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Introduction

This document was developed for the 211 Illinois Statewide Network Contact Centers as a
technical assistance and support tool to help align operations. Through careful curation,
this guide will aid the 211 Illinois Statewide Network Contact Centers to recognize industry
best practices.

211 Illinois would like to thank Robert Bradford and Edward Perry for their leadership and
expertise in compiling this document.

Definitions

1. 211 llinois: The Lead Entity overseeing 2-1-1 services in the state of Illinois

2. 2-1-1 Number is the three digit N11 code that, when dialed, reaches the respective
Community Partner covered by that geography.

3. 2-1-1 Services: the Information and Referral services (I&R) offered to consumers
who call the 2-1-1 Number.

4. Network Partner: any discrete entity that receives contacts from the 2-1-1 Number
and offers those consumers 2-1-1 Services.

5. Community Partner: an entity that works with a Network Partner to provide
resources within a community. Community Partners are resources in the Network
Partner’s database and are referrals to consumers.

6. 211 Illinois Statewide Network: the collective entities under the oversight of 211
Illinois providing 2-1-1 Services for consumers in Illinois.

Purpose

211 Illinois crafted these 2-1-1 Service Guidelines around accessibility, accountability, and
alignment to aid the 211 Illinois Statewide Network in embracing a common set of values.
This guidance and technical support document was curated around 2-1-1 Services and
contact center industry best practices. The intent s to provide insights into operational
improvements and statewide alignment.

211 Illinois is responsible for the designation of the 2-1-1 Number and oversight of 2-1-1
Services in Illinois. The 211 Illinois Board of Directors has set a vision for the 211 Illinois
Statewide Network to demonstrate and maintain excellent service standards. Poor
performance by the 211 Illinois Statewide Network can jeopardize 211 Illinois Statewide
Network funding and access to the 2-1-1 Number.

211 Illinois commits to continued investment in the 211 Illinois Statewide Network’s
success. Through training and education, we want to:

1. Elevate the knowledge, skills, and aptitude of the 211 Illinois Statewide Network
staff to improve the quality of 2-1-1 Services.
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2. Ensure accredited, financially solvent, and quality 2-1-1 Services to all
Ilinoisians.

In support of these efforts, 211 Illinois will provide support to approved and authorized
Network Partners that achieve and maintain the 211 Illinois Statewide Network Guidelines
set forth in this document.

About 211 IUinois

Created in 2009, 211 Illinois was designated by the Illinois Department of Human Services
as the lead entity authorized to manage the 211 number, provide governance and oversight
for 211 services, and coordinate a statewide 211 system in Illinois. The 2-1-1 Service Act
guides the work of 211 Illinois ensuring approved 211 service providers provide quality 2-1-1
Services throughout Illinois. The 211 Illinois vision is to enable a fully integrated, funded,
sustainable, and high-quality 211 Illinois Statewide Network available to everyone in
Illinois. This vision will be achieved by partnering with local planners to fund and market 2-
1-1 Services.

211 Illinois coordinates federal, state, national partnerships and funding and provide
technical support and guidance to approved 211 service providers in Illinois. We provide
technical support and guidance around Inform USA standards and industry best practices
that lead to service alignment and continuity of 2-1-1 Services statewide. 211 Illinois woks
with telecom providers to ensure routing for the 2-1-1 number in Illinois.

211 Illinois commits to work collaboratively with our local planning partners to advocate,
market, promote 2-1-1 Services to local communities. 211 Illinois will provide technical
assistance and guidance to local, state, and federal partners to educate them about the
impact of the 211 services on Illinois residents.

211 IUWinois Technical Support and Guidance

211 Illinois endeavors to be a strong community partner to local leaders. 211 Illinois
assigns and provides oversight of the 211 Number and must grant approvalto a 211 service
provider in Illinois. We work with local communities to search and choose an approved 211
service provider. 211 Illinois works to support local communities through approved 211
service provider partner changes, service decision-making, 211 service funding, launch
efforts, promotion and marketing, and oversight to ensure high-quality 211 Services.

The 211 IUlinois approach to technical support and guidance relies on thoughtful
partnerships with communities and providers. We strive for healthy relationships that
ensure best practices are shared and deployed. We are open to exploring, deepening, and
cultivating any partnership that helps drive positive community impact. We lend our
expertise to community conversations to help mature partnerships, innovation, and
planning.
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If you are interested in technical support or guidance from 211 Illinois, please email
network@211illinois.org.

