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Welcome & Introductions

Facilitated by:

• Laura Plunkett, NCOA 
Program Specialist

• Sharon R Williams, NCOA 
Consultant

• Katie Zuke, NCOA Senior 
Program Specialist

Share your organization 
and location in the 

chat box to say hello!
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In This Session You Can Expect

•Dynamic Workshop Format

• Interactive and Topical Discussions

•Value of Peer Learning

•Audience Polling

•Valuable Resource Materials

#AgeAction2019



COVID-19 HAS 
CHANGED EVERYTHING!!

• Private/public health system
capacity

• Demand for home and 
community-based services

• Population health strategies

• Quality

• Member Experience

• Health care costs

• Health care focus
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Your Turn…
Has your organization developed value proposition 
statements to market each of the products and services 
offered?
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Quick Poll



Next Question…
Has your organization's contracting relationship with payors 
changed during the COVID-19 pandemic?
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Quick Poll



Value Proposition Definition

A value proposition is a business or marketing statement that a company 
uses to summarize why a consumer should buy a product or use a service. 
This statement convinces a potential consumer that one particular product 
or service will add more value or better solve a problem than other similar 
offerings. Value Proposition development  is a component of an 
organization’s marketing strategy.

Aging Networks can use value propositioning to target potential 
healthcare payors that can benefit from a particular product or service. A 
strong marketing strategy with effective value propositions helps an 
organization maintain a competitive advantage.
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Characteristics of Strong Value Propositions

• Clearly communicates the benefits of the products or services 
your CBO provides; 

• Focuses on what your customers value, want and need in 
language that resonates with them; 

• Is compelling and easy to remember; and  

• Differentiates your agency's products or services from the 
competition

• The ideal value proposition is direct and appeals to a 
customer's strongest decision-making drivers. 
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Why Are Value Propositions 
Important?

In seeking contractual 
relationships in healthcare and 
other sectors, The Aging 
Network must demonstrate the 
value they bring to these new 
customers. 
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HEALTHCARE LEARNING CENTER

PREPARATION IS CRITICAL!

RESEARCH:

Emerging Organizational 
needs/points of pain

Quality/performance 
standards

Mission/Vision

ALIGN:

Map your organization’s 
services/products to the 
organization’s needs

Establish the capacity of your 
products/services to meet the 
organization’s current needs

-Fill a gap? 

-Provide a solution to a         
problem?

TAILOR:

Do you understand the 
perspective or 
responsibility for achieving 
organizational success of 
the particular person to 
whom you are selling? 



HEALTHCARE LEARNING CENTER

DISCUSSION



Thinking Outside the Box
CBO Programs Get a Facelift
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Let’s Hear From You Again!
Do you think that the value of evidence-based health promotion 
programs has changed in the wake of COVID-19?

13

Quick Poll



JCOHA,PCMH,

f) Discharge Planning



After March 2020

Potential Client 
Concerns

Possible 
Answers/Pitch

Why?

Social Isolation & 
Loneliness

Assessment, 
Friendship calls, Online 
socialization groups, 
online educational 
resources, remote 
evidence-based 
programs

Special Conditions: 
Pandemic

COVID-19 
Testing/Contact 
Tracing

Develop new 
program/pilot with 
client

COVID-19 Vaccine 
Distribution and/or 
Education

Develop new 
program/pilot with 
client

Health Disparities Culturally-competent 
interventions

Health Equity



Pre COVID-
19 Value 

Proposition

We have a 15-year track record of providing 
comprehensive and effective services to [estimate 
how many] older adults in this region on a 
monthly basis. Our evidence-based, accredited and 
licensed diabetes education program has provided 
enrollees with a statistically significant reduction 
in their HgbA1c of 1.0. The results have been 
sustained over a six-to-12 month follow-up 
period. 

Our research tells us that 20,000 of your members 
over the age of 65 have diabetes. Additionally, 
many of your patients (members) are familiar with 
our area agency on aging because they have used 
our services and have come to rely on us as a 
valued and trusted source of information. 

