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Cypress HomeCare Solutions

Founded 1994

Serving Maricopa County — Phoenix
215 - 250 Clients

250 - 320 Caregivers

11 Staff

Service Lines
e Self Pay
¢ State Programs (Medicaid)
* Private Insurance (long term care insurance)

About Cypress HomeCare

Ranked #1 Home Health Agency in Arizona for 2010 and 2012

Grew out of Roth Family’s experience caring for their mother - this fueled
the passion to care for people in their community the same way they cared
for their own mother

Established as a dynamic, progressive organization; strives to deliver client-
centered care

Dedicated to providing the highest quality, cost-effective home care
solutions, so clients enjoy their independence, enhance quality of life and
peace of mind

Trained caregivers — experiences, compassionate and willing to support client
needs

Quality assurance standards - staff genuinely interested in satisfying each
clients’ individual needs
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So what does a Consumer Product Goods
(CPG) Marketing Plan look like?

10 Step
Marketing plan

By Mariel Angelou A. Parulan | 19 January 2011

PartI: /3 ‘s POSITIONING

Primary target market
Needs, Wants, Expectations
Competitors

Opportunity Gap

Market Sizes (3 Cs)

vk w e
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1. Primary Target Market

Secondary target market: Young athletes

* The Actives * Behavior
v/ 15-50 years old v’ Hydrates after every workout
v’ Male & Female v/ Wants to be at the best shape
v'Single & Married v Competitive: pushes self to
v/ Class AB to C the limit

e Lifestyle

v’ Active & always on-the-go
v Engages in health-oriented activities:
e Gym, sports, running, climbing

2. Needs, Wants, Expectations

I can

N e
myself to

the limits

Need to be
at the best

of my game.
I need to ‘
win!

- | need
. to be
healthy
e | NEED to be fit for my activities.

¢ | WANT a drink that has everything that my body needs, from
warm-up to cool down

e | EXPECT it to step up my work out and put me at the top.
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3. Competitors

¢ Direct: Powerade, Lucozade
e Indirect: mineral water, tap water, C2, Fit n right

e Variables: Taste options (flavors), price, availability, health
advantages

Hydrates

Replenishes
electrolytes

Enhance
muscle action

Fights fatigue

Boosts brain
fuel

Unique positioning: All-in-one sports
drink that promises to provide you a
hero’s winning formula

4. Opportunity Gap

* Gatorade is the world’s no. 1, scientifically-tested sports drink.
Studies show that Gatorade hydrates 90% better than water and
45% better than any other sports beverage.

* Gatorade not only hydrates but also enhances muscle action,
fights fatigue and boosts brain fuel.

* |tis the hero’s winning formula! Science has proven it and
athletes recommend it.

— Go ahead and step up your work out. Then do a heroes do.
Drink '




5. Market Size

The sports drink category is ~ $7.6 billion industry and takes
up 21.3% of total beverage consumers

With $ 654 million sales, the primary competitor (Powerade)
takes 8.6% of the total market share

With S 2.6 billion sales, GATORADE takes 34.2% of the total
market share

‘s STRATEGY

Product
Price

Promotion

0 00 N O

Place
10.Generic winning strategy
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6. Product fZ//3%

e Famous for its flavors — Blue Bolt, Grape, Tropical Fruit, Orange Chill, Pink
Lemonade, Lemon Lime

e Available — 400 ml, 500 ml, 1.5 ml

Its not just a drink, it’s the complete package!

* It enhances muscle action... Ensuring adequate oxygen and blood to perform at
their peak

e Fights fatigue... with adequate carbohydrates, delaying fatigue and maximizing
energy

e Boosts brain fuel...by preventing low blood sugar to stay mentally at the top of
your game

¢ Contains sodium to prevent water loss, potassium to improve muscle
performance

7. Price

GATORADE is 20% premium priced
v'Value of the brand (status)
v'Value of the product itself

Gatorade Powerade 100 plus Pocari Sweat

Price/ml P 0.061
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8. Promotion

* Media advertising

* Print advertising

* Events and Experiences
* Online

* Tie-ups

Spying on the competition — advertising, online
marketing, events/experiences
* 100 plus = “Outdo yourself”
* Pocari sweat = “Refreshing replacement”
* Powerade = “Keep playing”

9. Place

* In all leading groceries, supermarkets and
convenient stores nationwide

e Supermarkets (SM hypermarket, Shopwise,
Rustan’s)

e Mercury drug stores, Mini-stops, 7 Eleven, etc.

