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1. Acknowledgements

A return rate of 20% is generally considered a very good return. Response was received by more than a
fifth (23%) of the 500+ Crows Nest Centre (CNC) surveys distributed. CNC is indebted to everyone who
responded to the survey. While this appears a relatively small investment of time, it signals an interest in
and ownership of our community— a key value that the centre promotes. A special thanks to Geoff
Whiting for sourcing 16% of the people for the survey. Thanks also to Rachel Moore for development of
the survey and organisation of the Neighbourhood Centre Celebration Day and Jackie Antoinette for
collection and compilation of the survey and report. Every survey respondent who provided their email
address will receive a communication expressing thanks for their valued contribution and effort.

“1 live on my own at the age of 73 years old. Both of my knees have been replaced.
| have been a client of Crows Nest Centre since the time of my operations. | have
used CNC transport to rehabilitation, Meals on Whedls, and at other times | have

gone on Wednesday trips. | liketo be asindependent as possible. | was very glad

Crows Nest Centre was there when | needed help.”

“The CNC Brochures distributed throughout Mater Hospital are marvellous’
... Mater Hospital Social Worker
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2. Executive Summary

A survey was launched by Crows Nest Centre in June 2009, motivated by a desire to serve the
community better by garnering the widest possible feedback on the centre’s current and potential
offerings to the local community.

The survey was conducted by meeting face to face with community members and via post to existing
clients. It aimed at evaluating their involvement with CNC and to identify potential programs and services
to introduce in the future.

Appreciation is the resounding response from clients who interact with CNC by receiving services and
participating in activities provided. Volunteers who interact with elderly clients reiterate this message.
The younger population with children rely on CNC as a forum for interaction and development — hence
their request for more activities to be provided for increased community involvement enhancing quality of
life. All responses to the survey indicate the necessity of current services and a desire for more services.
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3. Background

Ageing populations are due, in large part, to increasing life expectancy. However, reductions in mortality
do not translate into similar reductions in morbidity, and ageing is generally accompanied by ill-health.
Ageing is associated with a higher prevalence of certain health conditions including: arthritis, diabetes,
hypertension, heart disease, high cholesterol, osteoporosis, dementia, and renal disease. Chronic
conditions become more common with increasing age and older people often require ongoing support
and assistance in daily living.

The Australian Bureau of Statistics (ABS) reports marked increases in life expectancy. In 1998, the
average life expectancy for Australian men was 75.9 years; for women 81.5 years. Of the 114 completed
surveys by elderly clients 4% were aged 71-80 years old and 21% were aged over 80.

As social support services for seniors are at the heart of the mission of the Crows Nest Centre, the Centre
was keen to discover what impact the changes in life expectancy were having on the community that it
serves. Alongside this was the desire to understand any other needs in the community that the Centre
may have the opportunity to respond to. The desire to explore new services had been expressed by the
Board. Atthe same time the current strategic plan (2006-2009) had come to an end and a new Executive
Officer has been appointed.

Together these factors reflected a desire to improve the delivery of existing services and to develop new
services that respond to needs in the community. Thus the survey sought feedback from the wider local
community as well as existing clients. In terms of the wider community, the hope was to receive input
from potential referral points in the community such as GP’s, pharmacies and retirement homes, and also
the community at large. It was recognised that the community at large would be the most difficult group
to obtain response from. Efforts in this area were focussed on the Neighbour Centre Celebration Day on
Wednesday 13" May and contacts through the Main Street group (Crows Nest Chamber of Commerce)
and Rotary clubs.

As well as being a feedback tool for reviewing improvement and development of CNC services, the
survey was a means of increasing the public profile of the centre, thus the Neighbourhood Centre
Celebration Day marked the public launch of the CNC survey. This was based on anecdotal evidence that
“nobody knows that the centre is here”.
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4. Methodology

The evaluation methodology was predominantly using a generic survey to maximise overall feedback
from the community. Feedback was then collated to identify how CNC could improve services provided to
the community both in terms of physical and material support and personal lifestyle satisfaction. It also
aimed to engage with people in the community who would use CNC as a referral point for their own
clients.

The first step was to distribute the survey to current CNC clients (over 500), workers in occupations that
would refer people to CNC and local people of all demographics living within the Crows Nest district.

