Findings from the First Posttest Consumer Satisfactions Survey for the Forsyth County ADRC Stations

Summary of Findings

Methods

· A written survey was mailed to consumers who received services from The Adaptables or Senior Services Help Line in February 2006—eight months after Help Line began operations as the first station and five months after The Adaptables became the second.

· Surveys were sent to a one-in-six sample of new Help Line consumers (69) and all new Adaptables consumers (75) during that month. The response rate was 29 percent (22 surveys) from Adaptables consumers and 16 percent (11 surveys) from Senior Services Help Line consumers.

Referral Source

· Half of The Adaptables consumers and a third of Senior Services Help Line consumers learned of the service from relatives or friends.

· About a quarter of all referrals were from other agencies—slightly, but not significantly, more for The Adaptables than for Help Line. Information from marketing efforts (newspaper, brochures, television) continues to account for only a small proportion of consumers. As in the pretest, more than one consumer wrote in that the agency needed to advertise more. 

Specific Findings

Information Helped Make a Decision or Find a Service
· Over 83 percent of consumers said that the information they received helped them find a service or make a decision. Another 10 percent were calling for future information and were not seeking a service or a decision.

Representative Characteristics

· All respondents reported that the person they talked to was friendly and courteous.

· Large majorities (93.9 percent overall) also reported that the person was knowledgeable and that the information they received was clear and understandable.

· Small differences between agencies and between pre- and posttest surveys for individual agencies were not statistically significant and are almost certainly due to random differences in the sample.

The Contact Experience

· During the posttest 100 percent of Help Line consumers and 89.5 percent of Adaptables consumers reported a telephone contact, although this includes the 36.8 percent of Adaptables consumers who reported both telephone and office visit as their first contact.

· Around two-thirds of these telephone callers reported that they spoke directly to an agency representative when they called, rather than having to leave a message.

· For those eight consumers who left a message, only 2 were called back on the same day, 3 the next day, and 2 “within the week,” while one did not remember. This suggests that in most instances the phones are answered directly by a service professional; but that there is no in-depth coverage so that when the staff members who usually answer the phone are away for any reason, there is no backup to return messages. One consumer wrote about the need for more timely return of calls in the open-ended space provided for suggestions. 

· Unlike the pretest, there were no walk-in consumers from Senior Services Help Line who answered the posttest survey during the posttest period. Walk-ins at The Adaptables reported being seen “in less than 5 minutes.”

Referrals to Other Agencies

· Seventy percent of Help Line consumers and 40 percent of Adaptables consumers were told to call another agency for help (50 percent for ADRC overall).

· The percent of consumers referred to other agencies has not decreased since the pretest survey, but as more of the streamlining features of the ADRC program are put in place, we would hope to see this decline in future pretests.

· Every consumer who was referred to another agency said that the steps for getting services through this agency were clearly explained by The Adaptables or Senior Services Help Line representative.

Primary Satisfaction Measure

· The evaluation committee designated the question “Would you tell a friend or relative to call [agency name]?” as the key indicator of consumer satisfaction. 

· A large majority (90.6 percent overall) said “yes” and no one said “no.”

· Answers do not differ significantly from those on the pretest survey. Although the differences between stations are not significant, it is worth noting that 100.0 percent of Help Line consumers said “yes” at both rounds of the survey.

Are Referred Consumers Getting Services?

· There were only 10 consumers who were both actively seeking services and were referred to another agency. Of those 10, 40.0 percent (4 consumers) were receiving their services by the time they responded to the survey.

· A higher proportion were receiving services in this first posttest than in the pretest, but this difference is not statistically significant. However, we will watch to see if future posttests also show increase over the pretest.

Consumer Demographics

· About two-thirds of consumers who responded to the survey from either station were asking for information for themselves.

Because the two ADRC stations were originally designed to serve different populations, we see differences in the groups they currently serve. Over 90 percent of the Senior Services Help Line consumers were over 60, and more than half reported no physical or mental disability other than age-associated needs. The Adaptables have always served adults of all ages, but 35 percent of consumers who responded to the posttest survey were over 60 as well. Seventy-percent of Adaptables consumers on whose behalf respondents made contact (themselves in the majority of cases) had physical disabilities. These findings are very similar to the findings of the pretest survey for both stations.

· The percentage of survey respondents who describe their ethnic group as “African American” or “Black” dropped significantly from the pretest to the posttest survey—from 43.2 percent in the pretests to 18.2 percent of all respondents and 18.8 percent of those who gave their race in the posttest. (Both stations show the same pattern and there is no significant difference between the two stations at either time). It is likely that this represents a drop in the proportion of African Americans who answered the survey rather than a drop in the number being served, but during the analysis of consumer intake records over the next six months, we will want to confirm the actual proportion receiving services.

· By contrast to African American consumers, male consumers were better represented in the first posttest survey than in the pretest. With the two ADRC stations combined, only 10.8 percent of pretest consumers were men, compared to 34.4 percent in the first posttest. This difference is statistically significant.