2/27/2013
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10. Generic winning strategy

» Well-differentiated target population
e Getting the best image models

* Use of science to emphasize the company’s
expertise on the product

10 Step
Marketing plan A7
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Now What?

Okay Bob, I get it! You worked 2 large CPG
Companies, their Marketing budgets and plans are
rather extensive.

How does my little home care agency put a
Marketing Plan together when we don’t have the
resources that these big company's have?

First let’s start with a question....

2/27/2013
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Who Are You?

We know you are a non-medical, private duty home
care company, but really who are you?

What Are Your Spheres?
e What are you focused on?
* What best describes you?
* Your spheres define you.

2/27/2013
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These are my spheres:

Caregiving &
Caregiving Training

Jewish Community

Sports — Healthcare
Golf

You Need to Decide...

Would you like to be fishing in an ocean?

Or would you rather be fishing in a barrel?

2/27/2013
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Ways to fish in the Home Care Ocean

* Yellow Page Ads
* Senior Magazine Ads

* Newsletters — Use only if targeted to your Key
Influencers.

* Multiple offices - No one cares where your offices are
located.

* Bolting on additional services — geriatric care services,
plastic surgery, baby sitting, Dog poop removal.

¢ Television and Radio — Without connected to an overall
plan

Ways to fish out of a Barrel

When it comes to MARKETING home care
2 keys to remember:
* Who are you MARKETING to?
— When is the greatest propensity of need?
* What is your Message?

— And how does the person hearing the message
relate to it?

2/27/2013
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It all begins with 3" Party Influencers

What is a 37 Party Influencer?

* Home Care is one of the few industries that you really are not
MARKETING your services to the ultimate end user (in our
case The Care Recipient)

* You are MARKETING to what we define as the 3™ Party
Influencer.

» 31 Party Influencers are in many cases the ultimate/final
decision maker(s) relative to home care.

— So who are your 3™ Party Influencers?

3" Party Influencers (just to name a few)

e Adult Children

* Geriatric Care Managers

* Trust Bankers

* Elder Law Attorneys

* Estate Planning Attorneys

* Hospital Discharge Planners

* Medical Professional Community
* Home Health Care

* Hospice

* Medical Equipment Companies

2/27/2013
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When is the greatest propensity of need?

Usually around the Holidays is when family
members, friends and neighbors notice a change
in a person’s physical and behavioral well being.
— Easter

— Passover

— Thanksgiving

— Hanukkah

— Christmas

— New Year’s

Now we know that a good foundation to an
agency’s MARKETING plan is centered around:

e Reaching 3™ Party Influencers
e Greatest Propensity of Need

* What is your message? And how can the
receiver of this message relate to it?

2/27/2013
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When you are MARKETING it is imperative to
that you create your message so that the

person receiving your message can relate to it.

Example of radio ad:

%I

What is customer acquisition?

Customer acquisition is the process of
obtaining new customers

Your “business life cycle” consists of five
stages: suspects, prospects, clients, referrals,
and retention.

2/27/2013
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* Everyone starts off as a SUSPECT.

e Smart MARKETING will identify your
PROSPECTS.

* Though your marketing and opening process
you’ll convert them into CLIENTS.

» As successfully satisfied CLIENTS they’ll send
you REFERRALS.

e Through service, results, and fear of
disconnect you’ll RETAIN.

The difference between making and losing money
rests on understanding the business life cycle.

* If you don’t target a niche then you don’t have
SUSPECTS.

