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Write your first blog entry 1 what is Hospice? 200 words

Elements and Features of a Blog People Want to Read

The most important part of any blog is what you have to say and how you say it. People will
return to your blog if they like what you write about a specific subject and they like your
writing style. With that in mind, your blog should be written in a tone appropriate to your
blog topic. Keep it personable so as to invite interaction through blog comments and links
back to your blog from other bloggers who like what you write. Here are some more articles
to help you create the elements and features of your blog that will make people more likely
to return.

1. Choose what type of blog you want to create. Carve out a niche and pick a catchy
title that captures the essence of your blog. Remember that a blog, like your clothes,
is an extension of you. For most people your blog site may be the only thing they
identify you with and you want to be sure that who you are on the inside is reflected
in your blog.

2. Decide how often you are going to post. Some claim that posting at least once every
day is best; Some also say that three quick posts a day are far more effective than
one long post every three days. Others claim that when they update a blog every
other day they get more readers than when updating two or three entries in a single
day. Whatever you do remember that for most bloggers, it's all about reading and
many of them would prefer quality over quantity.

3. Get some things together beforehand because some recommend putting together
about a month's worth of material before you tell anyone about your blog. It is
recommended that you just start writing and fame will come in time. Feel free to go
back and rewrite entries to make everything just the way you want before or after
you "go public." You can edit any entry at any time with most blog sites. Writing a
popular blog doesn't happen overnight.

4. Tell close friends about your blog and ask them to tell their friends. Often if you use
it as another way to network with those people around you, you'll get a better
response. If you push it too hard don't be surprised if they ignore your blog because
they feel you're fishing for compliments and attention...remember, blogging is about
you, and the more attention you put into yourself, the more people are going to
notice.

5. Look around the Internet for blogs that people love to read. Read and post to them
religiously. Leave a note that actually has something to do with their site so that they
know you actually took the time to pay attention to the material posted. Do not
expect anything back in return. Just commenting will cause others to be more likely
to visit your blog and do the same. Often, when you make comments to sites, a link
to your own personal site will already be included with your comment, unless you
are posting from one hosting site to the next.

6. Build a network with other people in the blogosphere - make friends online. This is

the best way to get readers and a great way to meet people you would otherwise
never know. If you get one thing from blogging, this will be it.
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Give us a short presentation on the social media policy at your Hospice,
and include information on Pall10

Policy and Procedure document
Name of Policy/Procedure: SOCIAL MEDIA USAGE - Pall10

Objective

The aim of having a social media policy is to provide guidelines for appropriate staff usage, to
ensure that it is used to increase public awareness of palliative care and to guarantee that all
communication is in line with overall communication standards set by HPCA.

Procedure and guidelines

Whilst most organisations prevent their staff from using social media during work time,
HPCA would like to embrace the opportunity of having each and every staff member
become part of the effort to increase public awareness of Hospice.

This opportunity to be part of the advocacy team should be appreciated and not
abused.

Guidelines:

# Productivity is essential = try to limit your presence to your advocacy function for
Hospice, and conduct your private social media usage in your private time.

* Use your voice to inspire others to spread the word.

e Tryto add value rather than just voice your opinion.

e Think of the impact of your message before you write it — pause and then post.
Say what you think but exercise caution.

Photographs tell a story, so use them.

e Update regularly, do not allow your messages to become dated.

 Use your own words, or if you use someone else’s, credit them.
Be genuine.
Check your spelling and grammar and be professional in your tone.

» Consider your audience and ensure that your message is of interest to them.

» |dentify your role in Hospice.

» |f you have a personal story to tell that may inspire someone to support Hospice,
tell it in your own words, simply and succinctly. Get a colleague to check it if you
are unsure about its suitability.

e Do not use slang or bad language.

* Try to avoid TMI (too much information).

* Enjoy the conversation and collaboration and the fact that you are part of
building the Hospice online community.
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You have successfully started a Facebook page for your hospice.
Share with the audience how you started it, and how it has been of benefit

What is a Facebook page?

Facebook business page is a one page marketing platform for your Hospice that includes information,
links, visuals, and almost anything else your heart desires.

Why a Facebook page

Anything and anyone of substance is on Facebook from Michelle Obama, to the World Health
Organisation, to Coca Cola. With a population of 250 million if you are looking to make an impact
Facebook is the way to go.

Facebook pages are visible to search engines and visitors too; they have also been showing up high in
search engine rankings. Unlike your standard Facebook account which has a limit of 5000 friends, your

Facebook page has an unlimited amount of friends.

