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I.
Program Definitions:
Home Delivered Meals (HDM):  “A meal provided to a qualified individual in his/her place of residence.  The meal is served in a program administered by SUAs and/or AAAs and meets all of the requirements of the Older Americans Act and State/Local laws.”  (NAPIS_5_2007)  

Congregate Meals (CM):  “A meal provided to a qualified individual in a congregate or group setting.  The meal as served meets all requirements of the Older Americans Act and State/Local laws.”  (NAPIS_5_2007)  

Senior Center Services (Sr Ctr):  In addition to the nutritious, noon meal, the provision of activities which promote socialization, health, wellness, nutrition, disease prevention and risk management, mobility, and flexibility, including specialized exercise/workouts for persons with disabilities or mobility limitations in a group setting.
II.
Introduction:

Members of the Georgia Division of Aging Services’s (GA DAS) Quality Assurance Team QAT) worked with the other grantees of the Performance Outcomes Measurement Project (POMP) 8 in developing the process for validating questions from POMP surveys.  The purpose of the POMP grants is to advance performance measurements for Older Americans Act (OAA) programs by exploring ways to develop performance outcome measurement methodologies that use the consumer's assessment of services to quantify program impacts as associated with service delivery.  POMP projects are administered by the Administration on Aging.
For Georgia, this will be baseline data for Congregate Meals and Senior Center Services and the fourth year of consumer satisfaction for HCBS Home Delivered Meals Services.  In addition to validating the questions and assessing consumer satisfaction, these surveys will provide an indication of the consumer’s perception of the impact these services have made on their everyday lives.
II.
Methodology: 
Surveys:  
In addition to validating key questions from the POMP surveys for Congregate Meals, Senior Center Services and Home Delivered Meals for “content” clarity and understandability to the survey taker, Georgia added an extra step to determine if we are reacting to and addressing the aspects of a service that are most important to the consumer for “discriminant” validity.  The intent is to (1) ask questions that are meaningful & responsive to the survey respondents and (2) essential in evaluating the effectiveness and quality of the program.  With the exception of the Senior Center Part III Demographics Q12, each of the POMP questions were asked and then followed up with a question asking the importance of the focus of each question to the survey taker.  For Demographic Q12, the respondents’ most recent Determination of Need – Revised (DON-R) scores in AIMS current to the extraction of the client sample were filtered into groups for evaluation as determined by the way the respondent described his/her health condition to determine the “reliability” of the respondents’ self-reporting.
Consumer satisfaction, outcomes, and quality of services questions developed through consultation with the GA DAS Program Development and Operations Section and Georgia’s State Nutritionist were included in each survey.  The GA team utilized two contract consultants for guidance on the specific kinds of validity testing, holding focus groups, and developing meaningful surveys, and facilitated a statewide training for GA AAAs on these topics.  Also through contract, the assistance of an Information Technology Specialist was required to retrieve client information from the Division’s Aging Information Management System (AIMS). 
All questions were included in the mailed surveys and the three focus groups.  The focus groups were held at senior centers to allow the service recipients to evaluate the “content” of each question.  Reference Attachment A for the focus group process and results for all questions and Attachment B for the process and results for the POMP questions only.  

Below are the POMP developed questions selected by Georgia’s POMP 8 Team to use in the surveys.  
	Table #1
Question Origin
	POMP Congregate Meals &

Home Delivered Meals Services Survey Questions

	
	How often are you satisfied with each of the following…

Answer Options:   Always, Usually, Sometimes, Seldom and Never

	CM Q21 & HDM 28
	With the way the food smells?

	CM Q22 & HDM 29
	With the way the food looks?

	CM Q23 & HDM 27
	With the way the food tastes?

	CM Q24 & HDM 31
	With the variety of the foods?

	CM Q25 & HDM 32
	That the hot foods are hot and the cold foods are cold? 

	CM Q26 & HDM 30
	With the way the food is cooked? 

	HDM Q33 Only
	That your meals arrive about the time you expect them to?

	HDM Q34 Only
	That the person who delivers the meals is friendly and respectful?