Do Ethnicity or Gender Affect Service Satisfaction?

· One of the evaluation objectives is to monitor whether demographically different groups of consumers are equally satisfied with the services of the ADRC stations. For this reason, we examined four of the satisfaction measures from the survey for differences between ethnic groups and between men and women. These four measures are:

· “Was the person at [agency name] who spoke to you friendly and courteous?”

· “Was the person you talked with knowledgeable?” 

· “Was the information you received from [agency name] clear and understandable?”

· “Would you tell a friend or relative to call [agency name]?”
· Because 100.0 percent of the eleven people who responded to the Senior Services Help Line survey said “yes” to all four of these questions, it is clear that men and women, and people of all ethnic groups answered in the same way. Similarly, 100.0 percent of The Adaptables consumers said that the person they spoke to was friendly and courteous, so there are no differences among Adaptables consumer on this measure.

· African American respondents, like respondents of other ethnic groups, were highly positive in answer to all four of these measures. However, they were slightly, but not significantly, less likely to say the person was knowledgeable and that the information they received was clear and understandable. The ethnic difference among Adaptables consumers in whether or not they would tell a friend or relative to call the agency was statistically significant, but should still be considered suggestive, because it is based on only four African American consumers. 

· There were no statistically significant differences on these measures between men and women who participated in the survey. Where there were any differences to observe, men were more satisfied than women.

Detailed Findings 
Frequency tables for each question appear on the following pages. Results are provided for each station separately and for the total combined. Open-ended comments from consumers appear on pages 11 through 13.

Methods

The first posttest consumer satisfaction survey after both Senior Services Help Line and The Adaptables began functioning as ADRC stations was conducted throughout the month of February 2006, eight months after Help Line came on line (June 30, 2005) and five months after The Adaptables came on line (September 30, 2005).

Written surveys were mailed to one out of every six consumers calling Senior Services Help Line during that month. Selection was systematic from a random start. A total of 69 surveys were sent out, but only 11 were returned, for a response rate of 16 percent. Because of a smaller overall volume of calls for The Adaptables, surveys were sent to all 75 consumers calling that agency during the month. There were 22 Adaptables surveys returned, for a response rate of 29 percent.

Because of the small sample size, only very dramatic differences can reach statistical significance. In addition, the very high scores in the pretest survey leave little room for improvement and, in fact, present the danger of regression to the mean, which roughly translates into “they don’t have any place to go but down.” Nevertheless, this second time point gives us an opportunity to identify potential trends that need watching and to assure that despite small variations from sample to sample, that the consumer satisfaction with the agencies remains high after they assume their role as stations of the ADRC initiative.

Frequency Tables and Observations

The following section consists of one or more tables for each of the questions in the posttest survey, with observations about what the data suggest and a comparison to pretest findings for that variable. Each table provides the count and percentage of answers for each agency separately as well as a combined ADRC count.

Sources of Referral

As Table 1 shows, the primary source of referral is informal. If we combine “friend or neighbor” and “family member,” we find that 44.1 percent of all ADRC referrals were from these sources (half of The Adaptables consumers, and a third of Senior Services Help Line consumers). Just over a quarter of overall referrals (26.5 percent) were from agencies. Among these respondents, more Adaptables consumers than Help Line consumers were referred by other agencies, while only Help Line consumers reported newspaper and website as their source of information. Because this difference is not statistically significant, we cannot be sure that this represents a difference among all consumers who contacted the two agencies, but it suggests a possible difference we should continue to watch for in the remaining rounds of the survey. 

The choices offered for Question 1 changed somewhat between the pre- and posttest administration of the surveys, which may have had some impact on the findings. However, there are some strong similarities between the two times. In the pretest, as in the posttest, The Adapatables relied more heavily on referrals from friends or relatives than Senior Services Help Line. Help Line consumers were about equally likely to have been referred by someone at another agency at both points in time (15.4 and 16.7 percent respectively). However, the number is somewhat (but not significantly) higher in the posttest period. We would hope the percent of referrals from other agencies will grow as marketing for ADRC increases and more organizations become stations, links, or affiliates. We will be tracking this trend more fully in the consumer intake database when it is up and running. 

In the pretest, 23.1 percent of Help Line consumers (3 of 26) said they learned of Senior Services Help Line from their brochure, while no one at either site credited a brochure at the first posttest.
Table 1. How did you find out about [agency’s name]?