Itis a free form of marketing. Your Hospice can update the public of upcoming events, raise funds and
awareness of the work you are doing, or simply inform the public of recent news and accomplishments
at the click of a button.

What to establish before creating your Facebook page

Create a social media policy — read the HPCA social media policy as a guide.

Carefully consider what the objectives are of your page, and who your target audience will be
Decide how often you will update your page

Appoint someone to post and manage responses

Ll o S

Steps to creating a Facebook page

1. Find a friend or member of staff who is Facebook literate, who will assist in setting up your
Facebook page.

2. Create a personal Facebook profile for yourself; invite your friends, family and colleagues.
Explore and acquaint yourself with Facebook and how it works, before attempting to setup your
page.

3. Visit www.facebook.com and click on create a page link at bottom of page.

4. Follow the simple steps Facebook will take you through to setup your Page

Things to remember

1. Use the correct terminology e.g. use life-threatening diseases as opposed to terminal illnesses
2. Have your spelling and grammar checked — consult the writing guidelines to assist you
3. Ensure you receive written permission from patients before using their photos on your page
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Tell us about your email policy at your Hospice and provide suggestions on

how email traffic can be drastically reduced in the organisation

TEAM TALK - COMMUNICATION AND CONDUCT 71

someone. Learn how to end a call so that social equilibrium is reached.
Be assertive and friendly, summarise the action and end the call.

The pen - mightier than the sword

Written communication has the value of being retained. Always be aware
that it could be read by both the person it was intended for and even
others. It is wise in the world of business to make sure that you never
say anything in correspondence that you would not be prepared to say
face-to-face. E-mails can be forwarded, letters get lost, and you may
end up seeing more sword than pen!

It’s not what you say, but how you say it! In writing, it is often difficult
to lighten the tone of your communication in order to keep the exchange
informal and friendly. Adopt the correct tone by utilising punctuation.
Dashes, dots and exclamation marks often make all the difference.
Slang, however, is not acceptable.

Electronic communication

In this electronic age, e-mail and text message communication has

become the norm. It can become spam, it can become

impersonal. Try to use it as efficiently and appropriately

as possible. In the quest for paperless offices, we have Eﬁ"ec.hve
c.reated elect.romc. filing that may. save space but communication
ends up wasting time. Many e-mails are sent when .

a personal and friendly call would be preferable, " 20% M b
and we are fast losing the human contact that know and 50% how
provides the friendly aspect of business.The you feel about what
advanced technology in the workplace has you
resulted in less personal contact with fellow

; Jim Rohn,
workers, a d.angerous cnrcgmstanc'e that cr.')uld motivational speaker,
destroy the important social fabric of business. philosopher and

entrepreneur

Extracted from Raise your GameE ,

72

Andrew Paterson, a former hooker in the Western Province rugby
team, was asked what he thought of Uli Schmidt, the former
Springbok hooker who competed against Paterson when playing
for then Northern Transvaal. The simple retort was “I don’t really
know him”. Despite the fact that they had competed against each
other for nearly a decade, they had never exchanged more than a
few words after a match. Indeed a sad set of circumstances.

To appear professional, what about having a personal website? It is a
useful personal branding tool. So too is your electronic signature. Make
use of your by-line or motto with your name, as it signifies who you are.
Ensure that all your contact details, your designation and company
appear on your e-mail. Make it as distinctive as possible.

Here are some tips for using e-mail communication:

& Remember that punctuation replaces tone of voice. Lighten the
tone of your communication when appropriate.

L) Capitals only are considered to be the equivalent of shouting.

& Check your recipient’s capacity to receive and download graphics
before you send them, as you can cause a traffic jam.

D itis polite to follow up with someone telephonically if they do not
respond to an e-mail, as the e-mail is not a foolproof means of
communication. There is no guarantee that your message has
been received.

& Just because it is a short, convenient way of communicating, it
does not give you automatic licence to be familiar.

D itis very easy for your message to be forwarded to unknown
recipients. Be careful what you put in black and white.

& Just because e-mail is a fast way of communicating, it does not
mean you should be lazy in constructing decent sentences.
Take time to write your message professionally.

page 71 & 72 | By Gavi
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1. INTRODUCTION:
1.1 PURPOSE
To define a policy for Euthanasia, Assisted Suicide and Palliative Sedation.
1.2 VALUE STATEMENT

The Hospice Palliative Care Association of South Africa affirms life, regards dying as a
normal process, and intends neither to hasten nor postpone death.