The next stage involved pursuing response. Response to the survey was encouraged by inclusion of a
stamped self addressed envelope posted with the survey to make responding as easy as possible. 23%
of clients responded to the survey. The survey was also emailed, faxed and posted to people in
occupations that integrate with potential clients (such as hospitals, doctors and medical centres) however
response from this group has been virtually non-existent which prompted face to face consultation with
people in professions which proved to be effective.

To reach mothers in the surrounding areas the survey was also posted to some baby clinics but no
response was received. The launch of the survey at CNC's at its Neighbourhood Centre Event in May
resulted in 97 responses representing local parents of young children.

During the process of analysing the survey results, each comment was classified as follows:

Purple
Comment does not require action e.g. an explanation of a personal situation

Significant comment on a personal situation highlighting CNC benefits which could reinforce value
CNC deliver and could be used in future awareness campaign action.

Green
Point is valid, appropriate and applicable to serve majority of targeted community members.

Point is relevant but requires clarification or elaboration
Red

Point requires investigation and reconsideration for inclusion
Black (no colour)

Not relevant, and therefore not evaluated

One in five surveys distributed for completion returned at least one suggestion. 138 comments were
contributed by elderly clients in the Crows Nest Centre Survey which were reviewed and sorted by current
status versus future potential for analysis and statistically represented in the table below.
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Purple Green Red Black Total
Comment Point is Point is Point requires Not
does not valid, relevant investigation relevant to
require appropriate but and this event,
action and requires reconsideration and

applicable to | clarification | for inclusion therefore

serve or not

majority of elaboration evaluated

targeted

community

members.
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5. Summary Findings

Complimentary remarks made up 43 percent of feedback commentary from elderly clients responding to
the CNC Survey. This reinforces that Crows Nest Centre provides a premium service. The remaining
67% of comments constructively focused on current services, improvements and suggestions.

“l think Crows Nest Centre offers great servicesdthe help is wonderful to help people stay in thei
homes.”
"You already do a good job."
"You have no idea how much you are helping me tokoafter my husband who has Alzheimer’s”

“Crows Nest Centre provides terrific service especially for Meals on Wheels.
They are very receptive and helpful!”. . . Mater Hospital Social Worker

Response represented an equal representation from both genders with response by 18% males and 25%
female. The remainder did not indicate their gender.
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6. Feedback: Neighbourhood Centre Celebration

A community sausage sizzle event was hosted by Crows Nest Community Centre during Neighbourhood
Centre Week. Staff approached people on the day, obtaining feedback from men and women ranging in
age from 20’s to over 60.

The survey was completed by 97 people of which 69% visit Crows Nest at least once a week and 31%
visit CNC at least once a week. More than half of these respondents are aware of a few if not most
services that CNC offer. The preliminary findings section of this report provides detailed analysis of
particular services which this segment of the market rely on.

Respondents demonstrated confusion about the services provided by the Crows Nest Centre as opposed
to the other tenants of the building (Community Transport, Early Childhood Centre and the Occasional
Child Care Centre). This issue should be considered when developing future marketing communication
plans.

ik

Neighbourhood Centre Wek community interaction
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More than half of the people who responded to the Crows Nest Centre survey at the Neighbourhood
week Sausage Sizzle live within a 4km radius of the Crows Nest Centre.

Postcode  Suburb %
2065 Crows Nest 38%
McMahons
2060 Point 9%
2062 Cammeray 6%
2089 Neutral Bay 5%
2090 Cremorne 4%
Total: 62%

38% of the people surveyed at the sausage sizzle live between outskirts of Crows Nest and as far north
as Hornsby, south as Alexandria, west as Leichardt and east as Manly.

10
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7. Feedback: Professional working with elderly clients

Feedback was sought from professionals whose clients were also potentially CNC clients.

Doctors and pharmacists indicated that a large portion of the time people spend talking with them strays
from the symptoms towards personal information. If CNC programs and services information highlighted
features and benefits these professionals could recommend to CNC as possible support for
consideration.

The upcoming closure of Royal North Shore Day Surgery Centre highlights uncertainty within the
community about exactly who will complete the operation work thus the respective people requiring
information to ensure continuity of associated community services.

Self Care Retirement Villages do not appear to have communication forums such as a maintained
noticeboard for information to be shared about community services and opportunities for social
interaction. Mary MacKillop Facilities Administrator advised that families sort things out for independently
living clients and a medical check is required before admittance but “a Men’s Shed would be wonderful!”
Two thirds of retirement villages would not provide feedback and had no noticeboards displayed in
common areas to display community information.