	
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	Source of Referral
	N
	%
	N
	%
	N
	%

	Friend or neighbor
	7
	31.8
	3
	25.0
	10
	29.4

	Another Agency*
	7
	31.8
	2
	16.7
	9
	26.5

	Family member
	4
	18.2
	1
	8.3
	5
	14.7

	Newspaper
	0
	0.0
	2
	16.7
	2
	5.9

	Website
	0
	0.0
	1
	8.3
	1
	2.9

	Doctor
	1
	4.5
	0
	0.0
	1
	2.9

	Hospital
	0
	0.0
	0
	0.0
	0
	0.0

	Television
	1
	4.5
	1
	8.3
	2
	5.9

	Vocational Rehabilitation
	1
	4.5
	0
	0.0
	1
	2.9

	Brochure
	0
	0.0
	0
	0.0
	0
	0.0

	Radio
	0
	0.0
	0
	0.0
	0
	0.0

	Library
	0
	0.0
	0
	0.0
	0
	0.0

	Other**
	1
	4.5
	2
	16.7
	3
	8.8

	Total
	22
	100.0
	12(
	100.0
	34
	100.0

	*Another Agency reported: 

The Adaptables: Coordinator at St. Peter’s Heartage Place [St. Peter’s Heritage]; Enrichment Center [a nickname in common usage for the Forsyth Center for the Deaf and Hard of Hearing]; Piedmont Council of Governments, Area Agency on Aging (Tina Stiles); Shepherds Center/Independent Living; Social Security (2); 1 unspecified

Senior Services Help Line: Lifeline; 1 unspecified 

**Other reported:

The Adaptables: Mother’s caregiver—works for Senior Services

Senior Services Help Line: Called on my own; A Mary Kay customer who works at Senior Services referred me
(Eleven consumers from Senior Services Help Line reported 12 referral sources. The two reported together were television and newspaper


Information Helped Make a Decision or Find a Service
Table 2. Did the information you received from [agency name] 
help you make a decision or find the service you needed?

	
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	Helped make decision or find service
	N
	%
	N
	%
	N
	%

	Yes
	17
	85.0
	8
	80.0
	25
	83.3

	No
	2
	10.0
	0
	0.0
	2
	6.7

	Unsure
	0
	0.0
	0
	0.0
	0
	0.0

	I wanted the information for future use
	1
	5.0
	2
	20.0
	3
	10.0

	Total
	20*
	100.0
	10
	100.0
	30
	100.0

	*Two Adaptables consumers and one Senior Services Help Line consumer did not answer this question.


Table 2.1. Information Helped Make a Decision or Find a Service, 
Omitting those Who Wanted the Information for Future Use.

	Helped make decision or find service
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	Yes
	17
	89.5
	8
	100.0
	25
	92.6

	No
	2
	10.5
	0
	0.0
	2
	7.4

	Total
	19
	100.0
	8
	100.0
	27
	100.0


As Table 2 and Table 2.1 show, a very large majority of consumers felt that the information they received from the ADRC stations helped them to make a decision or find a needed service (Table 2.1), though about 10 percent of consumers call just to check on information they may need in the future (Table 2). The responses do not vary substantially from pretest to posttest.

Representative Characteristics—Courteous, Knowledgeable, and Clear

A very large percentage of consumers endorsed positive statements about the person they spoke to at their respective ADRC stations. One hundred percent of consumers from both stations said that the person they talked to was friendly and courteous, and about 94 percent, overall, said that the person was knowledgeable and that the information was clear and understandable.

Table 3. Was the person at [agency name] who spoke to you
 friendly and courteous?

	
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	Friendly and courteous
	N
	%
	N
	%
	N
	%

	Yes
	22
	100.0
	11
	100.0
	33
	100.0

	No
	0
	0.0
	0
	0.0
	0
	0.0

	Unsure
	0
	0.0
	0
	0.0
	0
	0.0

	Total
	22
	100.0
	11
	100.0
	33
	100.0


Differences among the two stations were insignificant. In the pretest The Adaptables scored 100 percent on each of these three measures and Senior Services Help Line scored low- to mid-90 percent on each. In the posttest, that is reversed; but there is no reason to believe that this reflects anything other than the luck of the sample drawn and those who chose to respond at the two different times. It will likely shift back and forth throughout the course of the project. It can be safely assumed that a very large majority of consumers at both time periods held these beliefs. Only if the percentage agreeing drops substantially below the high eighties for one group should we feel any concern.

Table 4. Was the person you talked with knowledgeable?

	
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	Knowledgeable
	N
	%
	N
	%
	N
	%

	Yes
	20
	90.9
	11
	100.0
	31
	93.9

	No
	0
	0.0
	0
	0.0
	0
	0.0

	Unsure
	2
	9.1
	0
	0.0
	2
	6.1

	Total
	22
	100.0
	11
	100.0
	33
	100.0


Table 5. Was the information you received from [agency name] 
clear and understandable?

	Clear and understandable
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	Yes
	20
	90.9
	11
	100.0
	31
	93.9

	No
	1
	4.6
	0
	0.0
	1
	3.0

	Unsure
	1
	4.6
	0
	0.0
	1
	3.0

	Total
	22
	100.1
	11
	100.0
	33
	99.9

	Percents do not sum to 100.0 due to rounding.