1.3 DEFINITIONS

Euthanasia means killing on request and is defined as a doctor intentionally killing a
person by the administration of drugs, at that person’s voluntary and competent request.
In euthanasia the intention is to kill the patient, the procedure is to administer a lethal drug
and the successful outcome is immediate death.

Assistance in suicide means knowingly and intentionally providing a person with the
knowledge or means or both required to commit suicide, including counseling about lethal
doses of drugs, prescribing such lethal doses or supplying the drugs.

Physician Assisted Suicide is defined as a doctor intentionally helping a person to commit
suicide by providing drugs for self-administration, at that person’s voluntary and competent
request.

Palliative sedation is defined as the use of sedative medication to relieve intolerable
suffering in palliative care. In palliative sedation the intention is to relieve intolerable
suffering, the procedure is to use a sedating drug for symptom control and the successful
outcome is the alleviation of distress.

Most commentators make no formal ethical distinction between euthanasia and assisted
suicide, since in both cases the person performing the euthanasia or assisting the suicide
deliberately facilitates the patient's death. There is also disagreement about whether
euthanasia and assisted suicide should rightly be considered “medical” procedures.

2. BACKGROUND

When a patient’s medical diagnosis precludes the hope of health being restored or
maintained, and the death of the patient is inevitable, the physician, the care team, the
patient and the family are often faced with a complex set of decisions regarding medical
interventions.

Extract @dl f cgmoi
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The duty of doctors is to heal, where possible, to relieve suffering and to protect the best
interests of their patients. There shall be no exception to this principle even in the case of
incurable disease. The primary responsibilities of the doctor and care team in end-of-life
care are to assist the patient in maintaining an optimal quality of life through controlling
symptoms and addressing psychosocial and spiritual needs, and to enable the patient to
die with dignity and in comfort.

Health care practitioners must ensure decisions are properly documented including clinical
findings, discussions with the patient or others involved in decision making and details of
treatment. Records should be legible, clear, accurate, unambiguous and accessible to
team members.

3. POLICY STATEMENT

The HPCA of South Africa opposes euthanasia and doctor assisted suicide on the basis
that it is undignified and unnecessary given the palliative alternatives that neither prolong
life nor hasten death. The philosophy of palliative care is holistic. paying attention to the
multidimensional aspects of the whole person. The expressed desire for euthanasia
needs to be explored holistically as an expression of existential suffering. This is done by
engaging the patient in dialogue with active listening and empathy, and exploring the
following themes:
1. Reality of the disease progression
2. Perceptions of their suffering and sense of burden to others
3. Anticipation of the dying trajectory
4. To explore the timing of desired death (this is often seen as sometime in the
future — not yet)
. The desire for good quality end-of-life care
. The care and support that is or can be offered by good health care and
supportive significant others care
7. Clinical depression as co-morbidity.

o

An expressed wish for euthanasia may represent a patient's experience of a private, inner
freedom of choice of action, of having an option or possible future way out. HPCA of SA
acknowledges that patients have a right to be involved in the decision-making process
concerning their treatment or non-treatment (c.f. Policy on withholding and withdrawing
treatment), and that a request by a patient for euthanasia is identified as part of this
process. Understanding and respect for this alternate view point is not the same as ethical
acceptance thereof.

The obligation of a health care professional in the palliative care setting is to try, as far as
possible, to offer care that will ease the dying, but not deliberately bring about death.
HPCA of SA promotes the effective relief of symptoms for people with life-threatening and
life-limiting illness. The submission is that access to quality palliative care removes the
need for euthanasia as a means of relieving suffering.

Eut hanasi aBydRGA



Give us some hot tips for handling the media!

212 | chapter AF: press coverane

Write a press release on yourself. It could be about an event you have
organised or attended or a survey you have participated in or conducted.
You will need to write, re-write and write again - until you get it right. Take
five key points to start:

+ What makes you interesting and newsworthy? Is it a recent
accomplishment, and if so have you supplied sufficient history?

+ Who - explain your contribution to your industry?

+ What - back up your story with some interesting facts or statistics?

+ Where - add local flavour?

* How - add life, perhaps a quote from someone highly regarded in your
industry, preferably someone who wants to say something about you?
Then add an interesting and relevant photograph.

Add a headline that is sure to grab attention, then sit back and ask yourself
some gquestions:

+ Are you interesting enough to warrant free publicity?

+ Have you provided good information?

« Are you ready for media coverage or do you need to up your game in
terms of experience, skills, qualifications or by association?

Start the journey.

mAAYing the media professionally

These basic tips about cultivating good media relationships and generating free
media coverage could assist you in your endeavaours to get exposure for your
Wwork, your awards or activities.

