	QI Team Charter

	1. Team Name:
	2. Version:
	3. Subject (Target Area): 

	 The Point at Tobias QI Grant Team
	    THREE
	Teen Clinic Utilization

	4. Problem/Opportunity Statement:

	Targeting the teen population for family planning services requires novel approaches.  We can have a significant impact on the teen pregnancy rate within the county with a marketing process that is more effective.

	5. Team Sponsor (Health Official):
	6. Team Leader:

	Nick Davidson/Matt Petrofes
	Michelle McKinzie

	7. Team Members:
	Role:

	Suzan Alexander
	Teen Clinic Site Coordinator

	Beth McArthur
	Marketing Expert

	Pam McNeil
	Lead Admin Supervisor

	Regina Stevens 
	Outreach Coordinator

	Cathy Voelker
	SCHD Site Manager

	Jamie Whiteside
	Admin Supervisor

	8. Process Improvement Area: 

	Teen-Specific Marketing Strategies 

	9.  Initial AIM Statement:  

	 By November 30, 2012, increase the average utilization rate of 13-19 year olds at the teen center from 60% to 80%.

	 

	10.Revised AIM Statement(s):

	By November 30, 2012, we will increase the average number of units (1 unit = 15 minutes) appointed per day at the teen center by 13-19 year olds from 44 to 58 (or, 80% of our current capacity).

	 

	11. Scope (Boundaries)/Team Authority:

	 Must use marketing techniques approved by SC DHEC Central Office

	12.  Customers (Internal and External):
	13.  Customer Needs Addressed:

	Teens in Spartanburg County
	Low Cost Family Planning Services

	 
	 

	 

	14.  Success Measures (What does success look like?):

	 Within 60 days of implementing marketing strategy #1, 2, and 3, the average number of units per day will increase by 11% percent. (May 1st)

	 Within 60 days of implementing marketing strategy #4, the average number of units per day will increase by 10% percent. (Sept. 1st)

	 Within 60 days of implementing marketing strategy #5 and 6, the average number of units per day will increase by 11% percent. (Nov. 1st)

	15. Considerations (Assumptions/Constraints/Obstacles):

	May have limited ability to implement certain marketing tactics (such as using social media outlets, radio ads, etc.)

	 

	16.  PDSA Timeline:
	Date:

	Plan
	 April 1st – June 30th 

	Do
	 July 1st – September 30th 

	Study
	 October 15th – October 30th 

	Act
	 November 1st – November 30th 

	17.  Meeting Frequency: Bi-weekly during Plan phase than at least monthly thereafter.

	 

	18.  Communication Plan (Who, How and When): Team meetings, emails, meeting minutes

	

	19.  Stakeholders (Internal and External):

	 Clients, staff, community

	20.  Improvement Theories (If…Then):

	If we implement targeted marketing strategies
	Then we will improve utilization of the teen center.

	If
	Then