	
	Do you agree that the ___________ services you receive help you to…
Answer Options:   Agree, Uncertain, Disagree

	CMQ27 & HDM 36
	Eat healthier foods?

	CM 28 & HDM 38
	Achieve or maintain a healthy weight?

	CM 29 & HDM 37
	Improve your health?

	CM 30 & HDM 39
	Feel better?

	CM 31 Only
	See your friends more often?

	CM 35 & HDM 43
	As a result of participating in the __________ Program, do you have a better idea of where to get information about other services?


	Table #2
Question Origin
	POMP Senior Center Services Survey Questions

	Part II – Outcomes
	Because I go to the Senior Center, I…
Answer Options:   Most of the time, Sometimes and Almost Never

	SrCtr Part II. Q1
	Do more volunteer work.

	SrCtr Part II. Q2
	See friends more often/make new friends.

	SrCtr Part II. Q3
	Take better care of my health.

	SrCtr Part II. Q4
	Eat meals that are better for me.

	SrCtr Part II. Q5
	Have more energy.

	SrCtr Part II. Q6
	Feel happier or more satisfied with my life.

	SrCtr Part II. Q7
	Have something to look forward to each day.

	SrCtr Part II. Q8
	Know where to ask if I need a service such as a ride to the doctor or an aide.

	SrCtr Part II. Q9
	Feel more able to stay independent.

	SrCtr Part II. Q10
	Feel that the Senior Center has had a positive effect on my life.

	SrCtr Part II. Q11
	Learn new things.

	SrCtr Part II. Q12
	Have learned about services and benefits.

	SrCtr Part II. Q13
	Am more physically active.

	SrCtr Part III. Demographics Q12
	In general, would say your health is:

Answer Options:  Excellent, Very Good, Good, Fair and Poor


Client Samples and Response Rates:
Data in AIMS for SFY 2008 identified an unduplicated count of active clients, ages 60+ who had received CM or HDM services for six months or more between February 2007 and September 2007.  There is no required documenting for senior center attendance; therefore, the client sample for CM also received the Sr Ctr services survey.  As reflected in the following table, clients were mailed surveys along with a cover letter and a stamped, pre-addressed return envelope.  The response rate for each was 44%. 
	Table #3
	Total in AIMS for Timeframe
	Total Mailed: 50% Random Selection
	Date Mailed
	# Returned Undeliverable
	# of

Responses
	Response Rate

	Home Delivered Meals
	7,733
	3,869
	1/18/2008
	252
	1586
	44%

	Congregate Meals/Senior Center
	8,425
	4,214
	1/25/2008
	363
	1702
	44%


III.
Analysis and Results:
Notes:
1. The surveys contained questions and statements for the consumers to respond to; both are referred to as “questions” for the purpose of this report.
2. Overall is a reference to statewide results for all respondents.

3. Cross Tabulations:  All Cross Tabulations were run with a .05 Significance and a 95% Confidence.  Some charts for reflecting the calculations for the Cross Tabulations included the following note: “Chi-Square/Significance may not be reliable.  The minimum expected values for each cell were not met.”   Reference Attachments F, G, and H for cross tabulations.
4. All percentages are rounded.

5. Some of the attachments to this report are available by request only due to their length and contents.
6. There are six validation points included in this report.

All responses were scanned or typed into Survey Tracker, a report analysis software, and the overall and cross tabulation results were calculated by the software.  The results for some questions were calculated externally by exporting the Survey Tracker data into Excel and/or Access in order to link the response data to demographic data.
Many of the tables below reflect numerous comparisons of the respondents’ satisfaction cross tabulated with their perspective of importance for each aspect of the meal and/or services.  Cross tabulation charts are attachments to this report.  As this report does not include results to all survey questions, the overall results for each service are also attached.  Reference Attachment C for Congregate Meals, Attachment D for Senior Center Services, and Attachment E for Home Delivered Meals Services.
Results for Home Delivered Meals Services:
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The percentage of 83% for respondents “always or usually” satisfied with the overall quality of their Home Delivered Meals (Q1) in SFY 2008 reflects a slight increase from SFY 2006.