The Contact Experience

All of the Help Line consumers surveyed in the first round of the posttest had their initial contact by telephone, as shown in Table 6. Although phone calls made up the majority of contacts in the pretest as well (88.9 percent) and the difference may be attributed entirely to differences in the sample or in the responses, it is worth reporting that Senior Services, Inc., where the Help Line is housed, was moving into a new building during the time when this survey was being conducted, which may have affected the overall number of walk-ins. (There definitely were walk-in Help Line consumers during that period.)

Table 6. How did you first contact [agency name]?

	First Contact
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	By telephone
	10
	52.6
	11
	100.0
	21
	70.0

	Came to office
	2
	10.5
	0
	0.0
	2
	6.7

	By e-mail
	0
	0.0
	0
	0.0
	0
	0.0

	Both telephone and visit*
	7
	36.8
	0
	0.0
	7
	23.3

	Total
	19(
	99.9
	11
	100.0
	30
	70.0

	Percents do not sum to 100.0 due to rounding.

*Although consumers were asked to choose only their first contact, we were unable to distinguish which was truly first for those Adaptables consumers who answered for both situations.

(Three Adapatables consumers did not answer this question


While it is technically impossible for anyone’s “first contact” to be by both telephone and office visit, nearly 37 percent of Adaptables consumers who responded to the question gave that answer (see Table 6) and most of these answered the follow-up questions for both telephone and office visits. This is by contrast to the pretest survey in which 100 percent reported that they first contacted The Adaptables by telephone. When you combine those who reported telephone only and those who reported both, it is still true that almost 90 percent of those responding to the question had a telephone contact.
Table 7. If you telephoned, were you able to talk to a(n) [agency name] representative on the telephone on your first call, or did you need to leave a message?

	First Contact
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	Spoke with representative
	11
	68.8
	6
	66.7
	17
	68.0

	Left a message
	5
	31.2
	3
	33.3
	8
	32.0

	Total
	16*
	100.0
	9*
	100.0
	25
	100.0

	* Of those who made contact by telephone, one Adaptables consumer and one Senior Services Help Line consumer did not answer this question, while another Help Line consumer wrote in that she “cannot recall.”


About two-thirds of consumers from each of the two stations report that they spoke with an agency representative when they called, while nearly a third said they left a message on the answering machine. This represents a slight, but not statistically significant, decrease in the number reaching a representative for Senior Services Help Line, from 79.2 percent in the pretest to 66.7 percent in the first posttest. For The Adaptables, however, the decrease is larger—from 100.0 percent in the pretest to 68.8 percent in the first posttest. This difference is statistically significant. (Statistical note: Because of small cell-count, Fisher’s exact test was substituted for Chi-square as a measure of significance. The table probability is .044)

While only 5 people left a message at The Adaptables, and only 4 of those remembered when they were called back, it raises some concern that only 1 was called back the same day and 2 of them said “in the same week.” For Senior Services Help Line at both pretest and posttest consumers were more likely to say “the following day” than “within the hour” or “the same day.” These findings are suggestive of a phone coverage problem in both stations which should be checked against agency records to see if such a problem really exists or is an anomaly of this small sample.

Table 7a. If you left a message, when did the person return your call?

	Returned Call
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	Within the hour
	0
	0.0
	0
	0.0
	0
	0.0

	The same day (but not same hour)
	1
	20.0
	1
	33.3
	2
	25.0

	The following day
	1
	20.0
	2
	66.7
	3
	37.5

	In the same week 
	2
	40.0
	0
	0.0
	2
	25.0

	More than a week
	0
	0.0
	0
	0.0
	0
	0.0

	Do not remember
	1
	20.0
	0
	0.0
	1
	12.5

	Total
	5
	100.0
	3
	100.0
	8
	100.0


Of those people who visited The Adaptables office, whether in combination with a phone call, or as a drop-in, all reported that they were seen in less than 5 minutes. (There are no comparisons over time for this question because at pretest Senior Services Help Line had drop-ins and The Adaptables did not, while at posttest the opposite was true.)

Table 8. If you visited [agency name’s] office, 
how long did you wait to see someone?

	Returned Call
	The Adaptables
	Senior Services Help Line*
	Combined ADRC*

	
	N
	%
	N
	%
	N
	%

	Less than 5 minutes
	10(
	100.0
	
	
	
	

	5 to 10 minutes
	0
	0.0
	
	
	
	

	11 to 20 minutes
	0
	0.0
	
	
	
	

	Over 20 minutes
	0
	0.0
	
	
	
	

	Do not remember
	0
	0.0
	
	
	
	

	Total
	10
	100.0
	
	
	
	

	* None of the Senior Services Help Line consumers reported that their first contact with the Help Line was by coming to the office.

(Although only 9 Adaptables consumers said they visited the office on their first contact, 10 responded to this question (may be a problem remaining in the skip pattern).


Referrals to Other Agencies for Services

Table 9. Were you told to go to, or to call, any other places
 for a service or for more information?