* If you can’t market to them you have no
PROSPECTS.

* If you can’t convert the prospects then you have
no CLIENTS.

* If you can’t successfully keep them as CLIENTS
then you will generate no REFERRALS.

* And if you can’t RETAIN your clients then you’ll
never have enough money

2/27/2013
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"A business absolutely devoted to Customer
Service Excellence will have only one worry
about profits. They will be embarrassingly
large."

-Sir Henry Ford

Concierge

e This is the TRUE difference between you and
the next agency, the customer service
difference.

* Itis keeping in mind that you not only want to
MEET your client’s expectations you want to
EXCEED them.

2/27/2013
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Check this out

From: Jonathan Roth [mailto:rothj @teriatowines.com
Sent: Thu 10/6/2011 5:08 PM

To: Flanagan, Denny [ORDFO]

Cc: Customer Relations

Subject: Thank you

Captain Denny,
| wanted to take a moment to thank you for the note that you sent back to me on last night’s
flight from ORD to SAN.

So far this year, | have flown over 50,000 miles on United and over 50,000 miles on American.
And this was the first time ever that someone took the time to thank me for my patronage. As
you can imagine, | spend a lot of time on airplanes with my job, and it is nice to be
appreciated.

It is folks like you that truly understand, that customers do have a choice in flying, and those
little things make it easier to choose United over other carriers.

Thanks Again,
Jonathan Roth

Jonathan Roth

Vice President

National Accounts Off-Premise
Y TERLATO WINES

% INTERNATIONAL
£02-615-3462
rothj@terlatowines.com

From: Flanagan, Denny [ORDFO] [mailto:Dennis.).Flanagan@united.com]
Sent: Friday, October 07, 2011 7:17 AM

To: Jonathan Roth

Subject: RE: Thank you

Mr. Roth,

Thank you for your kind words. Statistics shows that for every compliment or complaint that there are
100 others thinking of doing the same thing. Feedback is so important to know you are on the right
track. In the service business the recipe for success is quite easy and it has three ingredients; choose
your attitude for the altitude you want to maintain during the day, anticipate your customers needs
and exceed their expectations. | have a few work philosophies and they have proved effective of the
years;

-- | believe that each customer deserves a good travel experience whether on United, Continental,
American or Delta.....train, bus, taxi or with your best friend in his car. You deserve a safe and
comfortable ride.

-- Treat each customer as if it is their first flight and have no expectations....| lead by example and this
helps motivate the crew to do a better job. When they see me stow bags, assist moms with strollers
and answer questions as if it is the first time | heard it they are brought back to their new hire days.

-- It is easier to keep the customers you have than to find new ones...United has a devoted sales
team to find new customers and it is time consuming and expensive but necessary. My job is
somewhat easier and less expensive and that is to provide a safe and customer-oriented service. If |
do my job then the folks in the sales department will have less pressure on themselves.

Jonathan, | look forward to seeing you on many more of my flights flying the “Friendly Skies” of United
Airlines. If time is available | will buy us a Starbucks and we can chat for a few minutes.

Capt Denny

2/27/2013
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Questions?

It is all about Customer Acquisition

How do you identify your PROSPECTS?
Where do | spend my marketing dollars?
When do | spend my marketing dollars?

How much marketing money should | allocate to the Marketing
Plan?

What does the Greatest Propensity of Need mean?
Wouldn’t you like to fish in a barrel versus fishing in the ocean?
Why is it important to Market during the Holidays?
— This is when it is most readily recognized because family
members have not seen one another since the last holiday
When Developing your Marketing Plan you have to look at the
entire year

Building Your Marketing Plan

Let’s look at Cypress as our example in putting
together a MARKETING plan for a Home Care

Agency.
— It begins with who is Cypress
— Then we build from there

| will then show you how we build our
MARKETING plan and why we analyze our
spends

2/27/2013
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Dignity

Respect

Professional

Who is Cypress ?

Brand Attributes

2/27/2013
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Situation Analysis

Cypress HomeCare Solutions is recognized throughout the Phoenix
Market as one of the preeminent homecare providers.