Start by doing the following:

+ A personal introduction (by you, or a third party) is preferable to just
sending information to a journalist or editor. Try that route first.

Extracted from Raise your Profile, Chapter 17, By Jenny Handley

valze gour profile

« Ensure you are dealing with the appropriate journalist.

« Your information must be appropriate, newsworthy, interesting and
accurate (use spell check).

« Know your audience, know the medium - read the publication or watch
the show before you have an interview or before you send information.

* Ensure that you are available for further information after an interview or
sending information, and always return calls timeously - in a nutshell, be
accessible.

+ Include your cell number, as journalists work on a deadline and often need
information urgently. Their job is to work long, hard hours - think of your
job as making theirs easier. Be available, at all times.

+ Take deadlines into account when contacting the media. If deadline day
for a weekend newspaper is a Thursday, try to avoid telephoning them on
that day.

+ Do not harass them about placing articles - you are asking for free space,
so do not ask if and when it will be used.

+ Thank them if they have placed an article and give them feedback if you
have had good response.

« Build rapport and relationships. One good way of doing this is by offering
exclusivity. Just as you are trying to build an exclusive brand, they are
trying to make their title distinctive.

Relationships with the media should be built on trust. | recently had an incident
where we secured a free feature article in a credible magazine for an athlete. His
inexperienced agent sadly tried to sabotage the opportunity by suggesting that
the magazine pay for the interview, which was not appropriate. The journalist
was told by her editor to scrap the story. | sat with the challenge of placating
a client who was about to lose the chance of having their sponsored athlete
splashed in the publication. The story was cancelled. | thanked the journalist
for her efforts (lousy to have written a draft of a story and have it cancelled on
deadline, putting her under immense pressure to find another subject, interview
them and write another story). We stayed in contact. When the athlete won
medals or achieved his personal best, | informed her. Over time the journalist

213
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and | developed a relationship, and eventually she persuaded her editor that
they needed to profile this celebrity. Once she had interviewed him again and
written the story, she invited me to the photo shoot and suggested, in spite
of their magazine having a policy whereby PR professionals are not allowed to
check articles before publication (as they regularly want to re-write them), she
would have her laptop with her and | may wish to "glance™ over her shoulder by
accident. | picked up a few glaring errors - statistics that were incorrect, factually
made some changes and thanked her. | was given the opportunity because we
had developed a relationship on mutual trust. Situation saved.

be photographed
Supplying good, relevant photographic material with your article is a sure way
to get you more space and attention.

+ Do not give the same photograph to competitive publications, try instead
to organise a variety so that each gets an exclusive photograph rather
than a mass-produced one.

* If you are submitting a photograph to a community publication, ensure
that you either live in the area, or are operating your business in that area,
or as a last resort are photographed with someone in the area. It must
have relevance and be area-appropriate.

+ Photographs with fewer than six people should be captioned.

+ Sendinformation in the publication's preferred format, and check that the
resolution of your photographs is what the publication requires.

* Make sure that the photographs of you are flattering and that you look
professional.

We had incredible support from the hospice associations as well as the media
nationally when helping a local hospice, for 12 years in total, in building their
brand. Trying to change the perception from "a place of death” to "quality of
life” is an enormous task, and we depended heavily on the media to assist in
giving adequate coverage to change perceptions in the public. Good quality
photographs were able to help in creating the aura of hope and their ethos of



Frequently asked guestions

1.

Prepare a list of frequently asked questions that could be sent to an interviewer

before a radio interview.
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What kind of patients does hospice look after? Association \
of South Africa
» Cancer.
» HIV&AIDS

* Progressive neurological disorder
+ End stage organ failure

Who pays for hospice the service?
We offer free services to anyone who has an incurable life threatening illness, but if the
patient is on medical aid we do claim from the medical aid.

What is the difference between Hospice and Palliative Care?

Hospice is not a place or a building, but rather a philosophy of care that involves
professionals and volunteers who provide medical, psychological, and spiritual support
to terminally ill patients and their loved ones.

What is palliative care?

The World Health Organisation defines palliative care as an approach that improves the
quality of life of patients and their families facing problems associated with life
threatening illness, through the prevention and relief of suffering, the early identification
and impeccable assessment and the treatment of pain and other problems, physical,
psychological and spiritual.

It is applicable early in the course of illness in conjunction with other therapies that are
intended to prolong life such as antiretroviral therapy and continues until the end of Iife. It
provides a support system to help the family to cope during the patient’s iliness and
during bereavement.

Is there a difference between home-based care and Palliative care?

