t use follow-up tool - Duplication

“We haven’t used the follow-up tool, and it is probably more of a staffing issue and a time management issue and the fact that we already have other reporting that we are required to do for our funding sources.” 

Lesson Learned: Needed more flexibility with database

“I would strongly recommend [the follow-up tool] if you have a small volume of clients that you are handling.  The problem was that we are doing a rather large volume [of screenings] and the tool, as it is now, does not provide us enough access to the data.  For example, we can't flag the system to tell us that we need to follow-up with a client after three weeks.  If we need to send a follow-up letter, especially if there are a couple hundred of them, there is no mechanism at this point to do it.” 

11.2
Organizations need a simple methodology for assessing and documenting their clients’ enrollment outcomes.

Although the statistical reports provided by the follow-up tool provide useful information on screenings, the tool does not measure the outcomes of the screenings in terms of benefit enrollment.  In addition to inadequate staffing to conduct follow-up, organizations need a simple methodology for assessing and documenting their clients’ enrollment outcomes after the BenefitsCheckUp screening.  Most encourage their clients to let them know if they’ve received benefits after enrolling, but very few get client initiated feedback.  Even social service agencies where case managers and social workers assist clients in applying and enrolling in benefit programs do not have a centralized system for tracking and analyzing these outcomes.

Best Practice: Ask clients to provide outcomes

“When I do my follow-up, I tell [my clients,] ‘Call me, just so I can know the program is working for you.  I need to confirm that you got the benefit.’  I tell them different things so they call me back with the information, like, ‘they might cut the program if people don’t apply’…and, they don’t want that.  So, sometimes they will call me to tell me they got a $100, or $200.  So, that helps with my follow-up.  I try to go into the follow-up screen and write it in right away and print it out and I staple it on the application.  But, there are so many applications and I can’t keep up, so I sometimes I just have to write it down without going back to the tool.”

Suggestion: Streamlining application/enrollment process

“Our agency used to have a Medicaid worker that served our whole division.  If we could get another Medicaid person, that would be a wonderful way of streamlining the process.  If you really want somebody that was identified for Medicaid through BenefitsCheckUp to get on Medicaid, you are going to have to make it a lot easier, because applying for it is a nightmare.  It’s a two day application process, at least, in our area.”
11.3
Agencies that have experience in tracking enrollment outcomes through client follow-up, suggest an ongoing methodology.  Initial follow-up on the report must occur quickly, within two weeks, and then subsequent calls are needed to allow time for the client to apply and receive the benefits.

The main point made by contributors to this report: Follow-up on the results must occur quickly; otherwise clients tend to forget about the entire process.  To address the client recall issue, most Organizational Edition users suggest contacting clients within two weeks after receiving the screening report.  

However, to allow clients time to apply and receive benefits, additional follow-up is recommended.  For the purposes of tracking enrollment outcomes through client follow-up, an ongoing methodology should be established, perhaps to coincide with distribution timing of certain seasonal or once yearly benefits, e.g. tax credits and Home Energy Assistance programs.

Lessons Learned: Timing for tracking outcomes

“We did a client survey to track outcomes and we found that we didn’t follow-up fast enough.  It took us a couple of months and the results weren’t that great.  We learned that you have to follow-up much quicker, before they forget about the screening, and more than once, as it may take several months to find out about some benefits.  If you wait too long, they have forgotten about the screening; if you call them too soon, they don’t know the results.  There are some benefits that are very hard for them to remember even if they did get the benefit.  So a lot of it is very hard to measure. Even if they did apply and even if they got the benefits, timing is just a big factor in actually finding out whether or not these people applied and actually received the benefits.”

11.4
Agencies with dedicated staff or case managers assigned to provide application assistance are in the best position to track enrollment. 

Other agencies that are achieving some success enrolling clients are those that work closely with their clients. They have established trusting relationships and are in the best position to find out whether their clients received the benefits for which they helped them apply.  This is typically in situations where case managers are using BenefitsCheckUp as one of the tools for conducting assessments of their clients.  In the course of doing their work, case managers are in the position to discover whether clients received the benefits.  

Benefit of obtaining enrollment data

“If BenefitsCheckUp were able to come up with numbers; benefits that people were found to be eligible for and the numbers that enrolled in programs.  That particular data would be a valuable tool to advocates at least, and maybe, local and federal politicians.  Those statistics are valuable.”  

A common challenge is that most agencies do not have a systematic, simple-to-implement and centralized methodology for tracking that would enable aggregate analysis of client outcomes.  These agencies, unable to quantitatively measure the success of their efforts, assume that if a social worker is working closely with a client deemed eligible to apply for a program that the client would be enrolled in the benefit program.  Agencies have been unable to design and/or implement a centralized tracking system that does not increase the workload of social workers who are already required to maintain client records and complete paperwork.