	Table #5:  HCBS Home Delivered Meals

“How Often are you satisfied and How Important”

	
	Overall

Sum of %s for 
Always & Usually  Satisfied
	Overall %

Very Important
	Cross Tab:
Very Important
(Count)
	Cross Tab:
Sum of %s for Always & Usually Satisfied

	Food Smells
	Q2 - 84%
	Q10 - 79%
	1,146
	Q2 - 85%

	Food Looks 
	Q3 - 84%
	Q11 - 77%
	1,121
	Q3 - 85%

	( Food Tastes 
	Q4 - 76%
	*Q12 - 89%
	1,296
	Q4 - 76%

	( Food Variety 
	Q5 - 79%
	Q13 - 75%
	1,071
	Q5 - 80%

	Hot Foods 
	Q6 - 92%
	Q14 - 71%
	982
	Q6 - 93%

	Cold Foods 
	Q6 - 92%
	Q15 - 75%
	1,061
	Q6 - 93%

	( Food Cooked 
	Q7 - 79%
	Q16 - 79%
	1,130
	Q7 - 79%

	Delivery Time 
	Q8 - 93%
	Q17 - 59%
	844
	Q8 - 93%

	(Friendly/Respectful 
	Q9 - 99%
	**Q18 - 87%
	1,268
	Q9 - 99%


· Overall and cross tab percentages for “always or usually” satisfied are the same or within a 1% difference for all questions.  
· Respondents are least satisfied with the way the food tastes, the variety in foods, and the way the food is cooked.
· The way the food tastes (*89%) and having a friendly and respectful delivery person (**87%) are “very important” in their satisfaction with the meals.  
	Table #6:  HCBS Home Delivered Meals

“Do You Agree Services Help You and How Important”

	
	Overall %

Agree
	Overall %

Very Important
	Cross Tab:
Very Important

(Count)
	Cross Tab:
Agree

	( Eat Healthier 
	Q21 – 90%
	Q26 - 88%
	1,277
	Q21 - 93%

	Achieve/Maintain Healthy Weight
	Q22 – 75%
	Q27 - 75%
	1,078
	Q22 - 85%

	Improve Health
	Q23 – 73%
	Q28 - 83%
	1,193
	Q23 - 80%

	Feel Better
	Q24 – 77%
	Q29 - 84%
	1,190
	Q24 - 84%

	( Better idea of where to get information about other services
	Q25 – 51%
	Q30 - 60%
	782
	Q25 - 64%


· 90% (overall) of the respondents agreed that the HDM helped them to eat healthier.  
· When cross-tabulated with the respondents indicating that eating healthier is “very important” in their decision to participate in the program, 93% agreed that the services help or improved their situation.  
· It is noted that all cross tab percentages for “agree” increased for the respondents indicating the outcomes to be “very important.”

Validation Point #1
POMP Home Delivered Meals Survey Questions 27 - 34 & Q43 (Q2 - Q9 above) and
POMP Questions 36 - 39 & Q43 (Q21 - Q25 above):
These questions are very helpful in evaluating the respondent’s level of satisfaction with different aspects of the program and identifying opportunities to make improvements.  The suggestions to clarify and improve the CM survey apply to the HDM survey as all but two of the questions are the same in both surveys.  Reference Attachments A and B for the recommendations from the three senior center focus group meetings.
End Validation Point #1
Q34
How many meals do you receive in a week from our program?

79% of the respondents marked five.