	Referred elsewhere
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	Yes
	8
	40.0
	7
	70.0
	15
	50.0

	No
	10
	50.0
	3
	30.0
	13
	43.3

	Unsure
	2
	10.0
	0
	0.0
	2
	6.7

	Total
	20*
	100.0
	10*
	100.0
	30
	100.0

	*Two Adaptables consumers and one Senior Services Help Line Consumer did not respond.


In keeping with the different natures of the two stations in their pre-ADRC identities, Senior Services Help Line consumers answering the survey were more likely to say that they were told to go to or call another place. The difference was not statistically significant, but the probability of seeing a difference this large by chance was about 12 out of 100. This suggests that there is a chance that with a larger sample of consumers we would see a significant difference (a probability of less than 5 out of 100 of seeing a difference this large by chance).

As the ADRC continues to build a more seamless approach to services, we would expect this number to decline, because the call would connect them directly to services. However, at the first posttest, when several elements of the initiative were not yet in place, there was no substantial difference between pre- and posttest for ADRC consumers overall or for either station separately. 

As Table 10 demonstrates, 100 percent of all ADRC consumers who were referred for other services felt that the steps to obtain those services were clearly explained (a slight, but non-significant increase from the pretest).

Table 10. Were the steps to obtain those services clearly explained?

	Steps clearly explained
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	Yes
	8
	100.0
	6
	100.0
	14
	100.0

	No
	
	
	
	
	
	

	Unsure
	
	
	
	
	
	

	Total
	
	
	
	
	
	

	*Several people, consumers from both agencies, answered question 10 who had answered “no” or “unsure” to question 9. However, their answers are not included in table 10. One person from Senior Services Help Line who answered “yes” to question 10, did not answer this question.

Note: The Adaptables’ Survey had three questions (Questions 11 through13) about individual goals that The Adaptables uses for its own purposes. The answers to these questions are not incorporated into ADRC analysis. Because of these questions, the remaining frequencies have separate numbering for the 2 surveys, although the questions are the same.


Open-ended Suggestions for Improvement

Consumers were given space to write in suggestions about what the station agency they called could do to make their services more useful. As is common in survey research, a number of consumers who answered the other questions did not write in any suggestions. As Table 11 demonstrates, more than a third of Adaptables consumers (5) and half of the Help Line consumers who wrote an answer (3) simply wrote that nothing needed to be changed. An additional 28.6 percent of Adaptables consumers (4) and 16.7 percent of Help Line consumers (1) wrote praise for the agency as well as saying that nothing needed to be changed. The only specific suggestion mentioned by more than one person consisted of 3 Adaptables consumers who wrote in the suggestion to advertise/market more. The text of all write-in suggestions appears in Table 11.

Table 11. (Adaptables 15.) What could [agency name] do differently to make the services they offer more useful?

	Type of Comment/Specific Comment
	N
	%

	Adaptables consumers

	Comment type: nothing needed or n/a
	5
	35.7

	“N/A”
	2
	

	“I don't know of anything”
	1
	

	“Just keep on what you’re doing”
	1
	

	“Nothing”
	1
	

	Comment type: nothing needed and praise for agency
	4
	28.6

	“At present I don’t know but I think it’s a good agency.”
	1
	

	“Nothing. They were great.”
	1
	

	“They were helpful and useful.”
	1
	

	“They were very helpful. I am totally satisfied.”
	1
	

	Comment type: Need better marketing or advertising
	3
	21.4

	“Advertise more!”
	1
	

	“Find a way to get the word out more about your existence and your services.”
	1
	

	“Make public aware of your services! Not listed in phone book & would have never known about if not for Mother’s caregiver. I’m sure a lot of elderly people do not have contact with Senior Services that could be made so much more comfortable in life if they knew about The Adaptables. I had NEVER heard of it and felt very lucky to have been in contact with someone who had!”
	1
	

	Comment type: Need to get back to callers more quickly
	1
	7.1

	“They could return calls more expeditiously when they decide they cannot help with the problem. I was led to believe they would let me know in 3 days and a week later I had to call back and again I was told someone was sick that needed to make the decision and again in one week I called back. That was when I was told to call Independent Living.”
	1
	

	Comment type: Need to connect people with resources
	1
	7.1

	“Inform of resources and means of accessing such.”*
	1
	

	Total Adaptables comments reflect only 14 consumers (63.6%) Percentages in the far right column are of all consumer comments made.
	14
	100.0

	Senior Services Help Line consumers

	Comment type: nothing needed or n/a
	3
	50.0

	“Nothing”
	1
	

	“None”
	1
	

	“Just keep on with the system already in place”
	1
	

	Comment type: nothing needed and praise for agency
	1
	16.7

	“Most helpful”
	1
	

	Comment type: Need specific resource
	1
	16.7

	“If you had a list of senior apartments that feature subsidizing”
	1
	

	Comment type: Miscellaneous
	1
	16.7

	“Demonstrated to me the need for assistance.”**
	1
	

	Total Senior Services Help Line comments reflect only 6 consumers (54.5%) Percentages in the far right column are of all consumer comments made.
	6
	100.0

	*Because this describes The Adaptables mission, it is not clear whether this person does not think that the agency is fulfilling that mission, or simply believes that they should continue doing what they are doing.