211 IWinois Statewide Network

Approved 211 service providers work collaboratively with 211 Illinois on statewide 211
service planning and funding opportunities to build a fully integrated, funded, sustainable,
and high-quality network.

The requirements to become and maintain approved 211 service provider in Illinois is set
forth in the 211 Service Act. These requirements are also outlined in the network, data
sharing, and subcontract agreements signed by approved 211service providers. 211 Illinois
also publishes 211 service provider requirements, 211 service provider certification policy,
Approved 211 Service Provider Listing Policy, and 211 oversight policies and procedures on
its website. They can be found at https://211illinois.org/policies/.

Partnerships

211 Illinois seeks collaborative private and public partners that align and enhance 211
service delivery in Illinois. Any funded or partnership opportunity may provide additional
resources to support education and training, marketing, or operational growth. Where 211
Illinois negotiates the opportunity, 211 Illinois will collect an administrative fee to provide
oversight on the partnership.

Statewide Funding

211 Illinois collaborates to secure funding from the State of Illinois through the governor’s
budget, legislative appropriations, or state department partnerships, and other private and
public projects. State of Illinois funding is not guaranteed.

Partner Portal

211 Illinois established an online partner portal to help each approved 211 service provider
in Illinois and local planning partners manage their agreements, contacts, subcontracts,
deliverables, financial reporting, and approved 211 service provider change requests. The
Partner Portal can be accessed in the Inform section of the 211 Illinois website.
(https://211illinois.org/partner-portal/)

Elevate the Consumer Experience

Hours of Operation
Inform USA, the national accreditation body for Information and Referral, publishes
standards for hours of operation: Version 9 of the standards state:

“The preferred option is for the I&R service to provide access to information and

referral 24 hours a day, year-round.”

The 211 IUlinois Statewide Network should operate 24 hours a day, 365 days a year.
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Multi-Channel Services

As generations and technology evolve, so should a contact center's channels of service.
Multi-channel coverage (phone, chat, text, email) for answering consumers is a standard,
contemporary customer service approach. To meet consumer expectations, Network
Partners must provide multi-channel service. Only by staffing, operating, and marketing
these channels of service can you measure and understand actual service demand.

Customer Service Modeling: The designed consumer experience
Consumers expect to be heard. respected, and to share their stories without time
constraints. Often, consumers express frustration that 2-1-1 is the only service provider
that listens to their needs and stories. This is why a person-centered customer service
experience is important.

Defining an approach to service that matches community expectations is critical to the
success of a Network Partner.

211 Illinois encourages its Network Partners to engage in conversations with community
leaders to answer these questions:

e How should the Network Partner prioritize a person-centered approach in their
training and quality assurance monitoring?

¢ Are consumers feeling heard and respected and not rushed off the phone?

¢ |sthe conversation focused on data collection rather than the consumer’s issues?

¢ Doesthe consumer conversation explore getting to the root causes of their current
situation or just providing referrals?

e How can |l align staff incentives to reinforce an excellent consumer experience?

Network Partner’s should invite community leaders into their contact center and have
them listen to calls. After listening, engage the leaders in a conversation on how you
deliver service and how you could better deliver service.
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Service Model Example

Customer Experience

7

Respect Listening Empathy Collaboration
Be polite, respectful,  Listen always. Let the ~ Empathy springs from Problem-solving is
professional, and consumer tell their active listening. Be collaborative. Focus
consumer-focused. full story. They desire  supportive always. Use  on the conversation's
Respect goes two- to feel heard and positive reinforcement  outcome. This leads to
ways. respected. often. improved referrals.

Measuring Satisfaction

Measuring a consumer’s satisfaction (CSAT) helps a Network Partner understand and
quantify their business process and the agent’s customer centric engagement. CSAT is
often measured with an automated survey immediately following the conversation allowing
the consumer to rate their experience with the agent. The survey should ask the same
questions across all channels.

Best practice for a CSAT survey is to ask five or fewer questions. The questions should be
intentional and measure the consumer’s satisfaction with the process, services provided
and agent interaction. Surveys should be automated to reduce human bias and occur
immediately after the interaction to capture the immediate impressions from the
consumer. Understanding CSAT will improve trust with and make the data more valuable
both internally and externally. These data should be actionable and reviewed regularly to
inform internal and external changes.