Q35
What type(s) of meals do you receive from our program (select all that apply)?
- Hot Meals - 80%



- Chilled Meals - 30%
- Frozen Meals - 36%



- Shelf Stable Meals - 23%
Q36
Which type of meal do you prefer (select only one)?
- Hot Meals - 79%



- Chilled Meals - 3%

- Frozen Meals - 15%



- Shelf Stable Meals - 3%
Results for Congregate Meals:

	Table #7:  HCBS Congregate Meals
“How Often are you satisfied and How Important”

	
	Overall

Sum of %s for 

Always & Usually  Satisfied
	Overall %
Very Important
	Cross Tab:

Very Important

(Count)
	Cross Tab:

Sum of %s for Always & Usually Satisfied

	Food Smells
	Q2 - 78%
	Q8 - 75%
	1,164
	Q2 - 81%

	Food Looks
	Q3 - 78% 
	Q9 - 75%
	1,182 
	Q3 - 79%

	( Food Tastes
	Q4 - 71% 
	Q10 - 90% 
	1,423
	Q4 - 72%

	( Food Variety
	Q5 - 73% 
	Q11 - 78% 
	1,219
	*Q5 - 72%

	Hot Foods
	Q6 - 87%
	Q12 - 85%
	1,335
	Q6 - 87%

	Cold Foods
	Q6 - 87%
	Q13 - 81%
	1,258
	Q6 - 88%

	( Food Cooked
	Q7 - 72% 
	Q14 - 83%
	1,272
	**Q7 - 70%


· Overall responses indicated 77% were “always or usually” satisfied with the quality of the meals (Q1).  
· 90% (Overall - Q10) of the respondents indicated that the taste of the food is very important with only 71% are “always or usually” satisfied (Overall - Q4).  
· When cross tabulated, two other aspects of the meals respondents are the least satisfied with are the variety of foods (*72%) and the way the food is cooked (**70%). 
Validation Point #2
POMP Congregate Meals Survey Questions 21 - 26 (Q2 – Q7 above):
These are very helpful in evaluating the respondent’s level of satisfaction with different aspects of the meals and identifying opportunities to make improvements.
See Attachments A and B for the results from the three senior center focus groups and suggestions to improve the clarity and understandability of the questions, such as rephrasing and using definitions.  It was suggested to replace the words “congregate meals” with “senior center meals” or “the meals I eat at the senior center” throughout the CM survey.
End Validation Point #2
	Table #8:  HCBS Congregate Meals
“Do You Agree Services Help You and How Important”

	
	Overall %

Agree
	Overall %

Very Important
	Cross Tab:

Very Important

(Count)
	Cross Tab:

Agree

	Eat Healthier 
	Q15 - 85%
	Q21 - 88%
	1,386
	Q15 - 89%

	( Achieve/Maintain Healthy Weight
	Q16 - 67%
	Q22 - 76%
	1,181
	Q16 - 77%

	( Improve Health
	Q17 - 69%
	Q23 - 83%
	1,310
	Q17 - 76%

	( Feel Better
	Q18 - 68%
	Q24 - 83%
	1,288
	Q18 - 76%

	( See Friends More Often
	Q19 - 90%
	Q25 - 82%
	1,275
	Q19 - 97%

	( Better idea of where to get information about other services
	Q20 - 67%
	Q26 - 69%
	971
	Q20 - 76%


· 90% (overall) of the respondents agreed that the CM helped them to see friends more often.  
· When cross-tabulated with the respondents indicating that seeing friends more often was very important in their decision to participate in the program, 97% agreed.  
· It is noted that all cross tab percentages for “agree” increased for the respondents indicating the outcomes to be “very important” to them.
Validation Point #3

POMP Congregate Meals Survey Questions Q27 - Q31 & Q 35 (Q15 - Q20 above):  
See Attachments A and B for the results from the three senior center focus groups and suggestions to improve the clarity of the questions.  It was suggested to keep this survey all about the meals and move question Q20 (POMP Q35) to the senior center survey.
End Validation Point #3
Results for Senior Center Services:
	Table #9:  HCBS Senior Center Services
“Because I go to the Senior Center and How Important”

	
	Overall

% for 

Most of the Time
	Overall %

Very Important
	Cross Tab:

Very Important

(Count)
	Cross Tab:

