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ABSTRACT

The rationale for this practicum was based on the knowledge
that there were disabled people in the community whose needs
were not being met because these individuals, their families
or friends, were unaware of the existence or availability of
resources to address these‘ needs. In 1light of concerns
about this, the author wished to explore a variety of means
of attempting to reach this category of potential consumers.
The specific outreach methods utilized and the content/style
considerations in developing these strategies were based on
an exhaustive review of the literature, as well as
discussions with experts in the communications field. The
four methodologies employed for their efficiency were:
brochures, newsletters, electronic media and personal

contact outreach.

The Independent Living Resource Centre (ILRC), a
self-help organization of persons with disabilities, was
selected as the practicum setting. This association had a
range of programs designed to address a variety of needs.
These included: Peer Support and a program providing
information and referral to other community services. In
addition, the ILRC was consumer driven and was seen as
attractive to the target population. Outreach was limited

to those organizations with which the Centre might interact.



Activities were conducted between November, 1988 and
August, 1989. The writer prepared outreach materials for
distribution. During this phase, she was involved 1in
consensus formation about the nature of the information to
be conveyed to the target audience. Messages focussed on
the Centre's major programs and provided examples of the
needs and situations experienced by consumers. Statistical
procedures were utilized to assess consumer response rates
to the various forms of outreach. Where possible, consumer
satisfaction measures were also employed. Following
outreach distribution, results were calculated, analyzed and
evaluated. Recommendations for future outreach projects

were formulated.

Results: Twenty-three consumers approached ILRC
following receipt of the outreach. One call resulted from a
presentation to a consumer support group. Twenty—-two
contacts occurred because of media publicity and fifteen of

these were in response to articles in the Winnipeg Free

Press newspaper. This finding was evident despite the
variations between information conveyed by ILRC to a
reporter and the material he printed in the paper. A
follow-up letter to the editor offered readers further
exposure to data about the Centre. This, combined with the
paper's high readership rates, accounted for the findings.
Only one consumer indicated he was physically and socially
isolated. This is not surprising in view of the

difficulties locating members of this target group.




The practicum
self-help groups,

organizations.

results have

broader implications for

independent living centres and community

The findings and

recommendations should be

validated in a variety of situations and settings.
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Chapter I

PRACTICUM OBJECTIVES, LEARNING GOALS AND SUMMARY
OF ACTIVITIES

1.1 PRACTICUM OBJECTIVES

The overall objectives of this practicum were:

1. To test out the efficacy of various outreach
strategies utilizing research methodologies. Project
activities were conducted at the Independent Living Resource
Centre (ILRC) in Winnipegq, Manitoba. This self-help,
consumer organization (operated by a majority of persons
with disabilities) assists disabled individuals to take
charge of their lives and live more independently 1in the

community.

2. To increase awareness of the Independent Living
Resource Centre and its existence among members of the
target audience. These people were to be assisted in taking
advantage of the Centre services. They could alsoc become
more aware of community resources as mechanisms through

which they could address their unfulfilled needs.

3. To relay information about the Centre and the
outreach program 1in practical and concrete ways which

indicate a sensitivity to consumer needs and identification



2
with the situations being experienced by disabled

individuals and family members.

4, To document and analyze the process undertaken by the
writer to plan, carry out and evaluate outreach procedures.
Based on project conclusions, recommendations for conducting

future reaching out efforts were to be formulated.

5. To influence the behaviour of persons with
disabilities, friends, family members and organizations in
such ways that those consumers with specific wunfulfilled
needs would be more likely to contact ILRC following receipt

of the outreach messages.

1.2 LEARNING GOALS
This practicum enhanced the individualized learning goals of

the student in three ways.

1. It enabled the development of knowledge of outreach
methodologies and ways in which these could be employed in

approaching a range of individuals and organizations.

2, It allowed for the enhancement of skills in
interviewing, pretesting, survey design, implementation,
evaluation and descriptive research procedures. The writer
improved her abilities to intervene with individuals and
associations and acquired skills in documenting and
analyzing intervention results and formulating

recommendations based on these conclusions. She gained
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awareness of organizational structures and some of the
factors influencing decision-making in traditional and
non-traditional agency settings. The student honed
strategic skills in negotiations which could be applied to a

variety of situations in her own and external organizations.

3. The project permitted the author to acquire knowledge
in service marketing with non-profit organizations,
community development, public and media relations and public

speaking.

1.3 SUMMARY OF PROJECT ACTIVITIES

In accordance with the practicum objectives and learning
goals outlined above, project activities were undertaken
utilizing the Independent Living Resource Centre as a
setting. Four broad strategies were employed to contact
disabled people, friends, family members and organizations
in Winnipeg who could be potential users of the

association's services. These were:

1. Brochures.

2. Newsletter articles.

3. Work with newspapers, radio and television.

4, Various forms of personal contact such as:
departmental meetings and inservices to disciplines

within a major Winnipeg hospital.
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All outreach methods were built around a centralized
theme focussing on three of the Centre's core programs felt
to be most attractive to the target audience, thereby
seeking additional participants. These were: Information
and Referral, Peer Support and Individual Advocacy.
Descriptions of these components are given in chapter four.
Particular attention was devoted to reaching those segments
of the target population who were not acquainted with Centre
offerings or linked to existing sources of support. Effort
was given to contacting consumers who were physically and
socially 1isolated 1in accordance with rationales to be
delineated in chapter two. Based on the literature review
presented in chapter three and personal experiences with
self-help organizations and independent living centres, the
student chose outreach strategies for disseminating

information to this target audience.

1.3.1 Brief Outline of Project Activities

Project activities began in November, 1988, and continued
for a nine month time period, concluding in August, 1989.
The writer had originally planned to conduct practicum
pursuits within a three month time line. However, due to a
number of factors which will be presented in subsequent
chapters, this was impossible. A detailed chronology of
study activities and time schedules will be' delineated in
Appendix A. However, a brief synopsis at this point will

serve to summarize the author's involvements.
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In consultation with: the Independent Living Resource
Centre Board of Directors, the Public Relations
Committee, staff and an external design consultant,
the author worked within the organization to
establish consensus on the messages to be utilized in
the outreach materials. This was a gradual process.
The writer then prepared a generic brochure,
newsletter articles, media releases and 1inservice
presentations about the ILRC and its major programs.
These were to be distributed to the target audience.
In consultation with the ILRC and her practicum
Committee, she selected organizations to receive the
outreach communications.
Evaluation criteria were formulated to assess the
effectiveness of outreach efforts. The most salient
indicator was consumer response patterns to the
intervention. "Monthly Inqguiry Summaries" were
changed slightly in order to accurately measure these
rates. These statistics were monitored prior to
project commencement and throughout the duration of
the outreach phase. This enabled the writer to
determine which vehicles generated the greatest
number of consumer contacts with the Centre. Issues
influencing response rates will be discussed 1in
chapter five.
Questionnaires were developed to assess levels of

knowledge about ILRC among health-care professionals
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before and after participation in inservices. These
instruments were also utilized to evaluate the
usefulness of these presentations to those in
attendance. Changes in awareness patterns were
monitored. The researcher observed the similarities
and differences 1in the ways messages were presented
versus their transmission to the target audience.
This enabled her to speculate on how the process
affected consumer response patterns and the
intervening variables which were influential.
Following the formulation of evaluation tools,
outreach materials were distributed to the previously
selected sources.

Evaluation <criteria were monitored. Results were
calculated, outlined and assessed. Twenty-three
individuals contacted the Centre following receipt of
the outreach messages. Outreach technigues having
the greatest impact included personal contact
presentations and media communications, particularly

information transmitted through the Winnipeg Free

Press newspaper. Of equal importance were the
changes in awareness levels of ILRC observed among
health-care professionals following the inservices.
The author was also interested in what happened to
the outreach communications between their
transmission by the source and their receipt by

members of the target audience.
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8. Recommendations were formulated to assist self-help
organizations, independent 1living centres and

community groups undertaking future outreach work.

1.3.2 Factors Influencing Study Findings

This summary would not be complete without a brief
discussion of some additional factors which had a direct

bearing on study findings.

First, the writer as an 1individual performed at least
three major functions during the practicum. She worked with
the Independent Living Resource Centre to establish some
consensus on the messages that would be conveyed in the
outreach materials. In addition, she was the primary person
who delivered the outreach information and also measured its
impact. The author's role as a member of the Board of
Directors overlapped her research function (see chapter

eight for further elaboration of this topic).

Second, many outreach ventures, such as QUESADA's
evaluation of mental health programs and self-help groups,
produce only a one or two percent change in target
population awareness and response rates (conversation with
Dr. Joe Kaufert, Practicum Committee Member, 1990). As an
individual, the writer did not have significant impact on
the overall numbers of consumers contacting the ILRC
following receipt of the outreach messages. Despite these
drawbacks, the fact that one person performed these roles

simultaneously is worthy of note. The slight change 1in
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consumer response patterns following the intervention should
not be ignored. The findings regarding awareness level
alterations and the ways in which outreach communications
were dealt with by the various organizations and media

sources are worthwhile project outcomes.

Third, although the content of the material was developed

as a product of group consensus, the student was the sole

intervener. Her personal style embodied certain
characteristics which, no doubt, influenced the impact of
the publicity effort. If the intervention had been

performed by persons other than the author, different style
variations would have been present to affect the research in
ways that could not be evaluated. Media context and other
subtle researcher variables were also influential but these

could not be tested as part of the intervention.

This practicum will assist the ILRC 1in assessing the
effectiveness of 1its own outreach efforts. The exercise,
however, has broader implications for independent 1living
centres, self-help groups, service providers and community
organizations. The data will be useful for determining the
efficacy of various outreach methodologies and will aid in
the establishment of measuring tools for evaluating these
procedures. In addition, the documentation of the process
in conducting the project will enable those reading this
report to build on the activities outlined here or to
selectively apply portions of this research to their own

outreach ventures.




Chapter I1I

RATIONALES FOR THE STUDY

The writer identified five rationales for undertaking this

practicum.

2.1 IMPROVED QUALITY OF LIFE AND INDEPENDENCE

There 1is research evidence to indicate that significant
numbers of persons with disabilities are: physically and
socially isolated, unemployed or hold temporary positions,
are divorced, separated or single and live on very low
incomes (Fuchs et al., 1984). Support also exists for the
notion that independent 1living centres can assist
individuals in breaking this social 1isolation and moving
towards: independence, an improved quality of life and
self-determination 1in decisions that affect their 1lives.
Such organizations offer a continuum of possibilities for
consumers. These range from the provision of information on
disability-specific and community services to participant
involvement in the delivery of 1IL programs. Examples
include: Peer Support, Individual Advocacy, Information and
Referral and Service Development Projects designed to

address diversified concerns.
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In light of these points, the writer believed there was
value in undertaking a practicum to reach disabled people
who were physically and socially isolated and who were
previously unaware of the Centre. Through involvement in a
variety of ILRC programs, these consumers could work towards

the achievement of more independent life-styles.

Before moving on to the second rationale, it is necessary
to briefly document the research evidence on which the
above-mentioned conclusions are based and to outline
additional concerns of survey participants which independent

living centres could address.

In 1984, Fuchs et al. conducted a Social Needs Assessment

of The Physically Disabled study. Of the 462 persons with

disabilities surveyed, 66 percent of the sample were
unemployed, only 18 percent held permanent full time jobs
and 65 percent lived on $10,000 per year or less. A
staggering 42 percent had to make do on less than $5,000 per
year. Forty percent of the individuals surveyed 1lived on
their own and, of those, 23 percent had incomes of less than
$10,000 per annum. Sixty-three percent of the sample were
single and 10 percent were divorced or separated. According
to Fuchs et al. (1984), 75 percent of participants lived
with little stimulation, opportunity or potential for social

interaction.
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This study 1identified two 1levels of need. The first
related to "minimizing the discomfort or obstacles” which

were present due to the disabilities of individuals (Fuchs,

1985, p. 5). Persons in this group wished to achieve
enhancement in the quality of their lives. In part, this
could be brought about through improved services. The

individuals utilized programs but enjoyed some degree of
independence because of marital and/or employment
situations. These concerns centred around inadequacies in
service levels and insufficient choice in quality and
quantity of offerings. If these 1issues were addressed,

greater fulfillment and well-being would result.

The second level o0f need was evident among those
consumers whose circumstances were more serious than the
individuals described above. They utilized services
necessary for basic daily functioning and survival. These
people identified concerns such as: inadequate housing or
shelter, insufficient levels of economic support, lack of
aids and devices to enhance their abilities to 1live more
independently, poor employment assistance and difficulties
in the areas of mobility and social support. Limitations in
Home Care and transportation resources were also cited and
these contributed to problems in flexibility and enlisting
services which could afford greater independence (Fuchs,
1985). Consumers noted concerns about availability and
accessibility of services in independent living, employment

and education. Inadequacies in levels of service and the
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quality and quantity of offerings were also mentioned. Some
respondents felt they possessed information about where and
how services could be obtained but that these programs were

inaccessible to them (Fuchs, 1985).

The Obstacles Report of the Special Committee on the

Disabled and the Handicapped (1981) was intended to
formulate recommendations to the Federal and Provincial
Governments as to how the concerns of disabled Canadians
could be addressed during 1981 (The International Year of
Disabled Persons) and in subsequent years. The findings
were based on interviews with consumers, service providers
and community groups. These reflected similar gaps in
resources to those identified in the Social Needs Research.
Obstacles, which included 130 recommendations, promoted the
establishment of independent living centres and
demonstration projects in IL. It stressed‘ the need fér
people with disabilities to play key roles in the
development and management of their programs. According to
the report, independent living improves the quality of life
for consumers and is more cost-effective than
institutionalization. IL programs are more flexible than

traditional provision structures and possess greater

capacities to respond to 1individualized needs. The writer
believed services offered through these centres, (in
particular the Independent Living Resource Centre) could

benefit greater numbers of people than were currently being
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served. A project to reach additional participants was

therefore warranted.

2,2 INFORMATION AND REFERRAL AS AN INFORMATION VEHICLE

The Social Needs research project provided documentation for
the fact that a significant proportion of disabled
individuals possess inadequate information about
rehabilitation, community services and programs provided by
other agencies with mandates to address their needs (Fuchs
et al., 1984 ; Fuchs, 1985). Insufficient data on
independent living projects are also a concern (Fuchs et
al., 1984). This accounted for the study's finding that a
disparity existed between service utilization and the
requirement for such services. To address the information
gaps, independent 1living centres operate Information and
Referral components which provide current data on
disability-specific and community services and referral to

external sources.

Based on the above research evidence and the premise that
greater numbers of citizens could take advantage of the
Independent Living Resource Centre's Information and
Referral service, the student felt that increasing awareness
of this program and contacting as many potential users as
possible could benefit the organization and the consumers

who would gain information through this medium.
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2.3 THE ROLE OF PEER SUPPORT PROGRAMS

The Social Needs Survey noted that insufficient
opportunities exist for consumers to discuss common issues
and solutions. Fuchs et al. (1984), Fuchs (1985) and
Watters (1985, unpublished) indicate that ILCs should become
forums through which this type of dialogue can take place.
As a core component, centres include activities directed
towards the provision of various forms of peer support.
Again, the author felt that greater numbers of persons could
avail themselves of Peer Support through ILRC and that
positive benefits to the organization and consumers would

result.

People, "living 1lives of quiet desperation" (including
the vulnerable members of the target population which this
practicum was attempting to contact), may blame themselves
for their disabilities, and believe that they are alone in
their circumstances. They do not realize that environmental
barriers contribute to their situations. If they come into
contact with others who have "been there" they begin to move
beyond a cycle of self-blame to a point where they feel they
have common needs and rights to receive services.
Discussion of concerns and viable solutions can take place
through peer support opportunities. People can meet others
in similar situations either on a one to one basis or in
group sessions for whatever periods of time are necessary to

address the presenting issues. Information can be exchanged



15
on any number of topics: self-esteem, relationships and
sexuality, housing, home renovations or modifications,
attendant care, obtaining human and non-human resources,
transportation, Home Care, employment, educational concerns;

etc.

In addition to the advantages already noted, the sharing
process is valuable in other ways. Information on ILCs can
be provided, enabling individuals and families to connect
with the resources of the centres and then to decide if they
have needs which these facilities can assist them in
meeting, either at the time they learn of the programs or at
some future point. Through exchanging ideas and support,
citizens can realize they have similar needs to others and
that in concert with others they can share existing
knowledge or develop new solutions to their challenges.
However, there may be persons for whom this type of
participation is inappropriate to begin with, particularly
if they are still focussed primarily on their own situations
or blaming themselves for their circumstances. It may be
some time before they can dialogue with others, and this
factor should be considered by Centres when working with

individuals.
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2.4 THE ROLE OF CROSS-DISABILITY REPRESENTATION

One of the fundamental independent living principles is that
centres should provide services to individuals with a wide
range of disabilities. This entails responding to
individualized and diversified needs, a process which
presents difficulties and challenges to personnel, Boards of
Directors and consumers. In contrast, rehabilitation
agencies are disability-specific and provide specialized

services.

The Independent Living Resource Centre, like its American
and Canadian counterparts, strives to meet the needs of
persons with various types and degrees of disability. The
organization continues efforts to broaden its
cross—-disability representation and to devise creative ways
of reaching and working with these persons. A study of
three independent living centres (one of which was the ILRC)
conducted by John Lord and Lynn Osborne-Way (1987) supported
the need for further efforts 1in this area. The writer
believed that her practicum would provide possibilities to
assess the effectiveness of outreach methodologies for
contacting this population. If these persons were to
respond to the researcher's efforts, the ILRC could continue
its examination of creative ways to address the common and

diversified needs of these consumers.
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2.5 THE RATIONALE FOR FOCUSSING ON OUTREACH STRATEGIES

Prior to conducting this research, the student undertook an
extensive review of American and Canadian independent living
literature in an attempt to locate material on reaching out
programs. She found that outreach procedures were either
sporadic in nature or not documented. Moreover, no
evaluation criteria for these methodologies were specified.
(See chapter three for a detailed discussion of these
points). She felt that this provided a case for a project
that would develop and test out various outreach methods in

a Canadian IL Centre.

The Independent Living Resource Centre was utilized as a
practicum setting because disabled people indicated they

under—utilized traditional service structures and had unmet

needs which the organization could address. The ILRC also
provided a higher 1level of integration. Insufficient
attention has been given to evaluating outreach

methodologies and this location provided a suitable testing
ground to conduct research in this area. The Centre wished
to raise 1its profile 1in the community and to contact
additional consumers who could take advantage of its
programs. An outreach project designed to reach potential
users would contribute to the accomplishment of this
endeavour. The effectiveness of this venture could then be
evaluated with a view to enhancing existing outreach

strategies.
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This practicum will also assist 1independent 1living
centres, self-help groups, community organizations and
service providers in developing and refining outreach
methods, formulating evaluation mechanisms and improving
already existing assessment tools. Results will Dbe
disseminated to the above-mentioned bodies for their
consideration and possible implementation. The writer hopes
that these associations can learn from her experiences and

build upon them in their future outreach work.




Chapter III

LITERATURE REVIEW

3.1 INTRODUCTION

In preparation for this practicum, the writer undertook an
extensive review of the 1literature in a number of areas.
Section one will outline those topics searched. Section two
will trace the emergence of American and Canadian
independent living centres, indicate how these facilities
differ from traditional service structures and delineate the
philosophies, principles and core programs which govern
operations. Section three will examine documents on
outreach strategies and evaluation methodologies employed by
American and Canadian Centres. Sections four and five will
consider in detail literature related to reaching out
procedures and the four outreach categories utilized on this

project.

3.2 TOPIC AREAS SEARCHED

The following topic areas were searched:
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3.2.1 Social Movement Formation and Development

Because independent living is a social movement, a study of
Social Movement formation and development provided a context
for the analysis of IL in terms of its developmental stages.
This analytical perspective was then applied to the
Independent Living Resource Centre, thus enabling the author
to gain greater understanding of the organization's
development and the phases of social movement formation
which are currently operative. A study of social movement
theory and history contributed to an awareness of some of
the central forces which sparked the emergence of IL within
the American and Canadian contexts. The self-help and
disabled consumer movements, in particular, have influenced
the development and operations of independent living models
in Canada and share common philosophies and principles with
IL. Perusal of self-help literature and material which
explored the establishment of independent living centres in
Canada and the United States provided further understanding
of the context within which the Independent Living Resource

Centre developed and presently operates and of the

association's central values. This type of background
knowledge was essential 1in order for the student to
undertake research at the ILRC. It is 1impossible to

intervene with organizations without an awareness of the

contexts which govern their operations.
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3.2.2 Literature Establishing Rationales for the Practicum

The researcher reviewed several reports which enabled her to
develop rationales for undertaking this practicum. These
studies have been outlined in chapter two and include: The

Social Needs Assessment of the Physically Disabled Survey

(Fuchs et al., 1984) and related papers by Fuchs (1985) and
Watters (1985, unpublished), as well as publications related
to 1981, The International Year of Disabled Persons. The

Obstacles Report of the Special Committee on the Disabled

and the Handicapped (1981) was one of these. This document
recommended the establishment of independent living centres
operated by a majority of persons with disabilities and
demonstration projects in IL. The report also made
recommendations for the improvement of the guality of life
for disabled Canadians. The Social Needs Survey described a
target population similar to those individuals which this
practicum was attempting to contact and thus provided
evidence for the existence of such a population and the

concerns of these people.

3.2.3 Literature on Membership Development

Originally, the writer had intended to undertake a practicum
on membership development and participation and the factors
which would increase the involvement of members in
organizational work. 1In order to acquire knowledge relevant
to this topic area, 1literature was perused wutilizing the

University of Manitoba Library Card Catalogues, Microfiche
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and computerized UMSEARCH capacities. The author and
University librarians developed a set of key words which
they believed to be applicable to membership development.

These were employed to conduct the search and included the

following: "membership development", "social networking",
"social support”, "volunteerism", particularly in relation
to recruiting, maintaining and motivating volunteers,

"community development”, "citizen participation", and the
"development and operations of non-profit organizations".
The majority of documents located were written in the
context of large scale associations, although some general
concepts were applicable to involvement with smaller groups.
However, the literature on membership participation was
scant and, for a variety of reasons including the needs of
the ILRC, the focus was altered to an examination of

outreach methodologies within independent living centres.

3.2.4 Literature on Qutreach Procedures

In order to undertake a project in accordance with the
objectives outlined in chapter one, it was necessary to
acquire knowledge of reaching out procedures and other
related activities, such as planning, publicity and
marketing, which involve establishing contact with target
populations. Utilizing key words from the above-mentioned
library sources, literature directly relevant to outreach
methods was perused. Subject areas encompassed: "citizen

participation”, "planning”, "marketing in profit and
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non-profit organizations", ‘'"public relations", "community
relations”, "promotions", "outreach", "publicity" and
"prevention". One non-library source dealing with content
analysis of promotional literature was also perused. This
search assisted the researcher to acquire general knowledge
on outreach methodologies and techniques for assessing their
viability and enabled her to draw conclusions about which
procedures were most efficacious for contacting target
audiences. She then had the necessary background knowledge
to select procedures which she believed would be effective
for reaching the target group and promoting awareness of the
Independent Living Resource Centre. Publications on the
development and operations of American and Canadian centres
were perused in an attempt to gain relevant information:
about outreach vehicles and tools for evaluating these
methodologies. For a variety of réasons to be explored
later in this chapter, documentation in this area was scant.
As a result, the writer had to make some educated guesses
about suitable reaching out methods for this practicum based
on her general knowledge of relevant literature and personal
experience in membership development with self-help groups

and independent living centres.

3.2.5 Research Literature
This practicum was intended to be a valuable piece of
descriptive research for testing out the efficacy of various

outreach procedures in independent living centres. In order
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to accomplish this, it was necessary to plan, carry out and
evaluate activities in accordance with principles of
research design. A thorough knowledge of research methods
was essential. The validity of a document based on sound
methodologies would be increased. Textbooks were perused
and the student paid close attention to the areas of survey
design, pretesting and implementation, data analysis and
program evaluation related to human service organizations.
Material from the Research and Training Centre on
Independent Living (University of Kansas, Lawrence, Kansas)
was examined. Attempts were made to determine if this
facility published surveys which could assist in evaluating
the wviability of reaching out methods, the 1level of
awareness generated as a result of the intervention and the
impact of outreach messages in bringing consumers into
contact with the ILRC. Another relevant issue was whether
or not these instruments could be wutilized to record the
sources through which disabled citizens learned about the
association. The author found that available
instrumentation could not be wutilized to assess project
results. Thus, she formulated her own criteria for

evaluating practicum outcomes.

3.2.6 Statistics Canada Material

Statistics Canada Disability Surveys were perused to obtain
a profile of disabled Manitobans with respect to demographic

data such as age, sex, marital status, socio-economic status
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and labour force participation rates. It was hoped that
viable methods for identifying disabled Canadians could be
procured. This would enable the writer to develop profiles
of members of the target audience responding to the outreach
and draw comparisons of these individuals with disabled
people in the general population on a number of dimensions.
This would increase the statistical validity of survey
results. The researcher was unable to find specific
information in Statistics Canada data on the identification
of people with disabilities which would make possible the
above-mentioned comparisons and profile developments.
Moreover, the numbers of people responding to the outreach
project were too small to allow relevant statistical
profiles to be formulated or to compare respondent
characteristics with disabled <citizens in the general

population.

3.3 THE EMERGENCE AND OPERATIONS OF INDEPENDENT LIVING
CENTRES

3.3.1 Emergence of Independent Living Centres

The Independent Living Movement and independent 1living
centres, which seek a better quality of life, independence
and integration for disabled people, emerged in the United
States in 1973, following the passage of Section 504 of the
Rehabilifation Act. This statute prohibits discrimination
on the basis of disability under any Federally funded

program.



26

Independent living represents a reaction by citizens with
disabilities to "an institutionalized view of the world".
It was sparked by consumerism and is altering the thinking
of rehabilitation professionals and researchers (De Jong,
1979; Derksen et al., 1985). The above-mentioned authors
outline the movements which led to the development of

independent living. These include the following:

1. The Civil Rights Movement was associated with Benefit
Rights developed by the Poor Peoples' Campaign of the
National Welfare Rights Organization. Civil Rights
contributed a style to American independent living,
in that protest tactics, such as demonstrations and
sit-ins, have been used for advocacy purposes.

2. The Womens' and Black Peoples' Movements taught
disabled citizens to consider legal protection and
advancement, and to realize that societal views are
sources of negative attitudes about people with
disabilities.

3. Independent living was also sparked by the
destructive consequences of the sick and impaired
roles which exempted disabled citizens from taking
responsibility for their lives and considered them to
be patients or clients. People with disabilities
sought intervention which took into account the needs
of the whole 1individual, and this concept became a

central part of independent living.




27

4., De-professionalization challenged the notion =Y}
fundamental to traditional service models that
professionals are experts in all aspects of service
provision and should therefore make program
decisions.

5. Efforts to de-institutionalize disabled people and a
reaction to the Charity Ethic were also important to
IL. The Charity Ethic involves the raising of funds
for specialized programs to meet consumer needs.

6. Consumerism was a response to the traditional service
system and incorporated a distrust of service
providers. In Canada, the Consumer Movement, which
is not a delivery mechanism, is the vehicle through
which provision processes are monitored. The
Movement gave rise to IL which embodies a consumer

philosophy.

The purpose of Independent Living is to fill existing
service gaps and to empower disabled people. Individuals
are involved in all aspects of programming including:
development, planning, implementation, management, delivery
and evaluation. Citizen control 1is a fundamental tenet.
Centres should be separate entities to self-help groups and
should be administered by non-profit community Boards, with
a majority of members being persons with disabilities. The
implementation of IL was made more difficult in our country

than in the United States because the consumerism principles
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of the self-help movement prohibited service delivery.
However, there is now a growing recognition among disabled
people, government bodies and the service sector that a
model of delivery -embracing self-help philosophies 1is
legitimate and that many of its tenets can be incorporated

into traditional service structures.

De Jong (1979, p. 435), Derksen et al. (1985, p.8) and
Enns (in Freeman and Trute, 1981) contrasted the
Rehabilitation and Independent Living paradigms. These

emphasize the differences between traditional models and IL.

1. Definition of problem: Rehabilitation Paradigm:
physical impairment, lack of vocational skills.
Problem resides in the individual. IL Paradigm:

dependence on professionals, relatives, etc.

2. Locus of problem: Rehabilitation Paradigm: in the
individual. IL Paradigm: 1in the environment or the
rehabilitation process.

3. Solution to problem: Rehabilitation Paradigm:
professional intervention by physician, physical
therapist, vocational rehabilitation counsellor, etc.
IL Paradigm: Peer Counselling, Individual Advocacy,
self-help, consumer control, removal of barriers.

4, Social Role: Rehabilitation Paradigm:
patient/client. IL Paradigm: consumer.

5. Who Controls: Rehabilitation Paradigm:

professional. IL Paradigm: consumer.
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6. Desired Outcome: Rehabilitation Paradigm: maximum
activities of daily living, gainful employment. IL

Paradigm: Independent Living.

A conference of delegates from the Coalition of
Provincial Organizations of the Handicapped (the national
consumer Vvoice of disabled persons), the Obstacles
recommendations and the efforts of the Mennonite Central
Committee led to the establishment of the first independent

living centres in Canada, one of which included the ILRC.

3.3.2 Independent Living Principles

Although American and Canadian experiences differ with
respect to IL, all independent living centres are based on a

set of fundamental principles.

1. Those who know best the needs of disabled people and
how to meet them are citizens with disabilities
(Colgan, 1989).

2. The needs of disabled people can best be met through
comprehensive programs offering a variety of services
(Colgan, 1989).

3. Programs should be based on consumer concepts, and
organizations should provide the skills necessary to
cope with a. disabling environment (Colgan, 1989;
Derksen et al., 1985).

4. Services seek to integrate disabled people as fully
as possible into their communities (Colgan, 1989;

Derksen et al., 1985).
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5. The unique aspect of an IL centre is not the services
it provides, but that programs are tailored to
community needs identified in Centre locations.
Organizations should be flexible and open to ideas as
they emerge (Colgan, 1989; Derksen et al., 1985).

6. Centres are cross-disability in nature. They seek to
meet the needs of persons with a wide range of
disabilities (Colgan, 1989; Derksen et al., 1985).

7. Centres endorse the principle of consumer
participation which ensures the involvement of an
informed membership in the planning, delivery and
monitoring of all major programs and activities (ILRC
Bylaws, 1985).

8. Centres seek to consult with a broad range of
community expertise, thus ensuring an acceptable
level of standards in the delivery of programs. (ILRC

Bylaws, 1985),

3.3.3 Core Services and Roles

According to Derksen et al., these organizations provide
combinations of the following core services:
facilitating/co-ordinating support services personnel,
Information and Referral, Individual Advocacy, Peer Support

and various development and demonstration activities.

Fuchs (1985, p. 12) summarizes the roles which ILCs

perform with their members.




31

1. "Providing social support as they cope with day to
day problem solving and life transitions”.

2. "Providing help for individual members with
behavioural or attitude changes".

3. "Linking individuals with helping resources oOr
advocating for their concerns”.

4. "Working towards changing policies, programs, tactics

and practices to foster IL for disabled people".

3.3.4 Limitations of Independent Living in Canada

Independent Living in Canada is more limited than it is in
the United States. American centres operate with ongoing
funding for major programs whereas Canadian organizations
have not yet attained this stable funding base. The
independent living concept is new and there is confusion
with the Canadian consumer movement, which is founded on
similar philosophies and principles (Derksen et al., 1985).
Thus, centres do not possess the gquantity of monetary and
non-monetary resources available to service agencies.
Under-utilization of the 1IL structure 1is also evident.
Because of this, there are constraints on programming, the
number of consumers who can be served and the range of
issues that can be addressed. As IL attains greater
recognition and endorsement by Federal and Provincial
Governments and the wider community and a stable funding

base is achieved, this situation will no doubt improve.
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3.3.5 IL Centres as a Viable Alternative
Despite the above-mentioned limitations, ILCs are concerned
about disabled people and the under-representation of these
persons in the traditional service system. Citizens are
dissatisfied with mechanisms which operate on the basis of
the rehabilitation and medical models. Independent Living
programs offer viable alternatives and allow individuals to
meet their needs within a framework which advocates consumer

control and self-determination in decisions that affect

their lives.

3.4 LITERATURE SEARCH RELATED TO INDEPENDENT LIVING
CENTRES

To determine the outreach strategies and evaluation
methodologies employed by American and Canadian independent
living centres, the writer perused a number of literature
sources and contacted one Disability Information Service in

Calgary, Alberta.

Material from the Research and Training Centre on
Independent Living (University of Kansas, Lawrence, Kansas)
made reference to the use of consumer self-report measures
and data collected from service providers and community
groups as evaluation tools. Information was gathered
through surveys, which were formulated to assess how
citizens with disabilities and organizations viewed the

services of American IL Centres.
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Literature on outreach strategies utilized by centres in
Canada and the United States was scant. Two American
publications made reference to methodologies. in this area.

The first was a report entitled: Comprehensive Evaluation

of Title VII, Part B of the Rehabilitation Act f 1973 as

amended, Centres for Independent Living Programs (Final
Report). It was compiled by Berkeley Planning Associates

(Berkeley, California), The Centre for Resource Management

(Hampton, New Hampshire) and the Research and Training
Centre on Independent Living (University of Kansas,
Lawrence, Kansas). The document contained some information

on evaluation as noted above, but devoted only one paragraph
to outreach. This indicated that reaching out to urban
areas involved publicity efforts and the establishment of
contacts with private and public community agencies and
professionals to ensure that referrals of consumers were
made to the various IL centres. The passage then stated the
percentages of disabled citizens reporting on a survey that
they heard of the Centres through publicity, directly from
staff, from other persons with disabilities, by word of
mouth or through social service agencies. According to the
report, no attempt was made to determine the effectiveness
of these outreach methods and whether or not certain
procedures were more successful than others. Efforts to
reach individuals in rural areas involved visiting homes in
order to minimize difficulties related to distance access.

The section ended by pointing out that the impact of




34
reaching out was hard to assess. However, this statement
was not substantiated by research evidence and no reasons
were given for the problems encountered in evaluating the
effectiveness of outreach strategies. This document did not
specify characteristics of the target population surveyed,
so there 1is no way of knowing whether or not vulnerable

individuals were included.

The second publication, Marketing Plan: How ¢t Win

Friends and Influence People in Eastern Nebraska, was

compiled by the League for Human Dignity, an Independent
Living Centre in Lincoln, Nebraska. This document indicated
that outreach was conducted utilizing personal contacts with
agencies, professionals and consumers, media sources
including newsletters and newspapers, and organizational
mailouts and presentations. Although these methods support
thosé outlined in planning, publicity and marketing
literature to be reviewed later, the material did not
mention whether or not any of the individuals reached
belonged to vulnerable target groups. It was impossible to
determine if the study results could be generalized to the
citizens with disabilities that this practicum was

attempting to reach.

A number of Canadian sources were perused, but none made
direct reference to outreach methodologies. The majority of
these, including the study of three independent 1living
centres conducted by John Lord and Lynn Osborne-Way (1987),

noted that additional work in this area was required.
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Contact was made with the Walter Dinsdale Centre in
Calgary, Alberta, which operates Disability Information
Services of Canada (DISC). This computer network on
disability issues links self-help groups, service providers,
government bodies, community organizations, independent
living centres and disabled individuals. From information
acquired at a seminar, the writer was under the impression
that this facility provided research assistance to its
users, and would thus be valuable in locating material for
the practicum. Due to the fact that DISC had to limit its
areas of involvement, this turned out not to be the case.
The system does not have the capacity to undertake database
searches, and no material could be located on outreach
methods employed by Canadian IL centres. DISC enables its
members to exchange information on disability-related topics
and offers an electronic mail service. Thus, the facility
is wvaluable in some respects, but could not assist the

author with her literature search.

Due to the fact that IL centres are continuing to
formulate and refine methodologies for program evaluation,
the writer could not find much information in this area.
Material from the United States was also difficult to track
down, and it was hard to determine the reasons for this.
Perhaps the correct sources were not being tapped, or it
could be that procedures for evaluating programs in the U.S.
are in a similar stage of development. This is speculation,

as no substantiated evidence could be located.
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With respect to outreach, it is possible to surmise why
data on this topic appeared to be sparse. The Comprehensive
Evaluation of Title VII study noted that U.S. centres do not
have sufficient funds to respond to the service needs of all
potential members of the target population, despite the fact
they may wish to contact these individuals. One solution to
this dilemma is not to advertise programs or to do so in a
minimal fashion. 1If this strategy is adopted, the number of
consumers seeking centre services will increase only
slightly. As a result, the process of demonstrating to
funding bodies that greater monetary and non-monetary

resources are required for provision is made more difficult.

A similar situation currently exists 1in this country.
Canadian centres have less capacity than those in the United
States to meet the needs of users. Thus, they are
confronted with the outreach dilemma noted above, but to a
much greater extent. To advertise programs stretches
existing resources to the 1limit, and the tendency is to
refrain from publicity or to minimize it. If this tactic is
followed, the number of consumers served will rise
marginally. It will thus be more difficult to demonstrate
that there 1is a greater requirement for monetary and
non-monetary resources. If outreach efforts are undertaken
and the number of citizens seeking programs increases, then
a stronger case can be made for requesting additional
support to respond to identified needs. If, at the same

time, this brings about further evidence of demonstrated
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concerns with which centres are unable to cope, there is the
possibility that these organizations could be accused of
unethical conduct. Centres could decide to collect
documentation of individualized need to promote service
expansion in the 1long term. If no methods existed for
dealing with the presenting issues, then consumer outreach
efforts could be extinguished, thus contributing to the

vulnerability of these persons.

To avoid the problem of accumulating user needs to which
it is unable to respond, the Independent Living Resource
Centre advertises services in a minimal fashion, focussing
on those programs that can address the issues of additional
participants. 1If the organization encounters concerns which
they are unable to fulfill, they either refer the consumers
to other resources or provide direction to <citizens on
methods of devising their own solutions. The ethical
questions have been discussed with Centre personnel, who are
prepared to implement additional procedures to deal with

them, should this prove necessary.

To date, outreach efforts in North American IL centres
have been sporadic. This is due 1in part to the newness of
these facilities, the fact that they are in formative stages
of development, the scarcity of resources for meeting
consumer needs and.the ethical dilemmas previously noted.
No systematic methodologies exist for evaluating those

reaching out processes that do take place. In this
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practicum, the author made recommendations with respect to
ongoing outreach programs and assisted organizations to

develop and refine assessment techniques.

3.5 REVIEW OF LITERATURE RELATED TO OUTREACH METHODOLOGIES

3.5.1 Introduction

In this portion of the literature review, the researcher
will explore material directly related to the outreach
methodologies employed 'in this practicum. With the
exception of two pieces (one on content analysis of
promotional literature and the other a marketing plan for
the League of Human Dignity in Lincoln, Nebraska, many of
the writings were depicted 1in the context of large
corporations, planning organizations and citizens' groups.
These materials contained: general concepts with respect to
marketing, public relations, promotions and publicity, which
were applicable to smaller associations and to this project.
Mention has already been made of the University of Manitoba
Library sources utilized to conduct the search. In
addition, external references were also employed. These
included a piece dealing with content analysis of
promotional literature, a chapter on outreach methodologies
used in industrial social work settings and booklets on
prevention from the Addiction Research Foundation and the

Alcoholism Foundation of Manitoba.
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The majority of authors included reaching out under such
headings as: education, information exchange, marketing,
promotions, publicity and public relations. Only one source
(Newman, 1983) adopted the term "outreach". The prevention
booklets compiled by the Addiction Research Foundation
(1986) and the Alcoholism Foundation (N.D). labeled reaching
out as "influence strategy". Through this process,
promotional messages seek to bring about attitude or
behavioural changes in individuals. There 1is little
indication in the 1literature as to how -evaluation of
influence programs has been undertaken in the past, methods
for measuring the effectiveness of these efforts or what is
actually being assessed. Despite the lack of scientific
rigor with respect to strategy measurement, it is known
that, in order for influence programs to be effective, the
objectives must be clearly specified in behavioural terms
and the source of messages examined for credibility
vis-a-vis the target population. Although the primary
purposes of this practicum involve employing a number of
strategies with a potential group of disabled consumers,
evaluating these methodologies and disseminating the
results, a subsidiary goal 1is to change knowledge and
attitudes among those contacted with respect to independent
living philosophies, concepts, programs and the host agency.
Since influence projects work best if the projects convey
the achievement of tangible benefits as rewards for
participation, it 1is necessary for outreach materials to

emphasize the positive aspects of offerings.
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This section will present general remarks concerning
reaching out methods in preparation for a discussion of four

specific outreach categories to be outlined in section four.

3.5.2 Goals, Objectives and Qutcomes

In order to be effective, any marketing program or outreach
venture should have specified goals, objectives and
outcomes. These should be realistic, measureable and
achieveable and should be outlined prior to commencement.
It is 1important to define the population for whom the
efforts are intended, how these individuals should respond,
how wide the audience should be and how frequently they
should be approached (Evans and Berman, 1984; Kotler, 1975,
1982; Kotler and McDougall, 1983; Lauffer, 1984; Nolte and
Wilcox, 1984; Rados, 1981; Tedone, 1983). These authors
indicate that goals and objectives of publicity should be
congruent with those of organizations and should be an
integral part of the planning exercise. The ultimate
expectation is that members of the target group will utilize
the services offered, but this is the end of a long process
which moves these individuals through differing stages of
buyer readiness. It 1is important for the marketing
communicator to know in which of these states the audience
find themselves at any given point and how progression to
the next stage can take place. Kotler (1975, 1982) and
Kotler and McDougall (1983) identify six stages of readiness
which characterize persons who are considering whether or

not to buy products or purchase services.
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These include the following:

1.

Awareness: in this state, awareness of products or
services must be built.

Knowledge: here it is important for individuals to
enhance their learning about products and services
beyond the basic awareness level. Communications
must centre around such factors as the nature of
services, the benefits derived and what citizens can
expect. At this point, the target market can be
sampled to determine if it 1is knowledgeable about
products or services and the extent and content of
that knowing. The public images of organizations and
offerings can also be assessed. Image 1is a key
factor in communication programs (Kotler, 1975, 1982;
Kotler and McDougall, 1983; Lauffer, 1984). It is
unlikely that persons will purchase products or
services i1f their images of these entities is not
positive. Lauffer notes that organizations should
ensure that the public's images are identical with
self-images. Agencies should explore whether or not
there are differing public images, the ways in which
those perceptions influence the support they would
like to capture and, 1if there are difficulties, how
these can be addressed. Lauffer emphasizes the
importance of symbols in image building as a means to

spark interest, and that communicating messages with
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the correct words is crucial. More will be said
about messages at a later point.

Liking: at this stage the communicator must enhance
desire for products or services in members of the
target group. The positive aspects of organizations
and the benefits of utilization assist individuals in
becoming more favourably disposed towards certain
entities.

Preference: as an extension to the third state,
consumer preferences for certain products and
services must be strengthened. Since potential users
are currently considering choices, they must be given

information which would 1lead them to select given

options over others. Surveys can be conducted to
determine if preferences have altered or
strengthened.

Conviction: here the communicator's task 1is to

indicate to consumers the reasons why their choices
are cérrect.

Action: finally, a communication must lead persons
to purchase products or utilize organizational
offerings. 1Individuals will then be able to evaluate
their satisfaction or dissatisfaction with the
options selected and will take appropriate steps to

deal with these feelings.
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In order for the communicator to move consumers through
the above-mentioned stages, it is important for him or her
to understand their needs and wants and some of the factors
which 1lead to consuming behaviours. In addition to
individualized needs, these include interests, desires and
motivations, information about services and the benefits of
entities, preferences for some offerings over others,
situational variables and the attitudes of others. Kotler
and McDougall note that, prior to launching marketing
efforts, it is necessary to define the stage of readiness in
which the majority of members of the target population find
themselves and then to design campaigns to correspond to the
consuming behaviours of those individuals. If different
sectors of the audience are in various readiness states,
specific tasks related to each stage must be created, as
well as separate marketing programs for each. The authors
do not provide research evidence to support the
above-mentioned points. Rather, they outline a number of
strategies and techniques based on opinions and experiences

in the marketing field.

3.5.3 Theme Generation

Kotler (1975, 1982) and Kotler and McDougall (1983) indicate
that marketing programs should be built around centralized
themes which bring about desired behavioural changes in
members of the target audience. Themes can be generated in

various ways. For example, theme designers can converse
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with consumers to determine how they view services,
communicate information about these offerings and express
their desires. Appropriate themes can then be generated
based on these responses. Brainstorming can be employed as
a technigue, or programs can be designed based on facts
known about organizations. Whatever the themes or the
processes utilized to develop them, credible, desirable and
interesting information about offerings must be conveyed.
The unique features not provided by other options must also

be delineated.

3.5.4 Message Content, Structure, Format and Style

According to Kotler (1975, 1982) and Kotler and McDougall
(1983), theme generation must be followed by decisions about
message content, structure, format, style, etc. With
respect to content, these authors note the importance of
communicating to the audience the benefits of specific
actions and reasons why individuals should think or do
certain things. People require motivators to move them
towards behavioural changes. There is no evidence that
humorous messages are more effective than straightforward
appeals (Kotler and McDougall, 1983, p. 425). Structure
relates to conclusion-drawing and order of presentation.
Greater impact is achieved if communications draw
inferences, rather than leaving these up to the audience.
Kotler and McDougall indicate that research evidence exists

to support these statements. The exceptions occur when
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messages are viewed as untrustworthy, when an audience is
highly intelligent, or feels annoyed because of influence
attempts. These writers then discuss the issue of whether
or not communications are more effective if one or two sides
of an argument are presented. They point out that two-sided
arguments enhance credibility and work best with educated
individuals and those originally opposed to the messages.
One-sided arguments are effective with those already in
favour of the positions being advanced and in situations
where an audience requires information of a pro and con
nature in order to make informed decisions. With respect to
whether or not the strongest arguments should be presented
first or last, Kotler and McDougall note that research
evidence is mixed. Outlining the strongest views first has
the advantage of establishing interest and attention which
will dwindle as the communications move towards weaker and
anti-climatic points. If the audience 1is opposed to given
positions, then the communicator should start with the other
side's arguments and present the most positive ideas first.
The only finding about which there is no dispute is that the
strongest views should never be outlined in the middle of

messages.