Lessons Learned – tracking outcomes through clients

“We have tried to track outcomes by calling the client.  The problem so frequently is that they just don’t know what we are asking about.  For many programs, it takes so long to receive some of these benefits.  For example, the Illinois Circuit Breaker program can be two to three months before you get into the program.  The assumption is that they will if they meet the requirements and we don’t do the application unless the person meets the requirements.  So, we make the assumption that they did get that benefit.  If they have a case manager assigned to them, we are very comfortable that they will be well served and they will get what they are supposed to get.  And, that’s typically how things work.”

11.5
Accurate enrollment data could provide tangible support to offer the program, assist in efforts to procure funding and would be the best measurement for tracking outcomes of the BenefitsCheckUp program.

Due to challenges presented by clients in obtaining accurate enrollment data, the best source of outcome data would be to request enrollment information directly from program offices. With a few exceptions, this is not possible due to privacy issues and government regulation.  Organizational Edition users from one of the focus groups believed that this barrier may be overcome if BenefitsCheckUp was administered nationally, such as through the Older Americans Act or Area Agencies on Aging, requiring program offices to provide enrollment numbers to participating agencies.  

“I am very much interested in how we can actually come up with really good data and how we can make [BenefitsCheckUp] go from more of a screening program to actually getting these people on these benefits.”

Lessons Learned – tracking outcomes through clients

“We tried to get information on four questions: ‘Did you apply?’ ‘Did you receive it?’ and ‘If you didn’t apply, why didn’t you apply?’ and ‘If you didn’t receive, why didn’t you receive it?’  Requesting this information from our clients wasn’t very successful for a number of reasons; client didn’t remember, too many questions on too many programs, they didn’t want to answer questions on social security, Medicaid.  They didn’t have the patience for the conversation, and some people only wanted to apply for a couple of specific programs.”

Suggestion: Funding through Older Americans Act

“BenefitsCheckUp is a national program, so it needs national support.  Perhaps the Older Americans Act is one way to provide national funding.  Or, if BenefitsCheckUp could be administered through the Area Agencies on Aging, it would be in every single community.”

The one agency doing the most successful follow-up has 15 paid staff and has limited its focus to specific benefits so staff can follow through with each client to support them through the entire enrollment process.  This agency has also established strong relationships with organizations that provide benefits and has secured a Medicare provider identification number.  This gives them the privilege to ask state program offices to provide enrollment figures to check against the list of screenings to determine the degree of enrollment success they are achieving.  

Best Practice: Tracking outcomes through program offices

“In our internal database, we actually maintain information on ten benefit programs, even though we only assist them with two of them.  We follow-up with the person to make sure that they have completed the application, gotten all the documents together, and sent it on to the state.  We are now following up with the state [program offices] to see if they have actually been enrolled in the program.  Our funding depends on how many benefits we actually get into the person’s hand and the dollar amount that goes along with it.  It has been hard getting information from the state, but for the Medicare Savings Programs about 50 percent of the applications that have been submitted have been enrolled.”     
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SELF-ASSESSMENT QUESTIONS

Building Capacity and an Organizational Base for BenefitsCheckUp at Your Site

Value proposition of the program to all parties:

· What do you like about the BenefitsCheckUp program? 

· How does providing this service fit within your organizational mission and current programs and activities?

· What value would this bring to your clients? Your staff? Your organization? Your funders?

Staff buy-in:

· What does your staff have to say about it?  

· How will they perceive the addition of the program to their existing workloads, or will new staff be added to administer the program?

Implementation strategies:

· What methods would you use to offer BenefitsCheckUp to your clients?

· What are your capabilities and processes for screening clients, data entry and results generation, communication/delivery of results, follow-up activities including application assistance and the tracking of enrollment outcomes.

Resource requirements:

· What resources are needed to administer the program (including equipment, printing, mailing costs, as well as staff time, volunteers, etc.), based on the method of implementation to be used?

Funding and sustainability:

· What local, state and/or national funding sources might be asked to help support your efforts (e.g., local businesses, community and private foundations, congregational support, senior advocate agencies, state resources, etc.)?

Evaluation:

· How will you measure program success?  

· How will you track your progress in getting clients enrolled in benefit programs?  

· What data is needed to tell you how well you are serving your clients?
· How can you obtain and analyze this information?  
Recruiting and Training Staff and Volunteers
Recruiting:

· What responsibilities/assignments will volunteers have?  

· What types of skill sets are needed for those tasks?