Private hospitals do not display noticeboards in common foyers in the way that public hospitals do. Onus
is placed on the Discharge Planner and Social Worker to ensure community service information is
communicated to patients unlike government hospitals which have pin-boards and plastic brochure
holders in general community areas such as waiting rooms, the emergency department and cafeterias
providing awareness to everyone associated with patients.

Public hospital departments have many areas with noticeboards to display information. The Overnight 23
Hour Unit of Royal North Shore Hospital has a waiting room on level 10E with a corkboard and plastic
holders for DL size flyers that could display CNC services information.

Frustration was expressed by workers of different professions with community groups that are centrally
managed by a head-office (such as medical centres (including IPN managing Neutral Bay Medical Centre
and two Mosman practises) not allowing liberty to make decisions like displaying posters and childcare
centres indecision to participate in self benefiting fundraising opportunities that retain proceeds of
educational materials sold to carers of children. The decision making goes in circles until efforts are
exhausted. This was also experienced when endeavouring to obtain feedback from Self Care Retirement
Villages who refer enquiries to their head office prompting responses such as:

“We work in the Community all acrossNSW. | however work in our head office and would be unable
to respond for our services.”

Inspection of neighbouring suburbs to Crows Nest highlight the extent of communications about
community awareness varies with some suburbs hosting more information forums than others. For
example; Mosman has prominent noticeboards in many common public locations that display community

11
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information in convenient locations that all professions referred to such as Bridgepoint Mall, Council
Chambers and IGA supermarket which empties it's noticeboard each week which completely fills up with
community news so everyone in the community can display and read information.

12
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8. Feedback: Elderly Clients

34% of elderly clients advised they never visit Crows Nest and 41% advised they never visit Crows Nest
Centre. Of those who do not visit CNC could research whether more people would frequent both if there
was an improvement in awareness of services and more mobility services were provided to attend.

Feedback from all ages of the CNC survey requested language development classes that focus on
English conversations and listening. This is reflected in the table below listing services requested from
CNC.

Proficiency speaking english amongst
residents born overseas

Speak another
language AND
english well or
very well
35%

m Speak Only english

® Speak another language &
english not well or not at all

Speak another language AND

Speak another english well or very well

language &
english not well
or not at all
5%

Response from elderly clients indicated that every CNC activity in the survey is used by them. Elderly
clients requested many new services and improvements including social activities that provide multiple
benefits. The table below lists services requested by all survey candidates highlighting that interest in
improving communication is popular amongst all ages as is interest in dance.

13
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Reaquest for Services to be provided by Crows Nest C entre

14
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“Smaller groups could be introduced to play reading
short plays — good fun that keeps one alert.”

“Stanton Library hosts a ‘New Books' section with colour scans of the covers of the current top ten
books which could betrialled by CNC with a book discussion group suggested by survey participants.”

15
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Royal North Shore Hospital DL size booklet ‘Healthy Lifestyle Activity Courses’ provides quality,
innovative and accessible health education for the community primarily to those over 50 during the day
and in evenings. Some of the courses in the brochure could possibly satisfy requests for services
requested by respondents in the survey which CN Centre does not provide such as ‘Anti-Natal’
(requested in CNC survey) and ‘Parenting’ classes RNS Day Surgery currently displays. Reciprocal
awareness about the services provided to the community could streamline resources and ensure people
are aware of all services are available in their community.

“Servicesfor Aged Care, disabled people plus children and their carersrequire more resource focus
within community” ... Royal North Shore Hospital Occupational Therapy Secretary

The request for home banking services is in such high demand that it almost outhnumbered the number of
requests for all other services. This reinforces the collective need from the elderly community for help
doing their banking.

Activities with interaction are most sought after by respondents in the 20’s to 40’'s age group who
attended the Sausage Sizzle for Neighbourhood Centre Celebration Day. Japanese mothers group and
Japanese playgroup was the most requested activity requested by this group. Many requests were for
interaction of mothers and children in playgroups of different nationalities as well as interest in cultural
activities and learning Australian cuisine. Many requests were for children’s activity equipment.

One comment indicated that CNC is a worthwhile forum for people to raise awareness of their needs.
That was reinforced by survey responses regarding issues being passed on to CNC for investigation and
response.

"l don't get to the centre, but | find the meals owheels ‘very satisfactory’. | would ask for other
things if needed."