Cypress HomeCare Solutions is recognized Nationally as one of the
preeminent homecare providers.

Cypress wants to keep its name front and center through social
media, traditional and untraditional marketing and PR outreach in
order to grow market share.

100% of Cypress’s focus is on marketing to 3" Party Influencer’s.

Strengths
Reputation
Innovation in industry
Personalized attention
External marketing

Opportunities

¢ 83 million baby boomers began
turning 65 in 2011
Economy — people wanting (or
needing) to stay home

Weaknesses
¢ High price point
¢ |Internal communication

Threats
Healthcare Reform
Unionization
Low-cost sole practitioners with
lower standards
Economy
Contract workers / registries

2/27/2013
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Goal

For Cypress to be the industry leader in

homecare solutions

2013 Objectives

S5 million in revenue
5,200 — 5,500 hours per week

Positive increase by 12 to 15 caregivers per month

75% Private Pay — 25% Medicaid

25



Key Messages

Cypress is a locally owned and operated family business that has been
in the Valley for 18 years

Cypress is dedicated to providing “compassionate care” for its clients

and assisting adult children as their roles reverse.

Cypress is committed to its employees, focusing on five keys: recruit,
train, empower, support, and retain

Referral Sources
3rd Party Influencers

Hospital

Discharge Planners
Banner Alzheimer’s
Institute

Geriatric care managers
Fiduciaries

Trust Bankers
Estate Planning
Attorneys

Elder Law Attorneys
Home Health Care
Agencies

Hospice

Medical Equipment
Companies

Consumers

e Children with older
parents

2/27/2013
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Implement a

Use Utilize Utilize Capitalize on
social media

community proactive and grassroots/ the most
program to relations and reactive gorilla important
build more sponsorships media outreach to holidays —
relationships to influence relations to break through Easter,
and foster and build position the clutter Passover,
Cypress’ goodwill Cypress and Thanksgiving,
innovative its executives Christmas,
message as leaders in New Years
the homecare
industry

My Spheres

mittee
ainst Senior Abuse - TASA

h News of Greater Phoenix

sLocal Congregations
sSupport other Charities both
Jewish and non-secular causes

Healthcare

*Banner Health Board — Benefactor Chair

Sports — *Banner Alzheimer’s Foundation

Golf *AZ Geriatrics Society Board Member
*Sponsor and Participate in *PDHCA Board Member — 2007 to Present
Causes that are near and dear *AZ NPDA Chapter — 2009 to Present

to us in specific Golf Tourneys

27
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Marketing

Angles

Develop a non-
political pitch that
addresses both sides Al
of the issue and how Toeate e

iRt media on what
consumers Healthcare Cypress is doing to

Surve
Reform prepare .

Partner with an
organization such as
Alzheimer’s Assoc.
Parkinson’s Foundation or
Eldercare Workforce

Alliance
Responding Baby
Monitor current to the Boom.er With the numbers of
neV\{s_trends and News Explosion baby boomers
position Bob as the booming, position
expert Cypress as the go-to
Letters to source

Write and submit letters | 5= =0e)-
to local and national
publications in response
to the state of the
homecare industry

Key Awareness Months

October
¢ Alzheimer’s Memory Walk
¢ Cold and Flu Awareness Month
e Healthcare Quality Week — 2" week of October.

November
e Alzheimer’s Disease Month
¢ Home Care & Hospice Awareness Month
¢ Hand Washing Awareness Week — 15t week of November

March

e American Red Cross Month

May

¢ American Stroke Awareness Month

28



Valentine’s Day: February 14

Valentine’s Day 2013

2/27/2013
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Marketing Budget

How much should we spend and how much is it
going to cost?