Palliative care is an approach that improves the quality of life of patients facing
problems associated with life threatening illnesses through the prevention and relief of
suffering, early identification and impeccable assessment and treatment of pain and
other problems, physical, psychosocial and spiritual. It can be carried out anywhere.

Home-based care is the provision of health services by formal and informal care givers
in the patient's home in order to promote, restore and maintain a person’s maximum
level of comfort, function and health including care towards a dignified death.

Who provides Palliative care?
Palliative care is provided by an interdisciplinary team of doctors, nurses, social workers
[ counsellors and trained volunteers.

Isn’t hospice a building?

Haospice is not a building, since not all Hospices offer In-Patient units. Hospice is an
arganisation that offers a specific kind of care that is motivated by values of caring for
patients as a holistic being with physical, psychological, social and spiritual needs. As
mentioned, it is not a place, nor a building, but rather a concept of care that involves
professionals and volunteers who provide medical, psychological, and spiritual support
to patients and their loved ones. Most hospice care is provided in the patient's own
home.

How do | find my local hospice?
Ask your local doctor or clinic sister to help you to contact your nearest hospice. Or visit
the web site at www.hpca.co.za

9. Who refers patients for Hospice care?
. Patients are referred by doctors, nurses or other health services or practitioners
. The patient themselves, friends or family members.
. Community services such as home-based care organisations
. Patients may only be admitted if they or their guardian give consent.

10. Does Hospice mean the patient is dying?
MNo. The principal aim of hospice care Is to control pain and other symptoms so that the
patient can remain as comfortable and enjoy a good quality of life as much as their
iliness will let them.

HPCA's
Vision: Quality Palliative care for all.

Mission statement: To promote Quality in life Dignity in Death and Support in Bereavement for
all living with life threatening illness by supporting member Hospices and Partner organisations.

Extracted from FAQ, By HPCA
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How to manage a meeting with a high-level government official

1) Having a clear value proposition (product, project, or partnership) that is aligned with the
objectives of the organization you are in discussions with.

This is a lesson | learned most recently with one client as we discussed a nationwide program with
two agencies. Agencies one was operationally the better partner, had more experience with the
type of partnership we were discussing, but the alignment was not there as the goals of the
organization (and the way they were measured by their superiors) were quite different. If the
partnership succeeded, they would not be rewarded, but if there was a failure.. then they would be
punished. So, make sure there is alignment.

2) Understand the scope and scale of the potential partnership

Imagine being a cleantech firm with the most attractive technology, terms, or price.. but because
your manufacturing is based in the EU.. And you can only supply a fraction of the need. Why would
a government who is looking for scalable solutions buy your product? This is an issue many firms
face, and really fail to realize that they face it. The fact is that there are areas where foreign
partnerships are needed, and needed in a big way, but if a firm cannot support the market for that
need then it is not a solution that will rank as highly as a local firm who will risk it all to scale to the
government need.

3) Have the necessary internal structures ready to manage the relationship.

Working with the government requires meetings. A LOT of meetings, and if there is anything that
adds to those meetings is it when the organization that they are working with is lacking the size,
structure, and coordination that they are looking for. If they are working with you, then there is
likely a measure of risk that they are facing, and the best way to overcome their fears of instability
(or failure) is to have a tight reporting structure who is geared up, anticipating the government
needs, and is walking into the room with all the answers. Walking into a meeting any other way will
result in more meetings.. and more oversight... until the partner is comfortable again

4) Learn the difference between what official say, and what they (can) do

| am someone who (typically) acts first, and then speaks, but in a number of my interactions what |
have found is that a lot of brainstorming occurs in meetings. .. brainstorming that are in some ways
used to place pressure on the counter party.. pressure that, if appropriately identified and
deflected, can deflate through a range of responses. In the meeting, they are the master of their
domain, but when it comes to actually executing, it will be their teams doing the work.. so, itis
important to remember that there are things that are simply easier said than done... and things that
are very difficult to speak about, but easily accomplished.

5) Be Prepared to Give

| was recently in the audience where James McGregor was speaking to a group of students and by
far the best line of the speech was when he recounted the words of a leader he was speaking with....
that “If western firms want to be treated like Chinese firms, they should start acting like one”

| was once naive to think that | could ask for the moon and give nothing for it.. and many firms are
no different. Being accepted is something that can be very rare, and the opportunities once
accepted can be very interesting, lucrative, etc... but there is a cost. Perhaps it is giving up a bit of IP,
or accepting the resumes of friends, or working with organizations that (while somehow aligned)
you'd rather not... it is part of the game Beyond these, and these are perhaps my top 5 for now,
keeping an open mind when meeting with officials is really the only way to proceed forward. In one
of my recent partnerships, what started off as a small and well defined project resulted in a
partnership that is now growing in ways never imagined. It is one of those cases where the
precedent was set, the partnership proved itself, and the curtain was lifted. So, while there are
certainly times where the partnerships can be tenuous and demanding, there are times where they
can be rewarding.