% for Most of the Time

	Volunteer work
	Q3 – 24%
	Q17- 37%
	438
	Q3 - 58%

	See friends often/ make friends
	Q4 - 77%
	Q18 – 78%
	1,209
	( Q4 - 88%

	Take better care of my health
	Q5 - 72%
	Q19 – 84%
	1,241
	Q5 - 81%

	Eat meals better for me
	Q6 - 68%
	Q20 – 84%
	1,280
	Q6 - 78%

	Have more energy
	Q7 - 53%
	Q21 – 78%
	1,130
	Q7 - 65%

	Happier/more satisfied with life
	Q8 - 73%
	Q22 – 85%
	1,275
	Q8 - 82%

	Something to look forward to each day
	Q9 - 80%
	Q23 – 84%
	1,284
	( Q9 - 91%

	Know where to ask if I need a service (ride to doctor or an aide)
	Q10 - 61%
	Q24 – 68%
	950
	Q10 - 84%

	More able to stay independent
	Q11 - 78%
	Q25 – 84%
	1,225
	( Q11 - 91%

	Positive effect on my life
	Q12 - 82%
	Q26 – 79%
	1,198
	( Q12 - 92%

	Learn new things
	Q13 - 67%
	Q27 – 74%
	1,113
	Q13 - 83%

	Learned about services & benefits
	Q14 - 72%
	Q28 – 76%
	1,146
	Q14 - 85%

	More physically active
	Q15 - 67%
	Q29 – 80%
	1,157
	Q15 - 80%


The responses to questions asking how important each activity is as related to the respondent’s attendance at the senior center (Q17 – Q29) were cross tabulated with the same respondent’s responses to questions asking the frequency the activity occurred because they attended the center (Q3 – Q15).  The cross-tabulated percentages for “most of the time” (the highest frequency of occurrence) for the respondents marking that the activity was “very important” to their attendance to the center were higher than the overall percentages. 
Validation Point #4

POMP Senior Center – Part II Outcomes Survey Questions Q1 - Q13 (Q3 - Q15 above):    
These questions focus on outcomes associated with educational, health and social activities and the benefits derived by an individual from such activities are relative to the individual’s particular interests, health status, and cognitive skills.  It is notable that with the exception of “volunteering”, the respondents indicated that the senior center related activities are very important to their social and emotional well-being and are effective in influencing positive affects on the lives.
The following questions from above had a “not applicable” rate greater than 4% and are suggested for review as valid questions or rephrasing:

1. Q3 (POMP Q1) Do more volunteer work. (23% - Not Applicable; 22% - Not Important)
2. Q10 (POMP Q8) Know where to ask if I need a services such as ride to the doctor or an aide. (15% - Not Applicable; 11% - Not Important)
3. Q11 (POMP Q9) Feel more able to stay independent. (7% Not Applicable; 4% Not Important)

See Attachments A and B for the results from the three senior center focus groups for additional suggestions to improve the clarity and understandability of the questions which includes changing the answer options to an agreement scale.
End Validation Point #4
Q35
71% of the respondents indicated that they participate in physical activities and 64% participant in educational activities they would not otherwise participate in if they did not attend the Senior Center. 
Additional Comparisons of Results:
The following table reflects the comparison of data for Congregate Meals, Home Delivered Meals and Senior Center Services.

	 Table #10: 
“Would You Recommend the Program?”
Compared To
“How Would You Rate the Program?”

	
	Congregate Meals Program (Q29)
	Senior Center Services Program (Q31)
	Home Delivered Meals Program (Q45)

	# of Cross Tabs
	1,616
	1,572
	1,480

	Would you recommend?
	Yes
	1,416 (88%)
	1,552 (99%)
	1,397 (94%)

	How would you rate the program overall?
	Excellent
	291 (21%)
	511 (33%)
	532 (38%)

	
	Very Good
	562 (40%)
	702 (45%)
	523 (37%)

	
	Good
	449 (32%)
	284 (18%)
	282 (20%)

	
	Fair
	110 (8%)
	51 (3%)
	56 (4%)

	
	Poor
	4 (.3%)
	4 (.3%)
	4 (.3%)

	% of Excellent or Very Good
	61%
	78%
	75%


Below are overall findings as reflected on the individual attachments for each service:

· Congregate Meals Program: 88% would recommend the program (Q27), 18% rated the program “excellent” and 35% “very good” (Q29).
· Senior Center Services Program:  99% would recommend the program (Q30) and 32% rated the program “excellent” and 45% “very good” (Q31). 
· Home Delivered Meals Program:  95% would recommend the program (Q31), 36% rated the program “excellent” and 36% “very good” (Q45).
  Satisfaction with the Quality of the Meals and Satisfaction with the Program
	Table #11                                             Congregate Meals
Meals Q1 - How often are you satisfied with the overall quality of your meals?