In Consumer Products Goods business, marketing
budget is calculated at 3% gross revenue

According to Home Care Pulse the number is 2.5% of
your revenue

The way | see it, if your agency does S2 million in
revenue then it would be reasonable to spend
$60,000 to $70,000

2/27/2013
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Marketing Plan — Putting it Together

You need to put your plan together NOW

Realistically it should be completed in October/early
November for the following year

Get a sense of where you are going to finish the year and |
would take 3% of that number to use to put your plan
together

Remember to analyze your spends!
What if something comes up during the year?

— Keep a reserve for such situations or be prepared to

“pare back” a promotion or allocate some dollars from
another “bucket” in your budget

Examples of Cypress Marketing:

Online — website, social media
Advertising — print

Videos
Presentations/events/conferences
Award opportunities

Promotional Products

Car Wraps

Public Relations

2/27/2013
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Website

T () Hime Pewbeem EAQY Comacily

~ Compazsionate Care in Your Home
%\ /%YRRESS 24/7 Helpline (602) 264-8009

FOR A CAREER
IN CAREGIVING
Apply Here

‘fite Care in Your Hom
) 2

HOME HEALTH AGENCY  Welcome to Cypress HomeCare Solutions

Our vision Is clear; to be known 25 the leading home care agency and be recognized 25 the best by our
Clients and Caregivers.

Wored the &1, Home Healkh Agency for 2012 by Ranking & crpe are Solutiens
strives for excefience. Dur ewcelence I reasured by the quality we put in 10 hiring the bess Caregivers and the type of

g they B3k of s Caregivens i g 3 i g roptam basad o ! et by the
Ametican ed Cros and " waperior (1 ategoves Taitang Lab. Our
Caregivers are licenued, banded, CFR and First Axd Crrosfed, must have & negactve T Soreen test and rmast pas & 30 state

pre-emplayment deug icreeming
Mision, Values says i al 220 pr powered and for your loved ones, while
speciic nesdh. We are & “solutions” driven compamy where people

stz we are 4 compary P Cliesss- hemes

Direct EVERYTHING to your website
cypresshomecare.com

Website

HOME HEALTH AGENCY  precautions for Cold and Flu Season

BN

Cold and fu s2ason can be 3 dangerows tims for cur older clients and aging loved ones, and this year's in particular

RANKING appears 10 be especially conceming. Health professionals are calling it an epidemic, and at beast 47 states have reported
S 1 St o s { Armimane

widespraad flu outbreaks, with Arlzona counting mare than 1,000 cses alons. With the Increased threat for everyons of
ARIZON

catching the cold or the Mlu, along with the added risks that affect our aging populatkon, here are a few reminders for
kesaping yearsalf and thoss you £are for s3fa uring these winter manths 3md In the future.

Get vaccinated. The COC recomamends that people at high risk, including thase over the age of 6, should get a

flu shot each year. It is also especially importans for caregivers and family members to be vaccinated in order w
redhuce the risk for their aging chent o loved one. While the vaccination won't protect against all serains of the

#lu virws, it does help In preventing 3t least some of the dangercus CONSEquUEnces.

‘Wiash your hands ragularly, This may seem like common sensa, bat it becomas aven mare important during cold
and A saasen, It Is espactally iMpertans JFAF suary Hme you Snaass, CoUgh OF tolseh your Fce, Stopping the
Pl ?gé‘;ﬁl g spread o disase stans wit tis simple as nd canend ug s e,

s Keeping things clean and getting rid of germs and bacteria will help prevent the
spread of disease,

Distarce yourself from your client or loved ane if you have come dewn with the cold or Au. Transmission can
oCcur 45 chose &5 six feet away, 50 be sure to give yourself 45 much room as you can. Wear 3 mask If need be.

Most importantly, rest. Thils can be ene of the most difficult tasks a5 3 caregiver, bus I3 will result In the increased safety of
your client or loved one. & a caregiver with Cypress, w can assist you in ensuring your client or loved ane |5 safe by
dditional care. Pl il us at 602-264-3009 and we are more than happy o help.

Caregiver of the Month wiitme [ One person Mtes this. Be the Arst of your fnends.