Extracted from All Roads Lead to China - Blog, www.allroadsleadtochina.com
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Tell us how you should conduct an informal meeting in a coffee shop

THE BUSI NESS ETI QUETTE OF 6DOI NG COFFEED®
AManners are st r OAtegapder Carilan | aws 0

Many people working from home, or those in an office who like to escape to a more social setting, use coffee shops fgs.meetin
Good idea, but it needs to be handled professionally. | am often asked about the basics of business etiquette and alittea unw
laws of business. One issue that is often raised is how to manage a meeting in a coffee shop.

Here are some of our combined clues, simple stuff, but it may assist you in creating your professional brand:

ASelect an appropriate place.

AEnsure that you have been to the venue before, or have selected it because it has been recommended by someone reputable.

AArrive first.

AChoose the table and sit facing the entrance so that you can see your guest. Many a meeting has started late because one part
IS sitting outside and the other inside!

ASelect a table that is out of the wind if you are likely to have papers and also large enough to accommodate yourdiextclapt

Alt is polite to order a drink whilst you wait, but do not order anything to eat.

AEnsure that you have already made contact with Wadtron before your guests arrive as it is easier to get better service. Ask the
name of thewaitron, that immediately creates attention and gives you a better chance of moving the meeting swiftly.

ATreat thewaitron with respect.

AAllow for 15 minutes of lateness, it is then acceptable to proceed with ordering or leaving!

ATry to get the ordering done promptly so that you agilise the rest of the allocated time for business.

Alt is best to allow conversation to lighten slightly when food arrives.

ANow the big questiorg who pays? Ideally whoever set up the meeting or whoever is likely to gain the most from it. If yoyirage t
to sell something, you pay. Alternatively the more sewjdrit is an informal interview, the interviewer should pay thé.bi

ADo not choose the most expensive item on the menu, even if you are paying. It looks extravagant.

AFollow up with an email of thanks if you were treated to a meal.

Everyone around you is part of your meetingo exercise confidentiality and caution.

ExtractedfromJ enny Handl eyds col umn i n { bydenty&gndleyT |



Write quidelines for interviewing a patient so that you can produce a
patient story for the Hospice newsletter

Patient interviewg guidelines to keep in mind:

AHospice staff chooses patient

AThe patient needs to sign a consent form

APhoto for public use this also needs to be in the consent form
AThe diagnosis should not be mentioned

AAlways have respect for the patient
AThe story should highlight how Hospice has improved the patients life with palliative care

Questions that could be asked during the interview:

AWhen were you diagnosed?

AWnhen did you start medication?

AHow did you get involved with hospice?
AHow has hospice changed your life?

AwWould you recommend hospice to another patient?

Prepared by Jenny Handley Performance for HPCA



®
Frequently asked guestions ;lgﬁigit?‘?e b

1.

Explain to a health care professional or partner what Hospice stands for

and ensure that this can appear on the HPCA website
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What kind of patients does hospice look after? of South Africa

s Cancer.

s HIV & AIDS

+ Progressive neurological disorder
+ End stage organ failure

Who pays for hospice the service?
We offer free services to anyone who has an incurable life threatening iliness, but if the
patient is on medical aid we do claim from the medical aid

What is the difference between Hospice and Palliative Care?

Hospice is not a place or a building, but rather a philosophy of care that involves
professionals and volunteers who provide medical, psychological, and spiritual support
to terminally ill patients and their loved ones.

What is palliative care?

The World Health Organisation defines palliative care as an approach that improves the
quality of life of patients and their families facing problems associated with life
threatening illness, through the prevention and relief of suffering, the early identification
and impeccable assessment and the treatment of pain and other problems, physical,
psychological and spiritual.

It is applicable early in the course of illness in conjunction with other therapies that are
intended to prolong life such as antiretroviral therapy and continues until the end of life_ It
provides a support system to help the family to cope during the patient’s illness and
during bereavement.

Is there a difference between home-based care and Palliative care?

Palliative care is an approach that improves the quality of life of patients facing
problems associated with life threatening illnesses through the prevention and relief of
suffering, early identification and impeccable assessment and treatment of pain and
other problems, physical, psychosocial and spiritual. It can be carried out anywhere.