Meals Q29 - How would you rate the Congregate Meals Program overall?

	Cross Tabs
	Q29

Excellent
	Very Good
	Good
	Fair
	Poor

	Count: 1,491
	275
	534
	460
	185
	37

	Q1

Always
	64%
	29%
	15%
	6%
	0%

	Usually
	31%
	63%
	60%
	19%
	11%

	Sum of %s
	95%
	92%
	75%
	25%
	11%

	Meal Satisfaction Drops as the Program Ratings Decrease


	Table #12                        Senior Center Services and Congregate Meals
Meals Q1 - How often are you satisfied with the overall quality of your meals?

Sr Ctr Q31 - Overall, how would you rate the quality of services at your Sr Ctr?

	Cross Tabs
	Q31
Excellent
	Very Good
	Good
	Fair
	Poor

	Count: 1,461
	487
	642
	262
	61
	9

	Q1

Always
	47%
	21%
	12%
	2%
	0%

	Usually
	40%
	59%
	51%
	29%
	22%

	Sum of %s
	87%
	80%
	63%
	31%
	22%

	Meal Satisfaction Drops as the Senior Center Services Ratings Decrease


	Table # 13                                             Home Delivered Meals
HDM Q1 - How often are you satisfied with the overall quality of your meals?

HDM Q45 - How would you rate the Home Delivered Meals Program overall?

	Cross Tabs
	Q45
Excellent
	Very Good
	Good
	Fair
	Poor

	Count: 1,387
	503
	499
	282
	90
	13

	Q1

Always
	70%
	33%
	17%
	10%
	0%

	Usually
	27%
	56%
	50%
	17%
	15%

	Sum of %s
	97%
	89%
	67%
	27%
	15%

	Meal Satisfaction Drops as the Program Ratings Decrease


Tables 11, 12, and 13:  For all three services, as the program rating decreases 
so does the overall satisfaction with the quality of the meals.
	Table #14                                 HCBS Home Delivered Meals 
Q1 - How often are you satisfied with the overall quality of your Meals?
Compared to the Number of Months Receiving Meals

	# of Months Receiving Home Delivered Meals
	Percentage of Respondents 

(Total Respondents: 1,412)
	Sum of Percentages for Always & Usually Satisfied

	( 6 and Less
	1%
	94% 

	7 to 12
	15%
	81%

	13 to 18
	12%
	82%

	19 to 24
	11%
	86%

	25 to 30
	8%
	83%

	31 to 36
	11%
	78%

	37 to 42
	7%
	83%

	43 to 48
	6%
	81%

	49 to 54
	4%
	73%

	55 to 60
	3%
	81%

	61 to 66
	3%
	87%

	67 to 72
	3%
	83%

	73 and More
	14%
	84% 


( The highest sum of percentages is for the respondents receiving the meals for the shortest period of time.  The overall sum of the averages for Q1 of all respondents who 
are “always and usually” satisfied is 83%.
Validation Point #5

POMP Senior Center Services Survey Questions, Part III - Demographics Q12 (below):
Congregate Meals/Senior Center participants were asked to self-rate their health in an attempt to validate this POMP question for reliability.  With the exception for “excellent” and “very good” the average of the DON-R scores by individual answer options increase as the rating decreases and the percentages of higher DON-R scores increase as the answer option ratings decrease.  However, the highest DON-R scores of 19 and 20 are found in the three middle answer options of “very good”, “good”, and “fair.”  While data in AIMS would be Georgia’s preference, the self-reporting in this population seems to be reliable.
	Table #15                   Congregate Meals/Senior Center Respondents
Self-Rating of Health Compared to DON-R Scores in AIMS
Sr Ctr Survey Q32 – In general, would you say your health is…