When considering format and style of print and visual
media, elements such as headlines, copy, 1illustrations and
colour are important. These should be clear and eye

catching. If verbal presentations are employed, words,
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voice quality, tone and vocalization are relevant.
Television combines all the above-mentioned factors with
body language and other non-verbal clues. Again, these must
be conveyed élearly and in an appealing manner. Whatever
the medium, Nolte and Wilcox (1984) indicate that
communications must relate to the objectives of outreach

efforts and should be understandable and believable.

3.5.5 Content Analysis of Promotional Literature

Related to the foregoing discussion is an article by Braun
and Gregson (1987) dealing with content analysis of
promotional literature. Although this piece concerns
employment, it stresses the importance of content analysis
of messages and is thus relevant here. If organizations are
to successfully market their services, they must decide what
promotional materials to use, what should be included and
how to word oral and written presentations. This type of
analysis aids in the above-mentioned factors and enables the
creation of messages that will reach the populations the

programs are intended to serve.

Message content not only contains factual information but
opinions and interpretive judgments which imply positive or
negative values. These will have greater influence on
consumers with respect to attitudes about associations and
their services. In order to analyze the communications in

promotional literature for content, the actors must be
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identified, along with appropriate attributes and actions.
Based on these character sketches, guestions about the
messages being imparted can then be answered.
Appropriateness and impact are also relevant. More

specifically, the questions are:

1. What messages are sources conveying to users and the
general public about organizations and their
programs?

2. What is the potential impact of these communications
on individual acceptance and understanding of
services?

3. Are these messages congruent with the philosophies

and capabilities of offerings?

The article suggests reading every piece of promotional
literature, identifying the actors and the corresponding
attributes and actions. It is important to examine what
attributes and descriptive phrases communicate about
programs and consumers. Are these discussions conveyed

positively or negatively?

In assessing the potential impact of the messages on
acceptance and understanding of programs, it is important to
consider the ways in which these communications are
presented and to whom they are 1likely to appeal. For
example, messages which employ terms such as "problem" and

"difficulty" may only attract participants who feel they
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unlikely that consumers

and thus they will not utilize programs.

deal with
should

not be influenced to
and participants in positive

feel

target population with respect
If this is not the case,

will be influenced by

48
on their own.
handle challenges
utilize services.
ways will
more inclined to

1986}

Braun and Gregson,
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concerns of those
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individuals. Messages should clearly communicate the
philosophies and purposes of services. Promotional
literature should be pretested with a sample of the target
population prior to distribution. This assists in content
analysis and enables changes to be made in materials, where
necessary (Addiction Research Foundation, 1987; Alcoholism
Foundation of Manitoba, N.D.; Fagence, 1977; Kotler, 1975,
1982; Kotler and McDougall, 1983; Lauffer, 1984; Nolte and
Wilcox, 1984), The points raised in this section are based
on the authors' experiences with promotional communications

and not on research evidence.

3.5.6 Market Segmentation

Organizations can best make decisions about which sectors of
a market to target on the basis of segmentation (Engle et
al., 1983; Evans and Berman, 1984; Kotler, 1975, 1982;
Kotler and McDougall, 1983; Lauffer, 1984; Rados, 1981).
Markets can be segmented demographically, geographically,
psychographically or behaviouristically. Psychographics
refers to variables such as personality, 1life-style and
social class. Behaviouristics include factors related to
the occasions which prompted purchase of products, benefits
sought, wuser status, usage rates, degrees of 1loyalty to
offerings and readiness stages. Buyers seek varying
advantages in different types of products and services.
Individuals can be users of services, potential users, first
time consumers, non-users, or ex-users (Kotler, 1975, 1982;

Kotler and McDougall, 1983).
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Engle, Evans and Berman, Kotler, McDougall and Rados
indicate that efficiency cannot be maintained if

associations view the entire market as being equally

interested in all services or possessing identical
resources. Some individuals will be more responsive to
certain offerings than to others. It is not ©possible to

adapt marketing strategies to the unigque needs and tastes of
all potential consumers. Rather, efficiency is enhanced by
searching for groups of people who can be approached as
separate segments. Organizations can then direct their
efforts toward a few of these targets. Some associations do
not practice segmentation (this is termed "undifferentiated
marketing”), others 1involve themselves in concentrated
marketing by working with one or two segments, while still
others feel that differentiated segmentation is
advantageous. This necessitates serving more than two
sectors of a population with a different marketing program
for each. Rados (1981) notes that, in some cases, it is
possible to design one marketing plan and alter specific
elements to conform to the individualized needs of several
target groups. Segmentation is more efficient because it
enables the development of projects which are tailored to
the requirements and desires of separate clusters of
consumers. Organizations can also devote greater attention
to those portions of the popﬁlation they feel could benefit

most from promotional efforts.
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Whether or not associations choose to practice
undifferentiated marketing, concentrated segmentation or
differentiated marketing depends on a number of factors.
These include: organizational resources, product or service
homogeneity and methods employed by customers who are 1in
competition with them. Whatever segments are drawn, they
must be measureable, reachable, accessible to those
undertaking marketing programs and substantial enough in
size to make it worthwhile to deveiop separate promotional
packages for them. Segmentation allows the concentration of
attention on those sectors of a population that particular
programs are intended to reach. Failure to segment in this
way results in high costs and time, money and resources
being wasted in contacts with those who are not members of
the target group or those who could derive the least benefit
from campaigns (Engle et al., 1983; Evans and Berman, 1984;
Kotler, 1975, 1982; Kotler and McDougall, 1983; Lauffer,
1984; Rados, 1981). These authors do not cite research
evidence to support their conclusions. Discussions are

based on opinions and experiences in the marketing field.

3.5.7 Factors Influencing Meaningful Participation

In order to participate meaningfully in programs, citizens
must first be made aware of their existence and then
provided with knowledge about services, what they can
realistically expect, how projects will benefit them and why

they should choose these offerings over others (Burke, 1968;
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Fagence, 1977; Glass, 1979; Lauffer, 1984; Rados, 1981).
Glass refers to this process as "education" and Fagence
indicates that, in order for participation to occur, persons
must not only become informed about programs and significant
issues, but they must be given the means through which their
needs can be communicated. According to Fagence, providing
citizens with information is not true participation.
Rather, this is the first step in the process. Materials
must stimulate interest and involvement on the part of
individuals. Personal needs, motivations, educational level
and socio-economic status also influence project
participation. People must feel they will achieve success
in whatever they undertake, as fear of failure and lack of
confidence are barriers to participation (Addiction Research
Foundation, 1986; Alcoholism Foundation of Manitoba, N.D.;
Fagence, 1977). Literature provided to consumers must
address these 1issues if meaningful involvement is to take
place. Although sources by Burke, Fagence and Glass deal
with participation in the context of planning and large
citizens' groups, the points raised can apply to awareness
efforts undertaken by all types of organizations. No
research evidence 1is cited to support the conclusions

outlined here.
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3.5.8 Advantages of Organizational Involvement

Related to the foregoing is the fact that organizations

should design their outreach efforts to conform to the
motivations of members of the target population, and should
outline to users the advantages of organizational
involvement. Benefits will differ from person to person and
from association to association (Addiction Research
Foundation, 1986; Alcoholism Foundation of Manitoba, N.D.;
Engle et al., 1983; Evans and Berman, 1984; Kotler, 1975,
1982; Kotler and McDougall, 1983; Newman, 1983; Phillips in
Schwartz, 1984; Rados, 1981). Fagence (1977), Froland et
al. (1981), MacNair (1981) and Phillips (in Schwartz, 1984)
discuss this in terms of exchange theory. According to
Phillips (Schwartz, p. 319), this theory contends that all
interactions are based on costs and what individuals give
and receive. To sustain programs, the rewards to
participants must exceed or balance these costs. Phillips
calls this "equity" and indicates that this principle
assists in service evaluation. The relationship between
cost and reward motivations 1is modified by the degree to
which the expectations of citizens are met. Projects must
identify their users and potential users, the advantages of
involvement and the limitations of what can be offered.
Phillips notes that the benefits and purposes should be
clearly stated, as this results 1in greater satisfaction on
the part of consumers. Failure to do this can build up

false hopes in individuals, extinguish reaching out efforts,
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generate fear that people will not succeed and create

mistrust with respect to future participation opportunities.

MacNair notes that exchanges involve reciprocity, give
and take and a strong relationship characterized by
reciprocal benefits and rewards (MacNair, 1981, p. 3). In
balanced exchanges, each party recognizes that there are
rights and obligations to the other, respects each other's
roles in decision making, makes joint choices and influences
one another. Each also expects to provide tangible
contributions and derive mutual benefits. The conclusions
drawn in the foregoing sections are based on the opinions of

the authors and not on research evidence.

With respect to independent 1living programs, outreach
materials should stress the positive aspects of involvement
and the mutual gains for participants and agencies.
Disabled persons can benefit in any number of ways which are
virtually inexhaustible. These include: increased
opportunities to exercise self-determination over their
lives, the achievement of greater degrees of independence,
chances to fulfill individualized needs or to find answers
to gquestions about IL and community services and to exchange
ideas and knowledge with others in similar situations.
There are also advantages to independent living
organizations. As a result of consumer involvement, centres
can broaden their cross-disability perspectives, develop

resource pools of persons willing to share their expertise
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and accumulate evidence that independent living philosophies
and concepts are being accepted. There is an increased need
for monetary and non-monetary support for programs. Such
data 1is Dbeneficial to organizations, community groups,
government bodies and funders. Contacts with associations
can result in mutual benefits for these groups and 1IL
centres, the possibilities for information exchange, liaison
activities and the utilization or purchase of one another's

services.

As well as devoting attention to benefits, it 1is also
necessary to consider the reasons why consumers and agencies
may not wish to involve themselves with IL programs.
Although no research support could be located, staff have
mentioned the following factors based on experiences with
other organizations: fear of the unknown, uncertainty about
what to expect, the possibility that outreach efforts could
be rebuffed and incidents involving past failures. These
elements can 1influence whether or not individuals with
disabilities contact independent living centres. Groups and
associations may not realize the mutual benefits of
participation, they may be concerned about service
duplication and they might perceive themselves as being too
busy to distribute IL 1literature. Other reasons can
include: confidentiality issues, wishing‘to protect their
own turf, hesitancy because the IL approach and the centres
are relatively new and the feeling that organizational

requests could stretch time and resources to the limit.
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Associations which are asked to distribute materials could
be given information about independent living philosophies,
concepts and services and the benefits of involvement with
centres. The defrayment of mailing costs, groups offering
to facilitate or handle dissemination and increased

publicity for associations could be promoted as advantages.

3.5.9 Types of Information That Can Be Relayed by OQutreach

Outreach materials can be utilized to relay general
information about organizations, thus acquainting users and
potential wusers with the philosophies, goals, overall
operations and services. Data about those served and issues
of concern can be provided, but it is important that these
materials remain current at all times (Fagence, 1977;
Lauffer, 1984; League for Human Dignity, 1985; Newman,
1983). Generalized communications offer information,
promote interest and awareness and enhance or alter
organizational images in the minds of various publics (Engle
et al., 1983; Rados, 1981). These materials can include:
brochures, newsletters, fact sheets, annual reports or
summaries of these, news releases or feature articles (Engle

et al., 1983; Fagence, 1977; Lauffer, 1984).

A number of sources believe that reaching out efforts are
more effective 1f messages are tailored to the needs,
interests and situations of the target population under

study (Addiction Research Foundation, 1986; Alcoholism
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Foundation of Manitoba, N.D.; Braun and Gregson, 1987; Engle
et al., 1983; Evans and Berman, 1984; Fagence, 1977; KRotler,
1975, 1982; Kotler and McDougall, 1983; Lauffer, 1984;

Newman, 1983; Rados, 1981). If different populations are

being contacted through promotional campaigns, this calls
for various types of publicity geared to the
characteristics, motivations and issues of each group.

Vignettes, which identify with the experiences of consumers
and clearly indicate the range of possible responses to
these circumstances, are useful in this regard (Fuchs et
al., 1984). At the very least, outreach materials should
describe organizations and promotional efforts, indicate the
programs offered, note the benefits of participation and
create scenarios which depict various consumer situations
and possible modes of response. All documents can be
humanized and help seeking can be portrayed as constructive,
normal and universal (Newman, 1983). Characteristics of
warmth, empathy, hopefulness, confidentiality and service
accessibility should be conveyed. Braun and Gregson (1987)
and Newman (1983) stress the importance of ensuring that
negative labels are not employed to describe members of the
target population. Rather, these citizens and their
circumstances should be discussed in positive and

non-threatening ways.
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3.5.10 Limitations of Qutreach Impact

As previously noted in the introduction, there is literature
to indicate that many reaching out ventures, particularly in
the mental health field, produce only a one or two percent
change in consultation and minimal alteration in target
population awareness. In light of this observation, the
incremental rise in consumer response rates and participant
awareness levels is not surprising. This area will be
explored further in later chapters (conversations with Dr.

Joe Kaufert, Practicum Committee Member, 1990).

3.6 REVIEW OF LITERATURE RELATED TO OUTREACH CATEGORIES

3.6.1 Introduction

In this section, the writer will review literature related
to the four categories of outreach employed in this
practicum. These are brochures, newsletter articles, work
with media sources, including newspapers, radio and
television, and personal contacts. Each of these strategies
will Dbe discussed separately, following which some
observations will be made about the collective use of these

methodologies.

3.6.2 Brochures

Brochures can be employed to convey general information
about associations but are more effective if tailored to the
needs and circumstances of the target population. Nolte and

Wilcox (1984) note that pamphlets can deliver simple
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messages that do not require detailed explanations. Prior
to preparation, the purposes of these materials should be
clearly determined and the necessity for the publicity
verified. Questions as to the nature and size of the
audience, the types of data required and methods for
communicating with these persons should be addressed. It is
also necessary to consider such factors as usage and life
span, brochure size and format and distribution procedures.
These publications should be dramatic and focus on the
unigue aspects of organizations. Since associations pay for
the preparation, printing and dissemination of pamphlets,
there is considerable freedom with respect to message
content and format. Writing must be simple, brief and
understandable and should reflect an awareness of the
audience and their information requirements. Sub-headings,
illustrations and visual variety are important.

Organizational names should be prominently displayed, along

with symbols, such as logos. Credibility and
professicnalism can be projected through these
communications (Nolte and Wilcox, 1984; Tedone, 1983).

Researching the brochures of other groups can be helpful,
and it is essential that realistic time schedules,

parameters and budgets be established.

Oaks (1977) indicates that brochures are appealing,
enable material to be presented to an extensive audience and

offer recipients a permanent record of the contents.
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However, this medium requires 1lengthy preparation time,
carries high costs and provides low response rates.
Pamphlets are impersonal and, at best, offer a shot gun

approach to targeting specific sectors of populations.

3.6.3 Newsletters

The above-mentioned points about the nature and size of the
audience, the objectives of the publicity and the structure,
content and format of messages also apply to newsletters.
These vehicles permit fuller treatment of subjects and can
contain articles on the goals and objectives of
organizations, areas of concern, accomplishments, services,
activity reports, research updates, news about staff and
members, suggestions that will assist the membership in
various aspects of their daily lives and notices of upcoming
events. Profiles of individuals can also be included (Nolte
and Wilcox, 1984). Most newsletters are between one and
four pages in length and are 1identifiable at a glance.
Distinctive headings should appear throughout the
publication. The newsletter title and organizational name,
address and symbolism shoula be placed on the front cover or
first page. Factors such as layout, structure, placement of
illustrations and number of columns should be considered.
These must remain consistent from 1issue to issue. Paper
selection, type face and size, use of headlines, design
simplicity and conciseness and length of items are also

important. Copy should be interspersed with photos (Nolte
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and Wilcox, 1984; Tedone, 1983). Tedone notes that the
types of publications produced depend upon organizational

goals, the nature of the audience and available finances.

Associations can prepare their ©publications or submit
articles for inclusion in the newsletters of other community
groups. If this latter course is followed, it is important
to realize that these pieces can be edited. This can affect
story content and impact, and organizations relinquish some
control of the materials they submit. The dangers of this
can be minimized if information 1is prepared in accordance
with the editorial policies of newsletters and if editors
are contacted to determine whether or not articles
accurately reflect the needs and goals of organizations and
the audience. Program descriptions can also be verified for
preciseness and misconceptions corrected. Associations can
refuse to provide materials in situations where sufficient
space has not been granted to include all data relevant to

outreach efforts.

According to Lauffer (1984), League for Human Dignity
(1985) and Newman (1983), brochures and newsletters are
effective promotional tools, particularly when combined with
forms of publicity which enable direct contact with
consumers. Lauffer indicates that promotion specialists
support the efficacy of these vehicles. Conclusions are
based on marketing and publicity experiences and not on

research evidence.
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Newman (1983) surveyed workers in three industrial
settings. These individuals had received brochures and
newsletters about a new counselling program designed to meet
their needs. He found that these sources did increase
awareness among employees of the project and how it could
assist them. The publicity depicted counsellors as
receptive people who could respond to situations in positive
ways. Following receipt of pamphlets and newsletters,
workers were guestioned as to their perceptions of the
counsellors. Newman discovered that employees' views of
these helpers were synonomous with those portrayed in

outreach materials.

It should be noted that the impact of brochures and
newsletters in generating consumer contacts to organizations
is limited. These vehicles do not permit direct interaction
between associations and the target audience and are less
effective than those methodologies that allow personal
communications between groups and the <citizens served.
Because of their indirect nature, there is no guarantee that
newsletters and brochures will reach those for whom they are
intended and this factor is a prohibiter to their
utilization. The efficacy of these tools is also difficult
to evaluate. Organizations can only measure the numbers of
persons who learned about their services through these
vehicles and subsequently called for information or

intervention. There is no way to assess how many potential
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users were exposed to the materials but chose not to contact
these associations. These points will be elaborated further

in later chapters.

3.6.4 Media Sources

Work with newspapers, radio and television can be utilized
to convey generalized information about organizations.
However, messages transmitted through the media are more
effective when tailored to the 1interests, needs and
motivations of the target group. Before discussing
specifics with respect to newspapers, radio and television,

the author will deal with points applicable to all media.

The following paragraphs are based on the marketing,
planning and promotional experiences of Fagence (1977),
Evans and Berman (1984), Holley and Peltz (1986), Kotler
(1975, 1982), Kotler and McDougall (1983), Lauffer (1984),
Litwak and Meyer (1974), Nolte and Wilcox (1984), Oaks

(1977), Rados (1981) and Tedone (1983).

1. Publicity is unpaid mass communication designed to

convey information or ideas, change attitudes and, in some

instances, motivate individuals to action. Its functions
are performing, persuading and reminding. Publicity has
several advantages. it is free to organizations and

commands greater credibility than advertising because it
appears to be normal news rather than sponsored information.

It catches those off guard who might be attempting to avoid
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advertising and it arouses greater attention and costs less.
This format must be honest, accurate and tailored to the

requirements of the media for which it is intended.

In order for these advantages to be realized, a publicity
plan should be formulated with objectives specified,
responsibilities determined and message elements, as well as
appropriate communication channels developed. Decisions
about the audience to receive the communications should be
based on research and segmentation. Variables such as
entity awareness, knowledge and desire are important.
Issues related to frequency of message exposure, timing,
scheduling and budgeting must be considered. Objectives
should be measureable, realistic, achieveable and should
conform to overall organizational goals. Publicity should
be pretested prior to the campaign launch, with revisions
executed according to survey results. Following the
completion of campaigns, these efforts should be evaluated.
Those exposed to messages can be questioned to determine if
changes in awareness, attitudes or actions occurred. The
number of persons subsequently contacting organizations can
be tabulated. In addition, media should be monitored for
utilization of materials. If articles or information are
not employed, then the contributions of other associations
can be studied to determine improvéments which can more
closely approximate the requirements of publications, radio

or television media in the future. Other sophisticated
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assessment techniques exist but these are beyond the scope

of this research.

Due to the fact that publicity is free in nature,
organizations have 1little control over the final form of
this communication, since it is prepared and distributed by
media personnel. Although associations write their own
press releases, these may be altered by reporters and
broadcasters to conform to the needs of the sources
utilizing them. Skills are required to prepare materials
(Rotler, 1975, 1982; Kotler and McDougall, 1983; Rados,
1981). Organizations may not always have access to
individuals who possess this training. Failure to execute
the necessary elements in the publicity plan can result in
time and money being wasted, and efforts which do not reach
the appropriate target audience with messages and

communication channels which best meet their needs.

2. When organizing publicity campaigns, promotion groups
or media committees can be utilized to plan, implement and
evaluate these ventures (Holley and Peltz, 1986; Lauffer,
1984; Nolte and Wilcox, 1984; Rados, 1981; Tedone, 1983).
These bodies can be composed of association staff, media
personnel, consumers and representatives from community
groups, particularly if several organizations are involved.
Prior to commencement, these committees should determine
their purposes and scope and formulate publicity plans to

execute their assigned tasks.
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3. Publicity campaigns begin with written news releases
which convey generalized information about associations as
well as more specific data related to promotional efforts.
Although preparation methods for these items differ slightly
according to the medium being employed, there are general
guidelines. (Holley and Peltz, 1986; Lauffer, 1984; Nolte
and Wilcox, 1984; Tedone, 1983). Media releases should open
with a short headline designed to capture interest and
stimulate individuals to read on. The first two paragraphs
should contain the basic elements of the stories being
conveyed and should answer the questions "who", "what",
"where", "when" and "why". The information should be
thought provoking and possess news value. Messages should
be clear, easily understood and accurate. Subseqguent
paragraphs can fill in more details about publicity efforts
or the work of associations, but these should be less
significant points than those outlined at the beginning. 1In
situations where media releases will be printed or utilized
on radio and TV, they are shortened by reporters and
broadcasters. The concluding paragraphs are dropped first.
Sentences and paragraphs should be short and material should
be well written and concise. The objective is to entice
media personnel to follow up on releases. Subsequent
contacts can take the form of telephone calls, interviews,
articles, features on organizations or inclusion of portions
of press information in columns and/or on radio and

television. Organizational names, contact persons,
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addresses and phone numbers should be placed on all pages,
with release dates displayed prominently at the top of the
first page. Items should be typed double spaced with wide

margins. This enables reporters and editors to make notes.

4, An up to date media 1list with names, addresses and

phone numbers of personalities, along with the sources they

represent, is essential 1in assisting organizations to
distribute relevant information and cultivate ongoing
relationships and contacts with editors, reporters and

broadcasters (Holley and Peltz, 1986).

5. News releases should be pretested prior to
distribution. Pretesters include: media personnel, members
of the target population and persons unfamiliar with
organizations preparing these materials. Changes can be
made according to survey results. Following the pretest,
releases can be mailed to media sources, along with covering
letters explaining the purposes of these items and
requesting interviews on radio and television or coverage in
print. This process should be followed up with phone calls
to ascertain whether or not materials were received by the
correct persons and to further discuss media publicity
(Holley and Peltz, 1986; Nolte and Wilcox, 1984; Tedone,
1983). These contacts provide opportunities to sell
organizations and programs to personnel and indicate why
requests are important and in the best interests of the
media. Without these phone calls, releases could easily be

ignored.
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6. Promotion specialists 1in the field endorse the
concept of media kits which can be utilized in contacts with
press, television and radio personnel (Holley and Peltz,
1986; Lauffer, 1984; Nolte and Wilcox, 1984; Rados, 1981;
Tedone, 1983). These packets should contain information
about organizations, consumers and general areas of concern.

Materials can be prepared in the form of fact sheets, annual

reports (or summaries of these), brochures, newsletters,
news stories or features written by organizational
representatives. Position papers or background articles

dealing with the development and operations of associations
can be included. Logos, letterhead and other identity
symbols can be employed to create lasting images of groups
and to capture attention. The kits should be professionally
prepared, remain current and be submitted with covering

letters explaining the objectives of these vehicles.

7. Those launching publicity campaigns should determine
which sources are utilized by members of the target audience
and the most efficient methods for reaching these
individuals. Time factors and the availability of monetary
and non-monetary resources should be taken into account. It
is most likely that the 1listening, viewing and reading
habits of the population will differ. Therefore, various
newspapers, radio and television stations and prograﬁs will
have to be tapped. Citizens are more likely to turn on

radios and televisions during day time hours. The nature of




organizational offerings and the communications to be
conveyed are also influential factors in determining the
promotional vehicles to be employed (Evans and Berman, 1984;
Fagence, 1977; Holley and Peltz, 1986; Kotler, 1975, 1982;
RKotler and McDougall, 1983; Lauffer, 1984; Nolte and Wilcox,

1984; Rados, 1981; Tedone, 1983).

8. In order to stimulate accurate and knowledgeable
reporting on the part of media sources, regular information
should be offered through credible associations (Fagence,
1977; Holley and Peltz, 1986; Kotler, 1975, 1982; Lauffer,
1984; Nolte and Wilcox, 1984; Tedone, 1983). Credibility
can be enhanced if members of the target population are:
involved in material preparation and presentation, available
for press conferences or interviews, sensitive to the
requirements of media personalities and conduct themselves
in professional ways. If frequent contact 1is maintained,
ongoing relationships with key people could form, thus
enabling these 1individuals to develop knowledge of
associations and their concerns and to report thought
provoking and worthwhile issues to the community (Fagence,
1977; Holley and Peltz, 1986; Kotler, 1975, 1982; League for
Human Dignity, 1985; Lauffer, 1984; Nolte and Wilcox, 1984;
Tedone, 1983). These liaisons should be built on mutual
respect for the abilities of the wvarious parties,
professionalism and need sensitivity. and should be

cultivated and maintained over time (Lauffer, 1984; Nolte
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and Wilcox, 1984). Availability, honesty, co-operation and
dependability are important. The efforts of reporters can
be commended at times when praise 1is warranted (Tedone,
1983). Most media people struggle to meet deadlines and are
overworked and over stimulated by events. Organizations can
offer previously prepared articles or publicity, lead
reporters to story ideas and work with them to devise the
best angles for publicity. Journalists may be putting
themselves on the line to deal with associations and groups
can make these liaisons worthwhile. Letters of appreciation
are important and increase the 1likelihood of further
co-operation with newspaper, radio and television

personalities.

In order to raise the consciousness of the public and the
target population about organizational activities and
pertinent issues, individuals from the media must become
aware of these prior to reporting to the community. Ongoing
relationships can enhance this process and enable reqular
data and reactions from associations about relevant concerns
to be obtained. In the final analysis however, whether
coverage is secured depends upon whether or not materials
constitute national or local public interest, the degree of
newsworthiness, the requirements of various sources and
scheduling, space, time and cost considerations. According
to Tedone, newsworthiness is determined by such factors as

importance and relevance of items, impact, the magnitude and
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oddity of events, whether or not conflict is present and
timeliness. Each medium possesses attitudes, interests and
styles, and news releases should be tailored to the
regquirements of individual sources. Human elements,
personal characteristics and the number of people affected
by happenings are also relevant (Nolte and Wilcox, 1984

Tedone, 1983).

The remainder of this section will be devoted to a
discussion of newspapers, radio and television. Points are
drawn from the work of Engle et al., (1983), Evans and
Berman (1984), Fagence (1977), Holley and Peltz (1986),
Kotler (1982), Lauffer (1984), League for Human Dignity
(1985), Nolte and Wilcox (1984), oOaks (1977), Rados (1981)

and Tedone (1983).

3.6.4.1 Newspapers

The majority of newspapers carry stories about human service
organizations and policy issues about which they are
concerned (Lauffer, 1984). These 1inform the public and
shape opinion. Metro papers have supplements on specific
days of the week which can include a variety of feature
articles on families, life-styles, daily living or
organizational involvements (Fagence, 1977; Lauffer, 1984).
These can be .utilized by associations to communicate
valuable information about their activities and issues of

importance. Newspapers provide space for community
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calendars and public service announcements about special
events. Data about associations can be carried in weekly
papers, employee bulletins, school and college publications,
neighbourhood papers, ethnic publicity and shoppers' guides.
Tenants' and organizational newspapers offer similar
opportunities. Specialty publications can reach members of
the target population more personally than general sources.
Organizations can utilize press releases, news stories,
editorials, specialized and/or regular columns written by
representatives and letters to the editor to convey messages
(Holley and Peltz, 1986; Kotler, 1982; Lauffer, 1984; League
for Human Dignity, 1985; ©Nolte and Wilcox, 1984; Tedone,
1983). These vehicles should focus on current or
anticipated events, issues of importance to the community,
data on activities or people, changes in organizational
services or the outcomes of worthwhile happenings. The
messages should evoke favourable responses in those who will
be exposed to them and should be interesting, well prepared,
eye catching and timely. Communications should inform and
promote community understanding, but they should be variable
in nature or they will not be published more than once. Due
to the fact that newspapers are visual media, illustrations,
headlines and other visualizations will add appealing
dimensions to messages and increase the likelihood that the

audience will read them.
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Feature articles permit fuller treatment of issues and
the work of associations. Since they do not have to be
released immediately, they can be retained until such time
as sufficient space is available. These materials should be
bylined and can be written by individuals from community
groups or journalists. In the latter case, story ideas or
information are provided. These features may appear once or
be serialized. Columns, which are also bylined, can
describe programs and issues or offer direct help to those
in need (Lauffer, 1984, p. 309). Data for columns and
features can be given to newspapers on a regular basis. The
League for Human Dignity (1985) suggests that journalists
work with organizations to develop ways to increase

publicity opportunities.

It is important to note that when articles are compiled
by reporters utilizing intérview data or written
documentation, associations have limited control over the
final product. Some reporters encourage phone calls from
group representatives to verify the accuracy of materials
prior to the release of newspapers. Other editors and
journalists do not feel this type of intervention is
appropriate. In situations where errors occur,
organizations should evaluate the seriousness of these
mistakes. Major flaws relating to 1inaccuracies in data or
erroneous assumptions should be corrected, but complaints

about minor details should be avoided (Holley and Peltz,
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1986; Lauffer, 1984; Nolte and Wilcox, 1984; Tedone, 1983).
Letters to the editor can be utilized to deal with these
errors, solicit support for organizational accomplishments,
explain services and express opinions or ideas about
articles which appeared previously in daily or weekly
papers. These items are not usually edited, thus ensuring
that messages can be accurately communicated to the
readership. Letters can also be employed to commend the
work of reporters and editors. These vehicles will most

likely be printed, so they should be prepared with tact.

A number of authors outline advantages and disadvantages
of newspapers (Engle et al., 1983; Holley and Peltz, 1986;
Kotler, 1982; Nolte and Wilcox, 1984; Oaks, 1977; Rados,
1981; Tedone, 1983). Positive aspects include:
flexibility, timeliness, high readership rates, high
acceptance and believability and long copy period. These
publications must be bought by consumers and there |is
greater reader involvement (Rados, 1981). Print also
produces greater retention of complex materials than is
possible through oral media (Engle et al., 1983). In
addition, these vehicles carry a good local market. The
chief disadvantages of newspapers relate to their short life

span, poor reproduction quality and small pass along rates.

Holley and Peltz (1986), Lauffer (1984, pp. 311-312),
Nolte and Wilcox (1984) and Tedone (1983) 1list several tips

which can increase press appeal.
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It 1is important to wutilize reporters who are
interested in the subject matter and to direct press
materials to these individuals.
Prior to preparing for newspaper interviews, it is
necessary to determine the purposes of these
sessions, whether or not news stories or feature
articles are to be formulated and the other factors
involved. It is then essential to devise a list of
main points that must be communicated, possible
guestions and relevant answers and supporting
information. These data should be tailored to the
advantage of organizations. Statistical facts and
figures should be readily available. Those to be
involved in the interviews should role play these
situations prior to the actual sessions. This
enables participants to gain practice in handling
circumstances which could arise and discuss issues in
non-threatening atmospheres.
When submitting columns or features to newspapers,
include photographs with captioning. If this is not
possible, then words can be wused to graphically
describe images.
Material will be received more positively if it is
typed double spaced on eight and half by eleven paper
with wide margins. Technical terms should be
defined. The rules for writing news releases have

been discussed earlier and should be followed.
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Indication should be given as to the newspaper
sections for which pieces are intended. If prepared
copy 1is utilized, sources and purposes for the

information should be noted.

3.6.4.2 Radio

Radio can be utilized effectively 1in several ways. Talk
shows are particularly valuable for promoting events,
expressing opinions and exchanging information on a variety
of issues (Holléy and Peltz, 1986, p. 50; Lauffer, 1984, p.
312; Nolte and Wilcox, 1984; Tedone, 1983). In some cases,
these programs can motivate people to action. To secure
opportunities to appear on these shows, organizations should
send news releases and press kits to producers and then
follow up with phone calls. Representatives can request air
time, indicate the reasons the 1listening audience would be
interested in the issues they wish to present and note that
appearances on past talk shows generated listener responses.
Once dates and times to participate have been granted,
organizational spokespersons can make preparations. This
process 1is similar to that described for newspaper

interviews.

Talk shows begin with brief presentations by
associational experts, go on to respond to. phoned in
questions and promote dialogue between callers. These

programs will generate greater audience participation if
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spokespersons are well prepared, know their facts, are
capable of presenting convincing messages in articulate and
lively fashion and can communicate clearly and simply. In
addition, points should be tailored to the needs of
listeners, the pros and cons of issues should be dealt with
and speakers should attempt to control the ways in which
facts are presented (Holley and Peltz, 1986, p. 53). Talk
show appearances can add to the general well-being of
organizations and promote understanding of service proQiders
and their programs (Lauffer, 1984, p. 313). This author
indicates further that getting on air does not require long
term commitments or extensive preparations. Individuals can

call talk shows and make their points.

Through interview programs, associations can express
opinions on relevant issues, impart information or promote
upcoming events., Local people éan provide guest editorials
or air tapes of special activities or meetings. Thought
provoking speakers suggested by associations can also be
featured. News releases and pre-recorded or pre-written
messages can be broadcast when time permits. If reporters
are aware that organizational representatives are available,
these persons can provide resource information on issues of
mutual importance to themselves and radio stations. Public
service announcements are also useful vehicles fhrough which

upcoming events or projects can be publicized.
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Although accessibility to the air waves is public policy
and opportunities for expression are encouraged, radio

personnel are not reqguired to give time to particular groups

(Lauffer, 1984; Tedone, 1983).

Lauffer, Tedone and Nolte and Wilcox provide format

suggestions to assist organizations in utilizing radio.

1. Radio communications should be identified at the top
of the first page and on all subsequent pages.

2. It is important to clarify whether or not items are
news releases, public service announcements or
editorial comments.

3. Messages should be clear and understandable, and
announcers should be able to read them without
difficulty.

4. TItems should be triple spaced and paragraphs should
not be carried over from one page to the next.

5. It is important to note that broadcasters and members
of the target audience have different tastes with
respect to programs and stations. More people will

listen to their radios during the day than at night.

According to a number of authors, radio has advantages
and disadvantages (Engle et al., 1983; Holley and Peltz,
1986; Kotler, 1982; Nolte and Wilcox, 1984; Oaks, 1977;
Rados, 1981; Tedone, 1983). Positive qualities include:

mass use, geographic and demographic flexibility, short copy
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time, low cost, favourable psychological effect, speed and
flexibility. Stations broadcast different programs to
appeal to a variety of consumer tastes. Through radio,
listeners can retain simple messages with minimum
involvement. Less preparation is required by spokespersons
for this medium than for television. However, radio
provides audio presentation only, has fleeting exposure and
its structure for establishing listener ratings may not be

standardized.

3.6.4.3 Television

Television offers additional opportunities for associations
to impart information, promote programs or publicize
upcoming events or projects. When preparing materials for
television, the above-mentioned guidelines for radio can be
utilized (Holley and Peltz, 1986; Lauffer, 1984; Nolte and
Wilcox, 1984; Tedone, 1983). Since TV is a visual medium,
illustrations, photographs and charts can highlight messages
(Fagence, 1977; Holley and Peltz, 1986; Lauffer, 1984; Nolte
and Wilcox, 1984; Tedone, 1983). Fagence, Nolte and Wilcox
and Tedone indicate that the audience is more likely to
comprehend and relate to simple messages. However, Engle et
al. (1983) note that there is no substantiation that
television enables viewers to retain data more effectively
than other media. As with radio, phone in shows encourage
consumers to respond to questions and issues posed by

program hosts or guests. Through the availability of public
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access channels, organizations can produce their own shows
highlighting their work and areas of concern. Different
members of the target audience watch various television
channels and this factor should be taken into account when

preparing outreach materials.

Several writers outline the advantages and disadvantages
of television (Engle et al., 1983; Holley and Peltz, 1986;
Kotler, 1982; Nolte and Wilcox, 1984; Rados, 1981; Tedone,
1983). Positive aspects include: the possibility of
combining sight, sound and movement, sense appeal, the fact
that the medium commands full target group attention and
emotional involvement and television reaches large numbers
of people. The cost per viewer is relatively small and the
medium offers high geographic and demographic selectivity.
Drawbacks are that TV has fleeting exposure, provides no
opportunities for interaction with receivers and requires
major preparation on the part of participants. Production

costs are also high.

3.6.4.4 Additional Points Applicable to Radio and
Television

Some additional points are applicable to radio and
television (Holley and Peltz, 1986; Lauffer, 18984; Nolte and

Wilcox, 1984; Tedone, 1983).

1. When preparing presentations for radio and

television, organizations should state issues
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forcefully but remain moderate 1in tone (Lauffer, p.
317).

2. 1If several associations are to appear on the same
programs, some knowledge of affiliations and issues
of concern 1is necessary. This enables the
preparation of statements or positions which are
complementary and do not duplicate those of other
groups.

3. Other important factors include: maintaining a sense
of humour, exercising calmness and control, dressing
neatly and avoiding the use of anger.

4. Call 1in and interview programs offer associations
opportunities to communicate messages without editing
or paraphrasing. Thus, listeners or viewers are more
likely to be exposed to accurate communications,
provided these are effectively expressed.

5. Television enables organizations to submit public
service announcements for inclusion on community

calendars.

3.6.4.5 Limitations of Mass Media Outreach

Although phone in programs provide opportunities for
associations to dialogue with callers and can thus generate
some degree of consumer response, the use of mass media has
limitations according to Litwak and Meyer (1974). The
capacity to reach individuals depends upon the abilities of

these people to read, view or 1listen to communications.
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Those most likely to assimilate messages will already be
predisposed to them. Media involvement may produce
knowledge development but this does not necessarily lead to
attitude or behavioural changes. Although mass media has
the potential to mobilize large numbers of people who are

positively disposed to associations and can be utilized to
bolster other outreach methods, the impact of publicity can
be misjudged. Assessing changes 1in awareness, knowledge,
perceptions, attitudes and actions following campaigns is

not synonomous with the fact that efforts reach vast numbers

of individuals. Measuring alterations in attitudinal and
behavioural aspects is more effective in determining
results. There is the danger of placing too much emphasis

on the number of persons contacted (Litwak and Meyer, 1974;
Nolte and Wilcox, 1984). Unless promotion projects have
been operative for long periods of time, it is unlikely that
these efforts will generate high rates of response. Litwak
and Meyer note that a major drawback of mass media 1is its
inability to interact with consumers on a face to face
basis. This factor influences results. In addition, there
are no methods to determine how many citizens were exposed
to vehicles but chose not to contact associations for
information or intervention. Organizations can only measure
the number of persons who assimilated the communications and

subsequently called for assistance.
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3.6.5 Personal Contact Qutreach
3.6.5.1 Introduction
Personal contact, the final outreach category to be
considered in this section, involves reaching out by
organizations to users and potential users of services,
associations, government bodies and community groups (Engle
et al., 1983; Evans and Berman, 1984; Kotler, 1975, 1982;
Kotler and McDougall, 1983; Lauffer, 1984; League for Human
Dignity, 1985; Nolte and Wilcox, 1984; Oaks, 1877; Rados,

1981; Tedone, 1983).

3.6.5.2 Authors
According to the above-mentioned authors, personal contacts

can take several forms.

Evans and Berman (1984) and Kotler and McDougall (1983)
indicate these involvements centre around personal selling
and service marketing. Strategies of these types relate to
oral presentations with customers or small groups of
individuals for the purposes of making sales or promoting
services. Personal selling and service marketing work best
with concentrated and well defined sectors of target
populations. These media permit greater flexibility, can be
adapted to the requirements of marketers and customers and
involve two way communication flow and dynamic interaction.
Those contacted are more likely to purchase products or

utilize programs. Immediate feedback can be received with
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respect to consumer satisfaction with services and the
strengths and weaknesses of various offerings. Personal
selling and service marketing can reach small numbers of
people at any given time and involve higher costs than mass
marketing methodologies. Rados (1981) also mentions

personal selling.

Kotler (1975) indicates that personal contacts connote
face to. face relations between organizational
representatives and members of the target audience.

Impressions are created by dress, speech and treatment of
clients by employees. Rotler points out that the majority
of association workers are not trained in the finer points
of public relations. If personal contacts are to be
successful, this kind of skill development is important.
The personal contact function can assume three roles within
marketing organizations. These are selling, servicing and
monitoring. Selling attempts to locate new clients or to
sell programs to existing clientele. Kotler then delineates
the advantages of selling which are identical to those noted
by Evans and Berman (1984), Kotler and McDougall (1983) and
Rados (1981). Servicing relates to "consulting, informing
or assisting clients" and has a "direct impact on future
patronage and customer satisfaction" among consumers
(Kétler, 1975, p. 214). The third personal contact function
involves monitoring developments between clients and
competitors. New needs not outlined in statistical records

and reports can be identified.
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In a later edition of the same book (1982), Kotler places
personal contact under the banner of public relations. He
describes "focus groups" where six to ten people discuss
their views of organizational methods for measuring the
effectiveness of public relations efforts and the images
held by various members of the community. Nolte and Wilcox
(1984) also make a case for the utilization of focus groups
for identical purposes. According to Kotler (1982), Engle
et al (1983) and Oaks (1977), personal contacts also include
meetings with relevant publics, members of target
populations, associations and media personalities. A number
of sources support the value of events to stimulate interest
and involvement by users and potential users of services.
These gatherings are important in generating media stories
as a means of reaching additional consumers. (Engle et al,
1983; Nolte and Wilcox, 1984; Rados, 1981.) Personal
appearances and speeches are also forms of face to face
interaction, but these are not as intimate or direct as
small group sessions or one to one discussions. (Kotler,

1982; Nolte and Wilcox, 1984; Oaks, 1977; Rados, 1981.)

Lauffer (1984) points out that personal contacts are
often more effective than mass forms of outreach in selling
ideas or services and clarifying programs. Organizational
representatives can be evaluated along with the messages
they portray. Direct communication with people allows

communications to be tailored to the needs and circumstances
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of different target audiences and permits mutual learning to
occur among consumers and associations. These informal
sessions can be followed up with more formal presentations,
according to Lauffer. These encompass: lectures,
interviews, public forums, panels, seminars and workshops
(Lauffer, 1984; Nolte and Wilcox, 1984; Tedone, 1983).
Press conferences, speakers' bureaus, speeches, telephone
relays, lobbying, displays and coalitions are categorized as
direct communications procedures by several sources (Nolte
and Wilcox, 1984; Oaks, 1977; Rados, 1981; Tedone, 1983).
These methodologies can be utilized 1in combination and each
has advantages and disadvantages. Due to the fact that the
majority of these processes are not being employed as
outreach vehicles in this practicum, their positive and
negative features will not be detailed here. Presentations
are being made to departments within a Winnipeg hospital and
the author is staffing a display booth in that location, in
an attempt to reach consumers with disabilities. These
methods are not as effective in generating citizen response
because they do not permit direct communication with the
target audience. Rather, messages are transmitted through
third parties. Numerous transmitter and receiver variables
influence whether or not the communications reach the
individuals for whom they are intended and the nature of the
messages received by these people. This subject will be

discussed further at a later point.
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The League for Human Dignity, an Independent Living

Centre in Lincoln, Nebraska, distributed a marketing plan

which mentions several forms of personal contact. These
include: formulating ongoing relationships with newspaper
reporters, health-care professionals and hospital

administrators, presentations at staff meetings of social
service agencies and hospitals and promoting working
liaisons with associations, churches and seniors' bodies.
Self-help groups, small business and industry, service clubs
and county boards are also mentioned as contact sources.
According to the Marketing Plan, outreach can take several
forms: notably telephone communications, personal visits,
individual interviews and meeting appearances. All
involvements are designed to reach disabled consumers,
professionals, organizations, churches and service
associations to acquaint them with League offerings.
Through these processes, it 1is hoped that the number of
persons and agencies taking advantage of Centre programs and
making referrals to the League will increase. No mention is
made of vulnerable populations or whether or not any of

those reached are in high risk situations.

Newman (1983) discusses personal contact as it relates to
an outreach project carried out with employees in three
industrial social work settings. All interactions were
designed to inform potential participants of the

availability of a new counselling program at their places of
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employment and how this project could be of assistance.
Newman's outreach effort utilized several forms of personal
communication. These included: workshops, meetings with
external agencies to gain more information about resources
for employees and counsellors' involvements 1in public
events. These provided comfortable and non-threatening

atmospheres for interaction.

According to the authors discussed in the foregoing
paragraphs, personal contact is more effective than mass

outreach processes in contacting users and potential users

of services, selling ideas or programs, communicating
information about the offerings of organizations or
establishing resource networks for referral. Moreover,

person to person communications are superior to speeches,
presentations, panels and other procedures involving work
with large groups. In addition to those advantages already
noted, personal interactions are not standardized and can be
individually adapted to the requirements of the
participants. Questions can be asked, commitments,
objections and reactions sought and follow up arrangements
made. For those target group members who are unaware of
their needs, associations can provide assistance 1in
determining desires, selecting options and viable solutions
to concerns and evéluating those choices (Litwak and Meyer,
1974; Rados, 1981). These interactions should be humanized

as much as possible. Newman (1983) and Tedone (1983) note
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that workshops place greater emphasis on audience
participation and learning. These provide opportunities for
information exchange, dialogue on relevant issues,
clarification of communications and obtaining answers to

pertinent questions.

Litwak and Meyer (1974), Oaks (1977) and Rados (1981)
point out that personal contact facilitates communication of
complex materials and assists in correcting message
distortions or misunderstandings. Immediate consumer
responses and feedback can be obtained and negotiation
between the parties 1is possible (0Oaks, 1977). Oaks
indicates that person to person interaction is time
consuming, particularly if one individual or small groups of
receivers are involved, and these sessions cannot be
repeated. Methodologies which permit direct information
exchange with the target audience are superior to those
types of personal contact involving message transmission
through third parties. Reasons for this have been outlined

and will be discussed further in the intervention section.