One of the five questions should directly address satisfaction with the interaction: “Rate
your overall satisfaction with your interaction today”. The remaining questions assess your
agents’ skills for coaching and performance evaluations or satisfaction with the process.
The questions will provide your center a better idea on how effective your consumer
centered experience is perceived by the community. Satisfaction data should be
combined with follow-up data to provide a more complete view of satisfaction.

Language Parity

Network Partners should use appropriate translation services for non-English, deaf, and
hard-of-hearing consumers. Appropriate video translation services with transcription
should be in place and an ASL interpreter available to support deaf and hard-of-hearing
customers.
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Many translation services also offer video translation. Enquire about these services with
your translation provider.

If you are hiring your own staff for non-English transactions, you should use a standardized
language assessment tool to assess proficiency. Emmersion (emmersion.ai) is an example
of this service.

Accessibility Friendly

All Network Partners will offer in-person and digital service tools that are disability-friendly
and accessible. Online tools and resources should support the needs of the visually
impaired and should be written to be understood by those who have low levels of literacy.
ADA.gov has guidance on web accessibility and meeting ADA requirements.

The Readability Scoring System will analyze English-language text and score the "reading
ease" or "reading difficulty" of your text based on popular readability formulas.

Follow-Up

Follow-up assesses how a consumer’s needs and needs outcomes are being met by the
systems-of-care response. Follow-up is not a measure of a 2-1-1 Service Provider’s impact.
These data will illustrate how your operation supports your community and shows
opportunity areas with Unmet Needs data.

Best practice for a Follow-up survey is to ask six or fewer questions. Questions should be
intentional and measure the community’s human response. Follow-up surveys should be
completed between three and ten days after the initial interaction.

Follow-up results are critical for community planners. This invaluable data set can be a
valuable for improving the community human response. The more community planners
are exposed to these data, the better they can address and plan responses. Follow-up
results should be combined with a customer satisfaction measurement to understand
overall satisfaction with the 2-1-1 Services.

211 Brand Recognition

211 Toolkit

The 211 Toolkit was created by United Way Worldwide to centralize 2-1-1 Services
marketing and best practices. This free toolkit includes access to assets and collateral for
use by any Network Partners for marketing and outreach. The 211 Illinois Statewide
Network is encouraged to sign up for the 211 Toolkit and use the collateral already
developed.

You will need to register for an account from a verifiable United Way or 211 email address.
Once approved, you will receive an email with additional information.
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Brand Standards

The United Way Worldwide has developed national guidelines for the 211 brand. These
standards protect the look, feel, and integrity of 211 to provide a strong, recognizable, and
consistent image across all platforms.

The 211 brand assets were created to help each Network Partner develop materials with
minimal customization. Inthe 211 Toolkit, under the marketing and logos tab in the 211
Illinois website, there are 211 brand standards, messaging, infographics, and templates.

211 Illinois has developed a Brand Book to use with 211 Illinois brand and statewide
marketing. These standards can be found on the 211 Illinois website on the marketing
page. 211 Illinois will assist any Network Partner, Community Partner or marketing and
outreach partner with using the 211 brand.

Message Alighment

Please adhere to national and Illinois brand standards. Where possible, use the free assets
and collateral provided by the United Way Worldwide in the 211 Toolkit. 211 Illinois
statewide marketing campaigns will use these assets and collateral. When launching a
local marketing campaign, consider the free assets and collateral available to you. Inyour
local campaign, ensure message alignment with 211 Illinois who is available provide input
and clarity around how to use 211 brand assets in messaging.

Visibility

As a funding partner, 211 Illinois recognition in your marketing and outreach campaigns is
important to demonstrate partnership in the 211 Illinois Statewide Network. Please
include the 211 Illinois logo on your website, collateral, and campaigns.

Ensure Accountability

Directory Management Practices

In addition to contact center services, 2-1-1 Services include resource directory
management. This is the Network Partner gathering, managing, and updating the referral
information given to consumers. Consider this your Community Asset Inventory of health
and service providers. The partners may be government, nonprofit, or for-profit vendors
that provide free services to the public. This is process for the Community Partner to
collaborate with the community to gather and update this information annually.
Community stakeholders can play an active role in keeping the resource directory current
and updated.

