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WORKING WITH COOPERATIVES

Hilo Health Cooperative

Hilo, Hawaii

Black Star Co-
Austin, Texas

DC Pedicab
Washington, D.C.
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SRASER OF NEMBEST.
WHAT IS AN EXAMPLE OF THE POWER OF THE COOPERATIVE
'BUSINESS MODEL?

Inthe heat eto "

'WHY DID YOU BECOME A COOPERATIVE BUSINESS?
Indvidualy, DC Pecicab drvers have e been i business
any years. However, we are n our second yeur of operating

"TYPE OF BUSINESS: o recscabs s  Jocady-

cologealy
|| vetoestg s e s .
DATE OPENED: 2015

\WHAT IS AN EXAMPLE OF THE POWER OF THE COOPERATIVE
BUSINESS MODEL?

The cooperatie business model has enabled us 1o heep the entre
Proviousy, »

a fioet, This meant agooddeal

» ’ 5. worker cooperativ, DC Pecica began 5. busiess that
" - ' rented pecicabs to ndep
. : provded tansportation for vents Viren the

L Lagroup of five
‘of the most senvor drivers bought ou own pecdicabs and the
wetsie from the orgnal owness.

HOW DOES YOUR CO-OP IMPACT THE COMMUNITY?

Now,
a0 dothe work ave making the proft

\WHAT IS ONE WORD YOUR MEMBERS USE TO DESCRIBE YOUR
COOPERATIVE?

: Our commuety s the tourists visting the Natioosi Maland  Frenc.
Cosops are elsewhere in Washington, D.C. We provide green, friendly,
it y vansportaton tomized pivate WHAT CHALLENGE?
nsve 1o ¢ sours, our customers 1o work outa

we feel that we have been a great help ekderly andlir
pped people who could not otherwise get
the Rational Mall 0 see al the wonderful a
monuments in the nation's capaal,

'WHAT ARE THE ENDURING CHARACTERISTICS OF C0-0PS?

We hope that one of the enduring charactestics of ous (0-0p
the he fve of us hare. So 4,
we hane cooperated in evedy way with no fricton.

wsa

Ao andscape

Qumexercise programs come
recommended by your doctor-
who very likely is also a membert

\WHAT ARE THE ENDURING CHARACTERISTICS OF CO-0PS?

h others- s tha

NCBACLUSA100.coop | #IAmACoop

NCBA CLUSA

NCBACLUSA100.coop | #1AmACoop

NCBA CLUSA

POLITICO  The Post and Courier

he lavion-Fedger —_—-

system of fai distibution of the varous tours and events 50
that we all get an equitable share of the profts.

WHAT SONG BEST DESCRIBES YOUR CO-0P AND WHY?
The five of s agree on mary things, but musical tstes sn't
one of them!

OC Pedab i providing cooperatie transportation around

Capstol Wil ckwing NCBA CLUSA's 2016 Anousal Cooperatives
Conference.

NCBA CLUSA

YEARS OF COOPERATION

NCBA CLUSA

Austin American-Statesm

eof\fioy

WASHINGTON
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What Can Communications
Do for You?



WHY MARKETING COMMUNICATIONS?

Purpose Audiences

- D 3 B
. Clients
Education Caregivers
0utrea.ch Referrals
Marketing Community
Recruitment Influencers

\_ % \_ /




WHAT MAKES GOOPERATIVES DIFFERENT

Voluntary and Open Membership
Democratic Member Control
Members Economic Participation
Autonomy and Independence
Education Training and Information
Cooperation among Cooperatives
Concern for Community



COOPERATIVES VS A TRADITIONAL AGENGY: OVERVIEW

We identified the primary differences between cooperative and
traditional agencies. These differences are important to the way you
communicate.

Cooperative Caregivers Non-Cooperative Caregivers

OVERVIEW OVERVIEW

o Workers treated with respect o More established; many more caregiving

o Quality jobs translates into quality care organizations

o Above average salaries - maximizes wages o Turnover rates at home health agencies are up to

o Healthcare benefits 75% annually

o Less turnover year over year — about 20% o Prevailing funding mechanism for medical care in
annually the US is fee-for-service

o Voice in decision making o Leadership/advancement goes from hands-on

o Opportunities for leadership development care into management

o Multi-stakeholder approach o Lower salaries

o Most caregivers are also employed outside of
caregiving



COOPERATIVES VS A TRADITIONAL AGENGY

There are benefits communicated on both sides.