3.6.6 Outreach Methodologies Utilized in Combination

This is not to say that brochures, newsletters and media
utilization are totally ineffective. These methods generate
awareness among the public and the target market. Mass
media outreach can be employed in conjunction with personal

contact procedures to convey relevant information about
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organizations and the services offered. Efficiency 1is
enhanced when communications are tailored to the
requirements of citizens for whom reaching out efforts are
intended (Braun and Gregson, 1987; Engle et al, 1983; Evans
and Berman, 1984; Fagence, 1977; Holley and Peltz, 1986;
Lauffer, 1984; League for Human Dignity, 1985; Litwak and
Meyer, 1974; Oaks, 1977; Nolte and Wilcox, 1984; Rados,
1981; Tedone, 1983). With the exception of Litwak and Meyer
who studied viable linking mechanisms for communities and
schools and Newman's research which has already been
discussed, conclusions are based on practical experiences in

the marketing and planning fields.

In Newman's employee project, the author wutilized
brochures, posters, company newsletters and various forms of
personal contact with workers and outside agencies.
Following the communications about the new counselling
program, individuals were surveyed to determine the impact
of various sources in influencing program use. Newman found
that the outreach '"appears to have created awareness among
the vast majority of employees in the work sites". Results
also suggest that, "while mass outreach has been a source of

general information..., personal outreach (including word of

mouth referrals) is an important variable among the
employees seeking help. This is not to suggest that more
generalized outreach 1is not effective. It suggests that

there is a need for both" (Newman, 1983, p. 79). Results
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indicate that brochures, newsletters, work with media
personnel and other impersonal forms of communication should
not comprise the bulk of publicity campaigns. Rather, these
generalized procedures should be wutilized in conjunction

with personal contact methodologies.

None of the sources discussed in this 1literature review
mentions work with vulnerable populations or effective ways
to reach these citizens. It 1is possible to speculate that
the research and practical evidence concerning the viability
of various reaching out vehicles can be generalized to high
risk groups. However, these conclusions cannot be drawn
with any certainty. Hence, one of the goals of this
practicum is to test out these speculations with vulnerable

members of the target population.

3.6.6.1 Literature Support for Outreach Methodologies in
Combination

There 1is literature support for the use of brochures,
newsletters, work with media sources and forms of personal
contact in combination. The following is a list of the
outreach strategies employed by various authors and the ways

in which these were combined.

1. Braun and Gregson (1987): pamphlets and company
newsletters.
2. Fagence (1977): brochures, newspapers, radio and

television.




10.

11.

12,
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Engle et al (1983): work with media sources and
various forms of personal contact.
Evans and Berman (1984): work with media sources and
various forms of personal contact.
Kotler and McDougall (1983): same as Evans and
Berman.
Kotler (1975, 1982): brochures, newspapers, radio and
television and various forms of personal contact.
Lauffer (1984): pamphlets, newsletters, newspapers,

radio and television and various forms of personal

contact.
League for Human Dignity (1985): pamphlets,
newsletters, newspapers and the development of

working relationships with external organizations and
reporters. These were cultivated throuéh telephone
contacts, personal visits, interviews and meeting
presentations.

Litwak and Meyer (1974): mass media communications
and various forms of personal contact.

Newman (1983): Brochures, company newsletters and
various personal contact methods. These included:
workshops, meetings with consumers and external
organizations and participation in company events.
Nolte and Wilcox (1984): pamphlets, newsletters and
several forms of personal contact.

Oaks (1977): brochures, work with newspapers, radio

and television and various forms of personal contact.
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13. Rados (1981): brochures, newsletters, work with media
sources and various forms of personal contact.

14. Tedone (1983): brochures, newsletters, work with

newspapers, radio and television and various forms of

personal contact.

The number of people responding to personal outreach is
difficult to measure accurately. Organizations can only
count those individuals who are exposed to the
communications and subseqguently call for intervention or
information. It is impossible to deduce those citizens who
hear the outreach messages but choose not to engage 1in

follow up contact.



Chapter 1V

ORGANIZATIONAL SETTING

4.1 INTRODUCTION

The Independent Living Resource Centre is a self-help,
consumer controlled organization established in February,
1984, under the sponsorship of the Mennonite Central

Committee and the Manitoba League of the Physically

Handicapped. Incorporation occurred in 1985, Through the
provision of information, independent living services and
opportunities for consumer participation and

self-determination, the Centre "enables and promotes the
right of people with disabilities to achieve their IL goals,
direct the decisions and resources which affect their daily
lives" and ensure involvement to the fullest extent possible

in community life (ILRC, 1989).

4.2 PRINCIPLES OF INDEPENDENT LIVING CENTRES

Before discussing service provision, it is important to note
that the ILRC, though reflecting the unique needs of the
community in which it is located, shares a set of common
principles with all Canadian independent living centres.

These are outlined in the Association's Bylaws (ILRC, 1985)

and include the following:

- 84 -
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Consumer Control: all services and managerial
structures are governed by a majority of people with
disabilities and/or their parents or guardians (as in
cases where individuals require advocates).
Consumer Participation: this principle ensures the
participation of an informed organizational
membership of disabled consumers in the planning,
delivery and monitoring of all major programs and
activities initiated by the Centre.
Cross-disability Constituency: this makes certain
that the association will reflect a wide cross
section of the disabled community and will attempt to
respond to the 1individualized wunmet needs of all
potential consumers of service.
Community Involvement: this principle advocates for
consultation with a broad range of community
expertise, thus ensuring an acceptable 1level of
service standards in the development and delivery of
ILRC programs.
Flexibility: this principle calls for the
organization to be responsive to ever changing needs
and to avoid duplication of existing services.
Efforts are made to fill gaps in current community

programs.

The Bylaws also outline a number of Independent Living

Resource Centre goals:
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1. "The ILRC encourages and enables the
self-determination, self-help and full participation
of all persons with disabilities in the community".

2. The organization develops and provides "specific
independent 1living, information, training, peer
support, individual advocacy and support services" to
respond to the wunmet needs of disabled citizens and
their organizations.

3. The Centre provides information and referral services
for individuals, organizations, community groups and
government departments "concerned with sharing
informational resources and services" to meet the
needs of persons with disabilities.

4. The ILRC initiates "research processes, demonstration
models and projects related to independent living".

5. Through the development and implementation of public
education programs, the Centre promotes independent

living concepts and opportunities.

4.3 INDEPENDENT LIVING RESOURCE CENTRE PROGRAMS

Canadian and American independent 1living literature and the
Canadian Association of Independent Living Centres (of which
ILRC is a member) indicate that Centres must provide four
essential core programs. These are: Information and
Referral, Individual Advocacy, Peer Support and Research and

Demonstration Activities. The characteristics and nature of

these components differ depending upon available resources
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and the unique needs of the communities in which they are
located. In addition to the core offerings, the ILRC has
developed several other programs. In the following
paragraphs, the author will discuss the major components in

greater detail.

4.3.1 Information and Referral

Information and Referral is available to disabled persons,
families, friends; organizations, community groups and
government departments. Information on a wide range of
independent 1living and disability-related issues can be
obtained. These include: housing and accommodations, home
modifications and renovations, accessibility of buildings
and facilities, transportation, education, personal care
resources, family and child rearing, independent 1living
skill development programs, technical devices such as
computers, wheelchairs and adapted kitchen eguipment, etc.
Staff provide individualized research assistance to
consumers on areas of concern and referral of persons to

agency, community, government and self-help sources in

situations where information and/or services are not
available at ILRC. Also offered 1is a resource library
containing materials on independent living and
disability-related issues, a housing registry, various

publications, such as a manual on moving, and other public
relations source booklets. Computerized files and database

networks have been created to enable the quick retrieval of
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information. These resources are constantly being updated

and expanded.

4,3,.2 Peer Support

Peer Support provides opportunities for persons with
disabilities and family members to share emotional support,
life experiences and information on disability-related
issues and community resources. Peer support volunteers are

available to work with consumers through individual matches,

group sessions or on a one time basis. Relationships
continue for as long as the parties feel comfortable. Peer
Support can assist in any number of areas. These include:

knowledge of community resources, adjustment to a new
disability, sexuality and relationships, body image and
self-esteem, 1isolation and loneliness, dealing with public
attitudes towards disabled people, transition to independent
living, pregnancy, handling personality conflicts with

personal care attendants and addressing service needs.

4.3.3 Individual Advocacy

Individual Advocacy assists citizens with disabilities who
are experiencing difficulties negotiating with service
resources or in other aspects of need fulfillment. Concerns
in a variety of areas can be addressed. These include:
rights to services, human rights, rights related to tenant,
housing and income security issues, social service appeal

procedures, etc. Advocacy requests are approached on an
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individual basis, depending upon the wishes of consumers,
their experiences and abilities to deal with service
systems. It may be necessary for staff to act as mediators
between disabled persons and providers, assist people to
develop and/or enhance advocacy and negotiation skills or,
in some instances, to assume advocate roles with program
personnel on behalf of citizens. Other methods include:
case work referral, wutilization of volunteer peer advocates
or involving consultants to work directly with participants.
Consultation occurs in situations where 1issues are too
complex to resolve in other ways. Independent living skills
learning seminars are held to present problem solving models
for dealing with service systems, and these sessions provide
opportunities for consumers to share experiences with

respect to advocacy.

4.3.4 Research and Demonstration Activities

The ILRC operates a number of research and demonstration

projects. Several of these will be described below.

4,3.4.1 Volunteer Work Support

Consumers are assisted to determine their abilities,
interests, skills and goals, trained in the knowledge to
participate in volunteer opportunities at ILRC and 1in the
community and matched with volunteer placements suitable to
their needs and expertise. Assertiveness training, peer

support, information on technical devices and ways to adapt
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volunteer work settings are provided. Staff are available

to offer individualized support as needed.

4,3.4.2 Other Research Projects

Other research projects centre around the establishment of
unique independent living and housing options for
individuals and groups, the creation of a technical devices
product display facility and the application of independent
living concepts to work with seniors. Research on self
managed attendant staff systems and the needs and concerns

of ventilator dependent individuals is also taking place.

4,3.4.3 Additional Program Components
In addition to the core services, the ILRC offers three

additional components for consumers.

1. Leisure Education is available to Home Care
recipients between the ages of 18 and 65 years who
have disabilities and are physically and socially
isolated in thier homes or other living situations.
Participants are assisted to determine their leisure
interests and goals and the community resources which
can best meet these needs. They are then matched
with leisure companions who accompany them to
activities until such time as they no longer require
this assistance. Skills acquired through this
program can be applied to other aspects of life such

as volunteer pursuits. Information about leisure
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opportunities in the community is provided to all
disabled consumers who wish it. Research 1is
currently underway to determine feasible methods and
funding sources to expand this project to individuals
not in receipt of Home Care Services.

Vacation Relief offers physical and emotional support
to those disabled persons wishing to go on outings or
take short vacations with or without family members.
Trained facilitators provide personal care attendant
assistance to participants as a central element of
the program. Vacation Relief operates only during
the summer months.

Independent Living Skills Learning seminars assist
consumers to develop and enhance 1life skills such as
assertiveness, self direction, relationships, etc.
Presented either to groups or individuals depending
upon needs, seminars can address a variety of topics.
These include: self-confidence and self-image,
advocacy, sexuality and relationships, alcohol and
drug dependency, self managed attendant staff
systems, income security, income tax issues and
disability, rights and responsibilities, problem
solving models, technical devices, etc. The
reguirement for various skill areas changes
continually and the 1list of issues addressed is
determined by consumer requests. Skills seminars

provide opportunities to learn wuseful techniques and
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approaches to independent living. Participants can
share ideas and experiences with others in a

supportive and growth producing atmosphere.

4.4 ORGANIZATIONAL CONTEXT

It is important to note that the above-mentioned programs do
not exist within a static organizational context. The
Independent Living Resource Centre is a dynamic association
which is constantly evolving and changing as it responds to
new and emerging needs and challenges presented by
consumers. There were a number of factors which influenced

the course of events during the practicum.

Since its inception, the ILRC has grown rapidly, with the

establishment of the core programs outlined in the previous

section, as well as several other projects. The Federal

Government agreed to provide core funding for a five year
period but, as yet, no ongoing monies have been forthcoming
from the Province of Manitoba. This has necessitated
undertaking other projects which can generate a source of
revenue for the organization. Although the period of growth
has slowed somewhat over the past year, the ILRC is still
heavily involved in research ventures to address new need

areas.

Shortly before the commencement of the practicum, core
monies were received for the Information and Referral, Peer

Support and Individual Advocacy Programs. Information and
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Referral was somewhat more established than the other two
components due to the earlier receipt of funds and start
date. Peer Support and Individual Advocacy were entering
redevelopment phases, following periods of inactivity
without full time staff in these areas. It was necessary to
formulate new program objectives, goals and directions,
establish evaluation «criteria and set targets with respect
to the ideal numbers of consumers that could be served. In
addition, potential users of services had to be recruited
and discussions on ways to accomplish such recruitment were
taking place. Participants were utilizing these programs
prior to the commencement of the outreach practicum but the
author and the ILRC Board and staff believed that the
current project would aid in the location of additional
participants. There were some fears that this venture would
attract greater numbers of persons than could easily be
accommodated by these programs. Hesitations were discussed
openly with Board and staff, with the proviso that methods
would be devised for dealing with this situation should it
arise. As will become clear in later chapters, a small
number of consumers responded to the outreach and their

needs could easily be addressed by the association.

Despite these hesitations, the organization wished to
become more widely known in the community and to develop a
higher profile among government bodies, funders,

associations and consumers. The Board and the Public
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Relations Committee felt the development of new information
packages would contribute to the accomplishment of this
endeavour. Existing publicity materials were out of date.
This was the first time ILRC consciously sought to
undertake outreach' into the community and to evaluate the
results. As literature reviewed earlier indicates, good
quality publicity packets would contribute to the success of
this venture. The Board of Directors, Public Relations
Committee, staff and the author were then faced with the
task of deciding exactly how ILRC should be projected in the
reaching out materials. Individuals were struggling with
questions about the images of the association that would
most clearly explain independent living concepts and
organizational work and, at the same time, elicit awareness
building and positive responses to the outreach messages
from consumers, agencies, government bodies and potential
funders. Participants 1in this process, including the
consultant hired to assist in the formulation of the
information packages, held various views on appropriate
organizational images and how these should be communicated.
The discussions on brochure development and image that took

place are documented in chapter five.

It was this climate of program development, challenge,
growth and 1issues about the most effective ways to convey
independent living concepts and association offerings that

formed the context for the practicum.




Chapter V
PREPARATION OF OUTREACH MATERIALS

5.1 INTRODUCTION

This chapter will describe the process of preparing outreach
materials for distribution, including an outline of the
strategies employed by the writer and personnel of the
Independent Living Resource Centre to make decisions about
the nature of the messages to be contained in brochure,
newsletter, media and personal contact vehicles.
Newsletter articles and inservice presentations were
prepared by the author in consultation with her practicum
adviser and ILRC program co-ordinators for Information and
Referral, Peer Support and Individual Advocacy. These
sources provided feedback which assisted in determining the
relevance of this publicity to the target audiences and the
accuracy of the researcher's portrayal of Centre offerings.
Wherever possible, consultation also took place with
organizations receiving newsletter pieces and inservices to
ensure that these communications were relevant to readers

and participants.

In the case of brochure and media outreach, decisions
about the nature of messages were brought about through

negotiations and consensus building on the part of the

- 105 -
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writer, ILRC Board and staff levels and a design consultant
hired to assist in revising the Centre's information

packages.

In addition to the above-mentioned points, this chapter
includes a discussion of the steps undertaken to determine
which sources would receive the intervention. Throughout,
the student will relate her descriptions to the literature

reviewed in chapter three of this report.

The practicum began in November, 1988, with the
preparation of outreach materials for distribution, as well
as attempts to design criteria to evaluate the intervention.
Activities continued until August 31, 1989, at which time
monitoring of consumer responses to reaching out processes
ceased. The researcher had originally planned to complete
this project over a three month period. Due to a number of
factors which will be delineated below, preparation of

brochures and news releases took much longer than expected.

5.2 PREPARATION OF BROCHURES

5.2.1 Introduction

Prior to project commencement, the ILRC Public Relations
Committee, program staff and the author examined the
Centre's general information and program pamphlets. From
this perusal, it became clear that these pieces were out of
date and required revision. The original intention was to
prepare a new generic brochure for the practicum discussing

the philosophy and goals of the ILRC, the programs offered
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and providing situational examples demonstrating an
understanding of the circumstances experienced by consumers.
A general pamphlet would offer sufficient information to
enable those with unfulfilled needs or questions to call the
Centre, should they wish to do so. Brochures on the various
components of the association would be revised as time and
money permitted. The Centre received new Federal funding to
Support core programs and the Managing Director and Board
felt that some of this allocation could be utilized to
revise program packets. The Public Relations Committee, in
consultation with the Board, made a decision to produce a
new generic pamphlet, with accompanying folder and program
inserts, and to engage a design consultant to assist in this
process. This Committee believed they had insufficient
publicity knowledge to undertake this task on their own.
Someone with these skills could prepare materials that would

raise the organization's profile in the community among

consumers, service providers, government officials and
potential funders. Organizational image would also be
enhanced. A design consultant could impart wvaluable

knowledge of public relations style and processes to Board
and staff members. This learning would help these persons
to feel more confident about preparing future publicity.
Richard Chamberlin of Richard Chamberlin and Associates was

hired to produce a complete public relations package.
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As part of the practicum design, the writer agreed to
prepare all outreach materials she would be utilizing on the
project. It was thus important that she assume a central
role in formulating the generic brochure. With the
assistance of her adviser and the Managing Director, she
negotiated an arrangement with Richard that would enable her
to design pamphlet drafts for his perusal. He would have
input on public relations style, format, layout and visual
imagery. These were areas in which the writer believed she
had insufficient knowledge, and she appreciated the advice
of a consultant. Such a process would contribute to the
student's individualized learning goals. Richard was asked
not to alter brochure content in any significant way without
first discussing this with the author. It was important
that the generic pamphlet conform to literature about the
preparation of brochures and that discussions of Centre

philosophy be congruent with goals and objectives.

Since the writer wished to expedite the process of
brochure preparation as much as possible so that she could
begin distribution, she was confronted with the desire to
act quickly but also to work towards consensus within the
organization concerning the nature of the messages to be
contained in the generic pamphlet and the entire information
package. However, the exercise of reaching agreement on
these 1issues took much longer than expected and the new

folders and inserts were not completed until May, 1989.
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There are several reasons for this. First, Public
relations 1is a dynamic and somewhat nebulous area.
Associations must establish organizational images within
communities. These perceptions will alter in response to
changing group and consumer needs, the views of personnel,
situational factors, adjustments in services or programs,
etc. Questions about the nature of the messages conveyed to
target audiences and appropriate procedures for transmitting
information are relevant to this discussion. Solutions to
these dilemmas are 1in a constant state of flux and are
determined by the above-mentioned organizational processes.
Once associations become comfortable with their community
images, the tasks of devising effective strategies and
methodologies to communicate messages to their target groups
becomes easier. Association personnel espouse differing
views on the foregoing issues and ways of dealing with these

opinions must be formulated.

Consensus formation is more difficult to achieve in
organizations with multilevel communication structures such
as the ILRC. Representatives from committee, Board and
staff levels are often directly 1involved in negotiations to
bring about agreement, but information must also filter to
those participants who do not attend the negotiation
sessions. Members of the Public Relations Committee
(including the researcher), the Managing Director and

Information Officer (as staff support person to the
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Committee) met directly with the design consultant. These
individuals had varying opinions about overall themes for
the packages, public relations style, format, message
content, layout and graphics. Program co-ordinators who
designed inserts on their specific areas also held views on
these matters. Because this was the first time ILRC had
developed professional guality materials for outreach
purposes, all parties 1involved were unsure of the
organizational images that should be portrayed, how best to
communicate message content to target audiences and the
types of information to convey. Individuals were naturally
sensitive about these matters and were concerned about the
accuracy and relevance of all publicity. Within this
context, the Board, the Public Relations Committee, the
Managing Director, the writer and the consultant worked to
develop consensus on the information packages. The author
attempted to facilitate the progression of this process

through a series of steps.

5.2.2 Steps in the Consensus Process

1. During the month of December, 1988, the student began
preparing drafts of a generic brochure outlining ILRC
philosophy and goals, describing Centre programs and
depicting examples of situations experienced by consumers.
The drafting commenced prior to the decision that the
generic pamphlet should be part of the revised information

packages.
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2. In December, a series of meetings was organized, with
the design consultant, members of the Public Relations
Committee, the Managing Director and Information Officer in
attendance. During these sessions, ILRC representatives
acquainted Richard Chamberlin with Centre philosophy and
goals and participants brainstormed on possible style,
content, format, layout and visual imagery for the
information packages. They examined several formats and,
through consensus, agreed on the concept of a folder with a
philosophical statement on the inside cover and accompanying
inserts. This would enable individual brochures to be
revised or added, without revamping the entire publicity
packet. Richard indicated he felt the packages should be
part of an overall marketing plan for the ILRC. Continuity
of material would be enhanced if a centralized theme or
phrase appeared on the folder, with accompanying sub-themes
on each insert. Those in attendance spent considerable time
discussing thematic ideas. Differing views were expressed,
as well as some uncertainty as to which themes would most
accurately reflect the essence of ILRC. Lists of choices
were developed and participants gradually narrowed these
down until a consensus was reached on the overall slogan of

Building Independent Life-Styles. Achieving Independent

Life-Styles was chosen as the theme for the generic

pamphlet. Richard Chamberlin indicated he would prepare a

draft layout for the information packages.
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3. The writer continued to refine drafts of the generic
brochure. She received feedback from the Public Relations
Committee Chairperson, the Managing Director, an ILRC staff
person with creative writing experience, her practicum
adviser and the design consultant. Her first drafts were too
lengthy and were written in academic style rather than in
public relations format. Richard indicated that public
relations style employs headings which are eye catching,
short sentences and phrases which are designed to capture
the attention of readers. The researcher attempted to make
refinements based on the comments of these individuals. She
pretested the brochure with several community organizations
known to ILRC. Feedback was received from the Coalition of
Provincial Organizations of the Handicapped, E-Quality
Employment, Reaching Out Employment Services and the
Manitoba League of the Physically Handicapped. The
Association for Community Living and the Canadian Paraplegic
Association did not respond. Pretest groups were asked
questions about the nature of the messages communicated,
whether or not they would feel inclined to utilize ILRC
after reading the material and about pamphlet content,
format and tone. Suggestions were sought as to how the
pretest draft could be altered to make it more attractive to
consumers and organizations (see Appendix B for a copy of
the pretest kit). Commgnts from those associations which
responded indicated positive views of ILRC, that they would

utilize organizational offerings and that the material wvas
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generally attractive to consumers. Suggestions were made as
to format, layout and minor content changes. Based on this

feedback, the author made further draft refinements.

4, In January, 1989, the design consultant submitted
layouts for the perusal of organizational representatives.
These drafts were taken to staff by the Managing Director
for examination. This process took until the end of January
to complete. The practicum adviser and Managing Director
met with the researcher to ensure that she had control of
the content and format of the generic brochure. The
adviser was concerned that the design consultant was too
heavily involved in the process and that the student did not
have the opportunity to prepare materials as an independent
piece of practice. The Managing Director perceived no
difficulties in allowing the author to work independently.
He indicated it was necessary to receive feedback to ensure
that her pamphlet was congruent with program inserts being

formulated by staff.

5. During January, the writer continued to obtain
comments on brochure drafts from the Managing Director, the
Public Relations Chairperson, ILRC staff and members of the
practicum committee. In some cases, feedback from various
individuals differed with respect to content, format,
layout, program descriptions, situational material, etc.
The researcher was faced with the task of deciding what to

incorporate into the redrafting process and that which
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should be ignored. She decided what items to include based
on literature on brochure preparation reviewed earlier, as
well as the above-mentioned comments. The writer found this
process somewhat frustrating, as she sometimes felt she had
to assimilate all the feedback in order to satisfy everyone.
In retrospect, she could have taken a firmer stand on
pamphlet content, thus asserting a greater degree of control

over the process.

6. In February, the author continued her efforts to move
the organization towards consensus on brochure preparation
by facilitating meetings with the parties 1involved. With
the assistance of ILRC participants, Richard drafted a
structure to be followed for the preparation of the general
pamphlet and program inserts. This included: space for

visual imagery, situational illustrations and/or program

descriptions, a place for the name and address of the
organization and the Centre logo. Inserts would be layed
out in column format. Decisions were also made about the

structural elements to be incorporated into the generic
pamphlet. The brochure would begin with the presentation of
realistic circumstances experienced by potential consumers,
followed by a philosophical statement of the essence of
ILRC. Options for addressing the above-mentioned situations
would be outlined, along with the rangé of choices available
at the Centre for meeting citizen needs. Programs would be

listed and the address and telephone number of ILRC given.
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Space would be provided for the organizational logo.
Richard believed that all inserts should utilize identical
visual images of people engaged in daily activities, as this
would offer a wunifying effect. The pictures would be
arranged in a different order on each insert. Discussions

also took place on a mission or philosophical statement for

the inside cover of the folder. Final decisions on the
content of this draft were not made at this point. Program
co-ordinators began preparation of inserts on their

respective areas according to previously agreed upon

structural elements.

7. During February, the student continued the process of
redrafting the generic brochure. The frustrations she had
experienced in January were present and she did communicate
these feelings to those offering comments on her drafts.
Again, she could have taken a firmer stand, indicating what
material she could alter and which information could not be
changed. One of her drafts was revised by the design
consultant and 1included some statements which were not
congruent with the philosophical elements she believed ILRC
representatives had communicated to him. At this point, the
writer realized that Richard had slightly different views on
the Centre's philosophy and that participants held differing
perceptions of public relations and communication style.
She worked with Richard to correct his philosophical

misconceptions and asked that he not alter significantly the
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statements contained in the generic brochure, without
verifying these changes with her. The consultant honoured

this request.

8. In March, the process of developing program inserts
continued and discussions began on the collage of images for
the folder and inserts. Richard made a presentation to the
Board and received approval for the concept of the folder
and 1inserts. Some input on visual imagery was also

provided.

S. In March, the researcher negotiated agreement with
the Public Relations Chairperson and Managing Director on:
the situational illustrations to be contained in the generic
pamphlet, a brief statement describing ILRC, options for
dealing with the circumstances presented, a list of programs
and an invitation for consumers to call for assistance in
meeting needs. Brochure content was congruent with existing
literature. Lists of ILRC offerings identical to those on
the general pamphlet would appear on each insert. The
author submitted her final draft to the design consultant
and he made some minor alterations in sentence structure and
grammatical elements. The nature of the messages conveyed

and the philosophical statements remained intact.

10. In April, final selection on the imagery was made by
the design consultant and Centre representatives. Drafting

of program inserts was completed and submitted to the
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consultant for final changes with respect to style, sentence
structure and grammar. Following these revisions, all
inserts and the folder were returned for final perusal and
approval by the Public Relations Committee, the Managing
Director and staff. The material was then resubmitted to
the consultant for type setting and negotiations with the

printer.

11. On May 1, the completed packages were returned to
the Centre and the writer distributed the generic pamphlet

to target organizations.

5.2.3 Analysis of the Brochure Preparation Process
In retrospect, the writer learned a great deal from this
lengthy process. She came to appreciate the simplicity of
public relations style and how this differs from academic
writing. Important data was gleaned about format, layout,
content and graphics which could be utilized 1in preparing
outreach publicity. She heard differing perceptions of the
nature of reaching out communications and participated in
the process of coming to consensus on how information could
be conveyed to consumers in ways which would stimulate them
to pay attention. The complexity of organizational
decision-making was brought home to her as she and other
personnel attempted to facilitate meetings between the
various ILRC levels and the design consultant to reach

agreement on central issues in the preparation of the

packages.
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She realized that several factors accounted for the
delays and the lengthy nature of the consensus formation
process. First, in order to complete the project within a
reasonable time period, the writer wished to facilitate task
completion. However, three of the core programs were in
formative stages of development and staff were establishing
overall objectives, goals and directions for their areas.
It was not an ideal time to formulate public relations

materials.

Second, the student's own learning tasks contributed to
the delay. Her first drafts of the generic brochure were
too lengthy and contained situational examples and program
descriptions which required refinement prior to inclusion in
a pamphlet. She had to acquire skills in public relations
style in order to write suitable material and resolve
questions about the nature of messages to be communicated to
the target populations. She produced drafts and revised
these on the basis of feedback received from numerous
individuals. This series of events took time and progressed

more slowly than expected.

Third, at times, the author was too heavily oriented
towards task completion and could have dealt more
expeditiously with process issues. Her own frustrations, no
doubt, hampered her abilities to facilitate this.
Participants wanted to ensure that messages were conveyed in

ways that would reach consumers, communicate an




119

identification with their situations and stimulate them to
respond. Questions about organizational imagery and
sensitivity to methods of depicting programs and
circumstances were present and these could have been

acknowledged and dealt with more openly by the author,.

As with the majority of public relations exercises, the
project did not generate firm answers on which outreach
messages were most effective in reaching consumer
populations. This is due to the changing nature of
publicity and the fact that there are no ideal solutions to
these communication issues. Associations generate their own
procedures for dealing with public relations dilemmas and
these will alter 1in 1light of organizational dynamics,
changing client needs, situational variables, adjustments in
services, etc. The practicum provided a basis for further
exploration of these areas and continued discussion about
image and decision-making structures. In future, the ILRC
and other associations conducting outreach ventures will be
faced with identical questions and the necessity of building
consensus to facilitate task completion. It is hoped that

the process may be somewhat less arduous.

There are no ideal methods which can be implemented to
ensure that this is the case. One possible solution to
facilitate negotiation and consensus building on outreach
materials of this nature would involve the establishment of

a publicity sub-committee of the Public Relations Committee.
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This body would be composed of public relations specialists
who had been educated and sensitized about IL philosophies
and concepts, staff and Board representatives and consumers.
These individuals could oversee the preparation of publicity
packages and the approval of initial drafts. This would
decrease the volume of information communicated between the
various organizational levels, facilitate the transmission
of data through the Board of Directors, committees and staff
and promote negotiation and consensus building. In the
opinion of the author, it is still vital that all components
of the association be an integral part of the process. The
sub-committee could expedite information flow, ensure that
relevant persons and groups are involved and communicate the
belief that all parties are equal partners in the effort to
grapple with issues and respond to emerging publicity

challenges.

5.3 PREPARATION OF NEWSLETTER OUTREACH

Between February and April, 1989, the writer prepared

articles on the ILRC for the following newsletters:

1. Manitoba Social Worker, The Manitoba Association of

Social Workers.

2. Muscular Dystrophy Association Newsletter, Muscular

Dystrophy Association.

3. Ups and Downs, The Stroke Association of Manitoba.
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4. The College of Physicians and Surgeons Newsletter,

College of Physicians and Surgeons of Manitoba.

Decisions to prepare pieces for the first three
newsletters were taken simultaneously with choices about
which organizations should receive outreach materials. With
respect to the College of Physicians and Surgeons, this
vehicle was selected only after other avenues had been

explored.

Due to the fact that a member of the writer's practicum
committee knew a contact person with the Association of
Family Medicine, it was decided to check out this
organization first. In addition, it was also felt that a
number of individuals in the general population visited
family clinics and some of these individuals might be people
with disabilities. It was important for physicians to be
attuned to the needs of disabled citizens. If these
professionals were to integrate consumer and independent
living philosophies and concepts into their work, knowledge
of IL and the 1local Centre as a resource was vital.
Physicians would be in a better position to make appropriate

referrals to ILRC.

In order to determine how to access family physicians,
the author contacted a member of the Faculty (Department of
Family Medicine) at the University of Manitoba. This
individual indicated that a bulletin was distributed to the

U of M Medical Faculty and there was a National Journal of
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Family Medicine. The writer felt that outreach which
targeted Faculty members was too narrow in scope, while a
national journal was not an appropriate vehicle to reach
Manitoba physicians. There were two additional sources
through which to publicize ILRC. These were the Manitoba
Chapter of the College of Family Medicine and the Manitoba

Medical Association.

In March, the author telephoned the President of the
Manitoba Chapter of the College of Family Physicians. He
indicated that the next issue of the newsletter would be
published in June, 1989, but he could not guarantee space
for an article. At the time, the researcher believed the
intervention phase would be completed by June, so that a
piece printed then would be too late to have any impact on

the project.

Contact was made with the Manitoba Medical Association.
The newsletter editor advised that space was at a premium.
Any article submitted could be only eight lines in length.
This was insufficient to describe ILRC, outline programs or
provide information about how persons could contact the
Centre. It was suggested that the author telephone the
College of Physicians and Surgeons. The writer called the
College and was informed that approximately half a page of
space was available in the May-issue of the newsletter.

This would enable a fuller portrayal of the Centre.




123

The four newsletter pieces on ILRC were prepared in
accordance with the literature on outreach reviewed earlier.
Within the confines of space, write-ups contained: an
overview of the association's philosophy and goals,
discussion of organizational mandate and funding sources, an
outline of programs and the inclusion of situational
examples. Publicity was written from the point of view of
the audience who would be reading each article. In the case
of social workers and physicians, illuétrations relevant to
their professions were utilized. Readers were encouraged to
convey information to patients/clients. Pieces for Ups and

Downs and The Muscular Dystrophy Association Newsletter were

prepared for disabled consumers, friends and family members.
Organizational representatives were contacted to ensure that
situational examples would be relevant to their target

populations.

With respect to the Stroke Association of Manitoba and
the College of Physicians and Surgeons, space was at a
premium. This made the task of writing pieces which
incorporated all relevant points more difficult. Only a few
Centre programs with accompanying illustrations could be
included. Focus was placed on the core offerings, since
these were key Centre elements and were seeking additional

consumers.

All newsletter pieces were formulated in consultation

with the researcher's primary adviser, who provided feedback
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and suggested changes. Since he was a member of the Social
Work profession, the writer believed he could offer valuable
assistance in depicting publicity in terminology familiar to
the discipline and incorporating relevant illustrations.
ILRC program personnel were consulted to ensure that
descriptions of key components were realistic. In many
cases, articles had to be prepared within very short time
periods. These constraints made it impossible to involve
the Public Relations Committee, the Managing Director and
other staff. Material was not pretested due to time
limitations. In addition, there were difficulties locating
pretesters with similar characteristics to the target
audiences (see Appendix D for copies of newsletter pieces
sent to organizations and those which were printed). These

will be analyzed in a later chapter.

5.4 PREPARATION OF MEDIA OUTREACH

5.4.1 Introduction

During the months of May, June and early July, the writer
prepared media outreach, including news releases and
accompanying covering letters, for distribution to
newspapers, radio and television stations. Prior to this,
she was involved in background work. She met with Susan
Hart-Kulbaba of the Manitoba Federation of Labour, who has
experience in mass-voice media. Susan and the writer
discussed points to be considered when preparing for
interviews and how to handle difficult questions posed by

media personnel. She also explored the above-mentioned
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areas with her practicum adviser. She perused relevant
articles on the formulation of press materials and
techniques for media interviewing. The majority of these
references have been presented in the literature review.
One piece could not be placed in the bibliography due to
difficulties 1in locating an author and other publication

data.

5.4.2 Steps in Preparing Media Releases

Media releases were prepared utilizing the following steps:

1. In accordance with literature which states that media
outreach should be built around centralized themes, the
writer decided to focus on three of the Centre's core
programs, namely, Peer Support, Individual Advocacy and
Information and Referral. These areas were expanding due to
the receipt of monies from the Federal Department of Health
and Welfare and were attractive to consumers. Additional
participants could also be accommodated. The decision about
themes was made 1in consultation with the ILRC Board of
Directors, the Public Relations Committee, the Managing

Director and staff representatives.

2. In May, the researcher began preparing drafts of a
media release and accompanying covering letters. The
above-mentioned Centre personnel perused these items. Some

revisions were made on the basis of comments provided by

these 1individuals. The Managing Director advised the
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student to pretest the materials with media representatives,
indicating that his knowledge of this area was limited. The

practicum committee supported this recommendation.

3. In May, the author pretested the media release and
covering letter with three persons working in the field.
One individual had been involved with newspapers, - another
was the editor of an agricultural magazine and a third was
employed by a radio station. The pretest kit contained the
above-mentioned drafts and a form which asked participants
for comments on various aspects of the materials. These
included: content, style and format, newsworthiness,
whether or not the release dealt with the key questions of
"who", "what", "where", "when" and "why" and if information
would generate enough interest among these individuals to
prompt them to undertake follow-up. Feedback was also
sought on how the publicity could be changed to increase the
likelihood that it would be read by persons receiving it
(see Appendix E for a copy of the pretest kit). Comments
from the pretesters supported 1literature on the preparation
of news releases which was reviewed earlier. Material
should be clear and concise, paragraphs and sentences brief
and a lead paragraph giving essential information should be
followed by data which expands on the points raised in the
opening statements. Releases should be designed to capture
interest and covering letters should be personalized.

Pretester comments pointed out sections of the material
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which were unclear, suggested slight changes in wording
which would improve the overall impact of the messages and
indicated that one or two contact names should appear at the
top of the release, Feedback on content, format and layout
was also offered. Based on the above-mentioned input, the
researcher made further refinements to the news release and

covering letters.

4. During May and June, the researcher continued to make
refinements to the media information and compile a list of
newspaper reporters and radio and television personalities
to whom the material could be sent. She sought further
feedback from the Public Relations Committee Chairperson,
ILRC staff with creative writing experience and the Managing
Director on the news release and covering letter. She
placed these items in the Managing Director's mailbox with a
note requesting comments. He was extremely busy at this
juncture and no feedback was received from him. The writer
believed this silence signified agreement with the nature of
the materials and prepared for distribution of what she
hoped would be the final drafts. Copies of these items were

provided to the Managing Director.

5. On June 15, he indicated he had some concerns about
some aspects of the material but could not discuss it until

a later point because he was leaving town.
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6. The researcher attended a meeting of the Public
Relations Committee to raise some of the issues regarding
the media publicity. She was referred back to the Managing

Director to explore the concerns he put forward.

7. She mét with him several times during the last week
in June to deal with the press material. He was concerned
about some aspects of wording. For example, the student had
referred to the outreach venture as a "campaign". He felt
the term signified a fund raising program. A compromise was
negotiated and the reaching out project was called a
"promotional effort". Other alterations in sentence

structure were agreed upon through discussion to improve

clarity of presentation. He concurred with the overall
messages being conveyed, format and layout. As a result of
these meetings, the writer realized she had spent

insufficient time with staff acquainting them as to the
purposes of the press materials and how media outreach was
to be conducted. She had written memos explaining these
aspects but had not attended a weekly staff session to
clarify points or to answer questions. Some personnel felt
that names of the co-ordinators of the Peer Support,
Individual Advocacy and Information and Referral Programs
should appear on the media release as contacts, in addition
to the writer. The author pointed out the feedback received
from pretesters. This indicated that media representatives

following up on information found it more expedient to speak
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with one or two organizational contacts. She noted that she
would not compromise on this aspect and that a decision
‘needed to be made on the persons' names to be placed on the

media release.

8. The Program Development Co-ordinator felt it would be
valuable for the writer to meet with an ILRC summer student
studying communications at Red River Community College. She
had some experience in preparing publicity materials.
Another project employee had written media releases on the
Vacation Relief Program which were well received by
newspaper, radio and television personalities. This
individual also attended the sessions which were held in
late June and early July. The researcher explained her
frustration with the lengthy nature of the preparation
process and her wish to reach a consensus on the final
version as quickly as possible. Covering letters were
deemed acceptable. The summer students proposed changes in
wording to improve presentation clarity. The nature of the
messages remained unaltered. It should be noted that the
writer concurred with some of the suggestions but disagreed
with others. She indicated issues on which she was willing
to compromise and those on which she would not alter her
position. These choices were based on comments of media
pretesters. Through negotiation and discussion, agreement
on a final version of the news release was reached in early
July. This item was typed and prepared for distribution.

Covering letters had been completed at an earlier point.
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5.4.3 Content of Covering Letter and Media Release
The letter to the media offered a one sentence description
of 1ILRC. It mentioned that the Centre was launching a
promotional effort to acquaint disabled persons, friends and
family members with programs and indicated that the target
population was part of the reading, listening or viewing
audience. Requests for time on radio and television
programs or newspaper interviews were then made. Some
newspapers were asked to print the enclosed media release.
The letter provided a contact person who could be reached
for further information and indicated that the writer would
phone the media representatives to discuss the press
material further. In accordance with literature reviewed
earlier, the letters were addressed to specific individuals,
thus making follow-up easier. This also facilitated the
consideration of requests by the appropriate media

personnel.,

Media releases provided a short description of the ILRC
and the overall goal of the organization, explained the
promotional effort and outlined the key aspects of the Peer
Support, Individual Advocacy and Information and Referral
Programs. Situational examples were given and a brief list
of other Centre components delineated. The release ended by
giving the names and telephone numbers of the writer and the
Information Officer as contacts for follow-up (see Appendix

F for copies of the covering letter and news release).
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5.4.4 Factors Explaining the Media Preparation Process
In the opinion of the researcher, the reasons and factors
accounting for delays in brochure preparation are relevant
to the lengthy process required to formulate media publicity
for distribution. Numerous individuals were involved in
providing feedback to the author on media vehicles and these
persons espoused differing views in accordance with previous
experience. Those offering comments included: three
pretesters, the Public Relations Committee, the Managing
Director, ILRC staff, summer students and the practicum
Committee. The author's dual roles as Committee and Board
member and researcher had an impact on the preparation
process. Communication channels differ for information
conveyed through Board and Committees and that transmitted
between staff members. As much as possible, she attempted
to ensure that written and verbal data was funneled through
the various organizational levels. In one instance, she
received approval from the Public Relations Committee to
proceed with the preparation and distribution of a final
version of the media release. However, she had neglected to
clearly articulate to staff the purposes of the outreach,
planned follow-up activities or to clarify decisions about
the contact names to appear on the release and covering
letters. This situation was rectified through meetings with
the Managing Director and other personnel prior to the

conclusion of the distribution phase.
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For the most part, issues were discussed through open
communication, negotiation and compromise between
organizational levels. Again, the researcher felt she
placed too much emphasis on task issues to the detriment of
process concerns. She stated her positions more clearly
with respect to views on media outreach than she had when
preparing brochures and was firmer 1in noting which
circumstances were open to compromise. Reasons for her
opinions were given. With respect to media preparation, the
practicum did not generate clear solutions about which
messages were most effective in reaching consumer
populations. Public relations dilemmas have no answers but
form the basis for further exploration of relevant issues
such as: the nature of reaching out communications and
questions about organizational imagery and decision-making
structures. . The author reiterates the view that one
possible method to facilitate the negotiation and consensus
building process on reaching out materials would involve the
establishment of a publicity sub-committee of the Public
Relations Committee. This body would oversee the
preparation of media communications. The reasons for its
formation have already been noted in an earlier section of

this chapter so will not be repeated here.
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5.5 PREPARATION OF PERSONAL CONTACT OUTREACH

5.5.1 Introduction

Personal contact outreach was limited primarily to
inservices on ILRC provided to various disciplines within
the Rehabilitation Hospital and the Health Sciences Centre.
Limitations of this kind were imposed so that reaching out
could be conducted in greater depth than would otherwise
have been possible. 1In addition, time considerations were a
factor. Had the writer chosen to contact all the
organizations on her original list of sources, outreach

would have been superficial and the impact more difficult to

measure.

5.5.2 Steps in the Preparation of Personal Contact
Outreach

Personal contact outreach was undertaken wutilizing several

steps.

Since the writer was unsure of how to reach the major
disciplines within the Rehabilitation Hospital and Health
Sciences Centre, she telephoned the Director of Social Work
requesting a meeting with members of the Department who
worked in the Rehab. The practicum adviser had suggested
that she begin with social work, since that was her
profession. A meeting with Rehab. social workers was held
in late March, 1989, to discuss techniques for reaching
social workers, nurses, occupational therapists,

physiotherapists and physicians within the Rehab. and the
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Health Sciences Centre. Those present indicated they would
pass information about ILRC along to other social workers,
in the Rehab. and requested brochures to give to consumers
upon discharge from this facility. They felt that each
discipline should be approached separately with offers to
provide inservices. It was also believed that the writer
could prepare an article for the Health Sciences Centre
newspaper. The author later contacted the Public Relations
Co-ordinator to check out this possibility. She was told
that articles on employees or disciplines within the Health
Sciences Centre were accepted for publication and that
contributions from organizations outside this facility were
not considered. Staff writers prepared all submissions to
ensure high quality and standards for the newspaper. This
was clearly not a viable option for the current project.
The Rehab. social workers also told the writer about a
display booth located within the main Health Sciences
complex and that associations could book that space to sell

items or display their work.

Following the meeting with the Rehab. social workers, the
researcher contacted representatives from a variety of
disciplines during the month of Aapril. She requested time
to provide inservices to departmental staff and discussed
wifh most contacts the types of situations with which they
were confronted. This was to enable her to utilize examples

relevant to the professionals who would be attending the




135
various presentations. Time did not permit her to discuss
illustrations with the occupational therapy department.
This necessitated that she check out the relevance of
situations with participants during the inservice, and this
made preparation more difficult. The following contacts to

arrange inservices were undertaken:

1. Occupational Therapy: Ms. Marg Faber, Assistant
Director.

2. Nursing: Ms. Joyce Neville, Nursing Supervisor,
Rehab-Respiratory, Rehab. Hospital. Ms. Bev Davis,
Inservice Nurse, Rehab-Respiratory.

3. Physiotherapy: Ms. Mary Cechetto, Director.

4. Physiotherapy: Dr. Carol Myles-Tapping,
Physiotherapy Research Scientist. The writer met
with Dr. Myles-Tapping to gain a clearer

understanding of the structure of the Physiotherapy
Department and the Rehab. Hospital.

5. The writer also met with Dr. Ron Bowie, School of
Medical Rehabilitation, to further discuss the
structure of the Rehab. and the Health Sciences
Centre,

6. The writer had contact with Ms. Joan Sims, an
Occupational Therapist within the Rehab. Hospital.
Joan organized a support group for persons with limb
amputations, and the author offered to give these

individuals information about Centre programs. The
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invitation was accepted and the writer met with 12
members of this support group.