A Network Partner should document their approach to gathering, managing, and updating
its resource directory. Since this is a collaborative project with the community, a Network
Partner should work directly with local stakeholders throughout the year to ensure annual
updates.
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Data Sharing

211 Illinois has active data sharing agreements with each 2-1-1 Service Provider. These
agreements are pivotal to statewide collaboration, reporting, and impact storytelling.
Signed data sharing agreements give 211 Illinois permission by the 2-1-1 Service Partner to
use the data in the Business Intelligence, Resource Directory, and shared impact stories.
211 Illinois will develop additional cases for support, future partner proposals, grant
applications, consolidated reporting, statewide reports, and engage in statewide
partnership conversations that can improve 2-1-1 Service expansion. Any data sharing
expansion will require additional written authorization from each 211 Statewide Network
Provider.

Alignment of Data Collection and Reporting

211 Illinois has developed a data committee with representatives from each Network
Partner to align data collection and reporting. This committee meets regularly to provide
collection and reporting feedback. This work is vital to shape statewide impact storytelling
and partnership development.

Publishing Impact Data

Through the data sharing agreements and data committee, 211 Illinois has developed a
series of data dashboards to provide the public, elected officials, marketing and outreach
partners, and Community Partners immediate access to reporting. These dashboards are
available to the on the 211 Illinois website (211illinois.org).

A Network Partner will need to report data to the United Way Worldwide National Database
Platform (NDP), 211 Counts, and 211 Illinois regularly.

Training Consistency

Statewide Training Alighment

Training alignment is vital to 2-1-1 reaching the goal of high-quality services in Illinois. We
intend to align training guidelines, tools, and knowledge, and increase the skills of
employees at Network Partners: managers, supervisors, database curators, and contact
center staff. This training includes convening statewide staff groups for data collection and
reporting, data curation, training, quality, and marketing to align around Inform USA
accreditation, standards, and operational best practices that support Network Partner’s
staff, service consistency, and growth.

Training Guide

211 Illinois has published a training guide for contact centers to improve their training
curriculum and create consistency to align Network Partners. A Training and Quality
Committee meets regularly to share best practices for training, quality, operational
excellence, and certification. This committee prioritizes skill alignment and process
improvement.
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Inform USA Learn Platform

211 Illinois has invested in the training and education of Network Partners by funding

accreditation, certification, and learning opportunities for the 211 Illinois Statewide

Network. This funding includes licenses for the Inform USA Learn platform, a digital

learning tool to supplement in-person learning opportunities. The Learn platform

facilitates learning and testing preparation for Inform USA national Community Resource

Specialist (CRS) certification.

Continuous Improvement Process

The 211 Illinois Statewide Network strives

for continuous in their operations.
Continuous Quality Improvement (CQl) is
an example of a methodology to achieve
measurable improvements in quality for
complex processes. An example of the
quality improvement process can be
found in the Inform USA accreditation
documents.

Accreditation and Certification
Each Network Partner should have two
main organizational goals in mind.

1. Identify & Select Problem

7. Implement 2. Analyze Problem
System Wide
3. Generate
Potential Solutions
| 4.Select &
Plan Solution
6. Evaluate Test
Implementation
5. Implement Solution

on a Test Basis

1. Achieve and maintain Inform USA Accreditation.

2. Employ nationally certified information and referral and call center industry staff.

211 Illinois is committed to supporting each Network Partner’s efforts toward these

goals.

Why is this important?

Accreditation: Inform USA Accreditation is a milestone
showing your local community your organization’s
commitment to quality and excellence. Accreditation will
improve your organization’s credibility and display a marker

of excellence to your community.
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Certification. For individuals working in Information and Referral, there is no higher honor

than achieving individual certification. There are several certifications available for staff,

supervisors, and directors from

Inform USA and the Internal Call N
Management Institute. Employing olc=3lo
nationally certified staff brings |_| |
credibility, expertise, and excellence

T o FOR YOUR FOR YOU FOR YOUR
to your organization. Certification AGENCY COMMUNITY
recognizes your employees for their Role definition and * Professional * Improved

recognition customer service.

commitment to the field and is a
beacon to all staff that your

professionalism
Potential increase
in funding

Increase skills,
knowledge, and

Commitment to
best practices for

Quality Assurance confidence information &
organization values high-quality % [iorenced igtensl
competitiveness « Leadership of
service delivery. as a job candidate community
change and
development

Quality Alignment
As community systems-of-care evolve, 2-1-1 Service must also evolve. Change happensin
many ways but adapting to these changes happen with a robust quality assurance process.
The Network Partner quality assurance practices is a mirror that reflects the organization's
commitment to quality and an improvement culture.