16
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18% of clients who responded to the survey indicated they receive Linen Services. Every comment made
by recipients of this service is positive.

"Linen Service is terrific! | recently attended CN@r Christmas in July and really enjoyed myselfdahgh the
carrots were hard for me to munch on"

CNC volunteers making beds for linen clients

8.80.1 Washing of own linen in demand

“Some people are averted from deciding to use the CNC linen service despite it being a raw and sore
need because they want their own linen washed”, according to the social worker at Mater Hospital.
Perhaps CNC could consider a trial for this additional premium service with a respective fee.

Comments about delivery of Meals on Wheels was overwhelmingly positive with service consistently
rated as good or excellent. Feedback indicates the service is primarily used out of necessity rather than
for convenience.

“1 liketo be asindependent as possible. | was very glad Crows Nest Centre was there when | needed
help. | live on my own at the age of 73 years old. Both of my knees have been replaced. | have
been a client of Crows Nest Centre since the time of my operations. | have used CNC transport to
rehabilitation, Meals on Wheels, and at other times | have gone on Wednesday trips. "

“Meals on Wheels is very good | don’t think much fgrovement is needed”

"About 7 years ago | found quite a few of the sezes made my life, when | was just out of hospital
and not well. They uplifted me and everyone helped to get better. Thank you for delivering 2 meals
per week to me in the past year"

"I had Meals on Wheels after being in hospital, btind it excellent”
"l used the Meals on Wheels service in the pasor & while in 2007 after an operation, and is was
good."
"l can only comment on the bus trip and Meals on Waels - both couldn't be run better"
“Generally happy with Meals on Wheels”

17
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"l did Meals on Wheels some years ago. When abtibh't use services — except for transport (to
doctors/specialists via community transport groupjnay at some stage.”

“The Mealson Wheelsinformation that CNC clarify is very helpful” . .. Mater Hospital Social Worker

8.90.1 Communicate food quality awareness Meals & W heels

Quantitative feedback about Meals on Wheels did not focus on the quality of the food received by
respondents however verbal feedback from clients expressed their expectations about the food
(particularly hot versus cold servings, portion size and flavours of menu) was not rated as highly.

Satisfaction with the meals elderly clients receive from Meals on Wheels could possibly be improved with
an education awareness campaign initiated to highlighting:

Customised features of service delivery;

Nutritional quality of the food;

Efforts to cater for varied tastes at a minimal price to the client.

“Hot meals with meals on wheels would be an improwent!”
"The Meals on Wheels being delivered do not alwagkte to the menu items ticked
- .¢g. no non-meat meals”
"l used to get Meals on Wheels but discontinuechetfood was not good at all"

18% of elderly client respondents raised points that require further elaboration or clarification about
options to be mobile within the community. Quantitative and comprehensive results both highlighted the
most common problem is one which does not discriminate by age — satisfaction of personal lifestyle is
limited for people in the community who are restricted by movement. Walking frames provide ability for
movement in the confines of home but places beyond the front door are often out of reach. "Limited
personal mobility prevents involvement in CNC activities" was marked by more than a few respondents
who returned an earlier version of the survey distributed which asked why respondents to do not attend
CNC.

“I cannot attend CNC activities because of my wailgiframe” was the statement repeated by linen
service clients who were personally visited.
“Being housebound stops involvement in CNC actiggi”
“I need to be picked up at home.”
“l am disabled so can't go to CN centre.”
“| can't get out there cheap by wheelchair transpbr
"l don't come because of the transport. | havetake 2 buses and | have arthritis in my knees. ohte
for Melbourne Cup, Christmas lunch and Christmas ifuly."

8.100.1 Walker problem resolution for consideration and technical investigation
A more focused review could be initiated to identify the extent of people in the community who are
frustrated by their walkers limiting their mobility. Alternate possibilities could be researched to cater to

18
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this segment. Common activities of interest could be investigated to provide desired social engagement
satisfaction (such as an attending an outing, activity or event) enabled by customised transport. An
engaging event organised people with walkers would provide something to look forward to with
interaction.

“CNC could improve services to tailor shopping servicesto individual needs and visit lonely peoplein
their homes” Mater Hospital Social Worker

A review could identify the limitations of various forms of transport and the limits to which they can cater
to manoeuvring people with walkers such as cabs for wheelchairs, buses that that mechanically lower the
bus door entrance and cars owned by volunteers.