Cooperative Caregivers Non-Cooperative Caregivers

HOW THEY MARKET THEMSELVES HOW THEY MARKET THEMSELVES
o Hands-on approach o Focused on improving the lives of family caregivers
o Emphasizes performance measurement and quality o Increase public awareness of family caregiving issues
of personal assistance and care o Represent the U.S. caregiving community throughout
o Empowering caregivers to create worker-owned the world
cooperatives o Dedicated to improving quality of life for families and
o Passion and respect for clients their care recipients through research, innovation and
o The next best thing to family advocacy
o Active members of the community o Promotes Medicaid’'s Cash and Counseling Program
o Commitment to collaboration for Seniors & caregiver tax breaks

o Caregiving is a universal occupation

o Companies with 50+ employees must comply with
the Family and Medical Leave Act

o Family caregiving is the backbone of the United
States’ long term care system



HOW DO YOU LEVERAGE THE ADVANTAGES?

There are many elements to
effectively communicating
your business to your
various audiences. We have
identified four elements that
are crucial to growing home
caregiving co-ops.




MESSAGING AND GOLLATERAL DEVELOPMENT

Message Development

Organizational messaging is used to communicate with media outlets, influencers and will drive all
collateral development for all that you do. Messaging basics includes:

»Umbrella positioning statement

>»Key message pillars

»Elevator Speech

»>Supporting proof points/talking points

Material Development

Building on the key messages, materials can be developed that be used online and offline, and can
be used on your website, as leave-behinds with potential clients (such as rehabilitation hospitals,
physician offices, etc.) shared through social media, leveraged with local reporters, at events, and
used as a resource for third parties.



&= Email B 215-735-0677

é' HomeCareAssociates
A Workar-Owned Company ABOUT  SERVICES BLOG  CAREERS  CONTACT
ST e

Home Care Associates is Philadelphia’s Best Home Health Care Agency

A clean, informative
website goes a long way.

-Manageable upkeep crove &S [

Information hub _

d o e Aid _arino Senior Helpers Companion Care

Offices Located in the Herald Building Downtown « 1155 N. State St. Suite 525 Bellingham WA 98225 « 360.647.1537

Share success stories and SR
community involvement
‘Promote business,
services, benefits and
cooperative values
‘News sharing B

Caregiver Cooperative

CAREERS »

ABOUT v COMMUNITY RESOURCES

SERVICES »

CONTACT US
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Circle of Life Caregiver Cooperative

Circle of Life Caregiver Cooperative s a worker-owned cooperative business, licensed by Washington

On Our Site
State Dept. of Health to provide in-home personal and home care services for elders and disabled
persons in Whatcom County. Because Circle of Life Caregivers are worker-owners of the business and
have 3 stake in our success, they are highly motivated to provide the very best of care to our clients. All About
Circle of Life Caregivers are experienced and fully trained in the caregiving field, and are insured and b Coredrs
bonded by our company.
Caregiver Area

Community Resources



MEDIA RELATIONS

Why media relations?

*Publicize your business and
industry

Manage the organization’s
identity

Educate the public

‘Position yourself as a thought
leader and expert

VS RESS
Growth

Media
Elevate the Relations for

model Caregiving
Co-ops

Storytelling




MEDIA RELATIONS

e €he New JJork Eimes & y
~=$3.80 "~ Meoday, October 18, 2 ~

=

Sz THE ONLY U.S. AIRLINE WITH BOTH FIRST
AND BUSINESS CLASS FROM NYC TO LONDON.

peal by
" Ashcroft Over
Detention Suit

@® CBS EVENING NEW

with Katie Courig

Television Online



MEDIA RELATIONS — HOW TO WORK WITH MEDIA

There are several simple ways to work with the media to further your communications goals:

« Growth; milestones
Events
Participation in initiatives

Share News

Submit calendar listings for any participation or sponsored
Calendar of Events event

- Talk to reporters about stories and resources you can offer
Observances & Recognltlon should they be looking to write articles around

News Hooks commemorative months or recognition days

» Develop local opinion editorials around trends, news-of-
the-day and other top-of-mind issues where you can take

Contributed Content a thought leader position

« Example: October is National Co-op Month and May is
Older Americans Month




SOCIAL MEDIA

Value of Social Media - Actively engaging on Facebook, Twitter and LinkedIn allows you
to access audiences at different levels, is free and easy to manage.

You can:

*Recruit caregivers and clients
Share company news from internal and external sources

*Re-post and share content from those within the co-op world
Engage in news-of-the-day

NCBA CLUSA O & Follow

Are you ready for ? Get event
ideas + customizable resources at