Conversation Monitoring/Quality Monitoring
Quality assurance practices will include some form of

"mmk y@u/ -»

conversation monitoring or Quality Monitoring and are an
excellent way to measure adherence to a process. Generally,
this process includes choosing random conversations from
all channels, reviewing the conversation in detail, and scoring
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it against a preset matrix of criteria. The scoring criteria
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should be clearly outlined for staff, aligned to training and

organizational goals, and staff should be familiar with the

process before implementation. Contact Center staff should
have conversation monitoring incorporated into performance
standards. The monitoring process should be able to trend the performance of staff over
time to show improvements in skill and conversation quality. New Artificial Intelligence
tools are adept at measuring adherence to process for all conversations. This technology
enables a much larger sample size on which to measure process adherence and frees up
the support staff to focus on more complex criteria.

Understanding Network Partner Quality Monitoring will enable you improve your service
quality. Itis important to take community feedback (complaints) into consideration when
evaluating your operation. A successful continuous improvement operation will use
community feedback to adjust their Quality Monitoring process to enable better outcomes.
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1-on-1 Coaching

A critical part of conversation monitoring is sharing the results one-on-one with staff and
coaching them through potential improvements. These coaching sessions are part of a
performance management process that assessed staff performance. The goal s for the
coach (supervisor) to help staff identify areas of success to celebrate and areas of
improvement to focus on improving their skills. The coach is there to facilitate their

SucCcess.

Implementing a performance process that includes coaching will enable the Network
Partner to improve their quality.

Scoring Calibration

Another best practice is conversation calibrating the quality monitoring scores. This
happens when the contact center's quality assurance team, someone other than the
person’s supervisor, scores the same conversation and compares scoring to how the
supervisor scored the conversation. This highlights changes in the definition of categories,
scoring, and the process. Calibration ensures alignment and equity across the entire
operation and to reduce the deviation in scoring error over time. The more everyone scores
alike, the fairer and more equitable the process is for the staff. This also breeds
consistency in operations.

Database Auditing
A quality assurance practice that is part of the Inform USA Accreditation is database

auditing: review randomly chosen resource directory listings to review their accuracy,
completeness, indexing, and readability and check for grammar and spelling. Database
audits improve data standardization and quality across the database and provide training
opportunities for resource directory data curator staff.

Database Complexity Monitoring

Database complexity monitoring is a valuable reporting tool. It outlines the appropriate
number of full-time equivalent staff needed to appropriately update the resource directly
annually. A Network Partner should ensure that, as they evolve the resource directory and
add to your community, they adjust database staffing to meet the demand and your
community expectations.

Staffing Levels

Adequate staffing levels are critically important to the success of the Network Partner.
Without adequate staffing, a Network Partner will not meet community expectations for
speed to answer. If staffing is too high, you will not meet budget expectations. A contact
center should set service levels for how long it takes to answer a communication (call,
chat, email, web request) and have a staffing plan or use workforce management tools to
determine staffing levels based on incoming volume demand. Proper staffing ensures
contacts are answered based on your expectations.
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The same effort should be put into your supervisor-to-staff ratio. This is an important
metric to determine quality assurance practices and capacity. An appropriate ratio shows
your company’s commitment to service quality. Contact center industry best practices
require a supervisor ratio between 12-15 staff per supervisor. Staffing outside of this range
leads to a decrease in quality services or unnecessary cost.

When determining the management capacity of the resource directory, Network Partners
should consider the complexity of resource records. Most I&R software has complexity
reports that scan the database to identify the effort needed to keep the database updated.
This report will outline the appropriate number of full-time equivalent staff needed to
appropriately update the resource directly annually. You should ensure to adjust database
staffing to meet the demand and your community expectations.

Performance Metrics

Measuring performance is key to managing a contact center operation and delivering on
organizational goals. A Network Partner should be able to provide standard reporting for
their operation. Examples of standard metrics and goals are listed below. Your community
should work collaboratively with the Network Partner to establish goals.