16



Value 
Proposition: 
COVID-19 Twist

• We have a 15-year track record of providing 
comprehensive and effective services to [estimate how 
many] older adults living with diabetes in this region 
monthly. Our evidence-based, accredited Diabetes Self 
Management Education program has provided participants 
with  resources and supports to successfully manage their 
health. Diabetics are more susceptible to the coronavirus 
and harsher COVID symptoms. Their recovery can be 
complicated. 

• Our programs support improved wellness (most program 
alumni experience a significant reduction in their A1c 
reading 6-12 months after completion.) These results can 
impact reductions in hospital readmissions and support 
post COVID recovery.

• Our research shows that 30% of your members/patients 
over the age of 65 have diabetes. Our agency’s experience 
in serving older adults-those hit hardest by COVID-can be 
an ideal complement to your organization’s COVID 
management strategies.
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Can We Get Your Opinion?
Has your organization changed your value proposition for 
evidence-based programs as a result of the COVID-19 pandemic?

18

Quick Poll



Open 
Forum
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Thanks for joining today!
Register for upcoming events:

Office Hours with Sharon Williams:
• May 26th @ 1-2 p.m. ET - Navigating Opportunities to Advocate for Medicaid 

Payment for Evidence-based Programs in your State
• July 21st @ 1-2:00 p.m. ET - Navigating Network Partnerships

Webinar: 
• March 3 @ 3-4 p.m. ET - What’s Current in Medicare Reimbursement for Evidence-

Based Programs

Conference:
• June 7-10th: Age+Action Virtual Conference

https://ncoa.zoom.us/meeting/register/tJwqc-6urz8qHdWJ5OS5duLsiOQ1KPRoQZPS
https://ncoa.zoom.us/meeting/register/tJ0sd-mgqz4uHNde6FMtgf9Aawj5zWVKPr_v
https://www.ncoa.org/event/whats-current-in-medicare-reimbursement-for-evidence-based-programs/
https://na.eventscloud.com/website/16534/
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Resources

• NCOA: Developing Your Value Proposition for Evidence-based 
Programs How-To Guide and Worksheet

• Developing Your Value Proposition: A Step-By-Step Guide for 
Behavioral Health Providers

• How Community-Based Organizations Can Support Value-
Driven Health Care

• 3 Questions to Design a Social Value Proposition that Truly 
Makes a Difference

• Forbes: How To Develop a Compelling Value Proposition

• LinkedIn: 7 Steps to Develop Your Customer Value 
Proposition

• How to Build Compelling Value Propositions for the COVID-19 
Recovery

#AgeAction2019

https://www.ncoa.org/resources/developing-value-proposition-evidence-based-programs-guide-worksheet/
https://innovation.cms.gov/files/x/tcpi-valuepropguide.pdf
https://www.healthaffairs.org/do/10.1377/hblog20150710.049256/full/
https://www.thesedge.org/strategy/social-value-proposition-that-makes-a-difference#:~:text=A%20social%20value%20proposition%20is%20simply%20a%20fancy%20way%20of,What's%20in%20it%20for%20me%3F%E2%80%9D
https://www.forbes.com/sites/rebeccabagley/2013/09/04/how-to-develop-a-compelling-value-proposition/?sh=279b64b52a7a
https://www.linkedin.com/pulse/7-steps-develop-your-customer-value-proposition-mike-innes/
https://customerthink.com/how-to-build-compelling-value-propositions-for-the-covid-19-recovery/


‹#›2020 AGE + ACTION   

Source: ATI Advisory, May 2020. Meeting Medicare 

Beneficiary Needs During COVID-19: Using 

Medicare Advantage Supplemental Benefits to 

Respond to the COVID-19

Potential 

Opportunities: 

MA 

Supplemental 

Benefits Can 

Address COVID-

19 Needs
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Potential Opportunities: 

MA Supplemental Benefits Can Address COVID-19 Needs

Source: ATI Advisory, May 2020. Meeting Medicare Beneficiary Needs During COVID-19: Using Medicare Advantage Supplemental Benefits to Respond to the COVID-
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