	1,565 Respondents
	Lowest DON-R
	Highest DON-R
	DON-R Average
	Percent &

DON-R Score

	Excellent

111 (7%)
	0

(20 Respondents)
	14

(2 Respondents)
	2.32
	· 18% had a 0 Score

· 35% had a 1 Score

· 17% had a 2 Score

	Very Good

456 (29%)
	0

(84 Respondents)
	20

(1 Respondent)
	2.23
	· 18% had a 0 Score

· 29% had a 1 Score

· 19% had a 2 Score

	Good

668 (43%)
	0

(63 Respondents)
	20

(1 Respondent)
	2.80
	· 26% had a 1 Score 

· 21% had a 2 Score

· 15% had a 3 Score

	Fair

296 (19%)
	0

(22 Respondents)
	19

(1 Respondent)
	3.21
	· 19% had a 1 Score

· 23% had a 2 Score

· 15% had a 3 Score

	Poor

34 (2%)
	0

(2 Respondents)
	13

(1 Respondent)
	4.06
	· 18% had a 1 Score

· 12% had a 3 Score

· 21% had a 4 Score

· 12% had a 5 Score

· 12% had a 6 Score


End Validation Point #5
DON-R Score Breakdowns for Congregate Meals and Home Delivered Meals Respondents 
Table #16                                                                Table #17
	Congregate Meals/Senior Center Services

Breakdown by DON-R Scores

	DON-R Score
	# & % of Respondents

	Zero
	191 (12%)

	1 - 5
	1,196 (76%)

	6 - 10
	158 (10%)

	11 - 15
	14 (<1%)

	16 - *20
	6 (<1%)

	*Highest DON-R
	Total Respondents: 1,565

	Home Delivered Meals Services

Breakdown by DON-R Scores

	DON-R Score
	# & % of Respondents

	Zero
	20 (1%)

	1 - 15
	417 (28%)

	16 - 30
	580 (39%)

	31 - 45
	346 (23%)

	46 - 60
	117 (8%)

	61 - *74
	17 (1%)

	*Highest DON-R
	Total Respondents: 1,497


           29% of the Home Delivered Meals Respondents have a DON-R score of 15 or less.
IV.
Consumer Comments:
A.
Congregate Meals/Senior Center Services
Validation Point #6:  Comments to Q16 and Q37 are further validation that these services are having a positive affect on consumers and the surveys are addressing these important issues.


Q16 - Other reason(s) I attend the Senior Center:  Consumers’ comments stated that in addition to the meals they attend the Sr Ctr:

· for Socialization and to see friends, 

· to keep from being home alone,
· to have something to look forward to each day, 

· for the exercise and education programs, the activities and trips, 

· to learn more information and awareness of other services,

· to volunteer and to help other, and 

· to have a purpose and a feeling of family.
Reference Attachment I for consumer comments.

Q37 - Please tell us how participating in Senior Center Services has improved your life.  Consumers’ comments reiterated the comments above and in addition, some indicated that because of participating at the Senior Center:
· they have lived longer, 
· their health problems have improved,

· their physical fitness have improved,
· they are more independent, and
· keeps them “going.” 
Reference Attachment J for consumer comments.
End Validation Point #6
Q38 - Tell us any other suggestions you have to improve the quality of the CM Program and Senior Center Services.  In addition to consumers wanting improvements in the meals, i.e., quality, taste, looks, variety, seasonings, and the way the foods are cooked, suggestions included more funding for the staff, meals, activities, and transportation, and more activities (social, health and physical fitness).   Reference Attachment K for consumer comments.
B.
Home Delivered Meals Services

Q44 - When consumers were asked to describe other ways of supplementing meals when HDM Services were not available, respondents restated one or more of the ways they were asked in Q38 - Q43.   Reference Attachment M for additional consumer comments.
· Family or others provided them food.