· What types of volunteers could be used for which tasks?

· How will you get the word out for volunteers?  

Administration:

· What are the administration requirements for utilizing volunteers? 

· Who will manage volunteers for this program?  

· What methods will be used to communicate with volunteers?

· How will conflicts be resolved?

Training:

· What are your agency’s expectations for volunteers?  

· What information will you provide them (i.e. mission, principles of conduct, training guidelines, etc.)?

· Who will be responsible for on-the-job training of the program processes?

· How will volunteers be alerted to updates of the tool?

Marketing and Outreach
Planning:

· Given your focus, what is your plan for marketing the program? Conducting outreach?  

· What information would you like to present about your program and agency? How do you plan to present the program?

· Who in your agency, or what relationships outside your agency, can help you get the word out about this program?  Who would be a respected spokesperson in your community?

· Who or what agency could refer clients to you for screenings?  What locations are frequented by your target audience?

Marketing:

· What resources can be devoted towards marketing your program?

· What systems does your agency currently have in place for communicating with clients, the general public, others in the industry?

· What communications methods could be used given your resources? (newsletters, newspaper articles, flyers, brochures, etc.)   What other types of media (TV News, Local Cable Access, Radio etc.) are available in your area?

Outreach Efforts:

· What resources can be devoted towards outreach efforts?  Would it be possible to provide incentives for screenings, such as gift certificates to local businesses?

· Does your agency currently partake in any community events? Are there annual events that your agency could join?

· What relationships does your agency have with other departments or agencies that would be willing to assist in your outreach efforts?   

Messaging and Communications 
Understanding your target audience:

· What do you know about the demographics of your service area?

· What do you know about your clients? 

· Who else would you like to target that would benefit from this program? (e.g. caregivers, newly retired, etc.)

Developing messages:

· What is the profile of your typical client? (e.g. white female, widowed, age 85, lives alone, etc…)

· What are the main concerns of your target audience(s)?

· How can the BenefitsCheckUp program address their concerns?

Creating Communications:

· What forms of communication will reach your target audience(s)?

· What colors, fonts, text size, graphics are best for your audience?

· How many different messages can be incorporated into each piece?

Developing and Sustaining Partnerships

Planning:

· What resources are you seeking from potential partners?

· What information would you like to present about your program and agency? How do you plan to present the program?

· Who in your agency would be the best spokesperson?

· What partnerships, if any, have already been established in your agency?  

· What are some potential partnerships based on common goals, clients, programs, etc…

· What other community resources, outside of your own industry network, can be contacted? Faith-based organizations, library systems, elected officials, etc…

Development:

· For each potential partner, how does the program relate to their organizational focus?  How will you answer the question ‘what’s in it for me?’

· What are you asking the partner to provide you?  What is their role?

Communication:

· How will you communicate with your partners, what information can you provide them and how often?

· How will you keep them informed of the benefits of their contributions and program successes?

Processes for your site’s BenefitsCheckUp Program 

Screening:

· What methods do you plan to use to screen clients?

· How will screeners be trained?

· What methods and messages will you utilize to reduce client-presented barriers, such as hesitation to get screened, providing complete information, etc?

Data Entry & Results Generation:

· What protocols will be set for checking for screening data accuracy (e.g. forms that are missing information, or have conflicting information)?

· What is the process for delivering the results to the clients? Will your agency be able to contact the client to identify the benefit programs of greatest interest?

Follow-Up Activities (including application assistance and tracking outcomes)

Planning:

· What amount of resources can your agency devote to follow-up activities?

· What level of follow-up will your agency provide? (i.e. contact after sending results, determine if assistance is needed, provide consultation on the results report and/or application assistance.)

· Who will be responsible for which tasks?

Process:

· What percentage of clients do you intend to follow-up with?

· What will be the process and timing for following up with clients?

· Will on-going follow-up be possible in order to track whether clients were able to apply and enroll into programs?

· What data will be tracked?

 Utilization:

· How will this data be reported?

· How can this information be used to help support the program?

APPENDIX EXAMPLES LIST: 

EXAMPLES PROVIDED BY CONTRIBUTORS
Chapter 1: Building Capacity & Establishing an Organizational Base

Intake form for Information & Assistance calls

Example of incorporating the opportunity for a BenefitsCheckUp screening into existing I&A intake form. Contributed by Delaware County Office of Services for the Aging.

Chapter 2: Recruiting and Training Staff and Volunteers

BenefitsCheckUp Navigator Job Description

Example of a job description used to recruit BenefitsCheckUp Navigators.  Contributed by the Foundation to Benefit Our Seniors.