7. The writer attempted several times to establish
contact with physicians in the Rehab. Members of the
above-mentioned disciplines indicated they did not
know how to reach doctors, and even some physicians
admitted this was a difficult task. For these
reasons, medical personnel could not be contacted.
This was unfortunate, as the writer believes that it
is important for physicians to be aware of the needs
of persons with disabilities and organizations such
as ILRC which are available to address concerns.
Publicity secured 1in the College of Physicians and
Surgeons newsletter was insufficient to provide a
thorough wunderstanding of the Centre and its

offerings.

The writer assembled material for inservice presentations
during April and May, 1989, Content was based on points
about outreach previously outlined in the 1literature.
Sessions were tailored to the professionals or consumers in
the target audience, and incorporated an overview of ILRC
and its philosophy and goals, a discussion of the
organization's mandate and the ways in which the IL model
complements and differs from the health éare structure. A
delineation of major program components was provided. The

benefits of consumer participation in the Centre were noted
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and those present were asked to convey information to
patients with needs that could possibly be fulfilled by
ILRC. Examples relevant to the target audience were
integrated into each inservice. Program personnel were
consulted to ensure that discussions of key components were
realistic. However, for the reasons outlined 1in the
foregoing section, the Public Relations Committee, the
Managing Director and other staff were not involved in
presentation preparation. An analysis of these sessions

will be undertaken in later chapters.

The author was able to book time in the Health Sciences
complex display booth for early June. This provided
additional opportunities for outreach intervention within
the hospital, as employees would be able to learn more about

the Centre and to obtain brochures, ILRC newsletters, etc.

5.6 ORGANIZATIONS SELECTED FOR RECEIPT OF OUTREACH
INTERVENTION

5.6.1 Introduction

Prior to wundertaking the current project, the writer had
perused the Social Planning Council's Manual of Social
Services to select possible targets for receipt of outreach
intervention. From this document, she made a list of over 50
organizations. These included: those providing
disability-specific services, self-help groups meeting the
needs of persons with disabilities, community associations

offering generic services to the Winnipeg-based population,
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counselling centres, hospitals and inner city business and
residents groups. The inner city organizations were listed
because of the writer's intention to reach vulnerable
members of the target population residing in Winnipeg's
core. The vwriter attempted to narrow down her original list
by telephoning each association to determine mandate and
whether or not disabled people were likely to utilize
services. Despite this, the list was still too large for
easy manageability. Targeting 50 groups would have resulted
in superficial outréach, the impact of which would have been

impossible to measure.

On the basis of feedback from ILRC staff (including the
Information Officer who has liaisons with a number of
sources) and the practicum Committee, the author was
assisted in categorizing organizations and making decisions
about those which were to receive combinations of brochure,

newsletter and personal contact outreach.

5.6.2 Final List of Target Organizations

The final list of target organizations included the

following:
1. Professional Association: The Manitoba Association
of Social Workers, (MASW) . This Association was

chosen because of the fact that many professionals
came into contact with disabled persons and/or their

families in their daily practice. Those workers who
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did not have members of these target groups as
clients at the time of the project might meet them at
a future point. The author believed that an article
would acquaint readers with some of the needs and
issues of concern to people with disabilities and
their families. MASW published a monthly newsletter
which was distributed to over 200 social workers and
the researcher could prepare a piece on ILRC for
submission to this vehicle. The Manitoba Institute
of Registered Social Workers was also contacted.
This source was later ruled out because no regular
newsletter was published. 1In addition, the Institute
had fewer members than did MASW.
Hospital: The Rehabilitation Hospital and the Health
Sciences Centre. These facilities were selected on
the basis of comments received from consumers of ILRC
who had been patients. It was their feeling that
some staff were unaware of the needs of persons with
disabilities. In addition, the Rehabilitation
Hospital has contact with newly disabled citizens who
have not yet dealt with the traditional
rehabilitation structure. The writer believed that
these potential consumers could benefit from
information about an organization with an operating
model different from the medical or service

paradigms.
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One medical-related association: The Association of
Family Medicine. A choice to target this

organization was made because the author believed

that a large sector of the population, including
those with disabilities, visit family clinics or
general practitioners. It was important for these

physicians to be made aware of the needs of disabled

citizens. Upon further examination, the author
learned that submitting an article for the
Association's newsletter was not practical.

Distributing brochures to all members of this group
was also impossible, and breaking down the mailing

list so that only Winnipeg-based physicians received

publicity proved problematic. The College of

Physicians and Surgeons Newsletter was eventually

targeted because this publication reached over 2000
doctors and gaining access to it was relatively easy.
Student Counselling Centres at the Universities of
Manitoba and Winnipeg, Resource Centre for
Handicapped Students (Red River Community College.)
Special Programs Office (Student Affairs, University
of Manitoba) carries major responsibility for
assisting students with disabilities to meet their
needs. The above-mentioned sources were chosen
because personnel could distribute brochures on ILRC
to disabled students who came into their offices.

These facilities did not publish newsletters.
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5. Psychological Services Centre and Interfaith Pastoral
Institute are located <close to the student
counselling centres at the U. of M. and U. of W.
respectively. The writer believed that these generic
counselling facilities could come into contact with
disabled persons and their families, and would
therefore be suitable outreach targets.

6. A disability-specific group, the Stroke Association
of Manitoba, was selected due to 1its philosophical
differences from ILRC and because the Association did
not refer consumers to the Centre. 1In addition, ILRC
users made negative comments about their dealings
with this organization. The writer hoped that
brochure and newsletter outreach would acquaint
members of the Stroke Association with an alternative
source of assistance (the ILRC), and promote dialogue
between the researcher and Association staff. The
Muscular Dystrophy Association was also approached
because they were publishing their first newsletter,
and this provided an opportunity to give information
about the Centre to readers. This source was easy to
access and plenty of space was available. Brochures

were also distributed to this group.

The writer and her advisory committee also selected a
number of additional organizations which could be utilized
as outreach targets, should it be necessary to rule out any

of the above-mentioned sources.
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The writer employed several methods to choose targets for
media outreach. In the case of radio and television
programs, she selected those that provided either phone-in
or interview formats. These shows enabled her to
communicate reaching out messages directly to listeners or
viewers. This minimized the possibility that communications
could be distorted or misinterpreted by radio and
television interviewers. Call-in programs promoted dialogue
between the author and consumers, attempted to establish
rapport and a slight relationship with these individuals and
permitted her to address their questions and/or concerns.
The author monitored television and radio shows regularly,
and thus had 1ideas about which interview and phone-in

programs would be viable outreach vehicles.

The following radio and television programs were

selected:

1. CBC Radio: OQuestionnaire.

. CJOB: Action Line.

2
3. CRO FM Radio: Good Morning Winnipeg.
4

. Q94 FM-1290 Fox: Sunday Report.

» CKND TV: Good Company.

5
6. CKY Television: Todavy's World.

7. VPW, Community Access Channel 11. Blind Trek

(interview program). The Host of this show read

about ILRC in the Winnipeg Free Press. He contacted

the writer requesting that a Centre representative
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appear on his program to acquaint viewers with ILRC

offerings.

With respect to newspapers, the writer was aware that the

Winnipeg Free Press and Winnipeq Sun were read by a large
number of Winnipeggers and, on this basis alone, would
provide viable reaching out vehicles. She also knew that
the City operated several community newspapers, and she

consulted the Yellow Pages of the Winnipeg Telephone

Directory (1989) for a list of these sources (Winnipeg

Yellow Pages Directory, Manitoba Telephone System, 1989).

Community papers were either delivered to the households of

Winnipeggers and/or were available through subscription.

The following newspapers were utilized as outreach

targets:

1. Canadian Publishers, Western Office (formerly Flyer

Force Newspapers).

2. The Downtowner.

3. Filipino Journal.

4, 1Inner City Voice.

5. Jewish Post and News.

6. KRanada Kurier (Kurier German Weekly Newspaper).

7. La Liberte French Newspapers.

8. Icelandic Weekly.

9. The Manitoban (University of Manitoba).

10. MSOS Journal (Manitoba Society of Seniors).




11.
12.
13.
14,
15,

16.
17.
18.
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New Age Connection.

Czas (Polish Press).

Seniors Today Weekly Newspaper.

Ukrainian Voice.

The Uniter (University of Winnipeg). This newspaper

does not publish during the summer months. Since
media outreach was conducted in July and August,
1989, this source could not be utilized.

Uptown Gazette.

Winnipeg Free Press newspaper.

Winnipeg Sun.




Chapter VI
FORMULATION OF EVALUATION CRITERIA

6.1 INTRODUCTION

In this chapter, the writer will outline the criteria
formulated to evaluate the results of this practicum. It
was important to document the processes utilized to
undertake reaching out interventions and to make
recommendations for future work of this nature at the ILRC
and within other organizations. In addition, it was
necessary to trace the course of the outreach communications
from the point of transmission through the éource to the
time these messages were received by the audience. This
would assist associations conducting similar ventures to
refine the methodologies employed to convey information to
the target population and to attempt to control variables
influencing communication processes to the extent that this
is possible. However, this type of documentation, in and of
itself, was insufficient to assess project impact.

Additional yardsticks were required.
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6.2 STATISTICAL OUTCOME MEASURES
The most salient 1indicator of outreach results was the
number of calls received as a conseguence of the
intervention. In this regard, the student believed that
outcomes could be measured through direct assessment of
referral of consumers to ILRC within the limited duration of
the project. Given limitations in the Centre's record
keeping system and the fact that referral of disabled
citizens (particularly from health-care and social service
agencies) might continue to occur after completion of the
intervention, tabulating consumer contacts during the
practicum was not a definitive outcome measure. However,
this was the best that could be achieved under the

circumstances.

The first dilemma confronting the author was to devise
effective ways of measuring response rates. Upon
examination, it became clear that the ILRC's record keeping
system was not specific enough to enable the gathering of

information on the following essential factors:

1. Did callers learn about ILRC through brochures? If
so, which organizations distributed these pamphlets?

2. Did respondents learn about the Centre through
newsletter articles? If so, in which newsletter was
the material printed?

3. Did callers learn about the Centre through a

combination of brochure and newsletter outreach?
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4. Did respondents learn about ILRC through radio and
television programs? If so, what is the name of the
program and the station or channel?

5. Did callers learn about the Centre from professionals
at Health Sciences Centre who received personal
contact outreach? If so, were these professionals
social workers, physiotherapists, occupational
therapists or nurses?

6. Did callers learn about ILRC through combinations of
any of the above outreach methods? If so, which

combinations of techniques?

The original intention was to revise the Centre's intake
procedures so that these would be specific enough to collect
the information described above. In fact, the writer
drafted a number of revised consumer contact forms for
perusal by ILRC staff. Several meetings were held to
determine whether or not these revisions could be utilized.
A number of drafts were prepared and refined. In
consultation with the Information Officer, the Program
Development Co-ordinator and members of the practicum
committee, a decision was made not to revamp the entire
record keeping system but to simply add additional questions
to the existing monthly inquiry summary. There were several

reasons for this choice.

First, the Information Officer (the person who takes
inquiries from those coming to ILRC for information)

believed that the majority of items on the revised intake
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drafts were already incorporated into the Centre's
statistics forms. She need only add the material with
respect to specificity of outreach sources to enable the
collection of sufficient data to assess the impact of the

practicum intervention.

Second, the draft summary contact documents contained
twelve items for caller response. The Information Officer
and other program personnel were concerned about this. One
of the unigue features of ILRC is the non-bureaucratic
nature of the organization and the fact that consumers are
not expected to answer extensive queries as part of the
intake process. Individuals would find it cumbersome to
respond to twelve separate items and would receive the
impression that the Centre was bureaucratic. This would
detract from the primary purpose of contact which is for
persons to obtain assistance in answering questions,

gathering information or meeting unfulfilled needs.

Third, the organization was planning to revise
methodologies for collecting statistical information from
consumers and was in the process of determining the
materials that should be gathered and appropriate
procedures for collecting these data. The Board of Directors
and staff were struggling with statistical issues.
Personnel felt a great deal of work would be neceésary to
revise record keeping forms for the current project and
these efforts would be compounded if later decisions were

taken to make further alterations to these systems.
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Unfortunately, there are no available copies of the ILRC
monthly inquiry summary with the added items on specificity
of outreach source. The Information Officer took note of
the additional data required to assess project impact. She
then asked callers for their responses. This 1is not good
research practice and some of the response categories may
have been subject to validity or reliability problems.
Improvements on this area could be made in the future. It
is essential that exact data collection instruments be
utilized to gather information from respondents. Although
the writer trusted the Informatiom Officer to obtain the
necessary 1items, this 1is not foolproof and could have
resulted 1in vital material being omitted from data

collection.

6.3 PRE-INTERVENTION AND POST-INTERVENTION STATISTICS

Pre-intervention statistics were collected from January
through March, 1989, in order to determine from which
sources consumers learned about the Centre prior to outreach
distribution. This material was compared with
post-intervention data. The intervention commenced in March
with the publication of the first newsletter article and
broadcast of a radio interview on Q% FM-1290 Fox and
continued until August 31, 1989, At this point, all

monitoring of consumer responses to outreach ceased.
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There is no way to determine or measure the number of
individuals who were exposed to the reaching out messages
but chose for whatever reasons not to contact ILRC. It
should also be noted that some outreach strategies, such as
those involving contact with professional groups, relay
information to target audiences which are not consumers with
disabilities. Referral patterns generated from this sector
will differ from those encountered with disabled citizens.
In reaching social workers, for example, one might expect
that the final impact of referral to ILRC might be delayed.
It is therefore possible that the writer would be measuring

intervening variables rather than professional referrals.

6.4 EVALUATION OF INSERVICES

With respect to inservices with health-care professionals,
the author's original intention was to seek verbal feedback
from participants as to the impact of these presentations
and how they could be changed to increase their usefulness
to persons in attendance. In late April, the first session
was given to 53 occupational therapists and this evaluation
technique was employed. Following this presentation, the
writer met with her adviser to discuss the proceedings and
he felt that the implementation of an additional measuring
tool was warranted. He pointed out that inservices provided
to professionals with the expectation that participants will
pass the information on to patients/clients do not bring

presenters into direct contact with disabled consumers.
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Because of this, it was anticipated that consumer response
rates would be lower than those achieved through outreach
vehicles which allowed for communication with the target
audience. The introduction of a measuring instrument would
enable inservice participants to evaluate the presentations
and provide valuable information to the author as to the
impact of these sessions. Changes in professional knowledge
and receptivity to independent living and awareness of the
ILRC as a resource, which occurred as a result of

inservices, could be assessed.

The student and her practicum adviser designed a short
questionnaire with seven items to be distributed at future
Health Sciences Centre presentations. The following

information was sought from participants:

1. To what extent does respondent see his/her role as
discussing external social service agencies with
patients/consumers?

2. To what extent does respondent take an active role in
referring patients/consumers to external social
service agencies?

3. To what extent was respondent familiar with ILRC
before this presentation?

4. How comprehensive was the information provided 1in
this presentation?

5. How clear was the presentation?
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6. Based on the presentation, how frequently would
respondent be inclined to refer clients/consumers to
ILRC?

7. How much more information would respondent require in
order to refer to or inform patients/clients about
ILRC?

8. Respondent was asked to provide comments which would
increase the usefulness of the presentation to

him/her.

(See Appendix G for a complete copy of the questionnaire.
The results of this survey will be discussed further in

chapter nine.)

6.5 ANALYSIS OF OUTREACH INTERVENTIONS

In addition to the evaluation techniques, all inservices,

newsletter articles, newspaper publicity and radio and
television interviews were analyzed by the writer. Such
factors as: comprehensiveness and clarity, the degree to

which the author focussed on major program components of the
Centre, wuse of relevant examples and whether or not eqgual
time was given to key ILRC offerings were considered.
Strong and weak points of each article, interview or
presentation were examined. In addition, the practicum
adviser and some ILRC staff listened to inservice tapes and
radio programs and viewed television sessions. These

individuals provided wuseful feedback to assist the
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researcher in preparing future outreach and contributed to
the accomplishment of her learning objectives with respect
to media relations (see chapter nine for further discussion

and analysis of outreach activities).




Chapter VII
DISTRIBUTION OF OUTREACH MATERIALS

7.1 INTRODUCTION

Following preparation, all outreach materials were
distributed to the target associations. This chapter will
outline the distribution process, indicate any follow-up

activities undertaken and delineate the reaching out

vehicles received by organizations.

7.2 DISTRIBUTION OF BROCHURES

On May 1, brochures were ready for distribution to
organizations. Some were mailed out, while others were
distributed at hospital inservices. All associations and

departments within the Health Sciences Centre to receive
brochures were contacted by the writer to ascertain the
number of pamphlets required. Representatives were asked to
pass these outreach materials on to members of their staff
and consumers, in the event that these individuals wished to
call ILRC for further information or assistance in meeting

needs.
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7.3 DISTRIBUTION OF NEWSLETTER OUTREACH

Following preparation, each newsletter article was
distributed to the organization for which it was intended.

The distribution dates and respective associations were:

1. February 22: piece on ILRC mailed to the Stroke
Association for publication in their newsletter Ups
and Downs, March, 1989.

2. March 14: piece delivered to Manitoba Association of
Social Workers Offices for inclusion in the Manitoba

Social Worker, April, 1989.

3. April 3: article distributed to the Muscular
Dystrophy Association for publication in the April,
1989 edition of the newsletter.

4, April 13: distributed piece to the College of
Physicians and Surgeons for publication in the May

edition of the newsletter.

The above-mentioned organizations were contacted to
obtain copies of the newsletters when they appeared. No

other follow-up activities were necessary.

7.4 INSERVICES

In a foregoing chapter, the writer outlined those
departments within the Rehabilitation Hospital and Health
Scienceé Centre receiving inservice presentations. Persons
from these departments were telephoned to confirm session

dates and to ascertain the numbers of individuals who would
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be in attendance. This gave the writer an indication of how
many brochures to carry with her, as participants were given
pamphlets to distribute to staff within their departments
and consumers. Brochure and newsletter articles were
assembled for the display booth prior to the date on which

the display was to be held.

7.5 MEDIA OUTREACH

Media releases and covering letters were distributed to
radio and TV stations and newspapers on July 11, 1989, In
accordance with literature on media relations which stressed
the value of telephone contact following the distribution of
press materials, the writer began this task on July 13.
Media personnel had the opportunity to pose guestions or
seek information on the publicity kit, while the author
could indicate the reasons for requesting radio and TV
interviews and newspaper coverage. This type of selling was
necessary to minimize the danger that the media releases
would be ignored by those receiving them, and to enable
awareness building among personnel about the issues of
concern to disabled people and the Independent Living
Resource Centre. Rapport between the writer and the media
contacts was also strengthened, and discussions were held
about the possibilities of portions of the press release
being printed in newspapers, interviews with reporters or
time on radio and TV programs. In some cases, the writer

made more than one phone call to media sources to ascertain
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the status of her press material and to keep her reguests

fresh in their minds.

The results of publicity efforts will be outlined 1in a
later chapter. The following press and radio sources did

not grant coverage to ILRC:

1. Radio: CJOB Action Line. There were no available

spots until September, 1989.

2. Canadian Publishers. No specific reasons were given.

Most likely, space considerations were a factor.

3. Filipino Journal. Same as above.

4. Icelandic Weekly. According to newspaper staff, the

ILRC is not an ethnic organization. The writer did
point out disabled people of ethnic origin would be
likely to read the publication and be interested in

learning about the Centre.

5. La Liberte. This paper published material primarily
related to the St. Boniface and Francophone

communities and did not have space for a piece on
ILRC. The editor did not rule out the possibility
that an article could be accommodated at some future
time.

6. MSOS Journal. The editor had originally planned to

do a feature on ILRC. However, she was leaving her
position in August and did not have time to undertake
this task. She indicated that the Centre could
contact the new editor regarding the possibility of

publishing a piece.
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7. New Age Connection. The writer was told that this

paper dealt with metaphysics and holistic health and
was not an appropriate vehicle for outreach.

8. Czas (Polish Press). No reason for refusal was
provided.

9. Ukrainian Voice. No reason for refusal was provided.

10. The Uniter (University of Winnipeg). This paper did

not publish in the summer months. Because outreach
was undertaken during July and August, this vehicle
could not be utilized.

11, Winnipeg Sun. No reason for refusal was provided.

7.6 LIST OF ORGANIZATIONS AND TYPES OF QUTREACH RECEIVED

Some associations received only one type of outreach, while
others were provided with combinations of vehicles. This
depended 1largely on the nature of the organizations and
whether or not given methodologies were appropriate or
available to the writer. Some groups did not publish
newsletters, for example. In situations where combinations
of reaching out techniques were utilized, a cascading or
double 1impact effect was created. This offered greater
probability that larger numbers of individuals would be
exposed to the messages and/or that some persons would
receive more than one communication. This factor will be

explored in more detail at a later point.
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The following is a list of associations and the types of

outreach received.

1‘

2.

10.

College of Physicians and Surgeons. Newsletter.
Health Sciences Centre, Department of Occupational
Therapy: personal contact (inservice) and brochures.
Health Sciences Centre, Department of Physiotherapy:
personal contact (inservice ) and brochures.

Health Sciences Centre, Rehabilitation Hospital,
Department of Nursing: personal contact (two
inservices) and brochures.

Health Sciences Centre, Rehabilitation Hospital,
Department of Social Work: personal contact
(departmental meeting) and brochures.

Health Sciences Centre, Rehabilitation Hospital,
Department of Occupational Therapy, support group of
patients with limb amputations: personal contact
(inservice) and brochures.

Health Sciences Centre, display booth. ILRC
newsletters and brochures and personal contact. The
writer was available to answer questions or provide
information to those who visited the area.

Manitoba Association of Social Workers: newsletter.
Muscular Dystrophy Association: newsletter and
brochures.

Stroke Association of Manitoba: newsletter and

brochures.
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11. Red River Community College, Resource Centre for
Handicapped Students: brochures.

12. University of Manitoba, Psychological Services
Centre: brochures.

13. University of Manitoba, Student Affairs, Special
Programs Office. brochures.

14, University of Manitoba, Student Counselling Services.
brochures.

15. University of Winnipeg, Interfaith Pastoral
Institute. brochures.

16. University of Winnipeg, Student Counselling Services.

brochures.

Media sources received media releases and covering
letters. ILRC publicity packages, including the generic
brochures, annual reports and an article by Maureen Colgan
on the philosophy, history and current happenings in the
Centre were provided to individuals reqguesting background
information to prepare articles or interviews. In these

instances, brochures were not utilized as outreach vehicles.




Chapter VIII

BOARD/STAFF RELATIONS

8.1 INTRODUCTION

This practicum would not have been complete without the
support and assistance of the Managing Director, the Program
Development Co-ordinator, staff, the Public Relations
Committee and the Board of Directors. The current chapter
will explore Board/staff relations and indicate how the
author's dual roles as Board member and researcher affected

the practicum.

8.2 ROLES OF STAFF AND BOARD MEMBERS

As members of the author's practicum committee, the Managing
Director and Program Development Co-ordinator performed the

functions associated with committee membership.

In addition, these individuals were involved in the

following ways:

1. PFacilitating communication among ILRC staff about
project activities and co-ordinating the writer's
requests for administrative assistance, such as
typing and aid from the Information Officer and

program co-ordinators.
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2. Keeping abreast of practicum activities, providing
input on research design and informing the writer
about ILRC happenings on an ongoing basis. These
individuals also attempted to ensure that project
plans were integrated and co-ordinated with Centre
programs and schedules.

3. Assisting with negotiations, particularly with the
design consultant, around the nature of outreach
communications and the content of information
packages. Assistance in designing media releases was
provided. These persons were involved in dealing
with areas of difficulty such as delays 1in the
progression of practicum pursuits.

4. Aiding in the formulation of outreach materials and
offering feedback to the researcher so that changes
could be made in accordance with these comments.

5. Approving final versions of reaching out
communications prior to distribution. When
opportunities for newspaper coverage and radio and
television interviews had been secured, the Managing
Director and program co-ordinators facilitated the
writer's requests to staff that consumers be located

to participate in the intervention.

The student made every effort to involve staff in project
activities. Some persons (by virtue of their Centre roles)

were directly concerned with the practicum. The Information
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Officer assisted in designing the system that would measure
consumer response rates to the outreach. She played a key
function in facilitating contacts and negotiations with the
design consultant around the production of the generic
brochure and kept up to date on happenings with respect to
reaching out efforts. She handled the majority of calls
from consumers responding to the outreach and provided the
writer with current data on the numbers of respondents.
Without her co-operation, the project would not have been a

success.

Other ILRC staff were involved as well. They provided
administrative support in typing press materials, offered
assistance with pamphlet formulation, worked on drafts of
media outreach and aided in setting up displays. The writer
met with program co-ordinators to ensure that outreach
efforts portrayed Centre offerings in realistic, positive
and current ways. They provided names of consumers who
could participate on television programs and were available

to assist with press interviews where this was reguired.

To facilitate staff relations, the researcher attended
several meetings to discuss practicum activities, promoted
internal communications with personnel on happenings and
produced monthly memos to staff and Board members to serve
as updates. She attempted to get to know these individuals

as people and to show interest in their work.




164

8.3 THE AUTHOR'S DUAL ROLES AND PRACTICUM IMPACT

As a researcher, the author was charged with the function of
working within the ILRC to establish consensus on the
messages that would be put forward in the outreach
materials. She delivered the communications and measured
the impact of these messages on target audiences. In
addition to these research responsibilities, she continued
to serve on the Centre Board of Directors and on two

committees. The writer joined the Board in 1984, following

the establishment of the organization. She was thus
familiar with its policy-making, communication and
decision-making structures and she was involved in

determining program directions on the basis of policies

approved by the general membership.

For the most part, the student was able to perform the
dual roles of researcher and Board member effectively and to
channel information throughout the various organizational
levels. This necessitated open communication with Board and
staff, not only about project pursuits but the nature of her

roles and the presence of occasional role strain.

It is quite probable that staff became confused in these
two different but complementary functions. As a Board
member , she was responsible for overseeing the entire
operations of the association, whereas her research duties
required that she work directly wunder personnel. She

remained open about these role ambiguities, the necessity to
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separate the roles and the times when this was difficult.
This openness eased staff tensions and promoted rapport

development.

There were instances when the dual roles impacted the
progression of project activities. It was necessary to
channel information through Board, committee and staff
levels and to involve these organizational sectors in
negotiations about the nature of outreach messages. In some
cases, this process took longer than the author had
originally expected. It should be noted that the
multiplicity of 1levels through which data had to flow was
not directly related to the writer's status as a Board
member. Rather, her dual roles generated confusion in her
mind as to which organizational 1levels were responsible for
approving major pieces of outreach or to whom she should be
réporting. The Board channels information through the
Managing Director, the committees funnel material through
the Board and, during the practicum, the staff communicated
with the Program Development Co-ordinator and through her to
the Managing Director. The position of Program Development
Co-ordinator has since been eliminated and the staff

transmit data through the Managing Director.

This confusion was particularly evident with respect to
media outreach. The researcher worked primarily with the
Public Relations Committee, the Managing Director and the

media pretesters to develop news releases and covering
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letters. Although staff provided some feedback to her on an
individual basis, they were not directly involved in the
process. At the outset, she should have attended a staff
meeting to explain the purposes of the media outreach, plans
for follow-up activities and ways in which personnel could
participate. Due to oversight, she neglected this task.
She channeled her media release drafts-through the Public
Relations Committee and the Managing Director who is a
member of the practicum committee. Because of his full
schedule, it was sometimes difficult for him to read
material and provide feedback within designated time lines.
This resulted in time delays. Failure to communicate
effectively with personnel in this instance generated
concerns among these individuals about how programs were
portrayed in the outreach, who would serve as contact
persons for press, radio and television interviewers and
some content and format issues. These dilemmas were dealt
with in negotiations with the Managing Director. Input from
the Program Development Co-ordinator and two summer students
with communications experience was also helpful in this
regard. The researcher attended a Centre staff meeting to
discuss the media venture and to answer any questions that
arose. This situation caused time delays but these were
offset by the fact that the above-mentioned issues were

handled efficiently.
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Despite the author's dual roles, practicum activities
progressed without major breakdowns in communication. When
role strain occurred, she was open about this, which was
appreciated by Board and staff members. Good co-operation

was received by all organizational levels.

The writer's Board membership was advantageous during the
project. This was evident 1in the distribution of media
outreach, in relationships with media personnel and in
dealings with departmental staff in the Rehabilitation
Hospital and Health Sciences Centre. Her designation
created the impression that she was knowledgeable about ILRC

and its programs and enhanced organizational credibility.

8.4 BOARD FUNCTIONS

Board members assumed functions during the practicum. The
Public Relations Committee was an integral part of the
negotiation and consensus building process around the
development of information packages and offered feedback on
the assembly and refinement of reaching out materials.
Monthly memos detailing project pursuits were distributed to
Board personnel and regular verbal updates were forthcoming
from the author, the Managing Director and Dr. Joe Raufert,
a practicum committee member. The Board approved the new
publicity packets, endorsed practicum directions and

commented on the writer's involvements.
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8.5 A FINAL NOTE

This chapter would be incomplete without a note of
appreciation to the ILRC Board of Directors and staff for
their support and co-operation. Their assistance was
invaluable and contributed to the fulfillment of practicum
objectives. Without their involvement, this venture could

not have been a reality.




Chapter IX
OUTREACH RESULTS

8.1 INTRODUCTION

In this chapter, the researcher will discuss the results of
brochure, newsletter, media and personal contact outreach,
indicating consumer response rates to these activities.
With the exception of brochures, the focus of reaching out
efforts will be outlined, and the similarities and
differences between messages projected by the source (ILRC)
and communications to the audience will be compared. The
writer will analyze printed publicity, radio and television
interviews and inservice presentations, noting the strong
and weak points of each outreach activity. Inservices were
evaluated utilizing a combination of consumer response rates
and questionnaires to be filled out by participants. These

survey findings will be discussed later.

9.2 BROCHURE OQUTREACH

As previously indicated, a number of organizations received
brochures as the only form of outreach distribution. These
included: Inteffaith Pastoral Institute, Psychological
Services Centre, Resource Centre for Handicapped Students,

Special Programs (Student Affairs, University of Manitoba)
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and the Student Counselling Centres at the Universities of
Manitoba and Winnipeg. No calls were received at ILRC from
disabled persons, friends, family members or associations
indicating they had heard about the Centre through brochures

distributed through the above-mentioned sources.

9.3 BROCHURE AND NEWSLETTER OUTREACH

9.3.1 Introduction

The writer distributed a combination of brochure and
newsletter outreach to the Muscular Dystrophy Association
and the Stroke Association of Manitoba, while the College of
Physicians and Surgeons and the Manitoba Association of
Social Workers were provided with newsletter articles. No
contacts were received from disabled persons, friends,
family members, professionals or organizations indicating
that they had 1learned about the Centre from newsletters or
brochures offered through any of these sources. This result
was evident despite the combination of reaching out
strategies provided to the Muscular Dystrophy Association

and the Stroke Association of Manitoba.

8.3.2 Results of Brochure and Newsletter Qutreach
Prior to offering preliminary speculation on the reasons for
the zero response rates or discussing results of work with
media sources, each newsletter article will be described and

analyzed.
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Medium: newsletter. Name of article and author: "The
Independent Living Resource Centre" by Colleen Watters.

Name of Newsletter, College of Physicians and Surgeons

Newsletter, v. 25, number 3. Date: April, 1989. Number of

readers: over 2000. Focus of article distributed to
organization:
1. Physicians reading this newsletter must meet the

medical, psychological and social needs of their
patients. A discussion follows as to some of the
situations these professionals might encounter, and
the ILRC 1is portrayed as a responsive organization
that can assist in sorting out a variety of issues.
Here the writer was attempting to prepare the article
from the point of view of physicians who would be
reading the newsletter.

2. ILRC 1is contrasted with the traditional serQice
structure, some key IL principles are delineated and
the Centre's mandate is described.

3. The following ILRC programs are outlined with
indications as to how these could be used by
physicians: Peer Support, Individual Advocacy and
Vacation Relief. Other components are also listed.

4, Physicians are invited to call for further
information and to pass points conveyed in the piece
on to patients/consumers in the event that these
persons may wish to contact the Centre. An address

and phone number are given.
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Article printed in newsletter: "The Independent Living

Resource Centre" by Colleen Watters. Focus of Article:

1. An address and phone number for the Centre are given,
the self-help nature of the organization described
and some of the funders noted.

2. Mention is made of the fact that ILRC is part of a
network of similar centres across Canada that enables
people with disabilities "to involve themselves as
fully as possible through Peer Support, Information
and Referral, Individual Advocacy and Vacation
Relief, among other needs that may be encountered in

this group."”

How the message projected by source differs from that
communicated to the audience. Although the printed article
discusses the self-help nature and mandate of the Centre,
indicates that ILRC 1is part of a network of similar
facilities across Canada, lists some of the programs offered
and gives an address and phone number for contact purposes,
the personalized frame of reference for the piece is
omitted. No program descriptions are included. Readers are
given sufficient data to obtain some sense of the nature of
the organization, but there 1is no indication of the
cross-disability focus or the key elements of programs. In
the opinion of the writer, such omissions make it difficult
for physicians who are attempting to determine whether or

not to refer particular patients to ILRC. According to
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literature previously discussed, personalized material is
more likely to be read and eliminating the frame of
reference could increase the possibility that the piece

would be ignored by physicians.

Medium: newsletter. Name of article and author: "The
Independent Living Resource Centre: a New Concept in
Self-help Service Provision”, by Colleen Watters. Name of

newsletter, Manitoba Social Worker, v. 22, number 3, April,

1989. Number of members receiving newsletter:
approximately 238. Focus of article distributed to

organization:

1. Social workers are often expected to be all things to
all people, which is very difficult. A discussion
follows as to some of the possible social work
situations and questions these professionals might
encounter. ILRC is portrayed as a facility that can
assist in sorting out a variety of needs and issues.
As with the College of Physicians and Surgeons
Newsletter, the writer is preparing the article from
the point of view of social workers who will be
reading this publication.

2. ILRC 1is contrasted with the traditional service
structure, some key IL principles are delineated and
the Centre's mandate is described. Mention is made
of the fact that the organization 1is part of a

network of similar associations across Canada.
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3. The following ILRC programs are outlined with
indications as to how these could be utilized by
social workers: Peer Support, Information and
Referral, Individual Advocacy, Leisure Education,
Vacation Relief and Supportive Housing Assistance.
Other components are listed.

4. Social workers are asked to call for further
information, and to convey the salient points in the
piece to consumers/clients, in the event that these
persons might wish to contact ILRC. An address and

phone number are provided.

Article printed in Newsletter. "The Independent Living
Resource Centre: A New Concept in Self-help Service
Provision", by Colleen Watters. Focus of article: The

message conveyed by the printed newsletter piece is
virtually identical with that distributed to the
organization by the writer. Although minor editorial

changes are made, these do not affect the communications

transmitted to the readers. Because of the personalized
frame of reference, in the opinion of the writer, social
workers are more likely to read this article. These

professionals can gain a clear indication of the nature of
ILRC, the population served and the key elements of
programs. This facilitates the process of determining
whether or not pa;ticular client needs or worker issues

could be addressed through the Centre. Sentences 1in the
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article are too lengthy. This is the fault of the
researcher and not the Editorial Committee of MASW. The
Committee deserves credit for the fact that the message
conveyed in the piece is congruent with that portrayed by

the writer in the version submitted for publication.

Medium: newsletter. Name of article and author: "The

Independent Living Resource Centre" by Colleen Watters.

Name of newsletter: The Muscular Dystrophy Association
Newsletter, April, 1989. Number of members receiving
newsletter: 120. Focus of article distributed to the

Muscular Dystrophy Association:

1. A number of situational examples are outlined to
indicate an understanding of the possible
circumstances confronting disabled consumers, friends
and family members. Help-seeking is normalized, and
ILRC is portrayed as a responsive organization which
can assist individuals 1in finding solutions to a
variety of issues. Some possible ways of handling
requests are outlined. As with the other newsletter
articles discussed earlier, the researcher prepared
this publicity utilizing a personal frame of
reference. This indicates empathy for the
circumstances experienced by readers, a sense of hope
and a willingness to assist persons in responding to

their situations.
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2. Major ILRC programs are described with indications as

to how these could be utilized by disabled consumers,

friends and family members. These offerings are:
Peer Support, Information and Referral, Leisure
Education and Vacation Relief. Individual Advocacy

was not outlined in detail because the Muscular
Dystrophy Association provides this component. Every
attempt was made to avoid the depiction of programs
which could be misinterpreted as service duplication.
The Centre's self-help nature was also mentioned.

3. Disabled consumers, friends and family members are
invited to contact ILRC for further information or
for assistance in meeting needs and responding to

issues.

Article printed in newsletter. "The Independent Living
Resource Centre" by Colleen Watters. Focus of article: the
message conveyed in the published piece is congruent with
that distributed to the Muscular Dystrophy Association by
the writer, and the organization deserves commendation for
this. Readers are more likely to pay attention because of
the pérsonalized frame of reference, and can gain a clear
indication of the nature of ILRC, the population served and
the major program elements. Consumers, friends and family
members are able to determine whether or not they have needs
which the Centre can address, and it is hoped that the
feeling of empathy depicted in the article is communicated

to these individuals.
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Medium: newsletter. Name of article and author: "The

Independent Living Resource Centre" by Colleen Watters.

Name of newsletter: Ups and Downs (The Stroke Association

of Manitoba), Spring, 1989, Number of copies distributed,

400.

1.

Focus of article distributed to organization:

The article began with a discussion of four
situational examples which those consumers with
strokes might realistically confront. This 1is
followed by an indication of the fact that ILRC is a
responsive organization which understands the
circumstances experienced by disabled individuals,
friends and family members. The writer is providing
a personal frame of reference, communicating empathy
and hope and noting the Centre's role in finding
solutions to a variety of issues. Ten lines of space
were provided in the Stroke Association's Newsletter,
and the researcher had to decide whether or not to
focus on situational material or describe programs.
It was impossible to undertake both tasks. The
writer opted for the first choice because of
literature 1indicating that publicity prepared from
the audience point of view 1is likely to attract more
attention. It will also communicate empathy and
responsiveness and indicate that consumers are not

alone in their circumstances.
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2. Disabled individuals, friends and family members are
given information about the self-help nature of ILRC
and the fact that the Centre responds to regquests
from individuals with a variety of disabilities.
This is in contrast to the Stroke Association which
focuses on a single disability.

3. Mention 1is made of the multiplicity of programs
operated by the Centre and readers are provided with
ILRC's address and phone number in the event that

they may wish to call for further information.

Article printed in Newsletter. No title. Focus of

article:

1. The ILRC is depicted as a self-help organization
operated by people with disabilities.

2. Mention is made of the variety of programs offered by
the Centre and the fact that the association responds
to requests.

3. Readers are given an address and phone number to call

for further information.

How the message communicated by source differs from that
conveyed to the audience: Disabled consumers, friends and
family members reading this article know that the ILRC is a
self-help organization, that a variety of programs are
offered and that the Centre responds to requests.

Indication is given as to where further information can be
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obtained. Because the writer was provided with insufficient
space to describe major program components, she felt that
the situational examples would delineate some of the
guestions and concerns with which readers could receive
assistance. However, this personalized frame of reference
was omitted from the piece. Consumers, friends and family
members had no way to determine what the ILRC offers. In
the opinion of the writer, this rendered the publicity
virtually meaningless and not likely to generate much
response. Because of the lessons 1learned from this
experience, the researcher will never prepare a newsletter
article unless she can be assured that sufficient space is

available to communicate essential information components.

9.3.3 Notes about Newsletter and Brochure Outreach Results

Chapter 10 will provide a more detailed evaluation of
outreach results but a few points concerning brochures and
newsletters should be noted here. In the present project,
these materials were distributed to the offices of target
organizations, with invitations for these groups to convey
this information to their members/clients. This method did
not provide the writer with direct consumer contact and she
had no way of determining to whom these items would be
forwarded. Communication through third party sources is
less reliable than direct contact in terms of message
transmission and accuracy in some cases. It was expected

that consumer response rates from this type of outreach
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would be lower that those achieved through strategies which
provided opportunities for interaction between the
communicator and the target audience. This proved to be an

accurate observation for this practicum.

S.4 PERSONAL CONTACT OUTREACH

S.4.1 Introduction

Personal contact outreach was conducted within the
Rehabilitation Hospital and Health Sciences Centre.
Activities 1included a departmental meeting with social
workers in the Rehab., inservices to occupational therapists
and physiotherapists working in all areas of the Health
Sciences Centre and two presentations to Rehab-Respiratory
nurses. The writer also provided an informal session on
ILRC to a support group of persons with 1limb amputations
established by an occupational therapist in the Rehab. This
section will outline the above-mentioned outreach efforts.
Where appropriate, an analysis of these activities will be
undertaken, and participant evaluations of inservices will

be included.

95.4.2 Inservice Results

Medium: departmental meeting, Department of Social Work,
Rehabilitation Hospital. Date: March 28, 1989. Number of
Participants from Rehab: 3. Participants from ILRC:
Colleen Watters, Researcher. Note: the Rehab. Hospital has

four social workers providing services to consumers 1in
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addition to a program director. His responsibilities cover

the Women's Centre, the Children's Centre and the Rehab.

Two Rehab. workers could not be present.

Focus of meeting:

1.

The writer explained the purpose of her practicum and
indicated she wished to undertake outreach activities
in the Rehab. She asked the workers for suggestions
as to how she might go about this task.

She updated participants on ILRC programs and
distributed the Centre brochures which were in use at
the time. Since this meeting was held prior to May
1, the new information packages were not yet ready.
Two of the workers had mentioned they had utilized
ILRC programs in the past and were familiar with some
of the components.

Workers requested copies of the new information
packages to distribute to other staff members and to
consumers prior to discharge. In some instances,
disabled individuals take several months to follow up
on the information because, upon returning home, they
are focussed primarily on their own rehabilitation.
However, these persons may choose not to contact
community resources for whatever reasons.

The writer was provided with some suggestions as to
how she could proceed with outreach efforts. They

included: investigating the possibility of writing
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an article on ILRC for the Health Sciences Centre

Newspaper The Chronicle, booking the kiosk in the

Medical Support Building to hold an information day
for hospital staff and speaking to a support group of
persons with 1limb amputations established by an
occupational therapist. As previously indicated, the
preparation of a piece for the hospital newspaper was
not feasible. Those present advised the researcher
to approach occﬁpational therapists,
physiotherapists, nurses and physicians within the
Rehab. regarding the possibility of providing
separate inservices to the staff of each discipline.
5. The writer agreed to provide workers with copies of
the generic brochure when completed, and they offered
to facilitate contacts with staff known to them who

could assist with outreach efforts.

Since this meeting was held to determine how to proceed
with reaching out activities and involved information
sharing and dialogue between participants, the writer did

not analyze its content or process.

On May 1 when the new information packages were
completed, generic brochures were distributed to the Rehab.

social workers.

Medium: inservice. Department of Occupational Therapy

(includes therapists in the Rehab. Hospital, Physical
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Medicine, Psychiatry and the General Centre). Date: April
27, 1989. Length: 30 minutes. Number of participants from
Occupational Therapy: 46 (there are 53 therapists in the
Department). Participants from ILRC: Colleen Watters,
researcher. Number of calls received at ILRC as a result:

0.
Focus of presentation:

1. The writer indicated that the inservice was intended
to provide information on ILRC to those present to
pass on to disabled individuals, so that as many
consumers as possible could be reached. The
presentation offered an overview of Centre programs.

2. Occupational therapists were invited to call ILRC
with questions, in addition to conveying points about
ILRC components to their patients/consumers.

3. The researcher noted how the presentation could be
useful to participants, namely to assist therapists
in making referrals to ILRC or in answering guestions
posed by persons with disabilities, friends and
family members.

4. Mention was made of the fact that ILRC is part of a
network of independent living centres across Canada,
IL principles and philosophy were delineated and the
association's mandate was discussed.

5. The researcher 1indicated how the independent living
model differs from the medical paradigm and how ILRC

utilizes the health care system.
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6. The following ILRC programs were discussed: Peer
Support, Information and Referral, Individual
Advocacy,Vacation Relief, Supportive Housing

Assistance, Leisure Education, Independent Living
Skills Seminars and research projects.

7. An address and phone number for ILRC were provided,
and the presenter addressed questions from

participants.

Therapists verbally indicated that the inservice and
situational examples were relevant to their daily work.
Written evaluations of presentations were not instituted
until a later point. When the new information packets were
complete, generic brochures were distributed to the
Occupational Therapy Department. The contact person was
asked to provide this information to her staff who, in turn,

were encouraged to pass it on to consumers.

Analysis of Inservice: the presentation to therapists
was well organized and clear and gave a thorough outline of
major ILRC programs with relevant examples. Difficulties
with the concepts of self-help and consumer control could
have been covered. Responsiveness and flexibility are not
specific to self-help organizations but are also of concern
to rehabilitation service providers. This was not clarified
in the presentation. Greater emphasis could have been
placed on empowerment, as well as the process by which ILRC

creates 1its own role without wundermining the resources
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utilized by professionals. The writer was unable to contact
the director of the Department prior to the inservice to
discuss the referral process, or whether or not the

situational examples chosen were relevant to participants.

The practicum adviser listened to a tape of the inservice
and the analysis is partially based on his comments. He
raised the issue of whether or not verbal feedback was
sufficient as an evaluation tool. This led to the
development of a short questionnaire to be administered to
participants in order to assess the usefulness of future

presentations.

Medium: inservices. Presentations to nurses in the
Rehabilitation Hospital. Participants were primarily from
spinal cord and rehab-respiratory units. Individuals with

back and head injuries and arthritis are also patients in
the Rehab. but no nurses from these areas were present.
Dates: May 10 and May 19, 1989. Length: One hour. Number
of participants from the Rehab.: 29. Participants from
ILRC: Colleen Watters, Researcher. Number of calls received
at ILRC as a result: 0. Note: there are approximately 237
nurses in the Rehabilitation Hospital. These persons are
part of multi-disciplinary teams which include nurses,
physicians, social workers, occupational therapists,
physiotherapists and dietitians. Weekly team meetings are
held to deal with issues concerning total patient care. Any

team member can make referrals to departments within the
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hospital or to external organizations, but these are usually
discussed at team sessions and with the patients'
physicians. Average attendance at nursing inservices is
between six and eight people. The writer conferred with a
supervisor in the Rehab. who indicated that to recruit 29
people for an inservice on ILRC was quite good. Due to
other commitments, nurses are sometimes unable to leave
their wards to participate. The researcher also conferred
with an inservice educator to ensure that her examples would

be relevant to those in attendance.