Learn More
Bassad A Isnusns 1arh 3098 In Blaa . Cammants O

Keep website content current and relatable
cypresshomecare.com/blog

2/27/2013
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Website

HOME HEALTH AGENCY | acey’s Blog: Fran and the Machine

Voted #1

Even though | am officially Therapy Dog Certified, | find that | am lesrming mew things sbout caring for humans every day -
RANKING along with the many objects and smells that are in peaple’s homes! Take for instance my Lt visie with my friend Fran, As
K’I“i’i{}:"‘jm s20n a5 | walked inta her home, | started smelling all the wonderful smells and my nose started leading me around the
houss! Also, | think | locked 3 bit Spastic at the baginning of the visis whan | was skidding 3cross the slick ficar, Once | gat
2 good paw grip, though, | was ok, but | was much happier once | found the carpet! This ks all new for me and | just want
Testimonials vo make a good impression.

'When | entered the living room, | came across the strangest thing. | saw my

friend Fran, but she was sitting on this very large black machine that was maving
around. It was scary, and | was convinced thas it was Follawing mel | went back-
and-forth about whether it was safe, but when | saw that Fran had a big smile on

‘On behalf of my entire
Jamily | would ke to
wxprese a cincare

appreciation and | her face 1 figured 1t would be ok. 1 did give it a goad sniff just in case ta make sure
gratitude o you and pour It wasn's going to come after me. I'll be honest and say thas | am saill 3 bit unsure
staff for your compassion about these moving *wheelchair® machines, but as long as they don't chase me
and the exempiary care around 1l ba alright!

that you continue to give
my facher. You have
shown my father o evel
of kindmess and
professionaiiém that is
hard o find in the reaim
of care giving. My
mocher, brothers and

My favorite part of the vistt was 2l the love Fran sent my way through plenty of
cuddles and ear scratches, She even let me chean up a bat in her kitchen - those
bresd crumibs were the perfect mid-morning snack! | really can't walt to see Fran
again and practice my pet therapy dells 5o | can keep bringing joy and comfort ko
dog's bast friends.

ke | [ Coral Garcia M this.

Keep website content current and relatable
cypresshomecare.com/laceysblog

Social Media Presence

HOMECARE SOLUTIONS

o= =
P s - 10 i e
ne——— - N i) Pt Pancautions K Cod and Pl Seasen
= e = e e gL L.
"

Cypress HomeCare

Nerw M) Foal Cacey's Bl Py Mo Llone B iy
] ] Gai e —id
ietatns e E

Cypress WomeCam
Wiew Biog Fost. Canegiver 0 fhe Lont, — December

Cypress HomeCar
iew Doy Foak Lacey's Bl riagpy Hewietays

Cypress HomeCar
Piew Bleg Pt P
(Rt

sy Yious Lo Ones o iaendey Thet
SO0

o HeomaCar
I Mew Blog Post: Home Care va. Home Heash — What is e
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Print Advertising

Generations of Caring
Our Family, Our Community

Jewish parents are known for thelr
determination to protect their children,
keeping them healthy and safe.
Now, It s your turn to honor thelr legacy by
providing your parents with the very best
: compassionate care In the comfort of their

own hom

: ﬂhﬂmw =°°hh_! We can help you help with:

0 providing the bighest qualty and fha most «shopping ; 5 -

companaenale sars o s afeeg e s + laundry - cooking + shopping « laundry - personal care - transportation

W pe | care

‘pous ke, I the comit of hesr own home. : Call us today for your FREE in-home care assessment plan

Calf ws foday for your FREE in-home care assessment plan

CYPRESS CYPRESS

veted 93 . /" HOMECARE SOLUTIONS

2 compassionate care in your home a
= :
__________ 602,264,800 ARITONA X
RANKING WWWLLYDIES REMELare.com £ Home Health Agency 602.264.8009 %
ARIZONA = www.cypresshomecare.com
vou DO wave A choice
Serving the Valley since 1559 you DO HAVE A cHOICE - Serving the Valley since 1994
Carseivert Bandad. Intured and Revkersond Checkad