Statement from a CNC linen client about mobility

A welcoming place of community and engagement located at the premises of Crows Nest Centre is the
Pat Brunton Dining Room. CNC survey response indicated that the dining room is used by 8% of current
clients, 7% of Neighbourhood Centre Week respondents and is also a meeting place for CNC volunteers
and local government workers. Development of activities suggested and awareness of this resource
could possibly maximise benefits for more of the community.

Transport provided by CNC is the most used service by elderly clients who responded to the survey. 23%
of them use transport services and 9% use the shopping service. This reinforces the importance of
mobility for individuals. One of the survey respondents posted back a brochure of ABC Ultimo Centre
Group tours as an outing suggestion.

"Very grateful for the volunteers, monthly outingand the shopping bus"
“Transport services are not available before 8amadter 3pm,
medical appointment times can be earlier or later.”
"l have found hospital transport extremely helpfulith very nice drivers, most recently Ross!"

19
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“After my cancer operation the transport service svavonderful — very kind and consideration drivers
over an eight month period when needed.’

“Visitsto medical appointments could be improved with liftsvia car”
... Mater Hospital Social Worker

CNC member on a weekday outing

Vision impaired people expressed frustration that their lack of sight prevents CNC participation thus may
warrant investigation to evaluate services they could be offered.

“My survey is filled in by my neighbour as my eygst vision is bad”
"l can't read notice-board or brochures because fraalmost blind"
"l am vision impaired so could not answer the CNgervice and activity questions”

A couple of respondents indicated that the cost of services prevents their participation in CNC activities
and services.

“I can't afford RNS transport costs, | haven'’t usetthe service for 4-5 years.”
“I can't get out there cheap by wheelchair transgd

20
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9. Awareness of Crows Nest Centre

Viewing Frequency at CNC 20's — 40’s predominantly female 41-90’s male and female
Notice-board 45% Never 48% Never
Brochure room 30% Never 46% Never

Community awareness of Crows Nest Centre and the services it provides could be improved according to
professionals from Crows Nest to Mosman. Most medical centres provide space for notices in the form of
pin-boards or plastic flyer holders to display DL size folded flyers. Professions conveyed a preference to
receive flyers via post. None of them currently display any Crows Nest Centre information. Note: Medical
centres that are run by corporations are not at liberty to display A3 size posters without board approval.

Whilst there is a long glass noticeboard on the wall outside Crows Nest Centre, survey feedback from
everyone indicates it is rarely viewed. More visible and dominant locations could be reviewed as
communication forums.

An effective example is represented at the Stanton Library in North Sydney with three double-sided glass
noticeboards at the forefront of the park strategically situated in the pathway of the markets and buildings
which display a range of information about events, training courses, art and advice on how to preserve
wellbeing in the environment as well as community service information. A community noticeboard in
Kirribilli had a specific section outlined for business cards to be pinned up.

Nearly half of survey respondents advised they never look at the notice-board containing CNC
information about CNC programs, activities, services (such as transport, meals on wheels and linen
duties) and need for volunteers. This suggests it may be beneficial if other additional forums were
identified to increase awareness.

Whilst 37% of respondents advised they would like to receive the CNC newsletter (some indicated they
already receive it) feedback indicates that the type of services needed in the community change as
people transition through new phases of their life (ie; becoming a parent, iliness, loss).

"As | am in a new phase of my life - illness — | witnl like to see an expansion of social activities i
particular mind enhancing”
"I am housebound so most of the questions do ndate to me as | am now unable to attend the Crows
Nest Centre - unfortunately!"

A timeline matrix could be developed highlighting community information (by CNC and local affiliates)
about solutions to problems that can occur in daily routine and the effect on people they interact with.
This could also serve to minimise the fear of the unknown not only of people ageing and their concerned
relatives.

Of the two surveys where the elderly client conveyed thanks that their children introduced them to Crows
Nest Community Centre — both instances were sons’ whose awareness instigated parent participation.
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Whilst both genders share similar family needs - opportunity to increase awareness of CNC services to
men and women who work beyond Crows Nest community areas may prove beneficial.