Customer Satisfaction

Customer Satisfaction (CSAT) is a measure of the consumer’s satisfaction with the
transaction. It typically is a survey conducted immediately following the conversation
where the customer assesses the interaction. The results measure the agent, business
process and overall assessment of the operation. There are several ways to measure a
customer’s satisfaction with a transaction. A standard question is “based on the
interaction you just had, rate your satisfaction with the agent’s professionalism” or “based
on your interaction, how likely are you to recommend 2-1-1 Service to a friend or family
member.” Surveys can also measure satisfaction with time to get through to an agent or
ease of doing business with an entity. Work with your Network Partner to develop a survey
that assesses your goals.

>>> CSAT Metric: Call center best practice is to achieve an Overall Satisfaction of the
interaction of greater than 90%.

Wait Times or Speed to Answer

Wait times is the time a consumer waits before reaching a live person and is typically
measured in seconds. The industry standard is to measure the Average Speed to Answer
(ASA). The lower the number, the better the consumer experience. Wait times are a result
of staffing (supply) relative to call volume (demand). With good data, forecasting and
panning, wait times can be managed to meet customer service goals while minimizing
cost.
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Wait Time Metric: Network Partner ASA should be less than 30 seconds, which is standard
for customer service organizations. And it should not exceed 90 seconds for any given
month.

Abandonment Rates

Abandonment rate (ABN) is the percentage of consumers who hang up, or abandon
holding, while waiting to talk to an agent. This metric can be used as an input to set ASA
goals. Itis a measure of your customer’s tolerance to wait for an agent.

Your community should establish a realistic benchmark for the abandonment rate. High
ABN rates will lead to repeat calls from the same customer and can inflate your customer
demand. An ABN of less than 5% is acceptable as some customers simply change their
mind about wanting to take interact at that time.

>>> Abandonment Rate (ABN): The Network Partner ABN should be less than 5% and
should not exceed 15% in any month.

Average Handle Time

Average Handle Time (AHT) is the time it takes an agent to complete a single customer
interaction. This is generally comprised of Talk Time (AHT), the time an agent is engaged
with a customer, plus After Call Work (ACW), the time an agent uses to complete the
transaction after disconnecting with the customer. ACW is generally used to complete
documentation of a transaction.

Managing the time an agent interacts with a customer is importantin a 211 Services
operation. While we want to operate efficiently to manage costs, it is critical to spend time
with a customer to ensure compassion and empathy and to understand and meet the
customer’s needs. AHT is an important input to staffing. Arealistic, accurate AHT number
will ensure adequate staffing.

>>> AHT Metric: Network Partner monthly AHT should be in the range of 6 to 9 minutes.

Other Metrics

While other metrics can inform the Network Partner of their progress, not all metrics are
under the control of the Network Partner. For example, the answer rate or percentage of
contacts answered, is directly affected by seasonal volume, talk time, and staffing
availability. These and other metrics like incoming volume, answer rates, occupancy and
adherence to schedule should be included in reports, but any single metric is not an
indicator of performance. If a Network Partner is not meeting service or cost goals, they
should be able to rationalize their performance using these metrics. For example, if a
Network Partner misses their ABN and ASA goals for a given month, they would need to
explain why their call volume was higher than planned OR their staffing was lower than
planned OR their AHT was higher than planned.
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Disaster Services

Disaster Planning

Disasters can happen at any time, without warning. A Network Partner should be prepared
to react and respond to any incident that occurs in your community. An organization
should have both the Business Continuity Plans and Emergency Operations Manual to
drive their disaster planning, preparations, and response. Plans for the knowns and stay
flexible to navigate the unknowns.

A Business Continuity Plan details how the organization will function during a disaster. This
should include all operations from finance and payroll, human resources, information
technology, staffing, facilities, etc.

An Emergency Operations Manual is a tool for supervisors and staff to understand how to
function during a disaster. How will operations change, what do they need to do differently,
how will their work tasks change, etc.

As a community partner, a Network Partner is going to rely on your local leadership to
communicate disaster service changes, connect them with your local emergency
management personnel, and disaster recovery organizations, and connect with Volunteer
Organizations Active During a Disaster (VOAD). An effective Network Partner will use
disaster recovery information to guide their response and will be a valuable partner with
your emergency response.