Careeivers Bonded. Insured and Backeround Checked

Jewish News of Greater Phoenix

Caring for Israel Thank You, Mom

Mmhndhnd,lhnmdhdl-n

upwhdnmumum-n Wecan hilp yod ﬁumbmﬂnh&mmw B eanlien you
help Wlth: up for you and always knew how to make help wnh.:
mmbolwmuuwn geting : ‘:°k'"¥ youfeel betler when you were sick. L
older and need an exira hand around the sEoppIng Youstill look up o your mom, and now that ramoppd
house, allow them to continue to remain + laundry she is older and needs a litile exira hand, « laundry
Independent through the very best + personal care allow us to help thank her by providing the - personal care
‘compassionale care in the comfort of their « fransportalion very best compassionate care, In the comfort « transportation
Call us today for your FREE in-home care assessment plan Call us today for your FREE in-home care assessment plan
HOMECARE SOLUTIONS HOMECARE SOLUTIONS
compassionate care In your home . compassionate care in your home
602.264.8009 8§ e e A 602.264.8009 )
RANRING www.cypresshomecare.com a‘%‘a RANKING www.cypresshomecare.com -4
ARIZONA ARIZONA =2
vou DO nave A cHoicE = vou DO HAVE A cHoicE -
Serving the Valley since 1994 Serving the Valley since 1994

2/27/2013
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Videos

e Recruitment

* Holiday

— Cypress has been doing holiday videos for 5 years now, and
each year we send it to more than 4,000 key influencers,
family and friends

— Save on paper (environmentally friendly), no postage, and
a personal way to introduce your team to the recipient

— Lives virally on the web

Sense of Purpose

36



Extended Family

2012 Holiday Video

2/27/2013
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2011 Holiday Video

2010 Holiday Video
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Presentations/events/conferences

S . /a
/4 /j/ lf/[ ler 7(%{ MTUT ,[ 724 p/[ el
- Sponsored by QEBB&?}E

Jewish Family & Children’s Service
cordially invites you to be our guest

Wednesday, March 3, 2010
11:45 a.m. - 1:15 p.m.
Phoenix Art Museum
1625 N. Central Avenue

Phoenix, AZ 85004

RSVP by February 24, 2010

]

Jewish Family and Children Services — Brighter Tomorrow Luncheon

C Shd
J Jewish Family & Children's Service

2009 NAHC Strategic Planning
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Awards Opportunities

¢ Family Owned Business Award

¢ Health Care Heroes — Phoenix Business Journal

e Alfred P. Sloan for Business Excellence in Workplace Flexibility
¢ Gallup Great Workplace Award

e Better Business Bureau Ethics Award

e AZ Fast 15 Awards — Arizona Business Magazine

* Industry Lists and Rankings
— Ranking Arizona (Cypress ranked #1 Home Health Agency for 2010 & 2012)
— The Book of Lists
— Best Places to Work — Phoenix Business Journal

Awards Opportunities

“Companies to Watch” Award —
2010 Spirit of Philanthropy Awards — Arizona Small Business Association
Jewish Family and Children Services

2/27/2013
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Promotional Products

Limit what you offer but at the same time make sure you have Tchotchke
(pronounced: CHOCH key) that will be used and of course will be
memorable

Everybody has them, make sure you don’t over do it - this gets charged to
your marketing budget

Car Wraps

Idea: Park wrapped vehicles in hospital parking lots
Audience: Referral sources and consumers

Description: These are mobile billboards. Cypress sends fleet
to high-traffic areas that serve as referral sources such as
hospitals and lawyers offices, and park them in parking lots
to raise brand awareness. Events are key too.

2/27/2013
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Car Wraps

Public Relations

* It’s FREE — this will not impact your budget at all

* The local media loves human interest stories, and all
of us have some really good stories!

* Find opportunities:
— Newspapers
— Magazines
— Television spots
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Executive pushing legislation to regulate home care industry

BY JOLIE MCCULLOUGH

-
L As people age and theirability
S4 tofunction on their own de-
d teriorates, many end up in

ties or nursing homes. In this
" economic climate, however, many
3 are unable to sell their homes, mak-

ing it impossible to afford that option.