**The use of the word “demonstrated” seems to imply that Senior Services Help Line actively did this for the consumer, so it is not clear—given it’s being written in the space for suggested improvements— if this is meant to be praise, or to suggest something that needs to be done more.

Seven Adaptables consumers and five  Help Line consumers did not answer this question.


Open-Ended Testimonials

For the first time in the first round of the posttests, consumers were asked to comment on how contacting the station agencies had made a difference for them or the person on whose behalf they contacted the station. As in the other open-ended question, some did not respond, and two consumers wrote that it made no difference. However, there were a number of consumers who spoke of benefiting from their contact with the stations. The full text of all comments appears below, grouped by station and sorted into several categories.

Table 12. (Adaptables 14). How has contacting [agency name] made a difference for you or the person you contacted them about?

	Type of Comment/Specific Comment
	N
	%

	Adaptables consumers

	Comment type: General praise for The Adaptables
	4
	28.6

	“Great and nice”
	1
	

	“I got information I would not have otherwise known about.”
	1
	

	“I obtained much-need information.”
	1
	

	“I think Adaptables led my client to other services that could help him.”
	1
	

	Comment type: Help with specific resources (other than computer)
	3
	21.4

	“I can only move around by using a walker or wheelchair. Adaptables furnished an exercise device that lets me exercise my legs and arms, and I don’t have to leave home for therapy.”
	1
	

	“Able to get around better at home & when going out.”
	1
	

	“Wheelchair rental was $40 per month before I received help from your service—parents on “fixed income” & this helps tremendously. Thank you!”
	1
	

	Comment type: Access to computers (varying degrees of success)
	3
	21.4

	“Enabled me to secure a computer, which was—I thought—unobtainable; and to update my skills, also.”
	1
	

	“I called about a computer and I have been approved for one.” 
	1
	

	“Well as soon as I can afford the money to purchase the computer it will make things easier for me in school.
	1
	

	Comment type: Made no difference
	2
	14.3

	“None”
	1
	

	“It made no difference”
	1
	

	Comment type: Still waiting for service
	1
	7.1

	“Hopefully we will receive some assistance eventually. It takes time to work through the [unreadable] system.”
	1
	

	Comment type: Miscellaneous
	1
	7.1

	“Stepping up”
	1
	

	Total Adaptables comments reflect only 14 consumers (63.6%) Percentages in the far right column are of all consumer comments made.
	14
	100.0

	
	
	

	Senior Services Help Line consumers

	Comment type: Provided information/contacts
	4
	80.0

	“Given us additional contacts to follow up with”
	1
	

	“I found out what all is available to seniors”
	1
	

	“I received interesting information on the many services out there for seniors.”
	1
	

	“Received information I needed”
	1
	

	Comment type: General praise for Senior Services Help Line
	1
	20.0

	“Very good”
	1
	

	Total Senior Services Help Line comments reflect only 5 consumers (45.4%) not including the one who simply drew a question mark. Percentages in the far right column are of all consumer comments made.
	5
	100.0

	Seven Adaptables consumers and six Senior Services Help Line consumers did not respond to this question.


Primary Satisfaction Measure

The evaluation committee designated the question “Would you tell a friend or relative to call [agency name]?” as the key indicator of consumer satisfaction. As Table 13 indicates a large majority said “yes” and no one said “no.” Answers do not differ significantly from those on the pretest survey. Although the differences between stations are not significant, it may be worth noting that 100.0% of Help Line consumers have said “yes” at both rounds of the survey.

Table 13. (Adaptables 16) Would you tell a friend or relative to call [agency name]?

	Tell a friend or relative
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	Yes
	18
	85.7
	11
	100.0
	29
	90.6

	No
	0
	0.0
	0
	0.0
	0
	0.0

	Unsure
	3
	14.3
	0
	0.0
	3
	9.4

	Total
	21
	100.0
	11
	100.0
	32
	100.0

	One Adaptables consumer did not respond to this question.


Are Referred Consumers Getting Services?

Table 14. (Adaptables 17). If [agency name] referred you to another agency for services, are you receiving the service that you were seeking?

	Receiving the service
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	Yes, I’m receiving the service.
	4
	28.6
	2
	18.2
	6
	24.0

	Arrangements are complete, and I will begin receiving the service soon.
	0
	0.0
	1
	9.1
	1
	4.0

	I have applied for the service, but I don’t know when I will receive it.
	1
	7.1
	1
	9.1
	2
	8.0

	I am on the waiting list for the service.
	2
	14.3
	0
	0.0
	2
	8.0

	Other (see list below)*
	5
	35.7
	2
	18.2
	7
	28.0

	I wasn’t seeking a service; I just wanted to know about options
	2
	14.3
	5
	45.4
	7
	28.0

	Total
	14
	100.0
	11
	100.0
	25
	100.0

	*Adaptables:

“Did not need any more service”

“I am in a chaotic & complex situation w/few or minimal options!”