Community Navigator Manual

A volunteer training manual including volunteer guidelines, and pointers on how to work with clients.  Developed and contributed by the BenefitsCheckUp Coordinator for the state of Colorado. 

Youth Opportunity Program

Example of community-based program in San Antonio providing training and internship opportunities in different industries including health care and social services.  Contributed by Alamo Area Council of Governments.

Chapter 3: Marketing and Outreach

Presentation Ideas – part 1

Presentation 101 – People and organizations to contact for BenefitsCheckUp presentations.  Contributed by South Suburban Senior Services of Catholic Charities.

Event Contact & Schedule Sheet – part 2

This document provides an example script for outreach/presentation scheduling and documentation. Contributed by South Suburban Senior Services of Catholic Charities.

Pierce County BCU Program Announcement

Description of the BenefitsCheckUp program that includes information on how to access a screening, types of screening available, targeted messages with supporting statistics and contact information.  This write-up could be adapted for various communications including a press release, text for cable local access, website text and as a tool for contacting local reporters and radio hosts.  Contributed by Pierce County Aging & Long Term Care.  

Agency Brochure

Example of an agency brochure devoted to the BenefitsCheckUp program.  Includes list of local sites that offer screenings. Contributed by Cuyahoga Department of Senior & Adult Services.

Agency Brochure with Tear-Off Reply Card

Example of a BenefitsCheckUp brochure with tear off reply card. Contributed by the Foundation to Benefit Our Seniors.

Checklist - Policymakers

Planning checklist for outreach to policymakers. Contributed by BenefitsCheckUp WA state coordinator.

Scheduling Policymaker Meetings

A document providing practical tips on scheduling and meeting with policymakers. Contributed by BenefitsCheckUp WA state coordinator.

Preparing a One Pager

Items to include when creating a one-page description of your BenefitsCheckUp program. Contributed by BenefitsCheckUp WA state coordinator.

BCU WA One pager

One page sheet intended for connecting with policy makers that gives a brief overview of BenefitsCheckUp, and also lists benefits to state constituents with supporting data. Contributed by BenefitsCheckUp WA state coordinator.

Meeting Request with Senator

Actual letter used to request meeting with state senator to present the BenefitsCheckUp RX programs screening tool. Contributed by BenefitsCheckUp WA state coordinator.

Chapter 4: Messaging and Communications

Strategic Communications Plan Template

This useful tool describes seven steps to planning, executing and evaluating communications efforts.  Contributed by BenefitsCheckUp WA state coordinator.

Workshop Flyer - Churches

Example of a flyer using targeted messaging and statistics to market the BenefitsCheckUp program to other organizations.   Contributed by Pierce County Aging & Long Term Care.  

Senior Housing Outreach Event Flyer

Example of a simple flyer using different messages to announce an outreach event for senior housing residents. Contributed by Cuyahoga Department of Senior & Adult Services.

General BCU Flyer

Example of a general flyer providing a brief description of the BenefitsCheckUp program, and an agency website address and phone number. Contributed by Cuyahoga Department of Senior & Adult Services.

Benjamin Rose Article at www.benrose.org/ForU_caregivers/FactOfMonth/fm_0309.asp
Actual news article written about the BenefitsCheckUp service including a personal testimony of a client that benefited from the program.

Chapter 5: Developing and Sustaining Partnerships

The Foundation Center Online at http://fdncenter.org

Topical resource lists include: Computer Technology, Directories, Foundations-History and Practice, Fundraising, Governance, Individual grant seeking, International Philanthropy, Management, Philanthropy-Special Populations, Philanthropy-Types of Givers, Voluntarism, Spanish-language.

Chapter 6: Screening Activities

Before You Begin – Pierce County

Provides a brief description of BenefitsCheckUp and list of information needed to complete the screening. Contributed by Pierce County Aging & Long Term Care.  

BCU Group Screen Flyer and Introduction

Flyer and introduction script for group screening program.  Contributed by Council of Jewish Elderly.

Chapter 7: Entering Screening Data

Help Line Cheat Sheet

Example of guidelines for screeners to review and check information that drives specific benefit programs.

Chapter 8: Results Generation and Review

Cover letter –BCU

Example of a cover letter that accompanies BenefitsCheckUp results report.  Contributed by Council of Jewish Elderly.

BenefitsCheckUp letter

Example of a cover letter accompanying the results report that directs clients to apply directly through program offices.  Contributed by Delaware County Office of Services for the Aging.

Chapter 10: Follow-up Activities

BCU Follow-Up Script/Form

Example of follow-up call script and tracking outcomes form.  Contributed by Cuyahoga Department of Senior & Adult Services.
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