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Let’s Start With Us 

Our State 
Backgrounds 



3 State Agencies work 
together for the Early Hearing 

Detection and Intervention 
Program 

Illinois Department of Public Health 

UIC – Division of Specialized Care for Children 

Illinois Department of Human Services  
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The Texas Model 



TX EHDI Pilot 

�  Established in 2008 
to address the 
~50% LTF rate for 
failed newborn 
hearing screenings 

�  5 pilot sites: Dallas/
Plano, Fort Worth, 
Houston, McAllen, 
Tyler  



TX EHDI Pilot 
�  Collaboration 

between TEA and 
DSHS (HRSA) to 
fund and support 
outreach 
collaborations with  
�  Pediatricians 
�  Family 

Practitioners 
�  ENT’s 
�  Audiologists 
�  ISD professionals 



TX EHDI Pilot – Health 
Educator 

�  Efforts focused on provider collaboration 
and education 

� Regular travel to pilot sites 
� Printed information sharing with offices at 

brief  provider visits 
� Presenting “Lunch-and-Learn” on-site 

educational modules 
� Community provider networking 

opportunities  
� Identifying local “champions” and 

supporting longitudinal goals and ongoing 
networks 
 



Who Are You Again? 



First Impressions 
� How do you make a difference to your 

customer? 
�  Screening allows those born with a hearing 

loss a chance at early ID 
�  So, what now? What happens next? 
�  What materials are given to the family? 
�  How is the family introduced to you? 

�  You want them to follow up, but do they know 
you?  Do they remember you? 



Do you know these slogans? 

• Just Do It! 
 
 
• I’m Lovin’ it 
 

• Think Outside 
the Bun 



What is your slogan? 
�  Do you even have one? 

�  Do you need one? 

�  Can it be done? 
�  Texas 
� A system of  care.  A community of  support. 

�  Wyoming 

� Hearing Matters!   
Screen it.  Protect it. 



Who knows about you? 

� Audiologists 

� EI providers and other interventionists 

� Speech Therapists 

� Pediatricians/Doctors 

� Birthing Hospitals 

� Parents 



Who are you missing? 
� Parents to be?   
� Parents of  school age children? 
� WIC 
� Early Head Start 
� Parents As Teachers 
� Midwives and Doulas 
� Perinatal care providers 
� Perinatal network or hospital 

administrators 
� Community Health Departments 



How do they find out about you? 
�  Letters 
�  Articles 

�  State and local parenting magazines  
�  Provider newsletters (clinics, audiologists) 
�  Organization newsletters (ASHA, Pediatrics) 

�  Presentations  
�  community baby showers 
�  birthing hospitals 
�  pediatric grand rounds (with residents and interns) 
�  Telehealth 
�  Exhibits for infant-toddlers and other conferences within state 
�  Teachers of  the deaf  and hard of  hearing 
�  Deaf  and Hard of  Hearing Commission 

�  Networking 



What are your benefits? 
�  What is offered to those that are part of  your team? 

�  Parent Notebooks to confirmed loss 
� http://www.tndisability.org/coalition_programs/

family_voices/newborn_hearing_program (TN) 
�  Parent Information Kits 

� MA provides a follow up call to go through kit 
and answer questions 

� Kit is online (friendly web link) 
www.mass.gov/dph/newbornhearingscreening 

�  Conference Calls for All 

�  Awards 
�  Parent Achievement Award 



EHDI Day 2011 



GETTING BUY-IN 



Strategies with 
Professionals 

�  Acknowledging time 
�  Saw providers in their office 
�  Scheduled during convenient times (often 

lunch, but not always!) 
�  Bring info directly to providers and staff  

�  Contacted local medical school through 
provider suggestion 

�  Discussed billing strategies 
� Billing for time 

� 25 modifiers 



Insert Headline Comparison of Select Congenital Disorders 

Per 10,000 Births* 
Disorder Newborns 
Hearing loss** 30 
Cleft lip or palate 12 
Down syndrome 11 
Limb defect 6 
Spina bifida 5 
Sickle cell 4 
PKU 1 

* Statistics from The National Center for Hearing Assessment and Management 
** Neonatal Intensive-Care Units experience higher-risk births, and results in a higher 
   than average of  newborn hearing loss.  



Insert Headline TEHDI Loss to Follow-Up FY09 

Data Source: Bureau of Vital Statistics, TEHDI System                * Provisional data 

Total Births Reported to Vital Statistics 410,764* 
 Total Births Reported to the TEHDI System 389,248 
Infants Requiring Screening   

Excludes: deceased, parent refusal, terminally ill 386,867 
Birth Screens: 

Completed 380,706 
In Process 1,887 
Passed 371,607 
Did not Pass 9,099 
Missed 4,274 

Infants Needing Follow-up: 
Missed + Did not Pass 13,373 

Loss 

Loss 

Loss 



Getting buy-in…who’s in? 
�  Chapter Champions 

�  Our Chapter Champion insisted that EHDI goals be 
included in two of  our state's mandated medical 
provider training presentations.  He has also been 
very vocal with our Part C Program about the need for 
improved communication between Part C and our 
EHDI Program. 

�  EI – DSC/Hearing loss contact 

�  Parents can help you share your vision 



IL EHDI outreach packet 



Who are you again? 



Marketing Options  

�  Marketing materials 
� What is useful? 

� What works for you? 

�  EHDI day 

� Parents & Professionals gathering to recognize 
providers that have gone above and beyond in 
the field 

� Opportunity to give an EHDI update 
� Governor proclaimed day in IL  



What do you see? 