Disaster Experience

Your community will rely on a Network Partner’s operations when your community is at its
most vulnerable. The Network Partner’s disaster experience and the communities’
expectations for support are important ongoing conversations. These conversations will
change staff training, and your emergency operations manual.

Surge Capacity and Planning

Every community’s services and technology will have a capacity or limit. In a disaster,
these systems will be tested and can quickly prove inadequate. Network Partner’s should
be clear and communicate their maximum capacity during a disaster. They should better
understand your community's maximum capacity to serve consumers (maximum
simultaneous contacts). Discussing plans with vendor and community partners around
maxing capacity are important preparation steps.

Considerations for your operation and community discussion:

e What happens when the incoming volume exceeds the Network Partners' capacity
to respond during a disaster?
e What happens when the community service capacity reaches its maximum?
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The more you can prepare, the more you can mitigate service interruption and response
limitations.

The Network Partner should have a plan for disaster surge staffing. They should also
understand their technologies capacity. A framework should be documented in the
Network Partner emergency operations plan. Network Partners should be ready to activate
teg surge plan, as needed.

Disaster Redundancy

Once you understand capacity and surge limits, you can work on redundancy options. A
Network Partner should have plans in place to continue operations 24 hours a day. Here
are some things to consider:

e Whatredundancy is in place for the technology and utilities so they can continue to
operate?

¢ Do they have mutual agreements in place for surge staffing pre-disaster?

¢ Do theyregularly run drills with their redundancy or mutual agreement partner?

¢ How will they increase staffing to help with the volume surge?

These details should be documented in the Network Partner emergency operations plan.

Disaster Training

In their disaster plans, Network Partners should reference disaster training that includes a
training curriculum, organized drills for practicing various disaster scenarios, and
operational exercises to practice off cycle tasks. Important considerations to discuss
during the community conversations are how to prepare for disasters not yet experienced
and how best to integrate with existing community disaster exercises.

Reporting

National Reporting

As part of the 211 National Network, we are required to provide reports to the 211 Team at
the United Way Worldwide. This team gathers information from across the United States to
report on the nationalimpact of 211 in the US. There are several ways local Network
Partners can share data nationally.

211 Counts

211 Counts is a website developed by the University of Washington in St. Louis that
displays the national need trends collected by Network Partners across the US. Data is
sent from CRM vendors to the university daily for unpackaging and display on the 211
Counts site.

211 Impact Reporting
Annually, the 211 Team at the United Way Worldwide requests data for the previous year’s
activities to report to develop the 211 Impact Report. This report shows volume and need
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trends as well as the specialty of each Network Partner. These data are requested each
January and the report is released that Spring.

UWW National Database Platform (NDP)

Network Partners are encouraged to partner with the United Way Worldwide to contribute
resource data into the NDP. The United Way Worldwide rolls up all resource directory
information across the US into a single platform. This data set is used to develop
partnerships for the National 211 Network to help define, advocate for, and acquire new
funding for communities throughout the US.

Statewide Business Intelligence

211 Illinois has invested in Business Intelligence to facilitate statewide reporting. We have
purchased, developed, shared, and trained each Network Partner how to use this resource
for advanced reporting. This investment supports both 211 Illinois and the 211 Illinois
Statewide Network.

211 Illinois has developed a series of data dashboards to provide the public, elected
officials, marketing and outreach partners, and Network Partners immediate access to 211
data. These dashboards are available on the 211 Illinois website (211illinois.org/data).

Statewide Performance Reporting

211 Illinois Statewide Network is required to provide performance reports to 211 Illinois.
These requirements are detailed in the contract between the Network Partners and 211
Illinois. In addition to the business intelligence and resource directory data, 211 Illinois
does request Automated Call Distribution (ACD) data outlining the performance on your
channels of service. These data are used to monitor performance of each center and
facilitate individual performance conversations.

Disaster Reporting

When a disaster or emergency event happens in Illinois, 211 Illinois will ask for additional
disaster reporting to inform the Illinois Department of Emergency Management (IEMA)
around statewide trends. 211 Illinois supports the 211 Illinois Statewide Network before,
during, and after disaster or emergency event. For assistance, contact the 211 Illinois
contract manager or the Executive Director.
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