· Eat easy to fix meals (sandwiches, soups, microwave meals)

· Eat right out of a package or emergency meals

· Skip meals, eat less, or eat food saved from other meals
Q47 - When asked for suggestions to improve the Home Delivered Meals Program, consumers expressed the same suggestions to improve the meals as the Congregate Meals participants in addition to the following.  Reference Attachment N for additional consumer comments.
· Stay with what is listed on the menu
· Deliver extra meals before weekends and holidays
· The delivery time to be consistent or different 

V.
Limitations and Observations:
Limitations:
1. Extensive staff time is required to print and prepare the surveys for mailing and to oversee the scanning of responses. 50% client samples, multiple survey projects, and the length of the surveys were difficult to manage along with other projects to be completed by QAT during the same timeframe.  

2. Encountered many technical problems with Survey Tracker software.  However, without Survey Tracker, the magnitude of these projects would have been more time consuming.

3. Not a consistent way to categorize and report consumer comments.    
4. Due to limitations on staff time, not all comments were typed into Survey Tracker; however all were reviewed.  An “issues” log is maintained.  Seventeen clients with issues, such as the consumer needing additional assistance or problems with the meals, were forwarded onto the respective Aging Services Coordinator (ASC) for follow-up with the AAAs. 
Observations:

1. HDM respondents sometimes (1) skipped sections of questions and/or (2) were not following the answer patterns and wrote in “yes” or “no” instead of marking one of the printed options. 

2. Of the telephone calls received by QAT from consumers/caregivers upon receiving the surveys, most were reporting that the consumers had deceased, moved or did not receive the meals, or to ask if they had to fill out the survey or could they just fill out part of it.  
VI.
Recommendations:
1. AAAs to resolve why some surveys were returned undeliverable and made necessary corrections in AIMS.

2. ASC to encourage HDM providers to distribute information about other services and benefits to the consumers.  Only 51% of HDM respondents indicated they have a better idea of where to get information about other services.
3. ASC to forward the 128 HDM clients who indicated they “skip meals or eat less food” when the program meal is not available (HDM Q42) to the respective AAA to assess for additional assistance.

4. ASC follow up with AAA with individual PSA survey results and consumer comments.

5. ASC provide more oversight of individual nutrition programs for improvements in the meals as both CM and HDM respondents are least satisfied with the way the food tastes, the variety in foods, and the way the food is cooked.  The following suggestions for improvements were voiced as complaints numerous times by focus group participants:

a. Use a better quality of meats and less filler

b. Cook foods just right (not over cooked and not under cooked)

c. Vegetables with less water

d. More green, leafy vegetables

e. More say so in planning the meals  
6. QAT repeat surveys for CM and HDM surveys annually and the Sr Ctr survey in two years and incorporate the suggestions made by the focus groups for improvements to the surveys.  QAT to develop a way to categorize and report consumer comments. 
Attachments:

 Attachments marked with an asterisk (*) are lengthy and are available by request only.
1. *Attachment A - Focus Group Process and Results for all Questions 
2. Attachment B - Focus Group Process and Results for the POMP Questions Only 
3. *Attachment C - Congregate Meals Survey - Overall Results
4. *Attachment D - Senior Center Services Survey - Overall Results
5. *Attachment E - Home Delivered Meals Survey - Overall Results

6. *Attachment F - Congregate Meals Cross Tabulation Charts
7. *Attachment G - Senior Center Services Cross Tabulation Charts
8. *Attachment H - Home Delivered Meals Cross Tabulation Charts

9. *Attachment I - Q16 - Congregate Meals and Senior Center Services Consumer Comments
10. *Attachment J - Q37 - Congregate Meals and Senior Center Services Consumer Comments
11. *Attachment K - Q38 - Congregate Meals and Senior Center Services Consumer Comments
12. *Attachment L - Q37 - Home Delivered Meals Services Consumer Comments 
13. *Attachment M - Q44 - Home Delivered Meals Services Consumer Comments
14. *Attachment N - Q47 - Home Delivered Meals Services Consumer Comments
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