Changing the Culture of Aging Phase 2: Next Steps to Supporting Knowledgeable Consumers
Executive Summary

In 2009, Pioneer Network received a grant from The Picker Institute to increase consumers’ knowledge about aging and culture change so that we as a nation, and in our communities, can provide responsive care and caring to both short-term and long-term stay residents in nursing homes. With this pilot project, Changing the Culture of Aging: Taking a First Step to Creating Knowledgeable Consumers, we began the process of learning the most effective means of diffusing information about culture change, and determining consumer interest to learn more about person-centered care. The pilot study confirmed what we intuitively know—that consumers’ knowledge of long-term care comes from reactive circumstances. That is, it is related to their personal experiences or a sudden and immediate need. 
During this pilot, Pioneer Network successfully created a national, interdisciplinary team to reach consensus, and craft and develop consumer materials for use in small-group discussion meetings and other venues. A total of 502 consumers—more than half of them Baby Boomers—attended these meetings across four pilot states—Florida, Georgia, Massachusetts, and Oregon. Although most of the consumers had visited a nursing home or assisted living community, just over a third had family members or friends currently residing in a long-term care community. All indicators showed that consumers who participated did indeed gain knowledge about culture change, as well as learn about the difference between a traditional nursing home and one that practices person-centered care. Most important, consumers (78%) wanted to learn more about culture change and what it “looks like.” The outcomes of the pilot study reinforce the understanding Pioneer Network shares with The Picker Institute—that this is the time to rally around the consumer and fully engage the broader community in the culture change movement.  
(
Pioneer Network’s proposed project, Changing the Culture of Aging Phase 2: Next Steps to Supporting Knowledgeable Consumers will create new opportunities and new innovations to continue this work and engage more consumers and stakeholders in this effort.  It is only once consumers are on-board that person-centered care can be fully integrated into our society and our delivery system for our elders.

The proposed project design builds upon Everett Rogers’ diffusion of innovations theory and strategies for getting new ideas adopted and spread throughout our society and culture
. In Rogers’ theory, the diffusion of a new idea relies on partnerships and individuals to create and share information that imparts knowledge and understanding. Six activities constitute the proposed project to further engage consumers in culture change:

· Modifying and enhancing consumer information materials
First-of-its-kind consumer information materials were developed by Pioneer Network in an historic, broad-based partnership.
 During the pilot, areas for expansion and development were identified. These materials will be enhanced during the proposed project for use in the discussion meetings and for distribution through new pilot test distribution sources, including financial planners, the insurance industry, and elder law attorneys.

· Expanding the reach of small-group discussion meetings

From four states in the pilot study, small-group discussion meetings will be expanded to 15 to 20 states across the country. This is an excellent opportunity for state coalitions to now link with consumer advocates and agencies such as the Area Agency on Aging, Alzheimer’s support groups, ombudsmen, and state consumer advocacy groups to form a strong cadre of knowledgeable volunteers. As such, states will be selected to participate in part based on their work with consumer groups. Using a similar format developed this year, each state will arrange for ten meetings and invite ten to 15 consumers per meeting. 
· Developing a Creating Home Webinar Series

A new Webinar Series, Creating Home: Advocating for Change in How and Where We Age, will help to diffuse information on person-centered care to larger consumer audiences than possible with the small-group discussions. The Webinar series will extend the learning begun in the consumer discussion groups as well as provide learning opportunities for new groups of consumers, e.g., financial planners and consumer advocates.

· Designing a Flash website culture change tour
Pioneer Network will develop an interactive Flash website to guide consumers and other stakeholders on a virtual tour of nursing homes. The website will provide a snapshot of what person-centered care “looks like in practice” in several different long-term care settings.

· Harnessing the power of online social networking
Online social networks offer extraordinary potential for disseminating information and creating ongoing dialogue with a national audience. To take advantage of this potential, Pioneer Network will create a Culture Change Facebook Page to stimulate ongoing conversation on issues of aging, person-centered care, and culture change.

· Developing a pilot consumer outreach program with financial planners and elder care attorneys.
In planning for their own and their parents’ current and future care, consumers often engage the assistance of financial planners and elder care attorneys, building a trust relationship with these professionals. This relationship can be a powerful starting point for consumer education on culture change and person-centered care. 

Person-centered care creates home, no matter where the care is delivered. It is our belief that culture change requires consumers across the country to demand for their aging parents, family members, and themselves the dignity, choice, and respect represented in person-centered care. 

This is a grant about consumers, and perhaps they say it best—as condensed from some of the comments and observations heard in the discussion groups: Choice in how we live matters. Some of us choose to plan ahead and become knowledgeable about care options and how to live fully into our elder years. Others don’t think about options and just say, “I never want to leave my own home.”  Many of our parents tell us, “Never put me in a nursing home.”  Life is usually not that simple. We need to know that culture change is happening, and how to support this so we can demand more and better choices.

(
Pioneer Network was formed in 1997 by a small group of prominent professionals in long-term care to advocate for person-directed care. This group called for a radical change in the culture of aging so that when our grandparents, parents, and ultimately we go to a nursing home or other care environment, it is to thrive, not to decline. This movement, away from institutional provider-driven care to person-centered care, has come to be known as culture change. Over the first decade, Pioneer Network has developed cross-disciplinary partnerships, collaborations, and networks to involve more stakeholders. These efforts to bring on new pioneers to culture change—including physicians, nurses, providers, regulators, and policymakers—have been successful and recognized nationally
. Pioneer Network is now turning its focus to consumers—to fully imbed person-centered care into our culture of aging.  
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