A banner is displayed in the Ernest Place court yard increases awareness and seeks volunteers for
Crows Nest Centre which is viewed by regular pedestrians. An additional communication channel such
as advertisements on shop-a-dockets received by everyone who shops at the local supermarket could be
tested to increase awareness and use of Crows Nest Centre.
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10. Recommendations

Resources need to be allocated to act on requests from 5% of survey respondents who advised they
would like to discuss their answers in more depth. To maximise value of time interacting with them —
concepts for potential solutions could be prepared for further discussion and feedback. The aim would
be to address alleviating the extent of frustrations they raised and seek more information so CNC can
endeavour to provide services requested by the community.

Discussion groups of people could be organised to explore options CNC could trial.

For each of the requests listed in the ‘Request for Services’ table in section 7 of this report and especially
the points listed below, CNC employees need to review the findings of this report to identify the most
appropriate person to evaluate feasibility and the order of importance.

For each of the numbered points below the appropriate person should:
i) Clarify number of people in the Crows Nest community affected if the suggested service is/not
introduced and the resulting impacts.
i) Forecast the cost effective ways to establish and maintain provision of the service including
volunteer's time / CNC funding / client cost.
iii) Determine how to measure the effects resulting from implementation of the service, especially the
health and wellbeing of people involved directly and indirectly.

English classes for further development.

Home-banking services.

Services for community members with limited mobility (walking frames).

Dance for social and health well being.

Outdoor equipment for children.

Playgroup without detriment to any already existing.

Increase awareness of existing services in the community that people are not aware of (offered
by CNC and other service providers)

Communication awareness campaign about the nutrition and value of Meals on Wheels.
Communication awareness of Crows Nest Centre services and how to promote recruitment of
volunteers for new services introduced.

Research whether survey respondents who advised they do not visit Crows Nest and CNC would
like to visit if they had access to mobility services.

Evaluate marketing communications to professional services about CNC.

10.30.1 Regular communications to professional serv  ices

Meeting face to face with professionals such as pharmacists for completion of the CNC survey highlighted
that they have daily interaction with people whose circumstances could benefit from services and
programs provided by CNC thus awareness of the services would support this. Current feedback
indicates they are not aware of the all the services. Extra focus on marketing communications to
professional services might increase referrals to CNC benefitting the value of time for many.

“Community Awareness could be improved as | livethre area and have never known what is at the ceritr

“I knew there was a Justice of the Peace there.”
"Many of our customers are old people who just waathat and social interaction.”
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10.30.2 Dedicated calendar page in newsletter
Consideration could be given to dedicating an easy reference page in the quarterly newsletter specifically
for notification of upcoming events"

"I would like to receive special events news withagterly newsletter"

10.20.3 Engage more with community via email commun ication channels
A handful of elderly clients who completed also provided their email address. Communication via email
could provide an additional forum of community involvement and interaction.

10.20.4 Work with local business to reach the commu  nity
People aged 20’'s — 50’s working outside of Crows Nest community have less opportunity to view CNC
information notices about activities, programs and need for volunteers yet this demographic might benefit
directly or indirectly if their awareness was increased. Shop-a-dockets where they shop locally could be
an effective communication channel.
“I have had Meals on Wheels in the past, at the mamh| am managing with Woolworths one
block away. | have a unit which was provided bygaey and | am also helped by War Widows.
| was concerned to read you may be cutting serviethe elderly with problems? My spine has
no cartilage between the vertebrae and one is fuaetl so | do appreciate the linen service —
Vivian and her support is very professional and Kiri
10.20.5 Counter promotion of community information
Some respondents to the CNC survey requested services which already exist in the community (such as
home cleaning services), playgroups and services for people with disabilities. CNC could evaluate
becoming a hub for communication of existing services and activities in the community to increase overall
awareness.

A marketing plan needs to be developed by a CNC resource to evaluate current communications to the
Crows Nest community to encourage use of the CNC reduce isolation and improve quality of life for
individuals in the community. Such a marketing plan could be an ongoing work in progress for review and
updating.

10.30.1 Website Development

Whilst the last annual report had an objective for a new website — this new financial year could venture
further by exploring possibilities to enhance the CNC website to further assist current and potential
clients.

Local community members who place advertisements on the notice-board outside of CNC could be
encouraged to also email their advertisements and notices to be displayed on the CNC internet. This
could be sent people who provide CNC with their email address for news updates.

10.30.2 Appointment Reminders

Courtesy communications to medical centres could scheduled expressing appreciation of efforts to book
appointments for patients reliant on volunteer transport to be made between specified times. This
communication tool could also be used to welcome feedback.

24