Home-based care is the provision of health services by formal and informal care givers
in the patient's home in order to promote, restore and maintain a person’s maximum
level of comfort, function and health including care towards a dignified death.

Who provides Palliative care?
Palliative care is provided by an interdisciplinary team of doctors, nurses, social workers
[ counsellors and trained volunteers.

7. Isn’t hospice a building?
Hospice is not a building, since not all Hospices offer In-Patient units. Hospice is an
arganisation that offers a specific kind of care that is motivated by values of caring for
patients as a holistic being with physical, psychological, social and spiritual needs. As
mentioned, it is not a place, nor a building, but rather a concept of care that involves
professionals and volunteers who provide medical, psychological, and spiritual support
to patients and their loved ones. Most hospice care is provided in the patient's own
home.

8. How do | find my local hospice?
Ask your local doctor or clinic sister to help you to contact your nearest hospice. Or visit

the web site at www.hpca.co.za

9. Who refers patients for Hospice care?

. Patients are referred by doctors, nurses or other health services or practitioners
. The patient themselves, friends or family members.

. Community services such as home-based care organisations

. Patients may only be admitted if they or their guardian give consent.

10. Does Hospice mean the patient is dying?
MNo. The principal aim of hospice care Is to control pain and other symptoms so that the
patient can remain as comfortable and enjoy a good quality of life as much as their
iliness will let them.

HPCA’s
Vision: Quality Palliative care for all.

Mission statement: To promote Quality in life Dignity in Death and Support in Bereavement for
all living with life threatening iliness by supporting member Hospices and Partner organisations.

Extracted from FAQ, By HPCA
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Top and tail speakers Stick to your brief and subject
and keep the thread

Thank speakers, and pick up You will be thanked!
on their content or comments

4. PLAY POWERFULLY - STAY UNDER PAR

Power Point and electronic presentations are very popular in business,
and if used effectively, can enhance and illustrate a presentation.
Nowadays learners at high schools are expected to be proficient in Power
Point presentations. It will be taken for granted that you will be familiar
with the techniques required.

There are a few golden rules to follow:

& Ensure that the points on the screen are not merely your key
cards. Each point must mean something to the audience.

& Make sure it is a “stand-alone” and could be given on computer
disc (CD) to your audience instead of notes, and still mean
something when looked at in the future.

% Do not concentrate on the screen, but on your audience.

& Make sure the equipment is placed in a suitable
spot, and does not interfere with the view.

B i possible try to have someone operating the

keyboard, or use a remate control so that .

you do not lose eye contact with your Vlcf“ ! be‘c s

audience. to the most
@ Give your audience time to read a slide persevering.

before whipping on. The pace of your
speech must not vary because of electronic Napoleon Bonaparte,
aid. Emperor of France

& Use interesting and arresting visuals.

Extracted from Raise your GameE, page 85 / By Gavi
http://www.slideshare.net/thecroaker/death-by-powerpoint

9 Always end off with your contact details if you would like your
audience to keep in contact with you.

5. LOSE BAD HABITS - A FAULTLESS ROUND

Let’s look at a few simple habits that may make you or your audience
feel uncomfortable, and affect the success of your speech:

& pon't keep clearing your throat.
@ pon't jingle cash in your pockets.

% Don’t have your hands in your pockets. Either leave them loose at
your sides or rest them on the lectern.

# Practice how to use the microphone.

& Don’t rock to and fro.

@ pon't play with your hair.

@ pon't play with copious notes. Key cards are best.

% When nervous your breathing can be affected. Ensure that you
take a relaxed, deep breath before you start, and control your
breathing. Heavy breathing is picked up on a microphone and
shared with your entire audience.

& Nerves can affect the modulation of your voice. Practise with a
fierce critic to give you feedback, or tape it and listen to yourself,
so that you do not develop bad habits.

& Effective communication should never need bad language. Many of
our role models on the sports fields have succumbed to this lack of
discipline, thereby setting a poor example to their followers and
the reputation of the sport itself. In the case of soccer, the
addition of players spitting regularly is as frustrating.

n
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as though you are shaking and stirring a martini
L palms of your hands should face up, not down
@ never wag your finger

& i you shake your head gently up and down, you will be mirrored —
ideal when trying to get someone to make a decision

% facial gestures need to be open and friendly, so smile

P swallowing or blushing is a give-away that you are nervous, so try
hard to avoid this

@ do not fidget or fiddle with your watch, as this indicates boredom

3. TEAM COMMUNICATION - DEFENDING YOUR
LINE

Most meetings of substance are about making decisions, not just sharing
information and thoughts. They should be action-focused, and the
people attending need to be accountable. There needs to be a tangible
outcome. A high level of dependence is placed on the person who is
chairing the meeting to ensure that all the necessary criteria are met, in
particular timelines. A meeting scheduled for 90 minutes should take
just that or less.