Focus of presentations: the same as for 1inservice to
occupational therapists. However, situational examples

related to nurses were utilized, and greater attention was

devoted to a discussion of current ILRC programs. Future
plans were given less time. In 1light of analysis of a
previous inservice, flexibility and responsiveness to

individualized needs were not presented as concepts germane
only to independent 1living programs. Empowerment was

emphasized to a greater degree.
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Responses to Questionnaire to Be Used for Inservice
Presentations
Rehabilitation Hospital
Responses from Inservices to Nurses
May 10 and 19, 1989.

Participants: 29. Total number of respondents: 20.

A, To what extent do you see your role as discussing
external social service agencies with your

patients/consumers?

1. Frequently, 8 (40 percent.)
2. Sometimes, 5 (20 percent.)
3. Seldom, 3 (15 percent.)

4. Never, 1 (5 percent.)
5

. No response, 3 (15 percent.)

B. To what extent do you take an active role in referring

your patients/consumers to external social service agencies?

1. Frequently, 3 (15 percent.)
2. Sometimes, 7 (35 percent.)
3. Seldom, 5 (25 percent.)
4, Never, 3 (15 percent.)

5. No response, 2 (10 percent.)

C. To what extent were you familiar with ILRC before this

presentation?
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1. Very familiar, 1 (5 percent.)
2. Somewhat familiar, 2 (10 percent.)
3. Not too familiar, 6 (30 percent.)

4. Not at all familiar, 11 (55 percent.)

The information provided in this presentation was:
5. Comprehensive, 16 (80 percent.)

6. Somewhat comprehensive, 5 (15 percent.)

7. Not very comprehensive, 1 (5 percent.)

8. Not comprehensive at all, 0 (0 percent.)
The presentation was:

1. Very clear, 14 (70 percent.)
2. Generaly clear, 6 (30 percent.)
3. Not very clear, 0 (0 percent.)

4. Not clear at all, 0 (0 percent.)

Based on the presentation, I would be inclined to refer

clients/consumers to ILRC?

G.

1. Much more frequently, 12, (60 percent.)
2. Somewhat more frequently, 8 (40 percent.)
3. Somewhat less frequently, 0 (0 percent.)

4. Not at all, 0 (0 percent.)

In order to refer to or inform patients/consumers about

ILRC, I would require:

1. No more information, 4 (20 percent.)
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2. Very little information, 4 (20 percent.)
3. Some more information, 10, (50 percent.)

4. Much more information, 2 (10 percent.)

Participants were asked to comment on changes which would
increase the usefulness of this inservice. Only seven
individuals provided feedback of this type, while 13
questionnaires contained no comments. A summary of comments
indicated that the presentation was well received, and that
awareness of ILRC and its programs had increased. The
information would benefit patients and enable professionals
to make referrals to the Centre. One individual reguested
more comprehensive examples of how ILRC benefited consumers.
This comment was made following the first inservice. Also
noted was the need for more audio-visual material such as
overheads. Both these issues were rectified in the
presentation on May 10. The researcher utilized overheads
of core programs, although a complete set of slides of all
components was not available. 1In addition, she attempted to
utilize concrete examples to address the feeling that some

of the illustrations were too abstract for participants to

clearly comprehend. One person thought the presentation
moved too fast and was difficult to grasp. Judging from
guestionnaire responses, participants found the

presentations useful and indicated increased knowledge and

awareness of ILRC and its programs.
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Analysis of Presentations by the Researcher: she
listened to a tape of the May 10th inservice. The May 19th
presentation was not recorded due to its format. Since only
four people attended this session, a discussion focus was

employed, and the author felt that taping would detract from

its informality. The presentation was clear and
comprehensive, with the purpose being outlined at the
outset. The researcher covered major ILRC programs,

devoting primary attention to the core offerings as key
elements of the Centre. She addressed the issue of threat
and that professionals might feel 1IL organizations were
infringing on their domain. The relationship of the IL
model to the health care system was delineated, empowerment
discussed and the legitimacy of the professional role in
addition to peer support was outlined. Relevant examples
were provided, and the Centre's target population was
defined. In the question period, the author noted that,
prior to referring consumers to ILRC, service personnel
should make certain that these persons wished involvement
with the Centre. Brochures were distributed to all
participants, and they were asked to pass this information
on to staff persons who could not attend, members of

multi-disciplinary teams and consumers.

Medium: presentation to a support group of 12 persons
with 1limb amputations established by an occupational

therapist. Date: May 19. Length: one hour.
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Focus of presentation:

1.

The writer explained to participants about ILRC, its
goals and philosophy and how the Centre differs from
traditional rehabilitation structures.

She described the following programs with situational
examples: Peer Support, Information and Referral,
Individual Advocacy, Leisure Education, Vacation
Relief and Independent Living Skills Seminars. Other
components were also listed. The researcher
continually checked with participants to ensure that
examples were relevant to their situations and asked
for <clarification that the message was being
understood.

Consumers were most interested in Peer Support and
Information and Referral and how they could share
their ideas abéut dealing with limb amputations with
others in similar situations. The presenter noted
that their views were welcome and outlined how
opinions and information could be conveyed to the
ILRC.

A number of participants 1lived in rural areas and
limited 1involvement of ILRC with those outside
Winnipeg was noted as an issue which the Centre must
address.

An address and phone number for ILRC were provided.
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Analysis of Presentation: the presentation was clear and
comprehensive and covered the major ILRC programs. The
writer was careful to check out the relevancy of examples
and whether or not participants had heard the messages
correctly. Some of the illustrations were still too
abstract for individuals to grasp, indicating the inherent
dilemmas and learning process in attempting to find clear
ways to explain IL concepts. Many of the participants were
unsure of the situations they would face upon re-entering
the community but could call for assistance once they got a
teel for those issues. The writer was empathic to the needs
of these consumers, and could have spent more time getting
in touch with their pain. However participants focussed
primarily on their frustrations in dealing with
bureaucracies, waiting lists for their services, and

attempting to determine the mandate of various providers.

The evaluation form for 1inservice presentations was
geared to professionals and, because of this, was not
utilized with this group of consumers. Participants
indicated verbally that they found this material useful. No
tape was made because the writer felt this might inhibit the

open sharing of information between presenter and consumers.

This group later called the Centre requesting a tour of
the facility and a more in-depth presentation. However, due
to staff illness and difficulty in arriving at a suitable

date, a tour could not be accommodated. Several individuals
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visited the ILRC to discuss programs and their needs.
Generic brochures were provided to all those attending the

May 1Sth session.

Prior to conducting an inservice for physiotherapists on
May 31, the writer met with the physiotherapy research
scientist to discuss the Physiotherapy Department in more
depth and how this discipline relates to others within the
Health Sciences Centre. Focus was also placed on the
multi-disciplinary teams and the various patient wunits
located in the Rehab. This provided a greater understanding
of the Health Sciences Centre and the Rehabilitation
Hospital, how professionals relate to one another and how
issues of patient care are handled. The sections within the
Rehab. include: Rehab-Neurology (head injuries and
strokes), spinal cord and amputees, Rheumatology, patients
with back injuries, as well as other orthopedic problems and
an outpatient section undertaking therapy to those who have
been injured on the job. This wunit 1is funded by the
Worker's Compensation Board. The majority of sections in
the Rehab. provide inpatient and outpatient services.
Patient care issues are handled within the context of a
multi-disciplinary team composed of physicians, nurses,
physiotherapists, occupational therapists, social workers

and dietitians.

Medium: inservice to physiotherapists, physio interns and

support staff. Date: May 31, 1989. Length: One half
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hour. Participants from Health Sciences Centre: 53
physiotherapists and 20 physio interns and support staff.
Only the physiotherapists received the generic brochures to
distribute to those in their Department who could not attend
and consumers. Participants from ILRC: Colleen Watters,

Researcher. Number of calls received as a result: 0.

Focus of presentation: Same as for inservices to nurses,
with the exception that situational examples relevant to
physiotherapists were utilized. Illustrations had been
checked out with the research scientist prior to the
inservice to make certain they reflected the experiences of

participants.

Questionnaire to Be Used for Inservice Presentations
Rehabilitation Hospital
Inservice to Physiotherapists
May 31, 1989.
The professional physiotherapists received gquestionnaires.

Number of respondents: 36.

A, To what extent do you see your role as discussing
external social service agencies with your

patients/consumers?

1. Frequently, 4 (11 percent.)
2. Sometimes, 22 (61 percent.)

3. Seldom, 9 (25 percent.)
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4, Never, 1 (3 percent.)

B. To what extent do you take an active role in referring

your patients/consumers to external social service agencies?

1. Frequently, 3 (8 percent.)
2. Sometimes, 14 (39 percent.)
3. Seldom, 16 (44 percent.)

4. Never, 3 (8 percent.)

C. To what extent were you familiar with ILRC before this

presentation?

1. Very familiar, 0 (0 percent.)
2. Somewhat familiar, 1 (3 percent.)
3. Not too familiar, 12 (33 percent.)

4. Not familiar at all, 23 (64 percent.)
The information provided in this presentation was:

1. Comprehensive, 25 (69 percent.)
2. Somewhat comprehensive, 11 (31 percent.)
3. Not very comprehensive, 0 (0 percent.)

4. Not comprehensive at all, 0 (0 percent.)
E. The presentation was:

1. Very clear, 20 (56 percent.).
2. Generally clear, 16 (44 percent.)

3. Not very clear, 0 (0 percent.)
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4. Not clear at all, 0 (0 percent.)

F. Based on the presentation, I would be inclined to refer

clients/consumers to ILRC:

1. Much more frequently, 11 (31 percent.)

2. Somewhat more frequently, 20 (56 percent.)
3. Somewhat less frequently, 0 (0 percent.)
4. Not at all, 0 (0 percent.)

5. If I could, 1 (3 percent.)

6. Rare opportunity for, 1 (3 percent.)

7. Never have before, 1 (3 percent.)

8. Not applicable, 2 (6 percent).

G. In order to refer to or inform patients/consumers about

ILRC, I would require:

1. No more information, 8 (22 percent).

2. Very little information, 6 (17 percent).
3. Some more information, 19(53 percent).
4. Much more information, 1 (3 percent).

5. Not applicable, 1(3 percent).

6. Rare opportunity for, 1 (3 percent).

Comments which would increase the usefulness of this
presentation: 30 questionnaires had no comments, while six
people provided feedback in this section. One person saw
her role as frequently discussing social service agencies

with consumers, particularly in outpatient services.
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Participants indicated the presentation was comprehensive
and clear and offered useful information, although they felt
it could have been longer. One individual thought the
inservice would have been more useful at sectional meetings
of therapists working in the Rehab. Two people believed the
material was inappropriate for a staff meeting or that
timing was not appropriate. One professional said the
choice of topic was good but that the audience was not.
He/she thought the information was appropriate for physios
in the Rehab. but not for support staff or therapists

working in respiratory, burns, plastics or ortho sections.

The writer conveyed these comments to the physiotherapy
research scientist and to the director of the Department who
had arranged the presentation. The research scientist
indicated the comments about the inappropriateness of the
presentation for therapists in sections other than the
Rehab. was not a fair statement, given that professionals do
a rotation between sections of the Health Sciences Centre.
The director felt that this type of feedback from a few
individuals did not detract from the overall feeling that
the inservice was useful to participants. She wondered if

any of the section heads would call ILRC for follow-up

presentations. It 1is the responsibility of physiotherapy
sections to arrange their own inservices. No such requests
were received. There were no calls from therapists

attending the 1inservice or from consumers indicating they

had been referred to the Centre by the Department.
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Analysis of presentation: the points made concerning the
evaluation of the presentations to nurses also applied to
the session for physiotherapists. The writer was under the
impression she had one half hour to complete her task, when
in fact she was given only 20 minutes. She provided a good
overview of the core programs, Leisure Education, Vacation
Relief and supportive housing assistance. but could only
touch on Independent Living Skills Seminars and the research
projects conducted at the Centre. The time devoted to a
discussion of philosophy could have been shortened.
Overall, the session was well received by participants, and
those attending indicated the material was useful 1in their
work. Questionnaire responses noted that the majority of
professionals had been unfamiliar with ILRC prior to the
presentation. This illustrates the need for a greater

number of inservices of this type.

Medium: display booth to offer information about ILRC to
staff of Health Sciences Centre. This was held in the

Medical Support Building at 820 Sherbrook Street. Date:

June 7, 1989. Length: Six hours and 15 minutes.
Participants: Colleen Watters, researcher, with assistance
from Madeline Bialecki, Volunteer Co-ordinator, in
assembling and dismantleing the booth. Number of calls

received as a result: 0.

Focus of display: Items in the booth included the new

information packages, newsletters, annual reports and
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posters. The writer was available to answer gquestions and
provide further information about the Centre. Approximately
15 people visited the booth and the disciplines represented
included: social work, occupational therapy, physiotherapy,
rehab. medicine, nursing and pharmacy. Volunteers and two

patients also stopped at the display.

In the opinion of the writer, the kiosk was useful as an
information tool, and promoted awareness of ILRC and the

programs offered.

9.4.3 Brief Explanation of Inservice Results
As with brochure and newsletter outreach, inservices (with

one exception) did not provide opportunities for direct

contact with disabled individuals, friends and family
members. These methods relied on third party sources, such
as professionals, to convey information. Some of the

drawbacks associated with this have already been outlined,
and will be dealt with in more detail later. The other
factor to be considered is that some consumers may have
received the material about ILRC but chose not to contact

the Centre immediately. Perhaps they did not have needs

that could be addressed at the time. Some individuals in
the Rehab. were unaware of the 1issues that would be
confronting them following discharge. The presentation to

individuals with limb amputations brought the researcher

into direct contact with 12 consumers, and this group
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subsequently called for further information. Some

individuals visited the facility.

The above comments indicate some of the reasons why the
ILRC received only one call as a result of the inservice
outreach. This was evident despite the fact that
participants were exposed to two reaching out modalities,
personal contact and brochures. In the next chapter, this

issue will be addressed in greater depth.

9.5 MEDIA OUTREACH

9.5.1 Introduction

In this part of the chapter, the writer will summarize the
results of reaching out contacts with radio, television and
newspaper sources. The discussion will outline the focus of
each media 1interview, article or news release, note the
participants involved where appropriate, and indicate target
audience size where figures are available. Consumer
response rates will be delineated and, where applicable, the
chapter will deal with the ways in which the outreach
messages projected by the source (ILRC) differed from those
communicated to listeners, viewers and readers. Consumer
response rates to media contacts were higher than those
achieved with other reaching out methods. Reasons for this

will be touched upon at the end of this section.




201

9.5.2 Results of Media OQutreach

Medium: radio. Name of Program Sunday Report. Name of

station: Q94 FM/1290 Fox. Date broadcast: March 19, 19889.

duration of interview: ten minutes. Participants from
ILRC: Colleen Watters, Researcher. Program Host: Scott
Klassen. Number of calls received from consumers as a

result: O.

Focus of Program:

1. The writer indicated how she became involved with
ILRC.

2. She outlined the purposes, philosophy and goals of
the Centre as well as the principles upon which the
organization was founded.

3. The following programs were described, along with
situational examples to illustrate the points
covered: Information and Referral, Peer Support,
Leisure Education, Vacation Relief, HIDI-Qu'Appelle
Housing Project and the volunteer component.

4, The non-profit status of ILRC was mentioned, and
consumers, friends and family members were invited to
call for further information. An address and phone

number were given.

Analysis of presentation: the writer provided a
comprehensive description of the programs she was able to

cover and illustrated her points with situational examples.
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Discussions of Peer Support, Information and Referral and
Leisure Education were too detailed, leaving insufficient
time to focus on Individual Advocacy (one of the core
components) and some of the research projects currently in
operation. The researcher could have given a one or two
sentence outline of the core offerings, illustrating points

with situational material. Additional components could have

been dealt with, time permitting. Sufficient information
was available to enable consumers, friends and family
members to call ILRC. However, the program was heard at 6

AM and 7 AM on a Sunday morning and, as a conseguence,
audience participation would be lower than that expected if
the interview had been aired later in the day. The writer
was unable to obtain figures on audience size, as stations
do not give out this information. Ratings are taken in
September and May of each year, and no statistics are

available for other periods.

How the message projected by source differed from that
communicated to the audience: there was no difference, as a
representative from ILRC provided the outreach information

directly to the audience.

Medium: radio. Name of Program: Good Morning Winnipeg.
Name of station: CKO FM News. Date: July 18, 1989.
Duration of interview: five minutes. Time: 8:20 AM.
Participants from ILRC: Colleen Watters, Researcher.

Program Host: Stan Michalak. Number of calls received as a

result: 0.
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Focus of Program:

1. The writer described ILRC, noting the organization's
goal to assist disabled people to take charge of
their lives and to live more 1independently in the
community. An illustration was offered.

2. Peer Support, Information and Referral and Individual
Advocacy programs were discussed, and points were
supported with situational material.

3. She noted that the Centre serves individuals with
various disabilities and needs, and examples were
offered by way of illustration.

4. Because the Vacation Relief program had just begun
operation for the summer of 1989, this component was
outlined.

5. The researcher indicated how disabled consumers,

friends and family members could contact the Centre.

Analysis of Presentation: a description of four ILRC
programs was provided, and points were illustrated with
situational material. A discussion of the Centre's goals
was offered, and an accurate indication of the range of
needs which could be addressed was portrayed. Sufficient
information was outlined to enable listeners to gain a clear
picture of the Centre and its major components, should they
wish to call for further information. Core programs were
dealt with first, and more details were filled in at a later

point. Examples could have placed greater emphasis on the
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cross-disability aspect of the organization. The number of
listeners to this interview was unknown, due to reasons

noted above.

How the message projected by source differed from that
communicated to the audience: there was no difference, as a
representative from ILRC offered the information directly to

the consumers.

On November 10, 1989, the writer learned that CKO had
discontinued operations. CKO is part of a national network,

and this situation applied to all stations.

Medium: radio. Name of program: Questionnaire. Name of

station: CBC aM, 990. Date: July 18, 1989. Time: 1:05 to
1:58 P.M. Duration of interview: 53 minutes. Participants
from ILRC: Colleen Watters, Researcher. Program Host:
Diane Wreford. Number of cails received as a result of

program: 4.
Focus of program:

1. The writer described ILRC and outlined the goals of
the organization.

2. She and the host discussed the reasons why disabled
people wished to 1live more independently in the
community, touched on Vacation Relief as an example
and addressed the question of whether or not

Manitobans were doing enough to facilitate the
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independence of citizens with disabilities in this
province. Focus was placed on societal attitudes
which make it more difficult for individuals to take
charge of their lives.

Mention was made of how ILRC differs from traditional
service structures and the ways in which the Centre
responds to consumer reqguests.

The writer outlined a number of ILRC programs,
illustrating her points with situational material.
Those covered were: Information and Referral, Peer
Support, Individual Advocacy, Individualized Housing
Models, the Hidi-Qu'appelle Housing Project, Vacation
Relief and the volunteer component.

She explained the differences between case and class
advocacy, and the roles played by the Centre and the
Manitoba League of the Physically Handicapped 1in
relation to these types.

The remainder of the program was devoted to
empathically responding to the points and questions
raised by callers. Calls touched on the following
areas: the concept of risk and how this relates to
independent living, the outreach methods reguired to
contact disabled people who are members of vulnerable
populations, the number of people with disabilities
in Manitoba and whether or not disabled citizens
over-use services. Also explored were individualized

concerns related to housing, 1income security, the
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need for continued societal awareness about people
with disabilities, disability benefits and their
relationship to work and independent living, the
psychological impact of low income status and
non-prescription drugs and social assistance. One
caller raised points about how the political system
affects the abilities of disabled citizens to live
more independently. Empowerment was also discussed,
and the writer indicated she felt it was time for

consumers to stand up for their rights.

Analysis of Presentation: the researcher provided a
fairly comprehensive description of ILRC, the goals of the
organization and the programs offered. A good overview was
given as to how the Centre differs from traditional service
structures and the process of dealing with consumer
reguests. More situational material on the options for
addressing the needs of users could have been presented at
the outset, although examples were integrated into the
discussion at several points. The researcher responded
empathically to callers, depicted caring and warmth and
communicated a willingness to work with 1individuals to
address their issues. The purpose of the program is to be
responsive to listeners. Therefore, the writer could not
devote. as much attention as she would have 1liked to an

outline of ILRC offerings.
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The author could have spent more time describing Centre
programs and less on societal attitudes and risk taking.
The dilemma was whether or not to follow the host's lead and
discuss societal attitudes or to move directly 1into a
description of the core components. Despite the choice made
by the writer to focus on societal issues, greater emphasis
could have been placed on the Centre at this point. The
researcher was nervous when the broadcast began but this
diminished as the interview progressed. Hesitations in
speech were evident, indicating a need for her to become
adept at thinking more spontaneously. A greater comfort
level was achieved when responding to consumer issues.
Vacation Relief was not a good illustration of how ILRC
addresses needs. A core program example would have been more
appropriate. The discussion should have focussed on
empowerment in greater depth, particularly in relation to

housing and advocacy.

How messages projected by source differed from those
communicated to the audience: there were no differences for
the reasons noted above. Figures on audience size could not
be obtained. The factors accounting for this have already

been explained.

Medium: television. Name of Program: Good Company.
Name of station: CKND Television. Date: July 21, 1989.
Time: 11 AM to 12 noon. Duration of interview: five

minutes. Participants from ILRC: Colleen Watters,
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Researcher and Betty-Anne Lewis, consumer. Program Host:

Pam Evans. Number of calls received as a result: 1.

Focus of program:

1‘

The writer described ILRC and the goals of the
organization.

She noted how the Centre differs from traditional
service structures.

She outlined the Peer Support, Informatibn and
Referral, Individual Advocacy and Vacation Relief
components, indicating the types of qguestions which
could be addressed by Information and Referral staff.
Betty-Anne Lewis, consumer, mentioned the ways in
which the ILRC affected her life. She noted the
opportunities to meet people with disabilities
experiencing similar circumstances. This
communicated to citizens the fact that others share
their feelings and desires to take charge of their
lives.

An address and phone number for the Centre were
provided, so that consumers, friends and family

members could call for further information.

Analysis of presentation: the writer made optimum use of

time,

as she was able to describe the Centre and outline

four programs. An explanation of how ILRC differed from

traditional service structures was included, along with
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situational material. Betty-Anne Lewis's points about how
the organization affected her life acquainted the audience
in a personal way with the types of needs addressed and how
individuals have become empowered as a result of involvement
with ILRC. To illustrate the range of options for dealing
with consumer issues, more examples could have been utilized
at the outset. This was the only drawback to the interview.
Those watching gained sufficient information to obtain a
clear picture of the organization, the major components and
how Centre involvement affected the lives of disabled
persons. Greater attention was also devoted to empowerment.
For the reasons noted above, figures on audience size were

not available.

How the message projected by source differed from that
communicated to the viewers: there was no difference, and

the factors relating to this have previously been explained.

Medium: television. Name of Program: Today's World.

Name of station: CKY Television. Date: August 8, 1989.
Time: 10:30 AM to 11:30 aM. Duration of interview: 12
minutes. Participants from ILRC: Colleen Watters,
Researcher and Guylaine Nacinovich, consumer. Program Host:

Shelley Joyce. Number of calls received as a result: 0.

Focus of program:

1. The writer described ILRC and the goals of the

organization.
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She discussed how the Centre differs from traditional
service structures.

Mention was made of the wvarious options for
responding to consumer reqguests.

The writer pointed out that the ILRC is staffed by
paid persons and volunteers, and noted the ways in
which 1individuals can become empowered through
involvement with the association.

Guylaine Nacinovich focussed on how the Centre had
changed her 1life. She outlined the role she played
in Leisure Education and the elements of this
program.

The interviewer asked about the most critical access
barriers in the environment encountered by both
participants.

The author discussed Peer Support, Information and
Referral, 1Individual Advocacy and Vacation Relief.
Situational examples were provided.

The interview dealt with the current housing
situation of disabled persons in Winnipeg, the
progress made by ILRC since its inception and areas
for further work.

An address and phone number for the Centre were

given.

Analysis of presentation: the analytical points covered

in the discussion of the two television programs above are
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applicable to Today's World as well. Improvement in the

writer's ability to describe major program elements in short
periods of time was evident in both the CKY and CKND
interviews. She accomplished this by switching focus away
from less important topics and on to the main purpose of the

discussion. As with the Good Company interview, she could

have provided more examples at the outset of consumer needs
brought to ILRC and possible methods of response. The
availability of the Centre to friends and family members
could have been emphasized to a greater extent, but facility
was demonstrated in responding empathically to the feelings
of loneliness experienced by some consumers. She was less
nervous on television than she had been on radio, and the

few hesitations in speech did not affect viewer impact.

How the message projected by source differed from that
communicated to the audience: there was no difference in
this aspect, as ILRC representatives disseminated the
information directly to viewers. No figures on audience
size are available. The reasons for this have already been

delineated.

Medium: television. Name of Program: Blind Trek. Name
of station: VPW, Community Access, channel 11, Date
broadcast: August 18, 1989. Time: 12 noon to 12:15 P.M.
Duration of interview: 15 minutes. Participants from ILRC:
Colleen Watters, Researcher. Program Host: Maurice Piche.

Number of calls received as a result: O.
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Focus of program:

1. The writer described ILRC and the goals of the
organization.

2. She indicated when the Centre was incorporated and
how the association differs from traditional service
structures.

3. Peer Support, Individual Advocacy, Information and
Referral and Leisure Education were outlined and
situational examples were provided.

4, An address and phone number for ILRC were given.

Analysis of presentation: the writer offered a fairly
comprehensive discussion of several key programs, the goals
of the organization and how ILRC differs from traditional
service models. Illustrations were integrated into the
interviews, although more of these could have been utilized
to define consumer needs and possible methods of response.
Situational material was not always followed through to
conclusion, with solutions to issues being offered. Some of
the words employed by the writer could have been replaced
with more familiar substitutes. Terms such as "accessed",
"stringent" and "parameter" are not easily understood by the
audience. Although viewers gained a clear picture of the
Centre and the major programs, too much time was devoted to
a discussion of Peer Support. This meant that other
components received short shrift. There were some

hesitations in speech and, although these did not detract
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from the impact of the interview, improvements in this area

were needed.

How the message projected by source differed from that
communicated to the audience: There were no differences in
this area due to reasons already discussed. No figures on
audience size were available. Factors accounting for this

have been delineated previously.

Medium: newspaper. Name of Paper: The Downtowner. Name
of section: Front Page. Date: July 19, 1989. Name of
Reporter: Val Johnston, Editor. Participants: there were

no participants, as the article was based on a media release
mailed to the paper. Number of copies in c¢irculation:

142,000. Number of calls received as a result: O.

Focus of article: Headline: "ILRC Expands’. The piece
which appeared 1in print corresponded exactly with the
material contained in the media release. The following

points were covered:

1. The release indicated that ILRC 1is a self-help
organization operated by people with disabilities.
It outlined the organization's goal as enabling
disabled individuals to take charge of their lives
and to live more independently in the community.

2. The article mentioned the promotional effort being
launched to acquaint disabled citizens, friends and
family members with the Centre and the programs

offered.




214
3. The piece noted that ILRC was expanding the Peer
Support, Individual Advocacy and Information and
Referral programs in response to consumer needs. A
brief description of these components, along with
situational examples was given.
4. Leisure Education, Vacation Relief and Volunteer Work
Support were listed as other programs.
5. The release ended by giving an address and phone
number, along with the names of two contact people

who could be reached for further information.

How the message projected by source differed from that
communicated to the audience: there was no difference, as

the media release was reported verbatim in the paper.

Medium: newspaper. Name of Paper: Jewish Post and News.

Name of section: Gene Telpner's Column. Date: August 2,
1989, Name of Reporter: Gene Telpner. Participants:
there were no participants, as the article was based on a
release mailed to the Paper. Number of copies in
circulation: 5000. Number of calls received as a result:

1.

Focus of article:

1. ILRC was described as an organization assisting
disabled people to 1live more independently in the

community and to take charge of their lives.
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2. Mention was made of three programs to help consumers.
these were: Peer Support, Individual Advocacy and

Information and Referral.

3. The reporter then stated: "There are many among us
who require technical devices, transportation,
specialized kitchen eguipment and physical
accessibility.” (Jewish Post and News, August 2,

1989, p. 6).

4. A-phone number was provided for further information.

How the message projected by source differed from that
communicated to the audience: the reporter provided an
accurate statement of ILRC's goal and indicated that the
Peer Support, Individual Advocacy and Information and
Referral components were three of the Centre's key elements.
Although he gave examples for Information and Referral, he
did not provide situational material for Peer and Advocacy.
As a consequence, readers did not know what these programs
offered. Mr. Telpner normalized helping and included
disabled people as part of the general citizenry.

Statements such as: "I think many readers will be interested

in the Independent Living Resource Centre", and, "There are
many among us who require ..." (Jewish Post and News, p.
6). Consumers gained enough information to phone the

Centre, should they wish to do so.

Medium: newspaper. Name of Paper: Kanada Kurier. Name

of section: Manitoba Kaleidoskop. Date: August 3, 1989.
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Name of Reporter: Not specified. Number of copies in
circulation in Manitoba: 5000. No breakdown could be
obtained for Winnipeg. These figures were unavailable at

the offices of the newspaper. Number of calls received as a
result: O. Note: the media release was sent to the paper
and staff translated the information 1into German for
printing. The writer obtained a copy of this publication,
and the article was subsequently converted into English for
analysis. Participants: there were no participants, as the

article was based on a media release,

Focus of article:

1. The piece described ILRC as a self-help organization
which helps disabled people gain control over their
lives.

2. Mention was made of the fact that Centre programs
were divided into three categories: emotional and
moral support received from the peer group,
individual counselling and information and/or
referral to other services.

3. The Peer Support, Individual Advocacy and Information
and Referral components were described and a phone

number was provided for the organization.

How the message projected by source differed from that
communicated to the audience: this piece was more difficult

to analyze because of the changes that occurred during the
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translation process. An accurate description of ILRC and
the overall goal of the organization was provided, along
with an outline of three of the core programs. Individual
advocacy was mis-represented as counselling. It was noted
that people could "receive information and good advice as to
how an individual problem could be solved". 1In actual fact,
the advocacy co-ordinator does not advise consumers but
assists them to 1learn advocacy skills to find solutions to
their issues. Information and Referral was translated as
"advise", and it was noted that data on telephone
apparatuses was available. This was not in the original
media release. Readers gained a clear portrayal of the
Centre and its major components, as well as contact names
and a phone number to call for further information. The
above criticisms may not be entirely accurate due to the
possibility that parts of the message could have been
changed in the translation process. Some phrases may have

slightly different connotations in German than in English.

Medium: newspaper. Name of Paper: The Manitoban. Name

of section: Classifieds. Dates: July 24 and August 23,
1989, Name of Reporter: not specified. Participants:
there were no participants, as the article was based on a
media release sent to the paper. Number of copies 1in

circulation: 6000. Number of calls received as a result: 0.

Focus of article, July 23:
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1. The piece noted that ILRC was launching a promotional
effort to assist disabled persons 1in living more
independently in the community.

2. Readers were asked to call 947-0194, Colleen Watters
or Lori Ross, regarding volunteer information night.

Date, time and location were offered.

Focus of article, August 23: the ILRC was described as a
self-help organization operated by people with disabilities.
Persons were asked to call Colleen or Lori at 947-0194 for

further information.

How the message projected by source differed from that
communicated to the audience: readers were told about the
self-help focus of ILRC and received information about the
Centre's overall goal. A phone number was offered and, 1in
the July edition, mention was made of an upcoming volunteer
information evening. However, some crucial material was
omitted. No discussion of the core programs was offered,
and situational examples were not included. This short
paragraph was designed to be an announcement giving basic
information about the Centre. Readers were unable to gain a
picture of the service components or identify with consumer
needs and issues. According to literature reviewed earlier,
this article was not good outreach. It was not surprising

that this publicity generated a zero response rate.
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Medium: newspaper. Name of Paper: Seniors Today. Name

of section: page 2. Date: August 9, 1989. Name of
Reporter: not specified. Participants: there were no
participants, as the article was based on a media release
mailed to the paper. Number of copies: Over 5000. Number

of calls received as a result: 0.

Focus of article: headline: "Living Centre". This
piece conveyed the majority of points contained in the media

release.

How the message projected by source differed from that
communicated to the audience: the information in the media
release was not significantly altered in the printed

version. The following material was omitted:

1. Information about the launching of a promotional
effort to reach disabled individuals, friends and
family members.

2. Situational examples for Individual Advocacy and one

sentence of the Information and Referral discussion.

From the description, consumers gained a clear picture of
the Centre's goals and major program components.
Situational material illustrated options for addressing
needs. The omission of a few sentences did not

significantly affect the content of the outreach message.
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Medium: newspaper. Name of Paper: Uptown Gazette. Name

of section: Community. Date: July 27 to August 9. Name
of Reporter: not specified. Participants: there were no
participants, as the article was based on a media release
mailed to the paper. Number of copies in circulation:

11,000. Number of calls received as a result: O.

Focus of article: the ILRC was described as a self-help
organization assisting disabled people to 1live more
independently in the community. The heading "Independent
Living Resource Centre" was placed at the top of the
announcement. Individuals were provided with a phone number

to call for further information.

How the message projected by source differed from that
communicated to the audience: the piece briefly described
ILRC and indicated where to obtain further information.
Program outlines and examples were omitted, as was data
about the promotional effort to reach disabled persons,
friends and family members. The same analytical points
applicable to the Manitoban articles were evident in the

Uptown Gazette piece.

Medium: newspaper. Name of Paper: Winnipeg Free Press.

Name of section: Tempo. Date: July 24, 1989. Name of
Reporter: Manfred Jager. Number of participants: five.
This article was based on an interview conducted July 19

1989. The following persons were interviewed by the
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reporter, Manfred Jager: Mary Rhodes-Marriott, Program
Development Co-ordinator; Colleen Watters, Researcher; David
Martin, Chairperson, Public Relations Committee; April
D'Aubin, Chairperson Program Committee; Paula Keirstead,
consumer. Number of copies in circulation: 180,000. Number

of calls received as a result of article: 12.

The interview was not taped, so the writer is relying on
her memory to extract the main points covered. In future,
it is recommended that sessions with reporters be recorded
in order to compare the message transmitted by the source

and that conveyed to the audience by the journalist.
Focus of interview:

1. The reporter asked participants about their
backgrounds.

2. Time was spent acquainting him with ILRC philosophy,
structure and operations.

3. A number of programs were discussed, along with
situational examples. These included: Peer Support,
Individual Advocacy, Information and Referral,
Vacation Relief, Leisure Education, Individualized
Housing Models, and the Volunteer component. Reasons
for the cost-effectiveness of the individualized
housing alternatives were delineated.

4. Additional situational material was outlined to
indicate how ILRC benefits consumers with

disabilities.
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Participants dealt with the Centre's budget and
discussed funding sources.
Mention was made of the fact that the organization

was not reaching enough consumers, and reasons for

‘this were provided. Some of these persons were
isolated 1in their homes, and the requirement to
utilize reaching out processes, such as newspapers,

which enable direct contact with these citizens was
expressed.

The range of needs that could be addressed through
the Centre was delineated.

The reporter was given a copy of the new information
package, the 1988-1989 Annual Report and an article
explaining the history, development and operations of
the Centre, prepared by Maureen Colgan (Colgan,
1989). These background items would assist him in
writing a story.

Mr. Jager asked participants why he had been called
to undertake this interview. The expanded programs
and the need to reach additional consumers with
disabilities were offered by way of explanation. The
reporter said these reasons were insufficient.
Publicity on an upcoming volunteer information
evening and the organization's requirements for
additional voluntary assistance were then provided.
Mr. Jager believed he could prepare a story based on

the interview and the background reports.
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Following his departure, participants analyzed the
session. They felt communications had been positive.
He seemed to have grasped the organizational
philosophy, how ILRC differs from traditional service
models, the major components and reasons for the
outreach effort. In future, participants believed
they should be better prepared to discuss budget
figures and program statistics without consulting the
Annual Report. It was also felt that a major Centre

event should form the focus for stories.

Note: the Peer Support co-ordinator and a consumer were

available to come into the interview, if necessary.

However, these individuals were not asked to get involved.

The

article appeared in the Winnipeg Free Press on July

24, 1989. It was headlined: "Disabled Unaware of Service,

Agency

Says. Self-help Group for Handicapped Launches

Information Campaign to Promote Support Facilities”.

Focus of article:

1.

The piece began by noting that the ILRC, "a self-help
group for handicapped people who cannot function
normally without help from someone else, has a
complaint". It went on to state that "Not enough
disabled people 1in the community know it 1is there,
and those that are aware of the organization have not

thought of getting in touch to find out what the
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Centre can do for them." (Winnipeg Free Press, July

24, 1989, p. 13).

Census data on the number of disabled Manitobans was
delineated, along with 1988 statistics on the
population served.

The Centre's budget and funding sources were
discussed, followed by mention of an information
evening designed to kick off the promotional effort.
Date, time and location were noted. The campaign was
intended to increase awareness of ILRC and the
programs, and to recruit volunteers from both the
"Handicapped and non-handicapped cdmmunities".
Vacation Relief was outlined, along with the number
of hours interested volunteers should be prepared to
commit to the organization. Demonstration projects
as a major source of revenue were dealt with, and the
requirement for a firm commitment of core monies from
the Federal and Provincial Governments and the
community was specified.

The piece ended by stating that the Centre, "by
enabling disabled Manitobans to function with help in
the community, has kept scores of people out of
expensive institutions and given them the
independence to lead a better quality of 1life".

(Winnipeg Free Press, July 24, 1989, p. 13).
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how the message projected by source differed from that

communicated to the audience:

1.

The article depicted ILRC as an organization that
helps disabled people who cannot function normally
without such assistance. Interview participants
devoted considerable time to a discussion of the
philosophy, empowerment and the fact that citizens
with a wide range of needs and degrees of disability
were served.

By stressing that the Centre was complaining about

not reaching sufficient numbers of consumers, the
reporter communicated his message negatively. Those
at the meeting made every attempt to remain
optimistic. Literature reviewed earlier indicated

that outreach communications were more effective if
positive in tone and depicting an understanding of
issues of importance to the target audience; The
newspaper article did not reflect a thorough grasp of
the ILRC philosophy, goals or focus on empowerment,
nor did it identify how the association differed from
traditional service models. The reasons why
consumers might not contact the Centre were not
outlined, and the frequent use of the word "help"
indicated an ability of disabled citizens to take
charge of their 1lives. The organization was

described as a place that "does" for people, rather
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than empowering individuals to develop their own
solutions.

The information evening to recruit volunteers was

depicted as the kick off to a major promotional

event.
Programs covered were Vacation Relief, Supportive
Housing Assistance and the Volunteer component. The

article gave the impression that these were the only
organizational offerings. The core programs were not
mentioned.

Information on the demonstration efforts and the need
for core monies was correct.

The piece noted that, through involvement with the
Centre, scores of persons had been kept out of
institutions and given the independence to lead a
better quality of life. Although the Centre assisted

several consumers to re—enter the community, the term

'scores' was an exaggeration of the truth. The
association does not give independence to
individuals. Rather, citizens are empowered to

achieve their own independent 1life styles and to
assume control of their decisions and choices.

The publicity generated 12 contacts from consumers
who had no previous knowledge of the Centre's
existence. Despite the drawbacks, ILRC's community

profile was heightened.
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The literature reviewed earlier indicated that
letters to the editor are a vehicle through which

readers can express opinions, and offer opportunities

to correct errors and misconceptions. These are not
usually edited, and would enable the writer to
identify the core programs and deal with

misunderstandings communicated to the audience in the
original piece. With the approval of the Executive,
a letter to the editor was prepared. This was

printed in the newspaper, and analysis of this item

follows.

Medium: newspaper. Name of Paper: Winnipeg Free
Press. Name of section: Letters to the Editor.
Date: August 8, 1989, Participants: there were no

participants, as the letter was based on information
sent to the paper by the writer. Number of copies in
circulation: 180,000. Number of calls received as a

result: 3.

Focus of letter:

1. The writer referenced the July 24th article.

2. The purpose of the publicity was to acquaint
disabled persons, friends, family members and
the general public with the Centre and the

programs offered.
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The Paper was credited with the fact that ILRC
had received <calls from individuals who had
learned about the association through the July
24th article.

The letter was 1intended to correct some
misconceptions and add points not covered in
the original piece.

The July publicity had indicated that ILRC was
an 6rganization helping severely handicapped
people who could not function normally without
assistance from others. This assumption was
corrected with the following statement: "More
correctly, we are a self-help organization
assisting people with all types and degrees of
disability to take charge of their 1lives and
to live more independently in the community.
As a result of meeting others experiencing
similar life situations and, through sharing
information and support with one another,
individuals with disabilities become empowered

to "do" for themselves." (Winnipeg Free

Press, "Letters to the Editor", August 8,
1989, p. 2.)

The researcher went on to discuss the Peer
Support, Individual Advocacy and Information

and Referral programs.
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7. An address and phone number for ILRC were

provided.

How the message projected by source differed from
that communicated to the audience: there was no
difference. Some minor editorial changes were made
by the newspaper staff, but these did not alter the
content of the letter. The writer hopes this vehicle
corrected some misconceptions in the July 24th
publicity and identified additional points not

covered by the reporter.

Medium: newspaper: Name of Paper: Inner City
Voice. Date: the article appeared in December,
1989, following completion of the practicum
intervention. Participants: Colleen Watters,

Researcher; Allan Simpson, Managing Director; Carolyn
Scribe and Joyce Lancaster, consumers. The reporter
was Marci Friedman Hamm. Number of copies printed:

27,000. Number of calls received as a result: 0.

In August, the writer assisted the Inner City

Voice in preparing a feature on ILRC to appear in an
edition of the paper later in the fall.
Unfortunately, the piece was not printed in time to
impact the intervention. However, she had made a
commitment to the paper and‘did not wish to renege on
this. Contact with this newspaper provided an

additional publicity opportunity for the Centre.
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On August 16, the author met with Marci Friedman

Hamm of the Inner City Voice.

Focus of interview:

1.

Marci and the writer toured the ILRC. The
reporter was introduced to some of the staff
and learned their roles.

Marci and the author then met with Allan
Simpson, Managing Director, to discuss the
Canadian definition of independent 1living
centres and how to publicize the work of the
organization in realistic and comprehensive
ways. Allan noted the importance of
portraying ILRC programs, along with consumer
stories to illustrate various options for
responding to needs. In many cases, media
sources are interested in sensational, tragic
or dynamic events rather than in ongoing
efforts of associations. The dilemma was how
to promote regular programs and involvements
to newspapers, radio and television.

Marci noted that the mandate of the Inner City

Voice 1is to report happenings in the inner
City and to give residents opportunities to
communicate their stories. These are chances
that might not be available through other

publications. The reporter felt that she
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could prepare a piece which would outline the
work of the Centre and provide examples of how
the ILRC has affected the lives of consumers.
The journalist indicated she was willing to
spend time with the writer and staff to
determine the focus for an article and to
gather information. This was appreciated. Of
all the media contacts, the "Voice" devoted
the greatest attention to ensuring that
reporting would be accurate and sensitive, the
necessary material was obtained and decisions
were made about the content of the piece which
would appear in print.

The reporter and researcher determined that
the article should be built around the
Centre's core programs, but that other
aspects, such as Leisure Education, Volunteer
Work Support and the HIDI Housing project
could be included. Experiences of consumers
would be wutilized to illustrate the types of
needs addressed by the organization.

Marci was provided with the information
package, the 1988-19839 Annual Report and the
background piece on ILRC by Maureen Colgan.
This document was mentioned earlier.

The author described the following ILRC

components: Peer Support, Individual
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Advocacy, Information and Referral, Leisure
Education, Volunteer Work Support, the HIDI
Housing project, Individualized Housing
Models, some other research ventures and the
Volunteer program.
The researcher said she would contact  some
consumers, explain the plan to prepare an
article and gain permission for Marci to
interview them about how ILRC affected their
lives. Each individual would be encouraged to
focus on a different aspect of programming in
which he/she had been involved. Marci noted
she would report experiences but would not
print confidential information given to her by
participants.
Discussion also centred on the ILRC's goals,
philosophy and principles, and Marci
communicated an understanding of these
elements.
The author subsequently contacted four
consumers, discussed plans for the article and
gained their permission to be interviewed
about their involvements with the Centre. She
gave their .names to the reporter. Marci

called two of these individuals.
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The Inner City Voice article appeared on December 6,

1989.

Focus of Article:

1.

The article was framed in terms of situations
which potential consumers of ILRC might
experience and some of the issues with which
the Centre currently deals.

Consumers are invited to call 1ILRC or to drop
into the office.

Mention is made of the fact that services are
tailored to the 1individual needs of people
with disabilities and those concerned about
these persons.

The piece focussed on the experiences of Joyce
Lancaster, a consumer of ILRC. Joyce's
definition of independence is described. Her
living situation and the types of personal
assistance she requires are explored. Factors
which increase her independence are noted.

The reasons why Joyce visits the ILRC are
mentioned. She drops in to meet people and
participates in recreation and the Volunteer
Work Support Program.

Joyce's involvement in the Inner City Voice's

creative writing course is outlined.
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7. Carolyn Scribe, another ILRC consumer,
indicates that the Centre feels like a family

and that one can go there to talk with others.

8. Carolyn's volunteer experiences at ILRC and

her living situation are described.

