PUBLIC EDUCATION AND CONSUMER
INVOLVEMENT
Charge to Workgroup

e Review and monitor the implementation of recommendation #
4 of the Medicaid Long-Term Care Task Force.

e Engage their members, volunteers, and constituencies in
advocacy for the successful implementation of the Task Force
recommendations.

e Assist the Commission in being an effective and visible
consumer advocate for improving access to a quality array of
long-term care, services, and supports.

e Present findings and recommendations regularly to the
Commission for next steps and potential changes in policy
that promote meaningful consumer participation and
education.

e Ensure all recommendations:

¢ Involve consumers and broad public participation in
planning.

e Promote an array of long-term care services and supports.

e Promote the concept of money (funding) following the
person to wherever that person chooses to live.

e Assure evaluation is addressed.

e Assure consistency with the overall commission process for
statewide impact.

Background - Task Force Recommendation # 6: Promote
Meaningful Consumer Participation and Education by Creating
a Long-Term Care Commission and Informing the Public about
the Available Array of Long-Term Care Options.



Strategies / Action Steps

Create a Michigan Long-Term Care Commission to provide
meaningful consumer oversight and accountability to the state’s
reform and rebalancing of the long-term care system.

Recommended Actions

All stakeholders will have meaningful roles in the ongoing
planning, design, implementation, and oversight efforts to
achieve the recommendations of the Michigan Medicaid Long-
Term Care Task Force and the long-term care efforts of the
state. Consumers, families, and their representatives will be the
principal participants.

Educate consumers, families, service providers, and the general
population about the array of long-term care options available so
that consumers can make informed choices and plan for the
future.

The goals of the public awareness and education campaign are:

1. Increase awareness of the SPE agencies through uniform
“branding” of local agencies throughout the state (with
uniform naming and logo, a single web site, and a geo-routed
toll free number).

2. Increase awareness among consumers, prospective
consumers, providers, faith-based communities, other
community organizations, neighbors, friends, and family
members of LTC services that consumers can choose from
the array of LTC supports, determine their needs through the
person-centered planning process, and have the option to
control and direct their supports.

3. Authorize continuing education for professionals (including
doctors, nurses, pharmacists, dentists, psychologists,
administrators of LTC facilities, discharge planners, social
workers, and certified nursing assistants) on the role of the



SPE agency, the value of the person-centered planning
process, the array of long-term supports available, and
options for consumers to direct and control their supports.
These professionals can direct individuals to the single point
of entry and support them in making informed choices and
planning for their future.

. Assure that state employees involved in any aspect of LTC
are provided mandatory training on the value of the person-
centered planning process, the array of LTC supports
available, and options for consumers to direct and control
their supports.

. Provide an orientation to legislators and their aides and
officials in the executive branch on the value of person-
centered planning, the array of long-term supports available,
and options for consumers to direct and control their
supports.

. Create an educational program for children K-12 to learn
about career opportunities in direct care and other aspects of
LTC, and the components of the new LTC system (the array
of long-term care supports available, the value of the person-
centered planning process, and options for consumers to
direct and control their supports) so that children can share
this information with their family members.

Strateqgies / Action Steps

1. Develop criteria for and authorize hiring of a social

marketing firm to develop a marketing and public awareness
campaign that includes the following components:

a. Uniform identity including name and logo for the single
point of entry agencies;

I. Public awareness campaign that includes radio and
television public service announcements, print ads,



brochures, and other appropriate educational
materials; and

Il. Local media and awareness tool kit that single point
of entry agencies can use to outreach to and raise
awareness among all stakeholders.

2. Develop criteria for and authorize hiring of a web design
firm and an expert in creating materials for the targeted
populations (e.g., seniors and people with a variety of
disabilities) to design an informative, user friendly web site
that can serve as a single point of information regarding LTC
in Michigan. T his web site will maintain the look, name, and
logos developed for the marketing and public awareness
campaign. The web site will include comprehensive
information on

LTC, have well-developed keywords and navigation
capabilities, and be linked to major search engines and other
relevant web sites in a way that makes them easily
accessible.

3. Establish criteria for and authorize the development of
curricula for education of professionals (including doctors,
nurses, pharmacists, dentists, psychologists, administrators of
LTC facilities, discharge planners, social workers, and
certified nursing assistants) that can be included in academic
programs and continuing education requirements for
licensing and/or certification and will be implemented over
time.

4. Establish criteria for and authorize development of a variety
of training and educational materials targeted to the specific
groups described above (state employees involved in long
term care, legislators and their aides, and children K-12).



Benchmarks

1.

Development of campaign materials including radio and
television public service announcements, print ads,
brochures, and other appropriate educational materials.

Dissemination of campaign materials:

a. Measured by number of media placements and numbers
of materials distributed.

b. Measured by the impact as identified by consumers,
family members, and professionals that interact with the
Single Point of Entry agencies.

3. Development of curricula targeted to the identified

professional and educational groups.

4. Implementation of curricula targeted to the identified

professional and educational groups.

5. Measured by the number of individuals that complete a

curriculum or other educational program.

6. Measured by the referrals to the SPE by the professionals.
7. Measured by consumer reporting of the content of the

professional interaction (i.e., if and how the professional
made a referral to the SPE and whether the professional
described the potential for consumer choice and control).