In such cases, companies like Cypress
HomeCare Solutions LLP can assist people with
their daily activities at home, said Bob Roth,
managing partner for the Phoenix home
care provider
Homse care differs from home health
care in that there is no medical aspect
nvolved. Caregivers at Cypress and
ather companbes may not give eli

assisted-living  communi- Baob Roth

happening every day™

o r, - & Roth's innovative ideas have made Cy-

W, press the only home care provider in the
o, statewithatraining labfor caregivers.
Healso ks a member of the Arizona
Non-Medical Home-Care Licen
sure Coalition, which was created
earlier this year 118 13 members are

BOB ROTH

TIMLE: Managing partner

COMPANY: Cypress HomeCare Solutions LLP
MEMBER: Arizona Non-Medical Home Care.
Licensure Coalition

GOAL Estabiishing state legislation ta regulate the

working fo introduce legisk in
2011 to license Arizona nonmedical home
CAre AgEnCies

Similar bills in 2007 and 2008 fadled

“We've learned twice now, so we want 1o take
our time and craft some legislation that will
make sense.” Roth said.

Previous attempts have failed because of the
lack of stakeholders, the lack of clarity about
who would be affected, and the state’s budget
situation, he said

“We're really pushing to get this legislation.”

entsmed provide wound
care because they lack the medical
skills.
Home care is an unregulated
industry, s0 some providers
pass medications to clients,
or they employ people who
lack the proper training.
Roth said.
“Consumer protection
Is the most important
thing” he said. “Cur
iclients)are vulnerable;
lssues are potentially

‘e said, “We can be our own watchdogs, but who's
watching some of these other people?

Along with trying to help the industry, Roth
enhances his own company by using new tech-
nalogy and offering a comprehensive training
program for caregivers. All patential Cypress

must go th h a three-phase inter-
view process; pass a 50-state background check
and a pre-employment drug screening; be certi-
fied in CPR and first aid; and provide six refer-
eces.

“We actually do reference checks,” Roth said.
“It blows my mind how many people say they do,
but they don't.”

Phoenix Business Journal

€ ¥ bo protect
assistance at home
WER: www.cypresshomecane.com, www.aznhic.org

Once hired, caregivers undergo two days of
classroom and lab training. Lab practice in
cludes learning how to move a person without
injuring them and working with devices many
people nped to assist them in their daily lives
Carog! 50 attend quarterly sessions to
learn how to deal with factars such as dementia
and Alzheimer's disease, said Scott Spangler, di
rector of operations for Cypress.

Roth sald legislation and better training are
necessary for the future of this growing indus.
try. With the first wave of haby boomers turning
65 in 2011, the health care system is going to be
overloaded, be said

“Wie've got this tsunami coming in 2011, and
we need to be ready for it,” he said. “There's not
enough hospital beds; there's not enough nurs-
g homes or assisted-living communities. Home
care is going to be the only solution for every-
body, an © here, but we need regulatory
oversight

Ol vl

Son tumns family heartbreak into

& mission o mahke a difference
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Lacey the Lab on Hero Central

Getting Started

Who are you?

Analyze how you go to market.

— Are you presently fishing in an Ocean or in a Barrel?

Develop your Marketing Budget for the upcoming year.

— We use 3% of our Revenue, what would that mean for you?

Think about what will enable you to reach your Key
Influencers
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RECAP

e Commitment from Management and Team to plan out
your MARKETING plan for the year

— Remember the old adage; If you “fail to plan, than you plan
to fail”

— Patient — try some new things to reach your “key influencers”
— Upfront investment might be more, but TRUE savings and
ROI will be realized down the road — Attracting New Clients
* Who are your Key Influencers?

* What is your Message? And how can the receiver of
your message relate to it.

Finally...don’t forget to have some fun!

Lacey the Lab

2/27/2013
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