Analysis of Article: the piece gives concrete
examples of the types of issues which ILRC assists
consumers to address. Profiles of two disabled
individuals formed the basis of the article.
Discussion centred around the 1living situations of
these persons, the activities they pursue, their ILRC
involvements and their feelings about their
independent life-styles. The Centre's role 1in
assisting them to meet others in similar situations
is noted. This gives readers a clear idea of the
benefits of ILRC involvement and the circumstances
and issues of concern to consumers. The point is
stressed that the ILRC assists individuals to take
charge of their lives and to live more independently
in the community. It appears that the reporter
grasps the philosophy, concepts and goals of the
organization and exhibits a good understanding of the

association's work.
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9.5.3 Brief Analysis of Media Outreach Results

The July 24th Winnipeg Free Press article and pieces in the

Manitoban and Uptown Gazette illustrate the inability of the

sender of messages to control these communications once they
are mailed out. "Sometimes reporters can be called to ensure
that the 1information printed is accurate. However, some
journalists do not appreciate these contacts. Newspaper
staff prepare stories on the basis of their understanding of
interview content and/or written material provided to them.
Opportunities for message distortion and misconceptions
abound, creating inaccuracies in communications relayed to
readers. Sources can attempt to correct these errors
through letters to the editor but that is the extent of
their influence. It is recommended that, in future, ILRC
attempt to locate reporters who are sensitive to the needs
of persons with disabilities or whose awareness can be
heightened through meetings prior to the collection of data

for stories.

Consumer responses to outreach through the media were
much higher than those attained for reaching out efforts
utilizing brochures, newsletters and inservices. This was
due to the fact that radio, television and newspaper
contacts involved communication of the messages directly to
individuals, while in the other forms of outreach
transmission of information took place through third party

sources. Statistical records bear out these conclusions.
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Consumer generated responses to publicity through the media
rose sharply during the month of July from 0 to 18, and
dropped off 1in August. The majority of work with media

sources took place in July and decreased in August.

9.6 SUMMARY OF CONSUMER RESPONSES TO THE OUTREACH

Summarized below are consumer response rates to all types of
outreach strategies. Further evaluation of the results will
be undertaken in the next chapter. It should be noted that
only one respondent indicated he was a member of a
vulnerable population. Reasons for this will be explained

at a later point.

In the following tables, a number of abbreviations are

utilized. These include:

1. "org", organization.

2. "Coll", College.

3. "Phys", Physicians.

4, "Surg", Surgeons.

5. "Newsl", newsletter.

6. "Num", number.

7. "Cont", contacts.

8. "HSC", Health Sciences Centre.

9. "Dpt", Department. "dptartmental", departmental.
10. "OT", Occupational Therapy.

11. "PT", Physiotherapy.




12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22,
23.

24.

25'
26.

27.
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"Bro", brochure.

"Inser", inservice.

"Rehab", Rehabilitation.

"SW", Social Work.

"Supp", support.

"Assoc", Association.

"Mb", Manitoba.

"psych", Psychological. "Serv", services.

"U of M", University of Manitoba.

"Spec Prog", Special Programs.

"Stu Coun", Student Counselling.

"UJ of W', University of Winnipeg.

"RRCC, RCHS", Red River Community College, Resource
Centre for Handicapped Students.

"MD", Muscular Dystrophy.

"MASW", Manitoba Association of Social Workers.

"pPC", Personal Contact.
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TABLE 1

Summary of Consumer Responses to the Outreach

Name of Org Outreach Vehicles Num of Cont
Coll of Phys Newsl 0
HSC, Dpt of OT Bro and Inserv 0
HSC, Dpt of PT Bro and Inserv 0
HSC, Rehab, Dpt of Bro and Inserv 0
Nursing

HSC, Dpt of SW Departmental Meeting 0
HSC, Dpt of OT, Supp Bro and Inserv 1
Group

HSC, Display Booth Bro, Newsl and PC 0
MASW Newsl 0
MD Assoc Bro and Newsl 0
Stroke Assoc of Mb Bro and Newsl 0
RRCC, RCHS Bro 0
U of M, Psych Serv Bro 0
U of M, Spec Prog Bro 0
U of M, Stu Coun Bro 0
U of W, Interfaith Bro 0
U of W, Stu Coun Bro 0

Total Number of Contacts 1




Consumer Responses to Media Outreach

Medium

Radio
Radio
Radio
Television
Television
Television
Newspaper
Newspaper
Newspaper
Newspaper
Newspaper
Newspaper
Newspaper

Newspaper

Newspaper

Canadian Publishers

TABLE 2

Name of Medium

Questionnaire

Good Morning Winnipeg

Sunday Report

Good Company

Today's World

Blind Trek

The Downtowner

Inner City Voice

Jewish Post and News

Kanada Kurier

The Manitoban

Seniors Today

Uptown Gazette

Winnipeg Free Press

(July 24)

Winnipeg Free Press

(Letters)

News Release

Total Number of Media Contacts

Total Number of Consumer Contacts
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Num of Cont

4
0

12

22
23




Chapter X

EVALUATION OF RESULTS

10.1 INTRODUCTION

This chapter will evaluate the major findings of this
practicum and analyze the factors which accounted for these
results. In addition, the impact of the project on the ILRC
will be examined and the student will assess the degree to

which she achieved her individual learning goals.

10.2 DIRECT CONTACT WITH CONSUMERS

Most significantly, those outreach methodologies which
brought disabled persons, friends and family members into
direct contact with the source of the messages generated the
greatest number of consumer contacts to ILRC. This applied
to work with radio, television and newspapers. One call was
also received from representatives of a support group for
persons with limb amputations established by an occupational
therapist at Health Sciences Centre. These individuals
requested a tour of the ILRC. The writer made a
presentation to these consumers and session format permitted
dialogue with her. . Opportunities for participants to ask
guestions and seek additional information were also

provided. No contacts resulted from citizens indicating

- 240 -
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they learned about ILRC from organizations receiving
brochures, newsletters or combinations of these methods.
Likewise, no responses were forthcoming from those
individuals, friends and family members who were exposed to

outreach distributed through the Health Sciences Centre.

The above-mentioned findings are supported by literature
reviewed earlier which attested to the fact that personal
contact vehicles and other methods permitting direct
consumer communication with the source of outreach messages
generate higher rates of response than those strategies
which do not allow such interaction. With respect to this
project, personal contacts were limited to inservices and
display outreach within the Health Sciences Centre. The
presentation to the support group of persons with limb
amputations was an exception. Reasons for 1limitations in
personal contacts were explained earlier. These relate to
the necessity to conduct reaching out processes with a few
organizations to permit greater depth and time constraints
which meant scaling down the scope of the project. Staff in
attendance at hospital inservices were asked to relay the
information provided to those personnel in their sections
who could not be present, disabled citizens, friends and
family members. This process relied on third party
communication of daﬁa to consumers and a number of factors
influenced the reliability of these methods. These will be

explored at a later point.
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10.3 MONITORING OF PRE-INTERVENTION AND POST-INTERVENTION
STATISTICS

Statistical records were monitored throughout the duration
of the intervention phase (March through August, 1989) and
for two months prior to project commencement. These data
support conclusions already outlined regarding the
effectiveness of direct forms of contact 1in generating

responses.

There were some differences in the ways information
appeared on the monthly inquiry summaries and the reporting
and categorization found in daily records (see Appendix H
for examples of statistical record keeping forms). From
January through May, 1989, a heading entitled "Initial
Contact made as a result of" was placed on the inquiry

"

summaries. "Material sent directly by us" referred to
brochures or newsletters sent to individuals by Centre
staff. "Brochure or poster seen from other source"

indicated information of this type distributed by other

associations. "Media publicity" connoted material conveyed
through newspapers, radio and television. Other categories
included: "referred by agency", "word of mouth" and "not
known". Daily records contained more detailed data on

organizations through which respondents learned about ILRC
and the sources of these communications. Due to alterations
in procedures for statistical record keeping, monthly
ingquiry summaries for June, July and August did not indicate

methods through which citizens received information about
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the Centre. Different statistical forms were also being
utilized by various programs. Processes for record keeping
within the association are currently evolving and changing
in an effort to determine the most effective methods for
conveying data about units of service and numbers of

consumers served.

Given these factors, it would be meaningless to report
monthly inquiry summaries verbatim. However, a few

observations could be noted.

On comparing pre-intervention and post-intervention data,
the only significant differences occurred with respect to
media publicity. Statistics in this area rose markedly in
July from 0 (for January through June) to 18 in July. It
was during this month that the majority of media outreach
took place. Contacts from these sources dropped to 4 in.
August. Less reaching out activity took place then.
Statistics for the other categories remained relatively
constant throughout the pre-intervention and intervention

phases.

One request for a tour of the ILRC resulted from contacts
made by the writer. Efforts involving brochures,
newsletters, Health Sciences Centre professional inservices,
the information day or combinations of these methods did not
produce any alterations in statistics. Reasons for this

have already been noted.
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Due to inconsistencies in the ILRC's record keeping
system, some of the responses to the outreach could be
subject to reliability or validity problems. This
possibility could have been minimized if statistical forms
utilized for the project had been consistent. This area

could be improved on future ventures.

10.4 EVALUATION OF MEDIA OUTREACH

With respect to media outreach, the Winnipeg Free Press

article of July 24th generated the highest response rates,
followed by the August 8th letter to the editor. Of all the
newspapers utilized for reaching out purposes, the Free
Press had the greatest number of daily readers,
approximately 180,000. In addition, the "Letters to the
Editor" section enabled the writer to reiterate the messages
contained in the original article and to correct
misconceptions conveyed by the reporter. Literature
indicates that repetition of communications increases the
likelihood that individuals exposed to the messages will

respond.

Print media have advantages which are not operative on
radio and television. These relate to the fact that
information can be retained and reread by subscribers,
offering additional opportunities for repeated exposure.
This means that messages are remembered for a longer period

of time. By contrast, radio and television communications
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are heard or viewed once by respondents, resulting in
shorter rates of retention. Higher response rates to the
July 24th Free Press piece occurred despite the differences
between the messages projected to the reporter by ILRC
participants and those provided to readers. In the opinion
of the researcher, the article was somewhat negative in
tone, 1in contrast to other newspaper, radio and television
communications which were more positive in nature. However,
the material depicted the Centre as an organization seeking
additional consumers and offered publicity on its work.
This combined with the readership rates were 1likely to
generate response. Four calls were received by CBC's

Questionnaire Program. Because no listenership figures were

available, it is difficult to provide reasons for this. A
journalist telephoned to seek further information about the
press material mailed to him. However, this did not result

in publicity for the Centre.

Overall, the impact of reaching out efforts through the
media generated small rates of consumer response. This is
not surprising in view of 1literature which indicates that
media campaigns costing millions of dollars produce
incremental alterations in response patterns among members
of the target audience (conversation with Dr. Joe Kaufert,
practicum Committee member, 1990). | Given that the current
project was time limited, the fact that consumers contacted

the Centre as a result of media outreach is worthy of note.
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10.5 THE EFFECT OF THIRD PARTY COMMUNICATIONS
Brochure, newsletter, and the majority of inservice outreach
involved communication to the target audience through third
party sources. Literature indicated that these indirect
methods were viable, particularly when combined with direct

forms of communication. However, third party contacts could

present difficulties.

First, it was possible that information on ILRC was not

conveyed to disabled consumers, friends and family members
by those receiving the outreach. There could be many
reasons for this. In some instances, professionals could

have forgotten to pass on the material, while 1in others
individuals did not need the data at the time of the
project. Although associations were asked to retain
brochures and newsletter articles 1in the event that
consumers could benefit from them in the future, there was
no guarantee that this would occur. Second, even if those
exposed to the outreach did receive the communications
projected by the writer, a number of factors related to
information perception and interpretation influenced the
content of the material conveyed by organizations to the
target population. This had direct bearing on how
communications were received and assimilated by consumers.
Additional sender and receiver variables, including the
individualized communication style of the researcher, could

be operative, but are too numerous to detail here. The
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communications process is a complex one and a discussion of
it is beyond the scope of this report. Suffice it to say
that third party outreach presented challenges to the
writer. She attempted to check with inservice participants
to ensure that her messages had been heard and interpreted
correctly and that the information would be useful ¢to
professionals in their daily work. The evaluation form for
these sessions assisted her in assessing the effectiveness
of her presentations and changes in awareness levels among
participants resulting from the intervention. With
brochures and newsletters there was no way of determining
the utility of the information offered, as she had no idea

who would be exposed to the outreach.

The foregoing paragraphs have illustrated some of the
ways in which indirect contact with consumers through third

party sources influenced response rates to the outreach.

10.6 EVALUATION OF INSERVICE PRESENTATIONS

With respect to the evaluation form for assessing the
effectiveness of inservice presentations, the reasons for
introducing this methodology have already been indicated.
In the absence of consumer response rates, this form offered
a useful measuring tool for assessing the utility of the
information communicated to professionals within the Health
Sciences Centre. The majority of participants felt the

material would be useful to them in their daily work. They
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also stated that their awareness of independent 1living and
the ILRC as a 1local resource vwere heightened as a
consequence of the intervention. Individuals mentioned that
they wished for more information on the Centre to assist
them in making appropriate referrals. This provides a case
for the continuation of presentations to Health Sciences
Centre professionals as well as to employees of other

Winnipeg hospitals.

To some degree, the positive response could have been
attributable to the social desirability effect which
indicates that 1individuals have a tendency to respond
positively to direct questions because they feel they must
provide the experimenter with the kind of data he/she would
like to hear, thus appearing more likeable to the researcher
and to others. It is impossible to determine if this type
of bias was operative here. Three physiotherapists felt the
session was inappropriate for a departmental meeting or did
not meet their staff development requirements at the time.
The Director of the Department did not seem overly concerned
about these comments. Two persons at the nursing inservice
believed the material was too abstract for them to
comprehend easily. In future, the writer would recommend
that even more effort be devoted to ensuring that
information is as concrete as possible, with situational
examples 1illustrating ways in which the organization has

benefited consumers. The ILRC developed a slide
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presentation outlining the major programs and indicating how

these could be advantageous to disabled individuals, friends

and family members. This material will be utilized in all
future inservices and will address requests from
participants for more visual information. This would

increase the interest level of sessions, and would provide

concrete examples of how the association addresses needs.

It should be noted that 29 nursing personnel participated
in the two sessions on May 10th and 19th but only 20 survey
forms were returned. There could be several reasons for
this. First, the writer is aware of participants indicating
they had to leave prior to the conclusion of the
presentations. Perhaps these people did not complete
guestionnaires. Second, the inservice educator for the
nursing staff was involved in two sessions but chose to fill
out one survey form. Third, several attendees at the May
10th presentation were nursing students and indicated
verbally that they were wunsure as to how the information
would benefit them. They were not involved in the referral
process. Perhaps some of them opted not to participate in
the survey. Fourth, the presence of worker resistance to
answering questions was a possibility. This phenomenon was
impossible to measure because respondents would be unlikely
to state openly that they did not wish to complete the

survey.
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Despite the positive responses to these staff development
sessions, 70 percent of participants in the nursing
inservice and 56 percent of physiotherapists indicated they
required more information in order to feel comfortable about

referring consumers to ILRC.

This type of response was muted but perhaps communicated
an unexpressed cautiousness to utilize an organization which
differed from the professional service model and was
relatively new. IL concepts challenge traditional views of
program provision and necessitate an examination of
functions from a differing perspective. Some participants
were naturally wary about referring consumers to the Centre
without additional information. Future sessions would offer
repeated exposure to IL philosophies and concepts and would
hopefully increase professionals} comfort levels with
non—traditionall models. Inservices should also involve
physicians, as members of this discipline could not be
reached on this project. If independent living philosophies
are to be integrated into the traditional rehabilitation and
health-care structures and the work of IL centres utilized
to complement social service models, staff development
sessions on these topic areas should be vital parts of

professional education programs.
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10.7 SIMILARITIES AND DIFFERENCES IN MESSAGES

This project traced the course of outreach messages from the
point of transmission through sources to receipt by target
audiences. With respect to radio and television interviews,
the communications conveyed by the writer and those received
by viewers and listeners were identical. The electronic
media permitted the author to relay information directly to
the audience. In some instances, the outreach messages
conveyed by ILRC and those which appeared in print were very

similar. Articles appearing in the Manitoba Social Worker,

the Muscular Dystrophy Association Newsletter, the

Downtowner newspaper and Seniors Today were excellent

examples. The reporter for the Inner City Voice devoted a

great deal of time and attention to verifying factual and
philosophical material transmitted to her in written
documents and in conversations with the researcher, the
Managing Director, staff and consumers. No doubt, her prior
knowledge of the ILRC's work assisted her in this regard.
She then <converted the information into print in a manner

which accurately reflected what she heard and read.

In other cases, there were marked differences in the
reaching out content presented by the Centre and that
released in newsletters and newspapers. Without surveying
these media, it is impossible to determine for certain why
these variations occurred. However, several speculative

explanations can be drawn.
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First, some publications had limited space available for
information on the ILRC. Media releases and original
newsletter submissions were edited to conform with these
regquirements. This resulted in the elimination of vital
data about Centre programs, situational examples and
philosophical considerations which, if included, would have
permitted readers to gain an essential understanding of the
organization. In some 1instances, the omissions were
sufficiently serious as to render the resulting pieces
virtually meaningless as outreach vehicles. This occurred

in the announcements in the Manitoban and the Uptown Gazette

and in the Stroke Association Newsletter. Consumers would
be unlikely to comprehend the nature of ILRC from reading

these publications. They would therefore not respond.

Second, individuals received, processed and filtered
information in different ways. Factors related to content
perception and interpretation also influenced assimilation.
Other sender and receiver variables, such as the context in
which the data was transmitted and the personalized
communication style of the writer, were operative. Perhaps
intervention by a different communicator would have altered
the impact of the outreach but this could not be evaluated.
The above-mentioned variables affected the ways reaching out
messages were received and comprehended by target audiences
and determined the abilities of these citizens to respond.

Some information was interpreted differently by reporters or
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distorted in the transmission process. This meant that
readers were exposed to data which had been significantly
altered from 1its original form and perceptions about ILRC
which were somewhat erroneous. The July 24th article in the

Winnipeg Free Press provided the clearest illustration.

However, as has been noted elsewhere, response rates from

this publicity were the highest achieved on the project.

Third, much of the material was transmitted through third
parties and the impact of this process on practicum outcomes

has already been mentioned.

10.8 CONSUMERS WHO WERE PHYSICALLY AND SOCIALLY ISOLATED

It should be noted that only one consumer calling in

response to the Questionnaire Program on CBC Radio indicated

he was physically and socially isolated. There are several

reasons for this.

Issues abound with respect to defining those 1in the
general population who should be <classified as persons with
disabilities. Some rehabilitation, health-care and other
programs have developed elaborate and often unnecessary
criteria for addressing this qQuestion. Other services,
including independent living centres, rely on
self-definition, while Census data utilize limitations in a
given number of listed daily acfivities as an indicator. 1In
cases where self-definition 1is employed as the measuring

tool, individuals may choose to specify their disability or
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feel that this 1is not necessary. Other factors impact on
disability definition, but these are too numerous to mention
here. A more serious issue relates to methods for
determining those consumers with disabilities who are
physically and socially isolated. Again, numerous criteria,
including self-definition, are used as indicators. A
further difficulty is how to 1identify and 1locate these
persons. Those who remain in their homes or institutions,
and are not in touch with community organizations and/or
disability-specific associations, including independent
living centres, cannot be contacted through these sources 1if
they do not wutilize them. Reaching out processes must be
brought into homes or settings where these individuals live.
On the current project, newspaper, radio and television
publicity was employed to get in touch with consumers in
their residences. Other methodologies, such as a City-wide
mailing of ILRC brochures or distribution to all those
living in a specific area of Winnipeg, were too costly and

beyond the scope of this practicum.

The writer had originally planned to provide information
to organizations within Winnipeg's core area. This was

based on the Social Needs Assessment findings and data from

consumer groups indicating that the greatest number of
citizens with disabilities resided in this area. When the
project commenced, this was felt to be beyond what this

exercise could accommodate. It would have necessitated
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large amounts of time and the expenditure of monies which
the ILRC did not possess. Therefore, the researcher
utilized the media, as she knew of no other procedures that
would reach isolated individuals in their living
environments. Limited response rates were obtained.
Citizens with disabilities might not wish to identify
themselves as physically and socially isolated for fear of
stigma. This could have influenced the number of

respondents to the project.

It is clear from the current venture that further work is
warranted to identify consumers who are physically and
socially isolated and to develop and test out viable methods
of reaching these people. It is quite probable that members
of this population have greater needs than those individuals
who are not +vulnerable. Exploration of procedures for
reaching this target group may require more time on the part
of the Independent Living Resource Centre and other
organizations. Because of this, there could be possible

reluctance to embark on this process.

10.9 CONSUMERS EXPOSED TO THE QUTREACH WHO DID NOT RESPOND

It was impossible to determine how many disabled persons,
friends and family members who were exposed to the outreach
messages either chose not to respond or opted to delay
follow-up contact with the Centre. There are probable

explanations for these response patterns, although no
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research evidence could be 1located to support these
conclusions. Based on information obtained from consumer
organizations such as the ILRC and the Manitoba League of
the Physically Handicapped, the writer speculated on factors
which could account for delayed action or non-response.
These included: fear of the unknown, uncertainty about what
to expect from ILRC, the possibility that their efforts at
contact could be rebuffed and experiences with past failure.
In addition, through further exposure to outreach, consumers
may require further convincing that the ILRC can respond to
their issues and concerns. Those citizens with disabilities
who chose not to contact the association immediately after
receiving reaching out communications, but believed they
might do so in the future, may not have had needs that could
be addressed at that particular time. These persons might
retain brochures and newsletter articles or write down
ILRC's phone number for later reference. The Peer Support
Co-ordinator indicated that, 1in some instances, it could
take individuals some time to call after being referred.
Peer support often focusses on issues of self-esteem which
are very personal, and could account for the hesitancy of
consumers to follow up referrals. The above points are
based on conversations with representatives of self-help
organizations and speculative evidence. Validation cannot
be obtained because there is no way to discuss these with

people who chose not to contact the Centre.
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10.10 FURTHER NEED TO VALIDATE QUTREACH STRATEGIES
The findings of this practicum concerning the effectiveness
of various reaching out strategies should be tested out by
other self-help organizations and providers of
disability-specific services to ensure that results are
applicable to these sources. Based on the low response
rates and the small number of respondents who indicated they
were physically and socially isolated, it is not possible to
determine for certain whether or not project conclusions can
be generalized to these individuals. In the future, work
should be undertaken to identify people from wvulnerable

populations and to test out practicum results with samples

of these persons.

10.11 THE VALUE OF THIS REPORT

This report documented processes which can be utilized to
conduct reaching out ventures similar to the current one.
The document will be wuseful to ILRC in future outreach
efforts and to self-help groups and service providers
attempting to plan, organize, carry out and evaluate work in

this area.
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10.12 IMPACT OF THE PRACTICUM ON ILRC

In this section, the writer will indicate the impacts of the
practicum on the ILRC. This will preface a discussion of
recommendations for future outreach ventures which will be

presented in the following chapter.

First, 23 consumer contacts to the Centre were received
following the intervention. These individuals had no prior
knowledge of the organization. This incremental change in
consumer referral patterns is significant, despite the small
scale nature of the project. Prior to commencement, the
possibility was raised that the venture could generate more
respondents than the association could accommodate. It
would then have been necessary to devise methods for dealing
with this situation. In reality, ILRC was able to respond
to all those who called following receipt of the outreach.
Recommendations for handling increased demand will be

presented in chapter 11.

Second, of greater importance than alterations in
referral patterns 1is the fact that the project documented
the process necessary to plan, organize, carry out and
evaluate a reaching out venture within an independent living
centre. Board and staff members, the Public Relations
Committee and the writer acquired valuable skills with
respect to publicity style, content, format, layout and
graphics which can be utilized on future outreach projects.

The expertise was provided by Richard Chamberlin, a design
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consultant hired to assist in the formulation of new

information packages for the organization.

The researcher examined American and Canadian independent
living 1literature but could locate no documentation of
reaching out efforts conducted in other centres. As far as
she is aware, this practicum is the first attempt in this
regard. The ILRC should be commended for enabling the

author to work within this setting and for permitting the

scrutinization of their organizational dynamics and
decision-making structures. Projects of this type involve
risk taking. The Centre accepted this and embarked on

practicum challenges with a positive outlook.

Third, the project traced the c¢ourse o0f outreach
communications from the point of preparation and
distribution through the time of release to target
audiences. The similarities and differences between the
messages projected by the source and those transmitted to
receivers were explored. This data was more useful than
tabulations of response rates, as recommendations for
improving the communication of outreach materials could be
formulated. Procedures for minimizing the variations
between content presented versus the information released

could be devised.

The venture produced changes 1in awareness levels about

independent living and the ILRC among disabled consumers,
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friends, family members, media sources, health-care
professionals and organizations which distributed brochures
and newsletters. For the most part, these alterations could
not be tested as part of the intervention. Results of the
survey completed by nurses and physiotherapists at the
Health Sciences Centre following 1inservice presentations
indicated that these individuals gained vital information
about IL and the work of the Centre. Verbal feedback from
social workers and occupational therapists also provided
evidence of knowledge level changes. Questionnaires were
not being utilized when the author met with these groups, so
that written responses <could not be solicited. This
Winnipeg-based hospital will be a potential referral source,
and it 1is hoped that professionals in this facility will
continue to distribute information to disabled <citizens,
friends and family members. At some future time,
disciplines might be surveyed to determine if they are
utilizing the services of ILRC or conveying communications

to those they serve.

Fifth, there is the possibility that some individuals who
received the outreach messages might not have had needs the
ILRC could address at the time of the intervention. They
might have concerns in the future which would prompt them to
call the Centre. Other persons could take several months to
respond because of the sensitive nature of the issues with

which they were dealing. Referrals resulting from the
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project could continue to trickle into the association long

after completion.

Sixth, a list of contact organizations and media sources
was formulated. These persons could be called upon in the
future to convey information about ILRC to target audiences.
Because of their increased knowledge of the organization,

more effective communication of messages would result.

Seventh, the project heightened awareness within the
Centre of Qquestions about organizational image, the most
efficient types of publicity to transmit independent living
philosophies, concepts and programs and how much controversy
should be generated by outreach efforts. The Public
Relations Committee, the Board of Directors and staff are
attempting to address these areas of concern and to make
choices about the nature of public relations within the
association. Solutions to these issues are vital if ILRC is
to raise its profile among various target audiences,
including consumers, service providers, government bodies
and funders. The project also brought to 1light questions
about the efficiency of Centre decision-making processes and
whether or not current structures permit effective
information flow between Board and staff levels. Personnel
are considering 1if more expeditious methodologies are
required to facilitate the preparation, approval and

distribution of outreach materials.
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Eighth, as a result of this project, the Centre realized
that ongoing outreach activities should take place in order
to raise the organization's profile within the community,
generate increased awareness and contact greater numbers of
potential consumers. Methods for undertaking these pursuits

are currently being explored.

10.13 EVALUATION OF THE STUDENT'S LEARNING GOALS
In this section, the student will evaluate the degree to
which she fulfilled her learning goals and indicate those

areas where further growth is warranted.

10.13.1 Rnowledge of OQutreach Technologies

The author gained considerable knowledge of outreach
technologies and ways in which these could be employed with
a range of individuals and organizations. This development
was accomplished by conducting an extensive review of the
literature in areas related vto reaching out methodologies
and their application to target audiences. 1In addition, the
practical experiences of planning, organizing, carrying out
and evaluating the project contributed to skill growth in
this area. Due to the absence of respondents who were
physically and socially isolated, the writer was unable to
gain knowledge of appropriate reaching out vehicles which
could be employed with these individuals. Further learning
on this topic is warranted. As future opportunities to

undertake similar ventures arise, the researcher will
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continue to perfect her abilities to successfully plan,
organize, conduct and evaluate these efforts with a variety

of populations.

10.13.2 Enhancement of Research Skills

The author wutilized research design procedures to develop
assessment tools for the practicum and to measure project
outcomes. This enabled the enhancement of skills in
interviewing, the development of procedures for pretesting
outreach packages, the design and implementation of surveys
to assess the effectiveness of reaching out strategies and
the formulation and wutilization of statistical tools for
determining degrees of consumer response. Abilities to
intervene with a variety of individuals and associations
improved, as did skills for documenting and analyzing
intervention results and devising recommendations based on
these conclusions. Future involvement in descriptive
research projects will offer opportunities for increased

skill enhancement in the above-mentioned areas.

10.13.3 Negotiation and Organizational Decision-Making
Processes

Prior to outreach distribution, it was necessary for ILRC
Board and staff members to reach agreement on the nature of
the messages to be transmitted through the source, how
information should be conveyed and the procedures to be

utilized for data collection. This called for the writer to
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employ communication and negotiation skills to assist in
working towards consensus among the parties involved with
respect to the above-mentioned topics. As a result, the
student developed strategic skills in negotiation and an
appreciation of the complexity of decision-making structures
within non-traditional associations with multi-level
communication systems. Further acquisition of negotiation
and consensus building techniques is warranted. The student
feels that, at times, she focussed too heavily on task
accomplishment at the expense of ©process concerns.
Negotiation methods could also have been employed more
effectively to bring about agreement. Sometimes, the
researcher became frustrated with ILRC's multi-level
communication and decision-making structures and with the

time necessary to achieve agreement on various aspects of

outreach messages. The author believes she could have
exercised greater facility in the areas of consensus
building and communication facilitation, given additional

experiences operating in these types of associations.
Professional development and employment opportunities will

facilitate growth in these areas.

10.13.4 Marketing, Public and Media Relations Techniques

The practicum enabled the student to enhance skills in
service marketing with non-profit organizations, public and
media relations, community development and public speaking.

All these technologies were wutilized 1in contacts with
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organizations distributing the outreach communications, work
with media sources, presentations to health-care
professionals and liaison activities with community groups.
In particular, the researcher acqguired knowledge in public
relations style, the importance of organizational images in
reaching out messages and methods for designing effective
publicity packages. Through work with media personnel,
radio and television appearances, newspaper interviews and
public speaking sessions, skills were honed in media
relations, interviewing and conducting staff development
presentations. Further growth in these areas will no doubt
lead to greater degrees of expertise. As the researcher
gains experiences in the Social Work profession, additional

skill enhancement will occur.




Chapter XI
RECOMMENDATIONS

11.1 INTRODUCTION

In this chapter, the author will present recommendations
emerging from the findings of this research. Although the
Independent Living Resource Centre was employed as the
practicum setting and recommendations were formulated as a
consequence of experiences in this location, these points
are applicable to independent 1living centres, self-help
groups, service providers and community organizations. The
recommendations will assist sources in planning, organizing,

conducting and evaluating future outreach ventures.

11.2 RECOMMENDATIONS

1. It is recommended that all associations seeking to
undertake outreach projects take note of the major points in
the literature review and intervention phase of this report
concerning the preparation and distribution of brochure,

newsletter, personal contact and media publicity.
The following items are worthy of mention:

1. Brochures and newsletters are more effective tools
when combined with forms of reaching out involving

direct contact with members of target audiences.
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Personal contact methods and transmission of messages
directly from the source to consumers are the most
effective processes for the dissemination of
information.
Wherever possible, brochures and newsletter articles
should be pretested with a sample of persons with
similar characteristics to the target population and
with individuals knowledgeable in the preparation of
these materials. This permits evaluation of factors
related to format, style and content, as well as the
accuracy of the messages and the relevance of these
communications to target audiences. Pretest results
should then be wutilized in the preparation of final
versions of the publicity.
All reaching out materials should be built around
centralized themes, describe the association and the

project, discuss major program components and the

benefits of consumer participation. In addition, it
is important to normalize help seeking, employ
positive communications and depict situational

examples which demonstrate sensitivity to the needs
and issues experienced by audiences.

Telephone contact with media personnel should be
undertaken following the distribution of media
releases. This permits these representatives to seek
further information or pose questions, and allows

organizations to explain the reasons for reguesting
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radio or television coverage and/or newspaper
publicity. The process minimizes the danger that
media releases will be ignored, enables awareness
building among media personnel about the issues of
concern to associations and assists in rapport
development between the parties involved.

6. Organizations should employ a media or publicity
committee to plan, organize, carry out and evaluate
reaching out projects. The expertise of committee
members would facilitate the successful completion of
these ventures.

7. Associations involved in continuous outreach programs
should maintain up to date resource lists of sources
to which publicity materials should be distributed.
This would enable expeditious communication with
these individuals and groups whenever the need arose
and would minimize the time required to accomplish

the distribution process.

2. It 1is recommended that associations conducting
ongoing outreach activities discuss procedures for
formulating, undertaking and evaluating these efforts as
part of strategic planning and goal setting for promotional

activities.

3. It 1is recommended that associations conducting
outreach projects devote attention to negotiations with
organizations which can grant sufficient space and/or

interview time in their respective media to communicate
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essential information. If wvital data are not conveyed,
members of target audiences will be unable to gain a clear
understanding of major organizational elements and will be
less 1likely to respond to reaching out efforts or to
experience awareness level changes. This is not to say that
public service announcements should not be wutilized to
publicize events. They can be employed for this purpose.
In some cases, main informational components are missing
from these items. Therefore, 1large amounts of time should

not be given to their preparation.

4, It is recommended that organizations undertaking
outreach activities maintain ongoing liaisons with resources
contacted during these publicity ventures. This would
enable the regular channeling of information to these
parties and would facilitate the formation of working
relationships and opportunities for continued involvement.
In the case of media representatives, this would permit
awareness building and would enable them to obtain comments
on relevant 1issues from organizational members. With
respect to personal contact sources, continuous and accurate
information flow between groups would occur if liaisons were
cultivated. There would be possibilities for intra-group
collaboration on projects and the development of referral
opportunities. Consumers could receive current information

and relevant referrals.
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5, It is recommended that organizations prepare
essential information related to presentations or media
interviews 1in advance of these sessions. This includes

statistical and budget data.

6. In cases where stories are being prepared by
reporters on the basis of interviews with organizational
representatives, it is recommended that these sessions be
taped. These data can then be compared for accuracy with
the messages contained in the final versions of articles or

stories communicated by media personnel.

7. It is recommended that, where possible, reporters or
article authors be contacted prior to the appearance of
stories to determine if the material 1is accurate. This
would enable corrections to be made, where appropriate. If
these contacts are not feasible and misconceptions are
located, then letters to the editor can be prepared. These
vehicles provide further opportunities for organizations to
relay messages, which can result in increased awareness
and/or higher rates of response. Misconceptions can be
corrected and readers can voice opinions. Media sources can

be recognized for their contributions to outreach efforts.

8. It is recommended that associations attempt to locate
reporters sensitive to the needs of target audiences or
whose awareness and understanding can be heightened through

contacts prior to publicity preparation.
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S. It is recommended that media sources be employed to
prepare stories focussing on major organizational events, as
these can act as incentives for reporter involvement in the

work of sources.

10. It is recommended that, when conducting media
outreach, major focus be placed on those sources exhibiting
high listenership or readership rates and/or permitting
organizations to communicate directly with target
populations. Given conclusions of the present practicum,
these vehicles are more likely to generate higher rates of
response than smaller newspapers or sources which do not

permit direct interaction with consumers.

11, It is recommended that associations devote greater
attention to communicating messages through print media, as
these sources offer opportunities for rereading and higher
rates of retention on the part of readers. Chances for

repeated exposure to communications are also provided.

12, It is recommended that organizations conducting
ongoing outreach ventures give attention to exploring the
most appropriate public relations styles to effectively
convey messages. Issues related to content, format,
wording, tone, the use of humour 1in outreach, layout,

graphics, etc. are all important in this regard.

13. It 1is recommended that associations conducting

frequent outreach programs continue exploration of the
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similarities and differences which can occur between the
messages they transmit and the communications received by
target populations. Where possible, efforts should be made
to minimize the diversities between the content released and
the information presented to readers, viewers and listeners.
Sensitization of interviewers, article writers and reporters
would be useful in this regard. Opportunities to verify
data prior to release, devoting attention to those sources
granting sufficient space and time to communicate essential
organizational elements and perception checking would also

facilitate message accuracy.

14. It is recommended that associations continue to
explore the impact of third party outreach to determine the
degree to which information transmitted through indirect
sources is accurately communicated to target audiences. The
effects of third party messages on consumer response rates
and awareness level changes experienced by user populations
should be assessed. Surveys can be utilized to evaluate the
above-mentioned variables. The procedures for decreasing
differences between source content and communications

provided to populations can be explored with third parties.

15. In 1light of the effectiveness of the survey format
for assessing the utility of professional inservices, it is
recommended that organizations conducting outreach ventures
employ similar instruments to determine the efficiency of

the presentations they make to community groups and
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professionals. Awareness level changes with respect to
session content and participant resistance to communications

can also be evaluated.

~16. It 1is recommended that associations sponsoring
outreach projects expand inservices to include presentations
to a broad range of service providers, community groups and
health-care professionals. This recommendation is important
to independent living centres because it is vital that
personnel from a variety of disciplines become knowledgeable
about IL concepts and philosophies if they are to integrate
consumer-based orientations into their daily work.
Awareness 1is necessary 1in order to form liaisons with
centres and to make appropriate referrals of consumers to

these facilities.

17. It 1is recommended that organizations involved in
outreach ventures continue to explore procedures for dealing
with the possibilities that these promotional efforts can
generate greater levels of consumer demand than groups can
accommodate. Ethical and moral dilemmas can arise from
these eventualities, resulting in disillusionment among
members of target audiences. When resources are scarce,
associations can maintain low profiles 1in the community,
temporarily cease publicity efforts or decrease the scope of
promotional ventures. Other organizations can also be

located to address consumer needs.
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18. In order to minimize the danger of reliability and
validity concerns occurring in research designs, it is
recommended that organizations conducting outreach efforts
ensure that statistical procedures utilized for data
collection are consistent. Where several record keeping
systems are being employed in associations, it is important
that these methodologies include all essential information

to be gathered from respondents.

19. In 1light of the practicum finding that outreach
vehicles bringing target audiences into direct contact with
message sources generated the highest response rates of all
methods employed, it is recommended that organizations
conducting future outreach programs devote greater attention
to personal contact outreach. The effectiveness of
procedures which permit direct consumer interaction reguire
further assessment to determine whether or not practicum
results can be generalized to other settings and situations.
Presentations at organizational and professional meetings,
attendance at events sponsored by associations and direct
intervention with individuals are possibilities. The
viability of the media as an outreach vehicle to bring
target populations into direct contact with message sources

also warrants further exploration.

20, It is recommended that associations which meet the
needs of individuals with disabilities devote further

attention to exploring viable methodologies for contacting
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consumers who are physically and socially isolated. These
can 1include: utilization of media sources (such as
newspapers, radio and television) which reach persons in
their living environments, and third party outreach through
families and health-care professionals with whom these
persons may have contact. It 1is necessary to evaluate the
effectiveness of these vehicles and to determine if findings
related to outreach with general populations can be
generalized to individuals who are physically and socially
isolated. Given the difficulties and challenges inherent in
locating members of vulnerable target groups, it is unlikely
that further work with these persons will generate high

consumer response rates to promotional efforts.

21, Given that project conclusions heightened awareness
within ILRC of questions related to public relations,
organizational image and decision-making structures, it is
recommended that other independent living centres, self-help
groups and associations testing out viable methodologies for
the first time devote attention to exploring these areas.
It is also necessary to assess the most efficient types of
publicity to explain independent living concepts,
philosophies and programs and the degqree of controversy that
should be generated by promotional ventures. Associations
with multi-level communication structures may wish to
examine whether or not these permit the effective flow of
information vital to the preparation, approval and

distribution of materials.
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22. Given the fact that the current practicum was small
scale in nature and was conducted within a specified time
period and in an independent 1living centre with limited
monetary and non-monetary resources, it is recommended that
organizations with larger resource bases and fewer time
constraints apply study conclusions to 1large scale
promotional ventures. This would assist in determining if
findings are applicable to other organizational settings,

situations and populations.

23, It is possible that the communication style of the
intervener impacted the ways in which messages were
transmitted by the source and received by target audiences.
Therefore, it is recommended that organizations conducting
reaching out efforts assess the effect of communicator style
on the transmission and receipt of information by those

responding to outreach materials.

24, It is recommended that associations undertake
ongoing outreach programs within the community. Literature
reviewed earlier and project outcomes demonstrated the
impact of repeated €xposure to messages on consumer response

rates.

25, It is recommended that the findings of this
practicum concerning the effectiveness of various outreach
strategies be tested out by self-help groups, independent

living centres, providers of disability-specific services
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and community sources to determine whether or not results

are applicable to these settings.

26. It 1is recommended that independent 1living centres
and self-help groups conduct further outreach projects to
gain greater experience in explaining consumer and IL
philosophies, concepts and programs in realistic and
positive ways. Work should also continue to determine the
range of consumer needs that can be addressed by centres and
to offer concrete examples to illustrate the material
presented. Consumer profiles would be beneficial in this
regard. Involving representatives from external
associations and media personnel in organizational events
would contribute to awareness development and the

cultivation of positive community images.

27. This practicum documented processes that can be
utilized by associations to plan, organize, carry out and
evaluate small scale outreach ventures. It is recommended
that this report be disseminated to Canadian Independent
Living Centres, the Canadian Association of Independent
Living Centres (CAILC), self-help groups, providers of
disability-specific and generic services and community
sources. This document can be of assistance to these
resources as they assess the impact of outreach efforts
similar to the current study. If publicized, results could
complement existing reaching out literature. The author

hopes that her outcomes will contribute to research in her
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area of study and will be valuable to the range of

organizations seeking to build upon her work.

28. It is recommended that organizations conducting
future outreach projects take particular note of the
discussions in chapter five regarding the public relations
dilemmas and challenges with which the ILRC was confronted
during the practicum. It is certain that associations will
face similar circumstances and issues when designing
promotional ventures. No firm answers can be generated on
which communications are most effective in contacting target
audiences. It 1is recommended that the areas of message
creation and transmission, organizational image and
decision-making structures to facilitate formulation of
publicity materials be explored by a variety of groups. One
possible solution which could contribute to more effective
negotiation and consensus building with respect to
information packages would involve the formation of a media
or publicity sub-committee of public relations committees.
This body could be composed of public relations specialists
with sensitivities and education in 1IL philosophies and
concepts, staff and Board representatives and consumers.
These individuals could oversee the preparation of
information packages, particularly in reference to approval
of initial.drafts. This would decrease the amount of data
communicated between various organizational levels,

facilitate information transmission through the Board of
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Directors, committees and staff and promote negotiation and
consensus building. All associational components should be
an integral part of the process but the sub-committee could
expedite communication flow, ensure that relevant
individuals and groups are involved and transmit the belief
that participants are equal partners in the effort to
grapple with 1issues and respond to emerging publicity

challenges.




BIBLIOGRAPHY

Addiction Research Foundation. Concepts and Strategies.
(Monograph One.) Toronto Ontario: Addiction Research
Foundation in Co-operation with Health and Welfare,
Canada. 1986.

Alcoholism Foundation of Manitoba. Prevention in the Drug
Field. Winnipeg, Manitoba: Alcoholism Foundation of
Manitoba. N.D.

Berkeley Planning Associates. Comprehensive Evaluation of
the Title VII Part B. of the Rehabilitation Act, 1973,
As amended, Centres for Independent Living Programs.
(Final Report.) Berkeley, California: 1986.

Braun, Abby L. and Julia A. Gregson. "E.A.P. Literature:
The Meaning Behind the Message". E.A.P. Digest, March-
April, 1987. pp. 18-20.

Burke, Edmund M. "Citizen Participation Strategies".
Journal of the American Institute of Planners, Volume
34, number 5. September, 1968. pp. 287-294.

Canadian Press. Style Book: A Guide for Writers and
Editors. Toronto, Ontario: The Canadian Press, 1986.

Coalition of Provincial Organizations of the Handicapped.
Independent Living: A COPOH Perspective. Winnipeg,
Manitoba: Coalition of Provincial Organizations of the
Handicapped, N.D.

Coalition of Provincial Organizations of the Handicapped.
Independent Living: Made in Canada. Winnipeg, Manitoba:
Coalition of Provincial Organizations of the
Handicapped, 1985.

Colgan, Maureen. Independent Living: The Independent Living
Resource Centre, Winnipeg. Winnipeg, Manitoba:
Independent Living Resource Centre, 1989,

Crewe, Nancy M. et al. Independent Living for Physically
Disabled People. San Francisco, California: Jossey-Bass
Publishers Ltd., 1983.

Cullihall, H. et al. Resource Provision and Consumer Needs
of the Physically Disabled. Winnipeg, Manitoba:
University of Manitoba School of Social Work, 1983.

- 280 -




281

D'Aubin, April, EAd. Defining the Parameters of Independent
Living. Winnipeg, Manitoba: Coalition of Provincial
Organizations of the Handicapped, 1984.

De Jong, Gerben. "Independent Living: From Social Movement

to Analytic Paradigm". Archives of Physical Medicine
and Rehabilitation, volume 60, October, 1979. pp.
435-446.

Derksen, Jim et al. Independent Living for Persons with
Disabilities in Canada. Winnipeg, Manitoba:
Independent Living Resource Centre, 1985.

Derksen, Jim. The Disabled Consumer Movement: Policy
Implications for Rehabilitation Service Provision.
Winnipeg, Manitoba: Coalition of Provincial
Organizations of the Handicapped, 1980.

Engle, James F., Martin R. Warshaw and Thomas E. Kinear.
Promotional Strateqy: Managing the Communications
Process. Homewood, Illinois: Richard D. Irwin Inc.,

1983.
Enns, Henry. "A Historical Development of Attitudes Towards
the Handicapped: A Framework for Change”. in Treating

Families with Special Needs, Edited by David S. Freeman
and Barry Trute. Alberta: Canadian Association of
Social Workers, 1981. pp. 175-184.

Evans, Joel R. and Barry Berman. Essentials of Marketing.
New York: Macmillan Publishing Company Inc., 1984.

Fagence, Michael. C(Citizen Participation in Planning.
Oxford, England: Pergamon Press, 1977.

Fox-Piven, Frances and Richard A. Cloward. Poor Peoples'
Movements: Why They Succeed and How They Fail. New
York: Vintage Books, 1979,

Frankel, Sid. Facilitative Intervention with a Self-Help
Group. Winnipeg, Manitoba: University of
Manitoba,1983.

Froland, Charles et al. Helping Networks and Human
Services. Beverly-Hills, California: Sage
Publications, 1981.

Fuchs, D.M. Breaking Down Barriers: Independent Living
Resource Centres for Empowering the Physically Disabled.
Winnipeg Manitoba: University of Manitoba School of
Social Work, 1981.