“I have applied for other services, but have not received them.”

“I tried to come by & sign my name but they were at [unreadable] lunch”

“I wanted a computer”

*Senior Services Help Line:

“I chose Life Alert”

“I was seeking contact info. for out-of-state”


In asking about whether consumers are receiving services on the Consumer Satisfaction Surveys, the evaluation committee struggled with a serious timing issue. If the survey is sent to consumers close enough to their initial contact with the station that they are able to remember and evaluate that contact, they may not yet have had time to receive services. In addition, referred consumers—like those who are not referred to other places—are sometimes seeking information for future possibilities rather than actively seeking services. Table 14 reports all responses to the question of getting services, but Table 14.1 examines the answers of those consumers who reported in question 9 that they were referred to another agency.

As Table 14.1 shows, there were only 10 consumers who were both actively seeking services and were referred to another agency. Of those, about 40 percent were receiving their services by the time they responded to the survey. Although the percentage is higher for The Adaptables than for Help Line, this is not a meaningful or statistically significant difference, given this very small sample. A higher proportion were receiving services in the first posttest than in the pretest, but this was not significant. However, we will watch to see if future posttests also show increase over the pretest.

Table 14.1 (Adapatables 17). Status of receiving the service for those who were both referred to another agency for services and were actively seeking services.

	Receiving the service
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	Yes, I’m receiving the service.
	3
	50.0
	1
	25.0
	4
	40.0

	Not yet receiving the service (including will begin soon, applied but don’t know, waiting list and other)
	3
	50.0
	3
	75.0
	6
	60.0

	Total
	6
	100.0
	4
	100.0
	10
	100.0


Consumer Demographics

For Whom Was the Contact Made?

As table 15 shows, nearly two-thirds of responding consumers who called ADRC stations were calling for themselves with the remaining third distributed among various relatives and friends.

Table 15. (Adaptables 18) Did you contact [agency name] for yourself 
or for someone else?

	Contacted Agency for
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	Self
	14
	66.7
	7
	63.6
	21
	65.6

	Husband/Wife
	0
	0.0
	1
	9.1
	1
	3.1

	Parent
	2
	9.5
	1
	9.1
	3
	9.4

	Child
	0
	0.0
	0
	0.0
	0
	0.0

	Other Relative
	3
	14.3
	1
	9.1
	4
	12.5

	Friend/Neighbor
	0
	0.0
	1
	9.1
	1
	3.1

	Client/Patient
	1
	4.8
	0
	0.0
	1
	3.1

	Other* 
	1
	4.8
	0
	0.0
	1
	3.1

	Total
	21**
	100.1
	11
	100.0
	32
	99.9

	Percentages may sum to slightly more or less than 100 due to rounding.

*“Other” in Adaptables list was “tenant”.

**One person who called for self and a variety of disabled and older family members is not included.


Conditions of the Person on Whose Behalf the Call Was Made

As we might expect, Table 16 and Table 16.1 show that over 90 percent of the Senior Services Help Line consumers were over 60, and more than half reported no physical or mental disability other than age-associated needs. The Adaptables have always served adults of all ages, but 35 percent of consumers who responded to the posttest survey were over 60 as well. These findings are very similar to the findings of the pretest survey for both organizations.

Table 16. (Adaptables 19) Which of the following describes you
 or the person you contacted [agency name] about?

	Condition
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	Over 60 (no disability listed)
	0
	0.0
	6
	54.6
	6
	19.4

	Over 60 and physical disability
	4
	20.0
	3
	27.3
	7
	22.6

	Over 60, physical disability, and Alzheimer’s disease
	1
	5.0
	0
	0.0
	1
	3.2

	Over 60 and developmental disability


	0
	0.0
	1
	9.1
	1
	3.2

	Over 60, physical disability, developmental disability, mental disorder, and other*
	1
	5.0
	0
	0.0
	1
	3.2

	Over 60 and “other” unspecified condition
	1
	5.0
	0
	0.0
	1
	3.2

	Physical disability only
	5
	25.0
	1
	9.1
	6
	19.4

	Physical disability and other
	3
	15.0
	0
	0.0
	3
	9.7

	Developmental disability only
	2
	10.0
	0
	0.0
	2
	6.5

	Mental disorder only
	1
	5.0
	0
	0.0
	1
	3.2

	Head injury only
	1
	5.0
	0
	0.0
	1
	3.2

	Temporary injury only (to foot)
	1
	5.0
	0
	0.0
	1
	3.2

	Total
	20**
	100.0
	11
	100.1
	31
	100.0

	Percentages may sum to slightly more or less than 100 due to rounding.

*This call was for multiple people in the same family.