In the case of a formal meeting, it is advisable to work to a strict
agenda, followed by minutes of the meeting and an action plan, with
timelines. Every team member then becomes responsible for the result.
We acknowledge that there are meetings of a less formal nature that do
not necessarily require an agenda or minutes. Social chit-chat should be
carefully managed, and deviation avoided. One trick for keeping
meetings short is to ensure that participants are not made too
comfortable! Alternatively have these meetings close to closing time.

Team talks in sport are basically similar to meetings in the business
world. They are the vital ingredient for the preparation before the
match. The opposition is analysed and discussed and the players on your
own team are familiarised with the role that they need to play in that

Extracted from Raise your GameE ,

TEAM TALK - COMMUNICATION AND CONDUCT 67

particular match. Again, the chairperson is the coach who needs to
ensure that the team talk is motivational and not too drawn out. We
have heard players complaining about team talks that lack structure and
are hopelessly too long. Always prepare properly for a meeting, never
wing it! The coach needs to be well prepared. Never leave your
preparation to the day of the meeting or presentation. Plan for the
unexpected such as technical problems, power failures or unexpected
meetings.

Jose Mourinho, the coach of the Chelsea Football Club, places high value
on what he needs to say to the players, even to the point where he
would leave the playing arena before half-time to collect his thoughts in
the dressing room for his team talk. He understands the importance of
what he needs to say to inspire his team for the second half.

Business meetings often follow a similar course to sports practices, when
players arrive and start playing without a definite plan of action. They
lack structure and preparation and only share information as opposed to
facilitating decision making.

A club rugby coach would ask a different player at each practice
to conduct the warm up. There was a fun element as much as
anything else and all of the players arrived at the practice on
time.

Why are business meetings (high level and lower level) almost always
chaired by the most senior person? Introduce a change.

Assertiveness in a meeting is vital, but should not be shown as

aggression. In a meeting a display of aggression is not rewarded with a
vellow card, but often with a lack of respect. The use of language and
body language in a meeting needs to be appropriate and professional.

page 66 [/ By
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Prepare a letter of association for your local palliative care (brand) ambassador
200 words

Jason Stewart talks creating, managing and leveraging brand &
advocates

Published: 28 September 2011

A lot of brands are starting to run ambassador programs and while some get it right, a lot get it
wrong. Jason Stewart, MD of word-of-mouth agency HaveYouHeard, share's some lessons that
will ensure an effective and higher performing ambassador campaign.

By Jason Stewart

Before you can be an ambassador though, you need to be an
advocate. So lets start with defining what that is - they are
consumers who proactively recruit, endorse and sell your
brand/product for you, without getting paid. A paid person is a
promoter and there is no credibility in their relationship with the
brand, nor their endorsement

One step on from an advocate is an ambassador — where this
individual is seen as the face and voice of the brand. The reason
being that they represent the same values of the brand, are part of
the culture of the brand and participate highly in what the brand is
doing. Because of this higher amount of activity, the question of
payment always arises — our view as an agency is against payment
for the same reason as stated in the previous article on Celebrity
Endorsement. What we do IooK at 1o balance the relationship Is
something we call the value exchange.

The value exchange is one of the most important elements of an
ambassador campaign — it means the value the brand offers the
ambassador to equal the value the ambassador offers the brand.
Often the brand receives public endorsement, mentions on-line,

community referrals and real time participation in events or even

Article Tools: development of activities and content for the brand. What the brand
) therefore needs to offer in return needs to justify the effort of the
Recommend Be the first of ambassador in order to make the exchange sustainable.
your friends to
recommend This needs to be worked out specifically per campaign; however
this some of the most important aspects we look at include
- - public recognition: how can you make them famous for their
support for you;
e PRINT B EMAIL - status: how you can you increase their status because of their

support for you,
- exclusive: what you can offer them exclusively, that no one else
can get, because of their support for you;
- value adds: what value can you add to their lifestyle (in relation to
the brand) because of their support for you; and
- appreciation: how can you make them feel appreciated because of their support for you.

Extracted from Totally MAD, article by Jason Stewart, MD of word-of-mouth agency HaveYouHeard
http://www.totallymad.co.za/?IDStory=41829
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