Fuchs, D.M. et al. Social Needs Assessment of the
Physically Disabled: Final Report. Wlnnlpeg, Manitoba:
University of Manitoba School of Social Work, 1984.




282

Glass, James J. "Citizen Participation in Planning: The
Relationship Between Objectives and Techniques™.
dournal of the American Planning Association, volume 45,
number 2, April, 1979. pp. 180-189,

Holley, Mel and Arne Peltz, eds. How to Get What You Want:
An Advocacy Manual. Winnipeg, Manitoba: Public
Interest Law Centre, Legal Aid Manitoba, 1986. pp.
48-64.

Independent Living Resource Centre. Building Independent
life-styles. (Pamphlet.) Winnipeg, Manitoba:
Independent Living Resource Centre, 1989.

Independent Living Resource Centre. Independent Living
Resource Centre Bylaws. Winnipeg, Manitoba:
Independent Living Resource Centre, 1985,

Isaac, Stephen and William B. Michael. Handbook in Research
and Evaluation. San Diego, California: Edits
Publishers, 1981.

Kotler, Philip. Marketing for Non-profit Organizations.
Englewood-Cliffs, New Jersey: Prentice-Hall Inc., 1975,
1982.

Rotler, Philip and Gordon H.G. McDougall. Principles of
Marketing. Scarborough, Ontario: Prentice-Hall Canada
Inc., 1983.

Lauffer, Armand M. Strategic Marketing for Not For Profit
Organizations. London: Collier-Macmillan Publishers,
1984,

League for Human Dignity. Marketing Plan: Or How to Win
Friends and Influence People in Eastern Nebraska.
Lincoln, Nebraska: League for Human Dignity, 1985.

Litwak, Eugene and Henry J. Meyer. School, Family and
Neighbourhood: The Theory and Practice of
School/Community Relations. New York: Columbia
University Press, 1974,

Lord, John and Lynn Osborne-Way. Toward Independence and
Community. Ottawa, Ontario: Department of the
Secretary of State, 1987.

MacNair, Ray H. "Citizen Participation As A Balanced
Exchange: An Analysis and Strategy". Journal of the
Community Development Society, volume 12, number 1,
1981. pp. 1-19.

Manitoba Telephone System. Winnipeg Yellow Pages Directory.
Winnipeg, Manitoba: Manitoba Telephone System, 1989,




283

Marlett, Nancy et al, Eds. Dialogue on Disability: Volume
One, The Service System. Calgary, Alberta: University
of Calgary Press, 1984.

Mauss, Armand L. Social Problems as Social Movements.
Philadelphia: J.B. Lippincott Company, 1975. Chapters
1 and 2.

Moynihan, Daniel P. Maximum Feasible Misunderstanding. New
York: The Free Press, 1970.

the

Nachmias, David and Chava Nachmias. Research Methods
1

in
Social Sciences. New York: St. Martins Press, 81.

9

Neuber, Keith et al. Needs Assessment: A Model for
Community Planning. Beverly-Hills, California: Sage
Publications, 1980.

Newman, P.R. "Outreach: Moving In". in Feasibility of Use
of Social Work Skills in Industry by P.R. Newman.
Winnipeg, Manitoba: University of Manitoba School of
Social Work, 1983,

Nolte, Lawrence W. and Denis L. Wilcox. Effective
Publicity: How to Reach the Public. New York, Toronto:
John Wiley and Sons, 1984,

Oaks, L. Robert. Communication by Objectives. South
Plainsville, New Jersey: Group Work Today, 1977.

Phillips, Michael. "Motivation and Expectation in
Successful Volunteerism". in Voluntarism and Social Work
Practice: A Growing Collaboration, edited by Florence S.
Schwartz. Boston: University Press of America, 1984.

Rados, David L. Marketing for Non-Profit Organizations.
Boston: Auburn House Publications, 19871,

Rines, Michael, Ed. Marketing Handbook, 2nd edition.
Hampshire England: Gower Publishing Company Ltd., 1983.

Simpson, Allan J. Consumer Groups: Their Organization and
Function. Winnipeg, Manitoba: Coalition of Provincial
Organizations of the Handicapped, 1980.

Skills Program for Policy Volunteers in Fitness, Recreation
and Sport. Marketing: A Participant Workbook. Ottawa
Ontario: National Sport and Recreation Centre Skills
Program, 1984.

Social Planning Council of Winnipeg. Manual of Social
Services in Manitoba, 1987-1988. Winnipeg, Manitoba:
Social Planning Council of Winnipeg, 1988.




284

Sosnowicz, Harold. Starting a Self-Help Group. Winnipeg,
Manitoba: University of Manitoba School of Social Work,
1988.

Special Committee on the Disabled and The Handicapped.
Obstacles. (Third Report, House of Commons, Canada,
First Session, 32nd Parliament.) Ottawa, Ontario:
Minister of Supply and Services, Canada, 1981.

Special Committee on the Disabled and the Handicapped.
Progress Report. (Fifth Report, House of Commons,
Canada, first session, 32nd Parliament.) Ottawa,
Ontario: Minister of Supply and Services, Canada, 1981.

Statistics Canada. The Health and Activity Limitation
Survey. Ottawa, Ontario: Statistics Canada, 1987. PP.
1—18.

Statistics Canada. The Health and Activity Limitation
Survey. Ottawa, Ontario: Disability Database Programs,
Statistics Canada, 1988.

Statistics Canada Health Division. Highlights from the
Canadian Health and Disability Survey, 1983-1984.
Ottawa, Ontario: Minister of Supply and Services,
Canada, 1985,

Tedone, David. Practical Publicity: How to Boost Any Cause.
Boston: Harvard Common Press, 1983,

United Nations, Decade of Disabled Persons, 1983-1992,
World Program of Actions Concerning Disabled Persons.
New York: United Nations, 1983,

Watters, Colleen. The Social Needs Assessment Project and
the Resource Provision Research: Vehicles for Further
Action. Winnipeg, Manitoba: (unpublished Paper), 1985,




Appendix A
CHRONOLOGY OF PROJECT ACTIVITIES

A.1 INTRODUCTION

In appendix A, the writer will present a chronological list
of the activities wundertaken to complete the practicum,
This will provide a clear indication of the time frame in
which the project was conducted and the progression and

complexity of the process.

A.2 CHRONOLOGY OF PROJECT ACTIVITIES

Spring, 1988. Meeting with the writer's practicum committee
to approve the proposal. 1In consultation with the student's
adviser, this document had been researched and written
during the winter of 1988, Negotiations begin with the
Independent Living Resource Centre on plans for the
practicum, roles of the author and organization, the

activities to be conducted, proposed time frames, etc.

Summer, 1988. Negotiations continue. The student
conducts an extensive search of the independent living
literature to determine if materials exist on outreach
strategies and evaluation methods employed in IL centres.
Further literature from the publicity and marketing fields

is procured and the writer peruses the Manual of Social
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Services in Manitoba (Social Planning Council, 1988) to
obtain a 1listing of all disability-specific organizations
and community groups which could be possible targets for the

intervention. ILRC approves plans for the practicum.

September, 1988. The author evaluates the Centre's
existing statistical record keeping forms and information
packages about the organization. The program brochures are
out of date and the statistics forms require the addition of
several categories to be able to accurately determine the
numbers of consumers responding to the outreach and the wvays

in which these individuals learned about the association.

October, 1988. The author begins work on a revised
statistical record form which would collect the necessary
data to accurately measure the numbers of respondents to the
outreach. She meets with Susan Hart-Kulbaba of the Manitoba
Federation of Labour to discuss strategies for handling

radio and television interviews.

November, 1988. The author submits first draft of
statistical record form to staff for perusal and feedback.
She begins work on a revised generic brochure about ILRC and
its programs. Draft one of this document 1is submitted to
staff for comments. The student begins establishing
telephone contact with all possible outreach target
organizations to ascertain their mandates and to determine

if these associations should receive reaching out vehicles.
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Feedback is received from staff on the first drafts of the
statistical record keeping form and generic brochure. The
writer works on draft two of these documents. A decision is
taken by the Public Relations Committee and the Board of
Directors to hire a design consultant to assist the Centre
in revising program brochures. The author discusses the
possibility of developing her own generic brochure on the
organization which could be ready before the revised program
pamphlets. 'She acquaints staff and the Public Relations
Committee with the practicum and planned activities. She
also continues work on drafts of the revised statistics
forms and generic brochure. Draft three of these items are

completed by the end of November.

December, 1988. Agreement 1is reached not to revamp
ILRC's existing record keeping system but to incorporate
items about how consumers learned about the Centre into the
current statistics procedures. She begins to map out ideas
for newsletter articles on the ILRC which can be used for
outreach purposes. Draft three of the generic brochure is

perused by ILRC.

December, 1988. The author meets with the ILRC Managing
Director, the Public Relations Committee Chairperson and the
design consultant. The group discusses possible layouts,
styles, formats, etc. for the information packages. A
decision is taken to include the generic pamphlet in the

revamped materials and not to distribute this item
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separately. Draft three of the generic brochure is

pretested with organizations known to the ILRC.

December 28, 1988. The author meets with the ILRC
Managing Director, The Public Relations Committee
Chairperson and the design consultant. Discussion centres

around possible themes for the outreach materials, how this
publicity can be integrated into a marketing plan for the
organization and which elements of this plan to tackle
first. The generic brochure with accompanying folder is
most important. The consultant agrees to undertake draft
layouts of the folder and brochure. The writer continues to

refine the generic pamphlet.

January, 1989. Pretest feedback process is completed and
the author makes changes to her brochure on the basis of
these comments. A meeting is held with the design
consultant to peruse his drafts of the folder and insert. A
step by step process for completing these items is mapped
out. The author continues to pare down the list of target

organizations.

January 23, 1989, The student meets with the ILRC
Managing Director and her practicum adviser to discuss the
fact that the brochure development stage 1is moving more
slowly than expected and ways of dealing with this
situation. Effort 1is made to ensure that the author has

control of generic brochure formulation.
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January 31, 1989. A meeting is held with members of the
practicum committee and the ILRC Information Officer. Final
decisions are made as to the types of statistical
information to collect on the project, how to gather these
data and the qguestions to be asked of respondents. Choices

on the organizations to receive the outreach are made.

February, 1989. A meeting is held with the design
consultant to discuss a draft mission statement to be placed
inside the front cover of a folder containing the generic
pamphlet and program inserts. A structural format for the
development of the general brochure and program inserts is
developed. The researcher continues revising her pamphlet

and the program co-ordinators begin drafting inserts for

their respective areas. Draft four of the brochure is
completed.
February, 1989. The author contacts target associations

receiving brochure and newsletter outreach to explain the
project and ask contact persons to convey information about
the Centre to consumers; The student obtains guidelines for
the preparation of newsletter articles. She drafts a piece
for submission to the Stroke Association of Manitoba's March
newsletter. Draft five of the generic pamphlet is forwarded

to the design consultant for examination.

February 22, 1989, The newsletter article is completed

and submitted to the Stroke Association.
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February 25, 1989. Draft five of the generic insert is

returned from the design consultant.

February 26, 1989. The author works on a draft article

for the Manitoba Association of Social Workers' newsletter.

March 1, 1989. The writer is interviewed by Scott

Klassen for the Sunday Report Program broadcast on Q94

FM-1290 Fox.

March 2-6, 1989. The researcher refines her drafts of
the generic brochure. Organizational representatives
discuss possibilities for a collage of images to appear on

the front cover of the folder and all inserts.

The design consultant makes a presentation on the generic
brochure to the Board of Directors. He receives another

draft of this pamphlet from the author.

March 13-15, 1989, The completed newsletter article is
submitted to MASW. The author makes further refinements to

the generic pamphlet.

March 19, 1989. 1Interview with Scott Klassen is aired on

094 FM-1290 Fox.

March 20, 1989. The writer, the Public Relations
Committee and the Managing Director meet to make final
decisions about the visual imagery for the information

packets. The design consultant agrees to arrange the
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photographs in a collage. Time 1is spent exploring the
nature of the messages to be communicated in the publicity.

Several program inserts are now complete.

March 22, 1989, The student works on a draft newsletter
article for the Muscular Dystrophy Association. The College
of Family Physicians and the Manitoba Medical Association
are explored as possible targets for newsletter articles.

These sources are ruled out.

March 23, 1989. The student secures a departmental
meeting with the social workers in the Rehabilitation
Hospital. She explores strategies for reaching various

disciplines within the Health Sciences Centre.

March 29, 1989, Work on the generic brochure continues.
The article on ILRC is published 1in the MASW newsletter.

The Stroke Association's publication appears.

April 4, 1989. The author submits her newsletter article

to the Muscular Dystrophy Association.

April 6, 1989. The student talks to the Manitoba Medical
Association about the possibility of submitting a piece for
their newsletter. Since space is at a premium, it is
suggested that the College of Physicians and Surgeons of

Manitoba be approachéd.

April 10, 1989. The author speaks with the College of

Physicians and Surgeons. She 1is told she can submit an
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article. Over the next four days, she prepares a piece and

forwards it to this organization.

April 21-26, 1989. The researcher schedules inservice
with the Department of Occupational Therapy and two sessions

with nurses in the Rehab.

April 26, 1989. The Muscular Dystrophy Association

Newsletter is published.

April 27, 1989. The writer conducts an inservice for the

Occupational Therapy Department.

May 1, 1989, The new information packages are complete
and ready for distribution. The author assembles generic

brochures and distributes them to target organizations.

May 2, 1989. The writer begins drafting the media
release and accompanying covering letters. An inservice for
Physiotherapists is scheduled for May 31, as well as a
meeting with one of the Department's assistant directors to
discuss departmental structure. A presentation to a group
of persons with 1limb amputations is planned and space in a

display booth is booked for June.

May 8, 1889. The student drafts a questionnaire to
assess changes in the awareness of health care professionals

as a result of the inservices.
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May 10, 1989. The writer conducts the first of two
inservices to nurses in the Rehabilitation Hospital. She
administers the above-mentioned questionnaire to those

professionals attending.

May 15, 1989. The researcher completes the media pretest

kit and distributes it to pretesters.

May 19, 1989. The writer conducts the second of two
inservices to nurses and administers an assessment
questionnaire to these individuals. She talks to the group

of persons with limb amputations about ILRC.

May 23, 1989. The College of Physicians and Surgeons

Newsletter is published.

May 29, 1989. The author receives feedback on media

releases and covering letters from pretesters.

May 31, 1989. The student meets with an assistant
director of Physiotherapy to discuss the structure of the
Physiotherapy department and of the Rehabilitation Hospital.
She delivers an inservice to physiotherapists and
administers the assessment guestionnaire. The ILRC
information officer receives a call from the support group

of persons with limb amputations.

June 6, 1989. The author begins attempts to contact
physicians in the Rehab. She continues work on the media

release.
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June 7, 1989. The writer works in a display booth at the
Health Sciences Centre to raise awareness of the ILRC and

its programs.

June 8, 1989. The researcher establishes a list of
contact persons with newspapers, radio and television
stations to whom press materials can be sent. She types
what she believes is the final draft of the media release
and covering letters. The Managing Director expresses
concerns about the media release and asks that it not be

mailed.

June 16, 1989. The author meets with a physician in the
Rehabilitation Hospital to discuss the structure of this

facility.

June 20-21, 1989, The student meets with the Managing
Director to discuss his concerns about the media release.

She makes changes to this document.

June 30 to July 4, 1989. Meetings are held with a summer
communications student to work on the media release.

Another summer student with experience 1in this area is also

involved.
July 6, 1989, The final version of the media release is
completed. Covering letters are ready for distribution.

The author spends time preparing for media interviews.
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July 11, 1989. Copies of the media release and covering
letters are distributed to radio and television stations and

newspapers.

July 13, 1989, The writer begins follow-up telephone

calls with media personnel.

July 14, 1989. Media follow-ups continue. An

announcement about ILRC 1is to appear in the Uptown Gazette

and the writer schedules an interview on Good Company. The

student begins her search for a consumer to appear on this

program.

July 17, 1989, The writer schedules a spot on CBC's

Questionnaire Program for July 18. She is scheduled for an

interview on CKO FM News. A consumer is located for the

Good Company Program and an interview is set up with the

Winnipeg Free Press newspaper. Media follow-ups continue.

July 18, 1989. The author appears on Questionnaire and

on CKO FM's Good Morning Winnipegq. Four consumers call the

Centre as a result of Questionnaire.

July 19, 1989. A meeting is held with a reporter from

the Winnipeg Free Press. Participants provide information

on which the reporter can base an article about ILRC. An

interview 1is scheduled on CKY's Today's World Program.

Efforts begin to locate a consumer for this show.
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July 20, 1989. The writer continues media follow-ups.
An article based on the the original media release appears

in the Downtowner newspaper.

July 21, 1989, The writer 1is interviewed on Good
Company. An ILRC consumer also appears on the program to

give a personal perspective on how the Centre affects her

life. One consumer called as a result of the Good Company
Program.
July 24, 1989. An article about ILRC appears in the

Winnipeg Free Press newspaper. A follow-up letter to the

editor is prepared. Twelve consumers call the Centre in

response to this publicity.

July 25, 1989. The author receives an invitation to

appear on Blind Trek, a show on Community Access Television.

A date for the interview is set.

July 27, 1989. Brief announcements about ILRC which are
based on the media release appear in the Manitoban and the

Uptown Gazette.

July 29-31, 1989. The student locates a consumer for the

Today's World Program on CKY Television. A piece about ILRC

appears in the Courier German newspaper. The University of

Manitoba Library is monitoring ethnic papers for articles on

the Centre.



August 1-7, 1989.  The

writer
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continues monitoring

publications for items on ILRC and tapes for Blind Trek.

August 8, 1989,

on the Today's World program.

printed in the

Winnipeg Free Press.

The author and an ILRC consumer appear

The letter to the editor is

Three consumers call

the Centre as a result of this publicity.

August 9, 1989. Articles

Post and News and Seniors Today.

a consumer as a
News.
the Rehabilitation Hospital

to communicate

idea of contacting these professionals,

result of the piece in the

for some time to

information about

about ILRC appear in Jewish
One call is received from

Jewish Post and

The author has been attempting to reach physicians in

determine how

ILRC. She abandons the

as the closing date

of the intervention phase is August 31.

August 14, 1989.

from the Inner City Voice newspaper.

an article can
However, since the
July but could not meet until

this process through to the end.

from the Voice map out a plan
ILRC and its programs. Since

wishes to integrate a consumer

the author begins contacting

be printed prior to the end

writer began contacting this

The author meets with a representative

There is no way that
of the project.
source in
August, she decides to see

She and the staff person
for an article and discuss
the newspaper representative
perspective into her piece,

potential users of Centre

programs who are willing to be interviewed.

August 19, 1989.

The Blind Trek Program is broadcast.
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August 22, 1989. The student continues monitoring ethnic
papers for material on ILRC. She completes the process of

gathering consumer names for the Inner City Voice article

and she conveys the necessary information to the paper.

August 23, 1989. A brief announcement about the Centre

appears in the Manitoban.

August 29-31, 1989. The writer completes monitoring
ethnic papers for material. No pieces appear. The
intervention phase ends on August 31. The total number of

respondents to the outreach is 23.

September, 1989, The author formulates an outline for
her practicum report and submits it to her adviser for
perusal. The outline is approved and she begins the first

draft of the intervention section of the report.

October to December, 1989, The author completes her
first draft of the intervention section and submits it to

the Committee.

December, 1989. The article on ILRC appears in the Inner

City Voice. No calls are received from consumers as a

result.

December, 1989 to March, 1990. The author completes
draft one of the practicum report and submits this document
to the committee for review. A meeting is held on March

16 to discuss the report and committee members make
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suggestions for changes. In late March, the student begins
draft two of the practicum report. This task is completed
in June and the writer commences preparation of draft three.
The oral presentation of the practicum report takes place in
July, 1990. 1In August, the author refines the manuscript to
complete draft three. She then fulfills all other
regquirements necessary for graduation, which takes place in

October, 1990.

Throughout the project, the author wrote monthly memos to
staff wupdating them on her activities, attended staff
meetings and held 1individual consultations with many of
them. These were intended to discuss program areas, receive
advice on consumer selection for television and radio
appearances, etc. Frequent consultations also took place
with the Public Relations Committee around the outreach
materials and the messages to be communicated through these

documents.
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THE INDEPENDENT LIVING RESOURCE
CENTRE (ILRC) 1s A SELF-HELP
ORGANIZATION OPERATED BY PEOPLE WITH
ALL TYPES OF DISABLITIES. Weoffer a
variety of independent living programs
and information about how to contact
groups in the community,

.

DO You HAVE QUESTIONS ABOUT
INDEPENDENT LIVING OR WHERE TO GO IN
THE COMMUNITY FOR A SERVICE THAT YoOu
NEED? Are you newly disabled and feel
alone, but would like to meet others
with disabilities? Are you a family
member or friend of a disabled person,
or an organization, and would like
sSome suggestions about how best to
assist these individuals. We all need
help at times. When something is
bothering us, it is important to talk
it over, or issues can build up making
ft hard to cope. At the Independent
Living Resource Centre, you will meet
staff and volunteers who can help you
find the answers to these and other
concerns., If we cannot satisfy your
needs ourselves, we will put you {in
touch with an orgauization which can.

WHAT TYPES OF NEEDS ARE BROUGHT TO
THE ILRC?

"I have to live with my family
bec se I need help with personal
care. I would rather be on my own.
Can I live in an apartment and still
get the suppor tlneed%"

"I am a disabled person who stays
at home all day. I am lonely, but
want to get out more and meet others
with disabilities."

"l want to do volunteer work, but
don't know what I can do or where 1
can go,"

"l am on Social Allowances and
need money for transportation to
physiotherapy appointments once a
week. I can't get Handi-Transit, and
I have tried asking my welfare worker
for money. She won't give it to me."

"I am a parent, and oy disabled
child needs constant care. I get very
little support from family and
friends, and I feel frustrated and
tired. Is there anyone who can give
me a break every so often?"

"I want to build a wheelchair
accessible house. How should I go
about doing this?"

WHAT WOULD THE ILRC DO ABOUT THE
SITUATION JUST DESCRIBED?

Living at home can be difficult
especially if you would rather be
somevwhere else. Our Information and
Referral Officer can give you
information about avallable housing,
so that you can choose a place to
live which offers attendant care.

Loneliness can be very scary. If
you come out to our Chaflenge, Choitm
Change Croups, you can meet others
who will talk with you about your
experiences. Through our Leisure
Education Program, you can get
involved in  community recreation
activities, if you wish to do so.

If you want to volunteer but don't
know where to go or what you can do
Volunteer Work Support offers
suggestions, so that you can vouhteer
in a place you .will enjoy and that
will meet your needs.

It is frustrating not to be able
to get money from your welfare
worker. Our Advocacy Co-ordinator
can talk with you about what to say
to this person, and can go with you
to the Social Allowances Office if
you wish this,

We understand that you need a
break from your child, and can refer
you to an organization which can send
someone jnto your home, so you can
get out once in a while.

If you want to build a wheelchair
accessible house, our Technical Aids
Researcher can give you ideas about
how to do this, Through our Peer
Information Network, we can put you
in touch with someone else.

10¢
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Memo to All Those Who Will Be Pretesting
The ILRC Brochure
Trom Colleen Watters
December 19, 1988,
I anm currently working on a Master of Social Work Practicum at the Independent
Living Resource Centre. This involves examining different methods of outreach
with a sample of consumers who utilize our Centre, and attempting to determine

which outreach vehicles are most e “2ctive, One component is the creation of a new
Independent Living Pesource Centre brochure, which will be utilized for public
relations purposes long after my project is completed.

As an organization who uses our services, we value your input, as this aids
us in providing more effective assistance to consumers. Your feedback on the
enclosed brochure will help us create publicity which is more attractive to
persons with disabilities and assoclations with whom we have contact,

We are currently working with a design consultant on colour, print style,
layout, etc., so that the final brochure, when completed, will be much different
from what is enclosed. At this point, we are mainly interested in your thoughts
on brochure content. On the next page are a set of questions on which we would
aprreciate your feedback.

Please forward your comments to me in the enclosed envelope by January 6th,
1989, or telephone me at the ILRC, 947-01%4, or at home, .

Should you have questions or Tequire further information, feel free to contact
me,

Thank you in advance for your input on this material, and we look forward
to continued work with you.

Colleen Watters



ILRC PROGRAMS

* INDIVIDUAL ADVOCACY
IF  YOU ARE  GOING  THROUGH * PEER SUPPORT
SITUATIONS LIKE THESE OR HAVE OTHER * PEER INFORMATION NETWORK
NEEDS YOU THINK WE CAN HELP YOU MEET, * CHALLENGE, CHOICE, CHANGE
DROP IN AT OUR OFFICE IN THE
SOMERSET BUILDING. * VACATION RELIEF
* VOLUNTEER WORK' SUPPORT
RM 207 - 294 Portage Ave.
winnipeg’ Manitoba * LEISURE EDUCATION
R3C 0B9 * INDEPENDENT LIVING RESEARCH AND
947-0194 (TDD) DEMONSTRATION ACTIVITIES I R
INDEL: NDENT
We can help you sort out your INDEPENDENT LIVING RESOURCE CENTRE mwu_k(r,
concerns or address your issues. 207 - 294 Portage Ave. CENTRE
Winnipeg, Manitoba
R3C OB9

947-0194(TDD)

207-294 Portage Avenue
Wmmpq’ Manitoba
R3C 0By
(204) WNH7- 094/ TDOD

£0¢
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Questions to Consider

When Providing “eedback

On the Enclosed “rochure

1. What messages did the brochure communicate to you about the ILRC?

2. After reading the enclosed pamphlet, would
serve feel more inclined to utilize ILRC services?
Yes (explain)

you and the consumers you

No (explain)

3. Please comment on brochure style, text and tone.

4. What could be changed with respect to brochure content that would make
it more attractive to consumers and organizations?

5. rurther Comments.
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DON'T WANT TO LIVE
with my parents. They're
getting older and find it hard
providing personal care. How
do I arrange to move out on
my own?"

‘I have a hearing loss
and feel isolated, so I usually

; stay at home. How can I get out

and meet people?”

"I need a wheelchair van
to get to my evening course, but
I'm on social assistance and
can't afford it. Handi-Transit
can't take me and my welfare
worker won't approve money
for transportation. What do I do
next?"

"My child has several
disabilities and needs 24-hour
care, but I need a break every so
often. How do I get it?"

"I want to build a
wheelchair accessible house,
Who can give me suggestions
on how to do it?"

"l want to try volunteer
work, then look for a job when
I'm ready. How do I find out
what [ can do or where I
can go?"

Achieving your
independent
lifestyle

Sound familiar? If
you're going through situations
like these--you're disabled or
you're a relative, friend, or
member of an organization
wanting to assist a person with
disabilities, or you have
concerns about independent
living or where to go in the
community for a service you
need--talk to us at ILRC. We
offer assistance in addressing
these and similar issues.

The Independent Living
Resource Centre is a self-help
organization operated by people
with all types of disabilities. If
we can't meet your needs
ourselves, we'll put you in
touch with an organization that
can. Where no such agency can

- be found, we'll work with you

to find new ways to satisfy your
needs.

How would we respond
to these and similar situations?
There are several ways . . .
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- and control to live

independently

CONTINUED OVER




" ILRC you will often meet others

INDEPENDENT LIVING CENTRES

Programs designed
for many needs

EERRE A T e

LEAVING HOME CAN BE
difficult. Our Information and
Referral staff can give vou facts
about available heusing and
refer you to those who can
arrange for attendant care or
assist you in hiring your own
attendants.

Staying at home all day
can be frustrating and lonely.
When you connect with the

who can talk with you about
your experiences. Through our
Leisure Resource Network, you
can get involved in community
recreation and other activities.

It seems unfair not to be
provided with transportation to
vour continuing education
course. Our Advocacy Co-
ordinator can assist you in
preparing a presentation to the
Social Allowances Appeal
Board or in taking other steps to
find a solution.

We understand your
need for a break when you've

~ gotachild that needs care. We

can refer you to organizations
that can assist you in getting the
kind of support you require. If

waiting lists for these services
- are too long, we will assist you

in finding new ways to get the

. support you need.

MEMBER OF CANADIAN ASSOCIATION OF

We can help

IF YOU HAVE QUESTIONS OR
needs you feel we can assist you
in meeting, call or drop in at

our offices. We'll listen and
work with you to find realistic
solutions to your issues. Our
Core Program areas are:

R Information and Referral
8 Peer Support

B Individual Advocacy

B LL. Skills Learning

3 @ A Unitac Wity Member dgqency

Our Research/
Demonstration/Service Projects
include the following:

#@ Peer Information Network

. B Volunteer Work Support

M Leisure Education

W Independent Living Skills
Learning Seminars

W Self-managed Attendant Staff
Systems

M Supportive Housing Models

W Independent Living Research
Studies
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If you're trying to build a
wheelchair-accessible house,
our Technical Aids Researcher
can give vou ideas. Our Peer
Support Co-ordinator can put
you in touch with someone else
who's been involved in such a
project.

Volunteer Work

: Support wil help you explore
- your skills and inerests so you
- can work in volunteer settings

 that will accomplish your goals.

If you would like to

! become a member of ILRC, get

in touch with us soon.

4/8

LR

INDEPENDENT
LIVING
RESOURCE
CENTRE

207-294 PORTAGE AVE.
WINNIPEG, MAN. R3C 0B9
(204) 947-0194/TDD
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INDEPENDENT
LIVING

I}
RESOURCE
CENTRE

207-294 Portage Avenue
Winnipeg, Manitoba
R3C 0B9
(204) 947-0194/TDD
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Februaryv 22, 1933,

Ms., Ruth Gudgeon,
Provincial Co~ordinator,

Stroke Association of Manitoba,
213-93 Lombargd Avenue,
winnipeg, Manitoba,

R3B 3B1.

Dear Ms. Gudgeon,

Subsequent to our recent telephone cdnversation, please
find enclosed mv article on the Independent Living
Resource Centre for tha Stroke Association's Hdarch 6th
newsletter. I tried to make it brief, but found it
impossible to restrict nyself to 19 lines,

We are continuing work on revising our organizational
brochures. When this task is complete I will contact
70U, and bring you some literature. At that time, I will
take some of your material to the ILRC, so that we will
have accurate and current information about the

Stroke Association of Manitoba to distribute to consunmers.

Should you wish to submit a newsletter article for our
consideration, please feel free to contact me or
Hadeline 3ialecki at 847-9194. The deadline for
submissions is March 3ist. I realize that vou will be
editing my material for publication, and any information
You provide to us will be reviewed by the newsletter
editors,

Please send me a copy of your March newsletter,

I appreciate the opportunity to work with your
orqganization, and I will contact you once our new
brochures are ready.

Sincerely,

Colleen Watters
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This article is Zor Uos and Downs, The Stroke Association of Manitoba Newsletter,
¥arch, 1989,
Independent Living Fesource Centre

Ty Colleen watters

Are you Ifrustrated decause you cannot get a chopping board you can use with
one hand? Are vou feeling isolated at home, but want to get out and meet others? Are
you concerned about who will wash walls, shovel your walk or do those lit:le things
not done by Homecare? Are you living with a person who has had a stroke and needs a
lot of support? I'm sure you would like a break every so often but don't know who
to call?

At the Independent Living Resource Centre, we understand these situations, and
can help you find ways to deal with these and similar concerns. Unlike the Stroke
Assoclation, we are a self-help organization operated by people with all types of
disabilities, We resp9nd t0 requests, and offer a variety of programs and information
about where to find se;vices in the community. If you have needs you feel we can
help you meet, drop in at our offices in Somerset Place, 207-2%4 Portage Avenue, or
telephone 947-0194. We will assist you in sorting out your concerns or finding

your own unique solutions to issues.



UdgouKno

w ? \The 3troke dAssoc.of ¥anitoba Inc.

The Independent Living Resource Centre is a self-help
organization operated by people with all types of
disabilities, We respond to requests and offer a variety
of programs and information about where to find services
in the community, If you have needs you feel we can
help you meet, drop into our offices in Somerset Place,
207-294 Portage, or telephone 947-0194, We will assist
you in sorting our concerns or finding your own unique
solutions to issues.

Colleen Watters
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Newsletter Spring, 1989.)
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March 14, 1989,

Mrs. Diane Cullen,

Office Co-ordinator,

Manitoba Association of Social Workers,
5=1767 Portage Avenue,

Winnipeg, Manitoba,

R3J OE7,

Dear Diane,

Enclosed please find my article on the Independent Living Resource
Centre for the April, 1989 issue of the Manitoba Social Worker.

I hope this plece meets the aprroval of the editorial committee.
Should these individuals wish me to make revisions or need further
information, I can be contacted at .

I have appreciated the opportunity to work with you on this article
and look forward to reading it in the April newsletter.

Sincerely,

Colleen Wattsrs
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For Manitoba 3ocia. .orker - April 1989

Independent Living Resource Centre:
A New Concept In Self-Help Service Provision

By Colleen Natters

Cne of the really tough things about social work is that everyone expects
us to be all things to all people. That's. really difficult when we meet
those experisncing a host of situations. Some of our clients may have
disabilities while others could be friends or family members of these
individuals. although we can assist with concerns in some areas, there
may be questions about disability-specific topics which we cannot answer.
rfor sxample, we could be wondering how to help a client through the
process of disability adjustment or where an individual can receive
assistance to move intec the community from a hospital, parental home or
institutional setting. We may not know how to respond to queries about:
self image and disability, aids to daily living such as computers, ramps,
wheelchairs, electric door openers and adapted kitchen devices,
specialized transportation, respite care, educational funding, other
financial issues or ways to make a home more accessible to people with

a variety of disabilities. There could be questions about where to
refer a person needing assistance to develop skills in volunteerism

or how to utilize leisure time more productively, where to locate a
perscnal care attendant or how one can obtain disability-specific
services. 1In addition to talking with us, clients may wish to meet
others who have experienced situations similar to themselves. If you
want to know more about the above-mentioned or related areas, contact
the Independent Living Resource Centre. Assistance is available to
workers and clients in sorting out concerns and finding realistic
solutions to issues.

Unlike traditional service structures, the Independent Living Resource
Centre is a self-help organization operated by a majority of people

with disabilities. It is founded on principles of consumer control,
self-help and flexibility and responsiveness to individualized needs

and requests. The ILRC is part of a network of similar centres across
Canada and reflects the unique needs of the Ainnipeg community. Funders
include the Federal and Provincial governments, the United Way of Winnipeg
and the Winnipeg Foundation. Through the provision of independent
living services and opportunities for self-determination, the Centre
enables persons with disabilities to involve themselves as fully as
possible in decisions that affect their lives.

To respond to areas of concern like those described above, the
Independent Living Resource Centre offers a variety of programs. These
include:

1. Peer Support - provides opportunities for disabled people to .
share life experiences, exchange information on disabili?y-relaped topics
and receive support and practical suggestions for resolving their own issues

2. Information and Referral - offers information on where and how to
access disability-specific services and community resources, assistance
in finding answers to questions on disability-related topics, a resource
library, and a registry of accessible housing facilities.
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encountered,

L, Leisure Zducation - assists participants to identify their
leisure interests and needs. Volunteers accompany consumers to
community recreation activities until such time as they can attend
programs without this assistance. Participation is limiteq to those
between the ages of 15 and &4 years who receive Home Care services, but
information on community recreation programs is available to al) who
wish it.

5. Vacation Relief (summer only) - offers attendant care to disabled
people wishing to go on outings or take vacations with or without family
members.

6. Supportive Housing Assistance - provides assistance to individuals
to re-enter the community from institutional settings or to alter their
living circumstances. This program is applicable to disabled people
requiring help in setting up individualized housing models with sSupport
care staff, so they can live in the community in situations that meet
their needs,

Other ILRC programs include: Volunteer Aork Support, Independent Living
Skills seminars and research and demonstration projects related to a
variety of independent living issues.

If you have further questions on ILRC pbrograms or know of clients with
needs you feel the Centre could help them meet, feel free to contact

the organization. Assistance will be provided in sorting out concerns

or finding unique solutions to issues. In situations where staff

cannot answer queries, referral will be made to associations specializing
in the areas of concern. The ILRC offices are located at

207 - 294 Portage Avenue, Winnipeg, Manitoba, R3C 0B9, telephone

(204) 947-0194,
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~ INDEPENDENT LIVING RESOURCE CENTRE:

A New ConcepT 1N SELF-HELP SeErRvICE ProvisIon .
Sutmitted by Colleen Watters
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in the community in situations that
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Other ILRC programs include: Volunteer
Work Support, Independent Living Skills
seminars and research and demonstration
projects related to a variety of
independent living issues.
If you have further

ILRC programs or know of
needs you feel the Centre
them meet, feel free to contact the
organization. Assistance will be provided
in sorting out concerns or finding unique
solutions to issues. In situations where
staff cannot answer gqueries, referral
will be made to associations specializing
in the areas of concern. The ILRC offices
are located at 207-294 ©Portage Ave.,
winnipeg, Manitoba R3C 0B9, telephone
(204) 947-0194.
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M.A.S.W. JOB BULIETIN

e s L 22

M.A.S.W. is currently in‘ the process
of developing a new service for members
in the form of a Job Bulletin. A sub
committee was formed and about’ 75 letters
with questionnaires have been sent out
to various employers of social workers.
The response to date has been mostly
positive. ' :

We would like to heal from the M.A.S.W.
membership. Do you believe ‘that this
would be a valuable service? Do you
have any suggestions or comments? Please
let us know what you think. Write
M.A.S.W., 5-1767 Portage Ave., Winnipeg,
Man. R3J OE?7, or phone (204)888-9477.

- Diane Cullen
Administrative Coordinator

- OPPORTUNITIES FOR PERSONAL

AND PROFESSIONAL DEVELOPMENT

PD SEMINARS is an organtzation devoted 10 providing a responsible learning envitonment wherein peopie can’
discover ways 10 enhance the enjoyment ond meaning of thelr lives. Embeddeding philosophy of responsive
individuoiism, the workshops emphasize fresdom of cholce. a search for human values that will foster both
personal growth ond a concarn for others, and an examination of untopped inner himan tesources. The
prevailing aimosphere is one of safety, care and respec! for individuot privacy.

RESIDENTIAL PROGRAMS tea by ANNUAL TRAINING PR

Jock McKeen, m.0. ana
Bennet Wong, mo. CARL WHITAKER, mp.-
“Personal Perspectives on

THE PHASE PROGRAMS Family Tnerapy*

Intensive residential workshops for . .
discovery of 1he self and the enhancement of life ch::"ss&%‘ 1. 1980

ond relotionshlp}.
THE SATIR MODEL teany

Phase : Apr. S - Apr. 30, 4989
Jane Gerber. usw | Maria Gomorivsw

Sep. 14-0ct. 6, 1089
Dates: March 47 - 27, 19089
Phase il: Apt. 30 - May 28, 1989 Cost: $4800

Oct. 6 - Ocl. 31, 1989
LEE PULOS, eno.

NEW HORIZONS . .
A study of ithe concepis underlying Adg:,?{?:’!gg??:&'g usness

personal growth and development, with special .
emphasisonbodyopproaches.energysysiemsand Cost: 349
PD SEMINARS operates o year-round schedule

acupunciure.
. of programs for personal and professional
Dates: July3-28, 1989 development. For information, write or call:

PD SEMINARS, Site. 9, Davls Rooq,
Gabriolo Isiand, 8.C. Cancda VOR $X0
Telephone: (604} 247-9244

’

RAM

Cost: $2400 tor each Wong/McKeen progrom.
All fees include tuition, room and board.
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INDEPENDENT
LIVING
RESOURCE
CENTRE

207-294 Portage Avenue
Winnipeg, Manitoba
R3C 0B9

(204) 947-0194/TDD

April 12, 1989,

Dr. James Morison,

College of Physicians and Surgeons of Manitoba,
1410-155 Carlton Street,

Winnipeg, Manitota.

R3C 3H8.

Dear Dr. Morison,

Subsequent to our telephone conversation, please find enclosed my
article on the Independent Living Resource Centre for the College
next newsletter. Should revisions be necessary, nlease feel
free to contact me through the ILRC or at home, .

Please send me a copy of the newsletter in which ny article
appears.

I appreciate the opportunity of working with you in order to
acquaint Manitoba physicians with our organization and the servic
we provide,

Sincerely,

Colleen Watters

317
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FOR COLLEGE OF PHYSICIANS AND SURGEONS NEWSLETTER
MAY, 1989
THE INDEPENDENT LIVING RESOURCE CENTRE
BY COLLEEN WATTERS

As physicians, vyou are often e€xpected to meet not only the medical
needs of your patients but their social and psychological needs as
well. You encounter people experiencing a host of situations. Some of
your patients may have disabilities while others could be friends or

family members of these individuals. The Independent Living Resource
Centre is an organization which can assist the above-mentioned persons
in sorting out a variety of concerns and finding realistic sclutions
to issues.

In contrast to traditional service structures, the Independent Living
Resource Centre is a self-help organization operated by a majority of
people with disabilities. Founded on principles of consumer control,
self-help and responsiveness to individualized needs and requests, the
Association is funded by the Federal and Provincial Governments, the

United Way of Winnipeg and the Winnipeg Foundation. Part of a network
of similar centres across Canada, the ILRC enables disabled
individuals to involve themselves as fully as possible in the
discussions that affect their lives. Major program areas are:

PEER SUPPORT - This program is a resource for those disabled patients
who might wish to talk with others in similar situations to
themselves, eg. adjusting to a new disability, moving away from their
parents' home. etc.

INFORMATION AND REFERRAL - This component offers information on where

and how you and your disabled patients can access disability-specific
and community services in areas such as housing, transportation,
income security, etc. Individuals can be referred to these sources or
to other ILRC programs.

INDIVIDUAL ADVOCACY - If you enccunter disabled people experiencing
difficulties with the social service system mediation assistance wichn
this system is offered. Consumers also have opportunities to learn
self-advocacy rolls.

VACATION RELIEF - This project enables those patients requiring
personal care attendant assistance to g0 on outings or take shorct
vacations. Vacation Relief operates only during the summer months.

Other program components include: Research and Demonstration Projects
in areas such as Supbortive Housing Assistance and Self-Managed
Attendant Care, Leisure Education, Volunteer Work Support and

Independent Living Skills Seminars.

If you are aware of patients with needs or concerns which fall into
one or more of the above-mentioned program areas, please pass this
information along to them in the event that they may wish to contact
us. VYou are also welcome to call for further information.

The INDEPENDENT LIVING RESOURCE CENTRE is located at 207-294 Portage
Avenue, Winnipeg, Manitoba R3M 3L2 Telephone:(204) 947-0194,
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"THE IMDEPENDENT LIVING RESOURCE CEMTRE®
207-294 Portage Avenye
Winnipeg RI3IM 3L2
947-0194

The Independent Living Resource Centre 1s a self-help organizatton
operated by 4 mafority of people with disabilities and 1s funded by the
federal and provinctal jovernments, the Unfited Way, and the Winnlpeg
Foundation. It Is part of a network of similar centres across Canada and
enables disabled individuals to lnvolve themselves as fully as possible
through peer support, 1information and referral, individual advocacy and
vacatlion rellef, amung vther needs which may be encountered in this group.

§§ An ethical physiclan wtll only enter into a contract regarding
professional services which allows fees derived from physician's services
to be controlled by the physlcian rendering the services. §§

§ § PHYSICIANS AT RISK § §
237-8320
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April, 1689
THE INDEPENDENT LIVING RESOURCE CENTRE
April, 1989 by Colleen Watters

Are you newly disabled and feel alone? Would you like to talk with others who have
been in similar situations?

Are you worried abou; living with your parents because they are getting older and
find it hard to provide you with personal care? Do you want to arrange to move out
on your own, but don't know how to go about it? '

Are you frustrated because you find it difficult to get out? Staying at home all
day is lonely and boring, and you are wondering how you can f£ill your time.

Would you like to take a summer vacation? Because you need an attendant to go with
you, you don't know how this can happen.

Are you living with a disabled person who needs a great deal of support? You want
a necessary break every so often, but don't know who to call.

Do you have questions about aids to daily livina such as: wheelchairs, ramps, electric
door openers, camputers, and adapted kitchen devises.

Are you wondering how to make your hame more accessible?

We all have concerns like these. It is important to talk with scmeone about them,
or issues can build, making it hard to cope. At the Independent Living Resource Centre
we will listen and assist you in finding ways to deal with these and similar situations.

The Independent Living Resource Centre is a self-help organization operated by people
with all types of disabilities. If we cannot meet your needs ourselves, we will put
you in touch with an organization which specializes in your area of concern. Where
no such association can be found, we will work with YOu to come up with new ways of
satisfying your needs., Our programs include:

1. Peer Support - Provides opportunities to share experiences with pecple in similar
situations. You can talk with others about many things such as: how to come
to grips with your disability, education, transportation, how to make your hame
more accessible, moving away from your parent's hame, etc.

2. Information and Referral - Offers information on where and how to obtain independent
living and community services. You can find our where and how to locate housing
with atendant care or who provides respite assistance. We can suggest ways to
make your home more accessible. Information is available about aids to daily
living such as: wheelchairs, ramps, computers, electric door openers, and adapted
kitchen devises. You can find out where to obtain these items and how much they
will cost. A registry of accessible housing facilities and a resource library
are also available.

3. Leisure Education - Assists you in identifying your leisure interests and needs
and how you would like to spend leisure time. Volunteers will accompany you to
activities until you can attend these without our assistance. You must be referred
to Leisure Education by Homecare, but anyone can obtain information about cammunity
recreation programs.
4. Vacation Relief (summer only) - You can go on outings or take short vacations
with or without family members. Attendant care is provided as part of the program.
Other ILRC programs includes Individual Advocacy, Supportive Housing Assistance, ]
Volunteer Work Support, Independent Living Skills Seminars and Research and Demonstration
Projects on independent living issues.
If you have questions or needs you feel we can help you meet, call or drop into ocur
offices in Somerset Place. We are located at 207 - 294 Portage Avemue, Winnipeg,
Manitoba R3C 0B9. Telephone: 947-0194
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Yorm for Pretesting Press Kit

Please read the enclosed letter to the media and press release and comment
on the following:

1. Content, style and format of the letter to the media.

2. In your opinion, what changes should be made to this letter to increase
the likelihood that it will be read by those receiving it?

3. Comment on content, style and fofmat of the press release.

4. In your opinion, does this release answer the questions of how, vhat,
where, when and why, which are necessary in this type of material?
Yes, why?