**2 Adaptables consumers did not answer this series of questions.


Table 16.1 Total with each condition (regardless of how many others
they may have checked)

	Condition
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	Physical disability
	14
	70.0
	4
	36.4
	18
	58.1

	Over 60
	7
	35.0
	10
	90.9
	17
	54.8

	Developmental disability
	3
	15.0
	1
	9.1
	4
	12.9

	Mental disorder
	2
	10.0
	0
	0.0
	2
	6.5

	Alzheimer’s disease
	1
	5.0
	0
	0.0
	1
	3.2

	Head injury 
	1
	5.0
	0
	0.0
	1
	3.2

	Percentages should sum to more than 100 as individual consumers appeared in multiple categories 

2 Adaptables consumers did not answer this series of questions..


Gender and Ethnicity

Tables 17 and 18 show the ethnic and gender distributions of the consumers on whose behalf the ADRC stations were called. Residents who consider their ethnic group to be African American or Black make up the largest minority ethnic group in Forsyth County, accounting for about a fourth of the population (25.6 percent), while the percentage of the people ages 60 and older who are African American is somewhat smaller. Thus, the percentage of consumers answering the survey who are African American is reasonably close to their numbers in the population needing the service. However, the number reached in the posttest is markedly smaller than in the pretest. Looking at the two stations combined (there is no significant difference between them), the percentage of survey takers who are African American dropped from 43.2 percent in the pretests to 18.2 percent of all respondent and 18.8 percent of those who gave their race. This difference is statistically significant ((2 = 5.0835 with 1 df, p = .0242).

While future monitoring of the consumer intake forms will allow us to be sure that we continue to reach a proportionate number of older African Americans and those with disabilities, the drop in survey responses likely reflects less willingness to participate in the survey among African Americans. It is not clear why this should have changed between the pretest and first posttest surveys; but the question of increasing response rate overall and for African Americans needs to be addressed.

Table 17. (Adaptables 20) What is the race/ethnicity of the person you contacted [agency name] about (self or other)?

	Ethnicity
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	White/Caucasian
	15
	68.2
	8
	80.0
	23
	71.9

	Black/African American
	4
	18.2
	2
	20.0
	6
	18.8

	Asian or Asian American
	2
	9.1
	0
	0.0
	2
	6.3

	Multi-racial (Black, Latino, and Indian)
	1
	4.8
	0
	0.0
	1
	3.1

	Total
	22
	
	10*
	
	32
	100.0

	*One Senior Services Help Line consumer refused, writing “What difference does it make?”


As table 18 shows, men are a minority of survey respondents and, at least among those over 60, also make up a minority of the population needing services. By contrast to African American consumers, male consumers were better represented in the first posttest survey than in the pretest. With the two ADRC stations combined, only 10.8 percent of pretest consumers were men, compared to 34.4 percent in the first posttest. This difference is statistically significant. ((2 = 5.6004, df = 1,
p = .0180)

Table 18. (Adaptables 21) What is the gender of the person 
you contacted [agency name] about (self or other)?

	Gender
	The Adaptables
	Senior Services Help Line
	Combined ADRC

	
	N
	%
	N
	%
	N
	%

	Men
	8
	38.1
	3
	27.3
	11
	34.4

	Women
	13
	61.9
	8
	72.7
	21
	65.6

	Total
	21*
	100.0
	11
	100.0
	32
	100.0

	*One Adaptables consumer did not respond to this question.


Do Ethnicity or Gender Affect Service Satisfaction?

One of the evaluation objectives is to monitor whether demographically different groups of consumers are equally satisfied with the services of the ADRC stations. For this reason, we examined four of the satisfaction measures from the survey for differences between ethnic groups and between men and women. These four measures are: “Was the person at [Name of agency] who spoke to you friendly and courteous?”; “Was the person you talked with knowledgeable?”; “Was the information you received from [agency name] clear and understandable?”; and “Would you tell a friend or relative to call [agency name]?”
Because 100.0 percent of the eleven people who responded to the Senior Services Help Line survey said “yes” to all four of these questions, it is clear that men and women, and people of all ethnic groups answered in the same way. Similarly, 100.0 percent of The Adaptables consumers said that the person they spoke to was friendly and courteous, so there are no differences among Adaptables consumer on this measure.

African American respondents, like respondents of other ethnic groups, were highly positive about the services. However, they were slightly less likely to say the person was knowledgeable (3 out of 4 people of African American ethnicity said yes, compared to 17 out of 18 people of other Ethnic groups). This difference is not statistically significant. The same difference is seen in the measure “Was the information you received from [agency name] clear and understandable?” The ethnic difference among Adaptables consumers in “Would you tell a friend or relative to call [agency name]?” reaches statistical significance at the p < .1 level. (Table probability for Fisher’s Exact Test is 0.0767.) In this case, only half (2 of 4) of African American consumers say they would recommend the agency to a friend or relative, compared to 16 of 17 consumers of other ethnic groups (primarily Caucasian/White). 

There were no statistically significant differences on these measures between men and women who participated in the survey. However, where non-significant differences were observed, they were in the direction of men being even more positive than women.
Posttest 1: Satisfaction Report
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