Ice Scraper! 



back of  onesie 

front of  onesie  



Window Cling 



Help them remember your 
program 

�  Thanks for letting me “POP” in 

�  It’s “time” to connect/It’s “time” we met 

�  Here’s the “Scoop” 

�  Let’s break the “ice” 



What else is working… 
�  Connecting with birthing hospitals once a year 

(more frequently if  necessary) in person  

�  Working with chapter champion – information 
posted on state AAP website, newsletters, grand 
rounds, luncheons with CME credit  

�  List-serves to birthing hospital personnel; 
audiologists; early intervention stakeholders, 
parents and advisory board to share new 
information regarding EHDI initiatives  
�  Make a separate list for each category  

�  Webinars 



What else is 
working 
(cont’d) 

Introduction 
letters (UT) 

 



TOOLS 



Tools   
�  Roadmaps & Checklists 

�  Crib Cards 

�  Posters 

�  PSA’s/brochures 

�  Videos 

�  Websites 

�  Social Media 



Welcome Exercise 

�  1  

�  2 

�  3   

�  4 

 www.babyhearing.org 







Parent Brochures 



PSA 



Front of  IL Roadmap 



Back of  IL Roadmap 



CRIB 
cards 

IL Crib Card 
front & back 

views 



Posters 
CDC poster 
•  Free 
•  Add your 
label? 
•  Implement 
now 



Posters 
IL poster 
•  Branding 
•  Gives direction 
•  Clues for 
possible late 
onset 
•  1-3-6 model 

•  Repetition for   
providers 



Posters 
WY poster 
•  Branding 
•  Several versions 

•  Teen  
•  What HL sounds 
like 

•  Clean 



Videos 
�  Loss & found video 

�  http://www.handsandvoices.org/resources/video/
inf_cap.html 

�  NCHAM video 
�  www.infanthearing.org 



Websites 
�  What is “above the fold”? 
�  That’s what everyone sees 
� Is it important? Is it interesting? 

�  Easy to navigate? 

�  Family input? 



Top 10 website tips 

1.  Attract attention with your home page and headline 

2.  Maintain interest with text that’s about “you,” not 
about “me”. 

3.  Build desire with frequently updated content 

4.  Links on home page for search engines (Bing, 
yahoo, Google) 

5.  Make your site easy to use and navigate 



Top 10 website tips 

6. Post your phone number and street address on 
every  page 

7. Collect e-mail addresses to communicate with 
clients 

8.  Test your site before launching it 

9. Have a workgroup to rate your site/offer 
suggestions 

10.  Link to your Social Media site(s) 



Successful Websites 
�  Do you…. 
—  Draw new visitors to your site? 
—  Keep them there for several pages? 
—  Bring them back for repeat visits? 
—  Answer “What’s in it for me?” 



Social Media 
�      Facebook 

�      Twitter  

�    

�      LinkedIn 

�      Idealist.org 

�    

�  Blogs 



Social Media (cont’d) 
�  What’s your benefit? 

�  Fostering partnerships 

�  Making it easy 

 



Technology working 
together 

�  Don’t Be Afraid to Network! 
�  Tell everyone! 

�  Be Persistent 
�  Post often 
�  Be consistent (same day each month, etc.) 

�  Build Anticipation 
�  Adjusting your website? 
�  Adding a file/recording? 
�  Event coming up? 

�  Find Good Partners 
�  Agreements to “link” 

�  Advertise Your Popularity 
�  Do you know how many “visit”? 





NICHQ 
�  What is NICHQ? 

�  Asking the questions: 
�  What are we trying to accomplish 
�  How will we know if  the change is an improvement  
�  What changes can we make that will result in 

improvement 

�  Plan, Do, Study Act (PDSA) 
�  Small tests of  change 

�  Spread 



NICHQ Learning 
Collaborative 

�  Developed through collaboration between 
HRSA MCHB, National Center for Hearing 
Assessment and Management, and the 
National Initiative for Children’s Healthcare 
Quality  

�  Response to PCP’s lack of access to screening/
diagnostic results, lack of information 
regarding local intervention services 





PDSA 

Plan 
Do  

Study 
Act  



TX Outcomes 
�  Pilot closeout interviews 

�  Simple, 3 question survey 
administered in person or 
over the phone regarding 
experience with pilot 
participation and perceived 
outcomes in practice and 
community 



Beneficial Outcome from Pilot 
Participation? 

�  Heightened awareness of  importance of  
conducting and reporting newborn hearing 
screening 

�  Higher incidence than previously thought 

�  Empowerment to find and take advantage of  
community resources 

�  Increased collaboration of  multiple disciplines 
in community 

�  Awareness of  Texas statistics 



Change in Practice? 

�  increased diagnosis – one practice now 
screening all children in practice currently in SL 
services 

�  increased referrals to ECI, decreased mean age 
referral 

�  increased referrals to AuD, decreased mean age 

�  Instituting ECI/ISD joint visits to providers 
offices 

�  More aggressive referrals to ECI from medical 
home and AuD providers 



How do you know it’s 
working? 

�  Data monitoring 

�  Surveys (survey monkey) 

�  Focus groups 

�  Parent work group/Parent feedback 

�  MVOS 



Tips to take 
Home 

Bringing it all together 



5 Marketing Tips To Take Home 
1.  Branding 
2.  Connections  
3.  Follow-up 
4.  Benefits 
5.  Create a plan 



THANK YOU!! 

�  Carrie Balian, IL GBYS Program Coordinator  
�  866.655.4588 
�  GBYS@choicesforparents.org  

�  Rachel St. John, MD, NCC, NIC-A 
�  214-699-1485 
�  rstjohn@alumni.virginia.edu 
 