No, Why not?

5. Please comment on the newsworthiness of this item.

6. In your opinion, is this material of interest to a broad enough sector
of the audience for whom it is intended?
Yes, Why?

No, Why not?

~

7. If you received this material, would you feel inclined to follow up on

it?
Yes, Why?
No, Why not?

8, What changes should be made to this material to increase its attractiveness

to those receiving it?
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Form for Pretesting Press Kit
-2-
Thank you for your assistance.
Please return all material by May 29th.
For further information, contact Colleen Watters, 452-3774,

The remainder of this page can also be used for comments.
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S Date,
. J Name,
3 Title,
Station or Newspaper,
Address,
City, Province, ~
° ~ —_—
[NDEPENDENT Fostal Code. .
LIVING
RESOLRCE Dear ,
CENTRE

Fnclosed you will find a kit containing a press release describing
the public relations venture we are launching, brochures and a
fact sheet on the Independent Living Resource Centre.

(For radio and Television Stations) We are asking for time on your r
Program to further discuss the campalgn and our work,

(For Newspaper Columnists) We are asking for coverage of this
campaign and our work in your column,

This venture will be of interest to you for two reasons. Iirst,
it will increase your awareness and that of individuals in the
community of the programs offered by the Independent Living
Resource Centre and the issues of concern to our organization.
Second, we know that a number of disabled people are isolated at
home and form a part of your audience. These persons may have
need for our services btut do not know about us.

I will telephone you in a week or so to further dlscuss the press
kit, and T look forward to future contact with you.

Sincerely,

Colleen Watters

207-294 Portage Avenue
Winnipeg, Manitoba
R3C 0B9
(204) 947-0194/TDD
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Independent Living Resource Centre,
207-294 Portage Avenue,
Winnipeg, Manitoba,
R3C 0R9,

Contact Person: Colleen Watters, Q47-01%4,

The Independent Living Resource Centre launches campaign to reach more

disabled individuals.

The Independent Living Resource Centre, a self-help organization operated ty
a majority of people with disabilities, enables disabled people to participate as
fully as possible in life decisions, The organization is launching a campalign to
contact potential users of service, in particular individuals with disabilities who
are isolated at home. These people could benefit from the programs offered but
are unaware of the Centre's existence. Friends and family members of disabled
persons are also welcome to call for information.

The venture was launcked following the receipt of funds from the “ederal
Department of Health to redevelop and expand three major programs: Peer Support,
Individual Advocacy and Information and Referral.

1. Peer éupport - This provides opportunities for disabled people and
family members to speak with others in similar situations to themselves and to
exchange ideas on a variety of disability-related topics. A person ad justing to a
new disability may wish to talk with someone else who has gone through this
experience, while a family member may need assistance with concerns about a disabled
relative. Through the sharing process, individuals are encouraged to find their

own unique solutions to issues.

MORE
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-2 -

Contact Person: Colleen Watters, Q47-01%4,

2. Individual Advocacy - This Program aids individuals in negotiating with
the human service System in situations where difficulties arise. Tor example, a
person may require assistance in preparing a bresentation to the Social Allowances
Appeal Zoard or in taking other steps to find a solution to a financial issue.
Concerns outside this service domain are addressed. Individuals are assisted to
develop skills to advocate for their own needs.

3. Information and Referral - This offers information on disability-specific
topies such as housing, transportation and attendant care, as well as referral to
community organizations. Users are alded in finding answers to questions about
financial and educational concerns, aids to daily living such as speclalized
kitchen equipment and computers physical accessibility of buildings, etec.

A resource library with books and articles on on disability issues and independent
living is also available,

Other Centre programs include: Vacation Pelief (which provides attendant
care during the summer months to disabled people wishing to go on outings),

Leisure Education and Information, Volunteer Work Support, Supportive Housing
Assistance, Independent Living Skills Workshops and a variety of research projects.
¥or further information, please contact Colleen Watters at the Independent

Living Reso;urce Centre, 9470194,

- 130 -
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Independent Living Resource Centre
207-294 Portage Avenue

Winnipeg, Mb

R3C 0B9

Contact persons: Colleen Watters, Member of the Board
and Public Relations Committee
Lori Ross, Information Officer

FOR IMMEDIATE RELEASE
INDEPENDENT LIVING RESOURCE CENTRE LAUNCHES PROMOTIONAL

EFFORT TO REACH MORE DISABLED INDIVIDUALS
The Independent Living Resource Centre (ILRC) is a self-help
organization operated by people with disabilities. Its goal is to
assist disabled individuals to take charge of their lives and to live
more independently in the community.
The Centre‘is launching a promotional effort so that disabled
persons, friends and family members may become more aware of programs
offered. The ILRC has expanded three major programs, Peer Support,
Individual Adébcacy, and Information and Referral, in response to
consumer needs.
Peer Support provides opportunities for disabled people and family
members to talk with others who have experienced similar life
situations. Por example, a person adjusting to multiple sclerosis
may wish to speak with someone experiencing the same disability or a
brother may ask for support in accepting the disability of a

relative,
-more-
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Individual Advocacy assists people in solving problems in securing
the services they need to live more independently. For example, a
person is unable to attend meetings of his/her housing co-operative
because the meeting room is inaccessible. He/She may require
assistance negotiating with the co-op to move the meetings to a
more accessible location. Participants also develop skills to
advocate for their own needs.

Information and Referral offers information in the areas of
technical devices, transportation, and attendant care for disabled
people. Questions are answered about aids to daily living such as
computers or specialized kitchen equipment, physical accessibility
of buildings, etc. A resource library with materials and articles
on independegt living and related topics is also available.

The ILRC also offers other programs such as Leisure Education,

Vacation Relief and Volunteer Work Support.

For further information contact Colleen Watters or Lori Ross at

947-0194.

Date typed: July 8, 1989
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July 7, 1989

Mr. Allan Ladyka

Editor

Inner City Voice

294 Ellen Street

Winnipeg, Manitoba R3A 1A9

Dear Mr. Ladyka:

The Independent Living Resource Centre is an organization assisting disabled people to live
more independently in the community.

Enclosed you will find a press release describing the promotional effort we are launching,
This venture will be of interest to you because we know that a number of disabled people are
isolated at home and form part of the audience reading your newspaper.

We are asking for coverage in Inner City Voice and an opportunity for an interview to
further explain the promotional effort and our work.

I'will contact you in the near future for your reaction to this material and look forward to
a positive response.

Sincerely

Collegn Watters
Board Member & Chairperson, Membership Committee

CW:dad
Encl.
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July 7, 1989,

¥s. Val Johnston,
Editor,

The Downtowner,

1-808 Wellington Avenue,
Winnipeg, Manitoba.

: R3H 0G3.
RN e Ke. vohnat
RESOUREE ; ear Ms. Johnston,
CENTRE :

The Independent Living Resource Centre is an organization
, assisting disabled pPeople to live more independently in the
i community,

Enclosed you will find a Press release describing the
promotional effort we are launching. This venture will be of
interest to you because we know that a number of disabled
people are isolated at home and fomm rart of the audience
reading your newspaper.,

We are asking you to print the enclosed Press release in your
paper.

I will contact you in the near future for your reaction to this
material and look forward to a positive response.

In the meantime, should you wish further information on the
press release, I may be reached at uP-0194,

Sincerely,

Colleen Watters,
Board Member ang

Chairperson, Menbership Committee,

207-294 Portage Avenue
Winnipeg, Manitoba
R3C 0B9
(204) 947-0194/TDD
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July 7, 1989

Mrs. E. Rehwald

Editor

Courier German Weekly

155 Alexander Avenue
Winnipeg, Manitoba R3E 1K3

Dear Mrs. Rehwald:

The Independent Living Resource Centre is an organization which assists disabled people to
live more independently in the community,

Enclosed you will find a press release describing the promotional effort we are launching,
This venture will be of interest to you because we know that a number of disabled people are
isolated at home and form part of the audience reading your newspaper.

We are asking you to print the enclosed press release in your paper.

I'will contact you in the near future for your reaction to this material and look forward to
a positive response.

In the meantime, should you wish further information on the Press Release I may be reached
at 947-0194.

Sincerely,

Colleen Watters
Board Member & Chairperson, Membership Committee

CW:dad
Encl
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July 7, 1989,

Mr. Ray Torgrud,
Today's World,

: CKY Television,

; Polo Park,

; Winnipeg, Manitoba.
R3G OL7.

INDEPENDENT : Dear Mr. Torgrud,
LIVING
RE%%%E%E '~ The Independent Living Resource Centre is an organization
assisting disabdled people to live more independently in the
community.,

Enclosed you will find a press release describing the promotional
effort we are launching. This venture will be of interest to
yYou because we know that a number of disabled people are
isolated at home and form part of the audience watching

Today's World.

We are asking for time on your program to further explain the
promotional effort and our work. I have watched programs on
disability issues in the past, and there was a good response.

I will contact you in the near future for your reaction to this
material and hope you will respond positively to our request.

Sincerely,

Colleen Watters,
Board Member and

‘Chairperson, Membership Committee.

207-294 Portage Avenue
Winnipeg, Manitoba
R3C 0B9
(204) 947-0194/TDD
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July 7, 1989

Ms. Pam Evans

Good Company

CKND TV

603 St. Marys Road

Winnipeg, Manitoba R2M 4AS

Dear Ms. Evans:

The Independent Living Resource Centre is an organization which assists disabled people to
live more independently in the community.

Enclosed you will find a press release describing the promotional effort we are launching.
This venture will be of interest to you because we know that a number of disabled people are
isolated at home and form part of the audience watching Good Company.

We are asking for time on this program to further explain the promotional effort and our
work. I have watched programs on disability issues in the past and there was a good
response.

I will contact you in the near future for your reaction to this material and hope you will
respond positively to our request.

Sincerely

Colleen Watters
Board Member & Chairperson, Membership Committee

CW:dad
Encl.
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July 7. 1989

Mr. Stan Michalak

CKO FM

3A-831 Portage Avenue
Winnipeg, Manitoba R3G ONG6

Dear Mr. Michalak:

The Independent Living Resource Centre is an organization which assists disabled people to
live more independently in the community.

Enclosed you will find a press release describing the promotional effort we are launching.
This venture will be of interest to you because we know that a number of disabled people are
isolated at home and form part of the audience listening to your station.

We are asking to be interviewed on CKO to further explain the promotional effort and our
work. I have listened to programs on disability issues in the past and there was a good
response.

In the meantime should you wish further information on the Press Release I may be reached at
947-0194. .

Sincgrely

Colleen Watters
Board Member & Chairperson, Memberstip Committee

CW:dad
Encl.
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July 7, 1989

Ms. Janet Ringer

Producer

Questionnaire

CBC Radio

Box 160

Winnipeg, Manitoba R3C 2H]

Dear Ms. Ringer:

The Independent Living Resource Centre is an organization which assists disabled people 1o
live more independently in the community.

Enclosed you will find a press release describing the promotional effort we are launching,
This venture will be of interest to you because we know that a number of disabled people are
isolated at home and form part of the audience listening to Questionnaire,

We are asking for time on this program to further explain the promotional effory and our
work. I am aware that a representative from the Canadian Paraplegic Association was
interviewed on Questionnaire recently to discuss Access Awareness Week and that there was a
good response. Discussion focussed on the accessibility of buildings, facilities, services

and information to persons with a wide range of disabilities, and was general in tone,

I'will contact you in the pear future for your reaction to this material and I look forward
10 a positive response,

Sincerely

Colicen Watters -
Board Member & Chairperson, Membership Committee

CW:dad
Encl.
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July 7, 1989

Mr. Morley Walker

Tempo

Winnipeg Free Press

300 Carlton Street

Winnipeg, Manitoba R3C 3C1

Dear Mr. Walker:

The Independent Living Resource Centre is an organization assisting disabled people to live
more independently in the community.

Enclosed you will find a press release describing the promotional effort we are launching.
This venture will be of interest to you because we know that a number of disabled people are
isolated at home and form part of the audience who read the Free Press.

We are asking for coverage in your Tempo Section and an opportunity for an interview to
further discuss the promotional effort and our work. If this release is inappropriate for
Tempo, perhaps it could be dealt with in another section of the paper, such as the Sunday
Supplement.

I will contact you in the near future for your reaction to this material and look forward to
a positive response.

Sicercly

Colleen Watters
Board Member & Chairperson, Membership Committee

CW:dad
Encl.
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July 7, 1989

Ms. Heidi Quiring

Editor

Uptown Gazette

300-128 James Avenue
Winnipeg, Manitoba R3B ON8

Dear Ms. Quiring:

The Independent Living Resource Centre is an organization assisting disabled people to live
more independently in the community.

Enclosed you will find a press release describing the promotional effort we are launching.
This venture will be of interest to you because we know that a number of disabled people are
isolated at home and form part of the audience reading your newspaper.

We are asking for coverage in the Uptown Gazette and an opportunity for an interview to further
explain the promotional effort and our work.

I will contact you in the near future for your reaction to this material and look forward to
a positive response.

Sincerely

Cclleen Watters
Board Member & Chairperson, Membership Committee

CW:dad
Encl.
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July 7, 1989

Mr. Dale Jack

Editor

Seniors Today

11-395 Berry Street
“~innupeg, Manitoba R3J 1N6

Dear Mr. Jack:

The Independent Living Resource Centre is an organization which assists disabled people to
live more independently in the community.

Enclosed you will find a press release describing the promélional effort we are launching.
This venture will be of interest to you because we know that a number of disabled people are
isolated at home and form part of the audience reading your newspaper.

We are asking you to print the enclosed press release in your paper.

I will contact you in the near future for your reaction to this material and look forward to
a positive response. :

In the meantime, should you wish further information on the Press Release I may be reached
at 947-0194.

Sincerely,

Colleen Watters
Board Member & Chairperson, Membership Committee

CW:dad
Encl.




340

June 23, 1589

INDERE&%E‘\'T Mr. Doug Naira
RESOURCE ifi{anggmg Editor
CENTRE anitoban
118 University Centre
University of Manitoba
Winnipeg, Manitoba R3T 2N2

Dear Mr, Nairn:

The Independent Living Resource Centre is an organization which assists disabled people to
live more independently in the commuaity.

Enclosed you will find a press release describing the promotional effort we are launching.
This venture will be of interest to you because we know that a number of disabled people are
isolated at home and form part of the audience reading your newspaper.

We are asking you to print the enclosed press release in your paper.

I will contact you in the near future for your reaction to this material and look forward to
a positive response.

:  In the meantime, should you wish further information on the Press Release [ may be reached
bz at 947-0194.

i

Smgzrely

Colleen Watters
Board Member & Chairperson, Membership Committee

CW:dad
Encl.

207-294 Portage Avenue
Winnipeg, Manitoba
R3C 0B9
(204) 947-0194/TDD
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July 21, 1689,

Mr. Gene Telprar.

Dear Mr, Telpner,

Enclosed you wilil find a press release discussing the promotional
effort being launched by the Independent Living Resource Centre.
This organization assists disabled people to live more independently
in the comnunity,

Mat Bellan asked me to send this material to you because he
felt you could incorporate portions of it into your column,

The promotional effort will be of interest to you because we
know that a number of q1sabled People are isolated at home and
form part of the audience reading the Jewish Post.

Tf vou require further information, I can be contacted at

I will contaect You early next week for Your reaction to this
material and hope you will respond positively to our request.

Sincerely, .

Colleen Vatters,
Board Member and
Chairperaon,-xeuborahip Committee,



Appendix G
NEWSPAPER OUTREACH

- 342 -



expands

The Independent Living Resource Centre
(ILRC) is a self-help organization operated
by people with disabilities. Its goal is to as-
sist disabled individuals to take charge of
their lives and to live more independently
in the community.

The Centre is launching a promotional ef-
fort so that disabled persons. friends, and
family members may become more aware
of programs offered. The ILRC has expand-
ed three major programs: Peer Support, In-
dividual Advocacy, and Information and
Referral, in response to consumer needs.

Peer Support provides opportunities for
disabled people and family members to tak
with others who have experienced similar
life situations. For example, a person adjust-
ing to multiple sclerosis may wish to speak
with someone experiencing the same disa-

biBtyorabroﬂ‘nerrﬁayaskformpponinac-

cepting the disability of a relative.
Individual Advocacy assists people in
solving problems in securing the services
they need to ive more independently. For
example, a person is unable to attend moes-

ings of his/her housing co-operatios tes’

cause the meeting room is inaccessbly:
He/She may require assistance negottating

wiﬂmmecooptommmemeeﬂngaba_

more accessible iodtion. Partcipants aiso
develop skills to advocate for their own
needs. . -

Information and Referral offers informa-
tion in the areas of technical devices, trans-
portation, and attendant care for disabled
people. Questions are answered about aids
todaﬂyhvingsuchascomputenotspedal-
ized kitchen equipment, physical accessibi-
ity of buildings, etc. A resource Bbrary with
materials and articles on independent lving
and related topics is also available, The
ILRC akso offers other programs such as
Leisure Education, Vacation Relef and
Volunteer Work Support. For further info-
mation contact Colleen Watters or Lori Ross
at 947.0194.
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Fighting for independence

By M. FRIEDMAN HAMM

'Y ‘I ndependence means
making choices,” says

Joyce Lancaster. “It's telling

people what you want,”

Lancaster, who uses crutch-
es and a wheelchair, is a resi-
dent member of HIDI (Hous-
ing with an Independent Dif-
ference Inc.) in the Central
Park area. She's a vital part of
the work that provides an inde-
pendent living opportunity
with supports for people with
disabilities.

Lancaster lives in her own
apartment and can page a staff
member if she wants help with
2 bath, some housekeeping or
other resources.

She’s learned to ask for
what she needs. When her
wheelchair wasn't working
properly, she lobbied 10 get it
modified.

Choices limited

But there are other areas
where physical obstacles havé
limited her choices.

Although she lives in an ac-
cessible suite, the kitchen cup-
boards are 100 high 10 reach. If
the bathtub were lower, she

wouldn’t need as much staff
assistance for her personal
care. She doesn't like being
dependent on automatic door
openers to get through the
heavy doors in the building,

Lancaster visits the Inde-
pendent Living Resource Cen-
e (see box at right) 10 drop in
and talk to people. “It's very
important for disabled peo-
ple,” she says.

She’s gone there to hear
speakers and has participated

““Always keep
fighting
for what

you need.”
m

in recreation programs. Now
she’s training in the volunteer
work support program for a
volunteer placement outside
the centre.

An avid writer, Lancaster
was a frequent participant at
the Inner City Voice writers'
workshops last year. With the
help of a computer loaned to

A

- \\

her by the Cerebrat Palsy As-
sociation this fall, she s contin-
uing her work. ‘

She says she advocates for
the rights of people with dis-
abilities in her writing because
she likes to see things better.
She encourages people with
disabilities who are trying to
take control of more aspects of
their lives.

Find support

“Get your parents or friends
or family behind you,” Lan.
Caster recommends. “And al-
ways keep fighting for what
you need.”

“It feels like a family” is
how Carolyn Scribe talks
gbout the ILRC. “You can £0
do a little work and have cof-
fee. There's always someone
totalkto.”

Scribe started volunteering
at ILRC several times a week
after she moved to her own
apartment near Portage Place.
Unlike her previous living sit-
uations, there were few people
around at her new home, so
she made friends at ILRC, “It's
a nice place to go when you're
feeling low.” she says,

R

>
Using a computer is part of an independent life for Joyce Lancaster.
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"{Gene Telpner

Ithink many readers will
be interested in the Inde-
pendent Living Resource
Centre. This organization
assists disabled people to
live more independently in
the community.

The goal is to enable
disabled persons to take
charge of their lives. The
mreemajorprogramstohelp
are peer support, individual
advocacy, plus information
and referral,

There are many among
us who require technical
devices, transportation,
specialized kitchen equip-
ment, and physical accessi-
bility. For more informa-
tion on this worthy endeavor
phone Colleen Watters or
Lori Ross at 947-0194,



Das Independent Living Re-
source Centre (ILRC) ist eine unei-
genniitzige Gesellschaft Behinder-
ter, die Behinderten hilft, Kontrol-
leﬂberihrl.ebenzugewimm Das
Progammdiwer Verelnigung ist
in drei Kategorien aufgeteilt. Er-
stenserhaltenmtgliederaeenscbe
und moralische U
wdamgwefimtm.em zweitens indl
viduelle ungen .und drit-
tens Auskiinfte und Uberweisun-
gen an andere Dienststellen. Die
Hilfe von Leidensgefiihrten kommt
durch den Austausch von Erfah-
rungen des Eimelnen, wie viele
Probleme geldst werden kdanen.
Auch Familienmitglieder von Be-
hinderten kianen hier zusammen-
kommen und ihre Probleme und
Erfahrungen mit anderen teilen.

In der zweiten Kategorig erhal-
ten die Mitglieder Anskunft oder
gute Ratschliige, wie ein individu-

elles Problem zu ldsen ist. In der
dritten Kategorie werden Behin-
“derte umerwiesen, was thnen rur
Verfligung steht, wie techmscbe
lisierte T :iB di den

elefonapparate, die

tiiglichen Lebensablanf erieichtern
kinnen. Doch muB man erst ein-
mal wissen, wie man an diese her-
ankommen kann.
an Dienststellen, die sich mit der
Unterstiitzung Behinderter befas-
sen, sind ein weiterer wichtiger
Punkt in dem

Fiir weitere Information, Tel.
7014,  Watters oder Lori
Ross. 47 hu K tircer)
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Colleen Watters

Translation of the Article on ILRC
Kanada Kurier
(German Weekly Newspaper)
August 3, 1989,

The Independent Iiving Pesource Centre (TLRC) is a self-help organization of the
disabled that helps disabled people gain control over their lives. The
Program of this association is divided into three categories. Tirstly,
members receive emotional and moral support from their peer group; secondly,
individual counselling, and thirdly, information and/or referral to other
services. The help from the peer group comes through the exchange of their

In the second category, members receive information or good advice as to how an
individual problem might be solved. In the third category, the disabled are
advised as to what services are available to them, such as technical devices ~-
for exanmple, computers, special telephone aparatuses -- that could make daily
living easier. However, one needs to know how to access these. Referrals to
these support services that concern themselves with the disabled are a further,
important point in the program.

For further information, telephone 947-0194, Colleen Watters or Lori Ross.,

Fanada Kurier, No.31. Manitoba Kaleidoskop, Page 9.



Page 2 July2 4 989
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[‘FCLASSIFIEDSX.

~ MESSAGING

The Independent Living Resource Centre
is launching s promotional effort to assist
disabled individuals in living more
independently in the community. Call 947
-0194, Colleen Watters or Lori Ross
regarding Volunteer Information Night,
July 31 at the Centeanial Library
Anditorium, 2nd fiooe.

The Independent Living Resource
Centre is a self-help organization
operated by people with disabilities.
For more "information contact
Colleen or Lori at 947-0194.

Page 2 August 23 1989

—MANITOBAN

MANITOBAN
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2 — SENIORS TODAY, AUGUST 9, 1989

U Living Centre

The Independent Living
Resource Centre (ILRC)is a self-
help organization operated by
people with disabilities. ltsgoalis
to assist disabled individuals to
take charge of their lives and to
live more independently in the
community.

The ILRC has expanded three
major programs, Peer Support,
Individual Advocacy, and
Information and Referral, in
response to consumer needs,

Peer Support provides oppor-
tunities for disabled people and
family members to talk with
others who have experienced
similar life situations. For
example, a person adjusting to
multiple sclerosis may wish to
speak with somegne
experiencing the same disability
or a brother may ask for support
in accepting the disability of a
relative,

Individual Advocacy assists
people in solving problems in
securing the services they need to
live more indepedently. |

Information and Referral
ofters intormation in the areas of
technical devices, transporta-
tion, and attendant care for
disabled people.

The ILRC also offers other
programs such as Leisure
Education, Vacation Relief and
Volunteer Work Support.

For further information
contact Colleen Watters or Lori
Ross at 947-0194. ’

Volume vup Ne. 32
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UPTOWN JULY 27-AUGUST 9, 1989

Independent Living Resource
Centre

Thecentreisaself-helporganization assisting
disabled peopleto livemore independently in
the community. For full information, phone 947-
0194.
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ILRC

INDEPENDENT
LIVING
RESOURCE
CENTRE

207-294 Portage Avenue
Winnipeg, Manitoba
R3C 0B9
(204) 9470194/TDD
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July 26, 1989,

Letters to the Editor,
Winnipeg Free Press,
300 Carlton Street,
Winnipeg, Manitobva.
R3C 3c1.

Dear Editor,

I am writing regardin§ the article on the Independent Living
Resource Centre (ILRC) by Manfred Jager, appearing in the Tempo
Section of the July 24th edition of the Free Press.

The story was intended to acquaint disabled people, friends,
family members and the general public with the Centre and the
Prograng we offer. To date, we have recelved a number of calls
from people who were Previously unaware of our existence, and
who heard about us through the Paper. We appreciate the support
we have recelved from the Free Press in this regard. However,
as a Board Member of ILRC, I feel I must correct a few
nisconceptions made by the writer and 8dd some additional points
which he did not oover.

First, the article refers several times to the fact that the

ILRC is an organisation helping severely handicapped people who
cannot function normally without help from others. More

correctly, we are a self-help organization which assists persons
with all types and degrees of disabilities to take charge of their
lives and to live more independently in the community, As a °
result of meeting others experiencing similar life situations

and sharing information and support with one another,

individuals with disabilities become empowered to do for themsgelves,

Second, the article does not nake mention of any prograns with
the exception of Vacation Rellef. We do have other coaponents,
including Peer Support, Individual Advocacy and Information and
Referral. Peer Support provides opportunities for disabled
people and family members to talk with others experiencing
similar 1ife situations., Individual Advocacy assists persons
in dealing with difficulties they are encountering to secure
services they need to live more independently, Participants
also develop skills to advocate for their own needs. Information
and Referral offers information in the areas of technical
devices, transportation and attendant care for disabled people.
Questions are answered about aids to daily living such as
specialized kitchen equipment and coaputers, physical
accessibility of buildings, etc.

Other programs include: Leisure Education, Vacation Relief and
Volunteer Work Support.
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-2 -
Third, the story does not give an address and phone number for

the ILRC. The organization is located at 207-294 Portage
Avenue, Winnipeg, Manitoba. R3C OB9. Telephone: (204) S47-0194, .

Sincerely,

Colleen Watters,

Board Member and
Chalrperson, Membership Committee.



. The Winnipeg Free Press weicomes
tters letters from readers. Writers must give
their name and address. Names will be
used and letters are subject to editing.

Independent

I am writing regarding the article
Disabled unaware of services,
agency says (Free Press July 24).

The story was intended to acquaint
disabled people, friends, family
members and the general public
with the Independent, Living Re-
sources Centre and the programs we
offer. To date, we have received a
number of calls from people who
were previously unaware of our ex-
istence, and who heard about us
through the paper.

We appreciate the support we
have received from the Free Press
in this regard. However, as a board
member of ILRC, I must correct a
few mi ons and add some
additional points.

First, the article refers several
times to the fact that the ILRC is an
organization helping severely handi.
capped people who cannot function
normally without help from others,
More correctly, we are a self-help-
organization which assists persons
with all types and degrees of disabi-
lities to take charge of their lives
and to live more independently in
the community. As a result of meet-
ing others experiencing similar life
situations and sharing information
and support with one another, indi-
viduals with disabitities become em-
powered to do for themselves.

Second, the article does not make
mention of any programs with the
exception of Vacation Relief. We do
have other components. .

Peer Support provides '
ties for disabled people and family
members to talk with others ex-
peri similar life situations.
Indivij advocacy assists persons
in dealing with difficulties-they are

éncountering to secure services they

need to live more independently.
Participants also develop skills to
advocate for their own needs. Infor-
informa.

tion in the areas of technical de-

vices, transportation and attendant

care for disabled people.

Other programs include: leisure
education and volunteer work sup-
port.

The organization is located at
207-234 Portage Avenue, Winnipeg,
L}g‘nitoba, R3C ORS9. Telephone: 947-

COLLEEN WATTERS

Board Member and Chairperson
Membership Committee

ILRC

Winnipeg
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QUESIIONNA;gg 356

Recognizing that this is a shore Presentation, Colleen and the Independent Living Resource
Centre are interested in knowing whether the information you received {s useful to you as well
as any changes which would increase its usefulness. Therefore your response, positive or
negative, is welcome. o

Please note that because of the wording, each question will require a specific response.
(Please tick one of the following in each group).

A. To what extend do you see your role, as discussing external Social Services Agencies
with your patients/consumers.

(1) Frequently[] (2) Sometimes [] (3) Seldom C] (4) Never []

B. To what extent do you take an active role in referring your patients/consumers to
external Social Services Agencies

(1) FrequentlyD (2) Sometimes D (3) Seldom D (4) Never D

Presentation.

(1) Very familiar D (2) Somewhat D (3) Not too familiarD (4) Pretty ignorant D
Familiar

D. The information provided in thig Presentation wag:

(1) Comprehensive [:1‘ (2) Somewhat E] (3) Not very E] (4) Not comprehensive
Comprehensive Comprehensive at all

E. The presentation was:

(1) Very Clear [] (2) Generally Clear [] (3) Not very Clear E] (4) Not clear []
at all

F. Based on the Presentaion, I would be inclined to refer patients/consumers to I.L.R.C.

(1) Much more (2) Somewhat more (3) Somewhat less (4) Not at all
frequently [] Frequently C] Frequently [] C]

G. In order to refer or inform Patients/consumers to I.L.R.C. I would

require:
(1) Much More (2) Some.More E] . (3) Very Little [] (4) No more []
Information C] Information Information Information

Comments (Please identify any changes which would increase the usefulness of this presentation
to you).

- . THANK'YOU FOR YOUR HELP
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Questionnaire Used for Inservice Presentations

Presentation to Nurses in the Rehab.
May 10, 1989,

Responses

Total number of respondents 15.

N

No

1.
2.
30
4,
No

1.
2.
3.
k.

1'
2.
3.
LL.

Part A.
Frequently, 7, 44 percent.
Sometimes. 5, 31 percent.
Seldom. 1, 6 percent.
Never. 0, 0 percent.
Response, 3, 19 percent.

Part B.

Frequently. 3, 19 percent.
Sometimes. 5, 31 percent.
Seldom. 4, 25 percent.
Never. 2, 13 percent.
Response. 2, 13 percent.

Part C.

Vary Tamiliar. 1, 6 percent.
Somewhat Familiar. 2, 13 percent.
Not Too Familiar. 6, 38 percent.
Pretty Ignotant. 7, 44 percent.

Part D.
Comprehensive. 12, 75 percent.

Somewhat Comprehensive. 3, 19 percent,
Not very Comprehensive. 1, é percent.
Not comprehensive at all, 0, 0 percent.

Part E.

Very Clear. 11, 69 percent.
Generally Clear. 5, 31 percent.,
Not very clear. 0, 0 percent.
Not clear at all. 0, 0 percent.

Part F.

Much More Frequently. 9, 56 percent.
Somewhat more Frequently, 7, 44 percent.
Somewhat less frequently. 0, 0 percent.
Not at all. 0, O percent.

Part G.
Much more information. 2, 13 percent.
Some More Information. 9, 56 percent.
Very Little Information. 2, 13 percent,
No More Information. 3, 19 percent,

Comments

All comments came from four people. 12 questionnaires had no

comments.
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QUESTIONNAIRE

Recognizing that this is a short presentation. Colleen and the Independent Living Resource
Centre are interested in knowing whether the information you received is useful to you as well
as any changes which would increase its usefulness. Therefore your response, positive or
negative, is welcome. )

Please note that because of the wording, each question will require a specific response.
(Please tick one of the following in each group).

A. To what extent do you see your role, as discussing external Social Services Agencies
with your patients/consumers.

(1) Frequently [] (2) Sometimes E] (3) Seldom [] (4) Never []

B. To what extent do you take an active role in referring your patients/consumers to
external Social Services Agencies,

(1) Frequently [] (2) Sometimes [ (3) Seldom [] (4) Never [7]

C. To what extent were you familiar with the Independent Living Resource Centre before this
presentation.

(1) Very familiar E] (2) Somewhat [j (3) Not too familiaz’[] (4) Not familiar []
Familiar at all

D. The information provided in this presentation was:

(1) Comprehensive D (2) Somewhat D (3) Not very D (4) Not comprehensive
Comprehensive Comprehensive at all

E. The presentation was:

(1) Very Clear E] (2) Generally Clear CJ (3) Not very Clear Ej (4) Not clear C]
at all

F. Based on the presentation, I would be inclined to refer patients/consumers to I.L.R.C.

(1) Much more D (2) Somewhat more D (3) Somewhat less D (4) Not at allD
Frequently Frequently Frequently

G. In order to refer or inform patients/consumers to I.L.R.C. I would

require:

(1) No More D (2) Very Little D (3) Some More D (4) Much More
Information Information Information Information

Comments (Please identify any changes which would increase the usefulness of this presentation
to you),

THANK YOU FOR YOUR HELP
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Colleen Watters
Juestionnaire to be Used for Inservice Presentations
Pehabilitation Hospital
Pesponses from Inservice to Nurses, May 19,

Total numter of participants, s,
Total number of people responding, &4, Cne person had been at the inservice
on May 10th, and had filled out a questionnaire then,

Part A,
“requently, 1, 25 percent.
Sometimes., 0, 0 percent.
Seldom. 2, 50 percent,
Never. 1. 25 percent.

EwWN -
« o

Fart =,
1. Frequently. 0, O percent.
2. Sometimes. 2, 25 percent.
3. Seldonm. 1, 2% percent,
4, Never, 1, 25 percent.

Part C.
1. Very ramiliar. 0, O percent.
2. Somewhat familiar, 0, O percent.
3. Not Too Tamiliar. 0, 0 percent.
4. Not Familiar at all, 4, 100 percent.

Part D,
1. Comprehensive. 4, 100 percent.
2. Somewhat Comprehensive. 0, 0 percent.
3. Not Very Comprehensive. 0, 0 percent.
4. Not Comprehensive at all, 0, 0 percent.

Part F.7
1. Very Clear. 3, 75 percent,

2. Generally C(lear. 1, 25 percent.
3. Not very Clear. 0, O percent.
4. Not clear at all. 0, O percent.

Part .
1. Much more Frequently, 3, 75 percent.
2. Somewhat more Frequently, 1, 25 percent,
3. Somewhat less Frequently. 0, 0 percent.
4. Not at All, 0, 0 percent.

Part G,
1. No More Information, 1, 25 percent,
2. Very Little Information. 2, 50 percent.
3+ Some more Information. 1, 25 percent.
4. Much more Information. 0, 0 rercent.

Comments

Two people said they were glad to know that a program like ILRC was available
as many patients could benefit from it. These individuals did not know about the
Centre prior to the Presentation. Good presentation. One person wanted these
sesslons at lunch hour so more people could attend. One questionnaire had no
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Inservice, May 19.
—2_

comments. According to the inservice educator, low attendance at this inservice
did not indicate lack of interest. This was due to the fact that some nurses
were interested, but could not leave their work on the wards.

4



Colleen Watters
Questionnaire to be Used for Inservice Presentations
Pehabilitation Hospital
Pesponses from Inservices to Nurses, May 10 and 19,
Total number of respondents, 20.

Part A.
1. “requently. 8, 40 percent,
2. Sometimes, 5, 25 percent.
3. Seldom. 3, 1% percent.
L. Never. 1, s percent,
No response. 3, 15 percent.

Part 3,
1. Frequently, 3, 15 percent.
2. Sometimes. 7y 35 percent.
3. Seldom. 5, 25 percent.
4. Never. 3, 15 percent.
No response. 2, 10 Percent.

Part C,
1. Very Familiar. 1, 5 percent.
2. Somewhat Familiar, 2, 10 Percent.
3. Not too Familiar. 6, 30 percent.
4. Not Familiar at all. 11, 55 percent.

Part D,
1. Comprehensive. 15, 80 percent.
2. Somewhat Comprehensive. 3, 15 percent.,
3. Not Very Comprehensive., 1, 5 percent.
4, Not Comprehensive at all. 0, O percent.

Part E.
1. Very Clear. 14, 70 percent.
2. Generally Clear. A, 30 percent.
3. Not very Clear. 0, O percent.
4. Not Clear at all. 0, O percent.

Part F.
1. Much more Frequently, 12, 60 percent.
2. Somewhat more Frequently. 8, 40 percent.
3. Somewhat lessg Frequently. 0, 0 percent,
4. Not at All. 0, 0 percent.

Part G.
1. No More Information. 4, 20 percent.
2. Very Little Information. 4, 20 percent.,
3. Some More Information. 10, 50 percent,
4, Much More Information. 2, 10 percent,

362
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Inservices May 10 and 19.
-2 -
Summary of Comments
13 questionnaires had no comments.

One person wanted presentations during lunch hours so more people could
attend.

Good Presentation. Person doing inservice was a good speaker.

Presentation increased awareness of the ILRC and its programs among individuals.
Programs will benefit many patients, and presentation will enable participants
to refer people to ILRC in future.

Three people wanted pictures, posters and audiovisuals to make Presentation
more interesting. These comments were made following the first inservice.
Overheads describing ILRC Programs were used in the second inservice.

One person wanted examples of what ILRC has accomplished, and specific
instances of how the Centre benefits consumers. One person sald the presentation
went too fast and was hard to grasp.

Inservice educator indicated that low attendance at the second presentation
was not indicative of lack of interest. Some nurses expressed interest but
could not leave their duties on the wards to attend.
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Colleen Watters ‘une 5, 1989,
Questlionnaire to ve Used for Inservice Presentations
Rehabilitation Hospital
Inservice For Physiotherapists
May 31, 1989,

Numbter of PFarticipants: about 70. This included physiotherapists, both
professionals and interns, orderlies and other support staff such ag secretaries .

Number of questiornaires returned: 36. Juestionnaires were glven to physios
and not to support stafr,

Part A.
“requently. 4, 11 percent.
Sometimes. 22, A1 percent.,
Seldom. 9, 25 percent.
Never. 1, 3 percent.

oo e

Part 3B,
1. Frequently. 3, 8 percent,
2. Sometimes. 14, 39 percent.
3. Seldom. 16, 44 percent.
4. Never. 3, 8 percent,

Part C.
1. Very Familiar, 0, O percent.
2. Somewhat Familiar. 1, 3 percent.
3. Not Too Familiar. 12, 33 percent.,
b, Not Familiar at All, 23, 64 percent.

Part D.
1. Comprehensive. 25, &9 percent.,
2. Somewhat Comprehensive, 11, 31 percent.
3. Not Very Comprehensive. 0, O percent.
4. Not Comprehensive at all. 0, 0 percent.

Part E.
1. Very Clear. 20, 56 percent.
2. Generally Clear. 154, 44 percent,
3. Not Very Clear. 0, O percent.
4. Not Clear at Al1l. 0, O percent.

Part F.
1. Much More Frequently. 11, 31 percent.
2. Somewhat More Frequently. 20, 56 percent.
3. Somewhat Less Frequently. 0, 0 percent.
4, Not at A1l. 0, O percent.,
If I Cowld. 1, 3 percent.
Fare Opportunity for. 1, 3 percent.
Never Have Before. 1, 3 percent.
NA, 2. 6 percent.,
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_2-
Questionnaire Results Continued,

Part G.
1. No More Information. 8, 22 percent.
2. Very Little Information. 5, 17 percent.
3. Some More Information. 19, 3 percent.
L, Much More Tnformation. 1, 3 percent.
Fare Cpportunity for. 1, 3 percent.
NA. 1, 3 percent.

Comments
Thirty questionnaires had no comments. Six had comments.

Cne person sees her role as frequently discussing external social service
agencies with patients or consumers. This 1is particularly the case with
outpatients.

Another person said it was a good inservice and very useful. A third individual
said it provided excellent information but could have been longer. A fourth
prarticipant siad a half hour is required to do a thorough presentation.

Other Comments: "Presentation was more suitable for a small group of therapists
at a section inservice time where this could have been useful,"

"Timing of Presentation wWas very inappropriate. I do not consider this
material appropriate for a staff meeting. Time for questlons would have been
beneficial if presentation was more appropriate,”

"Presentation was good. Choice of audience was not. This would have been an
1deal inservice for Rehab., Physios but should not have been given to all staff.
Not content-appropriate for orderligs, secretaries and the Physios who work in

Respiratory, Burns, Plasties, Ortho!

The above statements were each made by one individual.
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GAVE STRAIGHT INFORMATION REFERRED TO:
CONSULTED WITH ANOTMER AGENCY/ORGANTZATION

INITIAL CONTACT ADE AS RESULT OF:
Please note the mmber of times people found out about us from:
MATERTAL SENT DIRECTLY BY US:
BROCHURE OR POSTER SEEN FROM ANOTHER SOURCE:
PUBLICITY THROUGH THE MEDIA(specify form):




373
T & RONLY : (INFORMATION HANDLED BY I4R RESOURCES ONLY- (NEZMAL )

FOR THE MONTH OF STAFF

INOUIRIES USING I & R RESOURCES TOTAL INFORMATION DEVELOPMENT(RC:«th

TOPIC: FILEj/ T.1.N.| LiBRARY: 7 FROM OUTSIDE: FROM I&R —
(G '

2. Accessibilice
Carrier Free Jesign :
Community At:i. Care . ; i
Community Name:no. . : i
Community Evernts . i !
Education ’ :

Emplovment : ' !
Health - : i i
Home Care . ; ] i
Human Riznts : : i !
Housing : . ; i
Income Security : .

Legal Issues : : .
Renab/voce ; . !
Social services : ;

Support programs ! .

Tech. Aids i . i
Transportation ! !
Travel/vacations ! : ] ;
Volunteers ; : i .
OTHER: i ; ! | :

1
!
subtotal: ! ! |
; i

_——.——_———_.——.——————-——-—-_——,—_

II ILRC Roles !
IL2C Events . i
INDEPENDENT. LIVING : i
IL skills/seminars | ; !
Advocacy ! : : i
Brokerage :
Attendant Care !
Administration ; :
Vac. Relief i !
Personnel ;
Recreation !
Volunteers .
Vol. Work Support .
Legacy i
I&R genl : : : ;
Peer Support : , - z ) |

OTHER: ; T :

SUBTOTAL:
TOTAL:




374

ENERAL INFORMATION REQUESTS FO® THE MONTH OF HANDLED BY
— e . T "I%R INTERNAL RESOURCES ONLY*

TOPIC # INQUIRIES | FREFER. | /REFER. [#I/R  [TDE | YEAR 10 |
________ — — — — |OVISIE . ILRC_powiyr 4 | Dbatests

Zarrier Free Design :
Sommnity et Care |~ T [ T T ———
;g_mg’_t?ftyiﬁnts - T T '—_T___l__—_-i___—]
lommnity Name/no. ! | | |
£ducation | ! ! i
cmployment { | ] !
4ealth ! ]
qome Care e —————— +—-
4ousing/apts —— - —__T _ T - —L:— {
quman Rights | — — —1— — T T T Ty |
income Security i X ! ! '
K
1

-egal Issues | I 1
jupport Pro_g_l:ams ______ .
Tech. Aids - T'—‘—"‘-‘———‘ —————— _———

bt i bk —_— |
Transportation X
Travel/vacations j | ! [ i l
|
1

Volunteers
Ather:

{LRC Events I
}.L. Skills/seminars
prokerage

Feer Support
MNdvocacy ]
| R Gen'l [
Attendant Care
Ammﬁﬁrta“‘——T*—t:::::11:1211+

vac, Relief ~_ — — — — — —//m— =/ ™

1
I LRC Roles |
!
;

—— — — — — — —

- Legacy - Research .

— —— — —

Recreation | — — ™™ — — _‘
Other:

1L L |

—— e —— —— ————

Mt

L
L
|
..____......_______'.-1__L+..___.-.._
|
l
1
|
|




Plezse note iI- Sopiis arssing F
YOLR

MONTE TCVERET:

o~ ——
"

SAME .

W -

*OTAL NUMBER OF 2E0pT = SIRVED:

ZCTAL NUMBER OF INQUIRIZS:

- LV L Yy |
R s P O
-

Generzl Infsrmar-en .'

SLMAN xTZECS

I ONMBER OF REFERRALS TC

L IRC!SPECITVTFTOCTSIDE SPECT T

20Tl ; TR

ZUCaTION

POV !

INCCME SECURITY

SENSPCRTATION

SARRIER TR CESLGay

FUSING, AT AR TS

LECNICAL ATDS @ DEvoCES

1

1

)

:

SUPEORT SROGRAMS' [
{

|

COMMUNITY EVENZS

TRAINING

RAVEL — VACATION
OTHER

SPECIFY

HOME CARZ

COMMUNITY ATT. CARE

RECRFATION

HEALTH

LEGAT ISSUES

VOLUNTEERS

i
l
!
|
|
|
!
i
i
!
|
|
|
|
|
!
!
|
|
!
|

= =
Boetiill _nmrcrmazticn

GNzXAl TLRC RC.=3

LPCOMONG 037 =venis

T.L. SKILL3 SENINARS

SERVICE BROKERAGE

!

|

!

|

|

COMMUNITY NAME/NO. B
!

!

|

!

|

i

i

!

i

PIEX SUPTORT

TN-RATI0N S0 e

INDIVILCCEL RLVCCACY

LELSUZE FTCCATION

YACATION FELIEF

I

|

VOLUNTEFES I
!

YOLUNTEEE. WORK SUPo0R-

ATIENDANT CARE SERVICZZ -

SPECIFY OTHER

ADMINISTXATION 1

PERSONNEC ]

RESEARCT - LEGACY !

1T e ma
T
T aw TS




376

ACTIONS TAKEN BY STAFF
Please list the mumber of times for each call you did ONE OR MORE of the following:
GAVE STRAIGHT INFORMATION REFERRED TO:

CONSULTED WITH ANOTHER AGENCY/ORGANIZATION

INITIAL CONTACT MADE AS RESULT OF:
Please note the mmber of times people found out about us from:
MATERTAL SENT DIRECTLY BY US:
BROCHURE OR POSTER SEEN FROM ANOTHER SOURCE:
PUBLICITY THROUGH THE MEDIA(specify form):
REFERRED T0 US BY:
WORD CF MOUTH:
NOT KNOWN:
OTHER (specify):

AGENCIES/ORGANIZATIONS REFERRED TO:
NAME OF AGENCY/ORGANIZATION NUMBER OF REFERRALS TO EACH






