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KEY POINTS

e Digital media offers unprecedented opportunities for educating pet owners about the
unique needs of senior pets, from preventive care to end-of-life decision-making.

e A cohesive client education plan blends digital and nondigital tools to reach owners
across generational and technological divides.

e Consistent, empathetic communication fosters trust, compliance, and improved quality of
life for geriatric patients.

e Data-driven strategies and personalized messaging increase owner engagement and
adherence to care plans.

e \eterinary teams play a critical role as the trusted, go-to source for accurate and action-
able geriatric care information.

INTRODUCTION AND BACKGROUND

When we talk about client education in veterinary medicine, itis often framed around pre-
ventive care, puppy and kitten guidance, and sometimes, chronic disease management.
However, there is one stage of life that demands a uniquely tailored, consistent, and
empathetic educational approach—the geriatric stage.

Geriatric pets are not just “older adults” in the veterinary sense. They are often
deeply woven into the emotional fabric of their families, and the decisions their owners
make in these years are shaped as much by love, grief, and guilt as they are by clinical
data. | have seen this repeatedly in my work with practices across North America and
beyond: owners of senior pets are eager for guidance but are often navigating
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unfamiliar territory. So, where are they to turn? Dr Google. Yet, you, the veterinary
practice, can and should be who they turn to first. Pet owners need practical, digest-
ible, and compassionate information—delivered in ways they can easily access and
trust.

The Evolving Landscape of Client Education

When | first began working with veterinary practices, most client education only took
place in the examination room or through a printed handout. Today, the conversation
extends far beyond the clinic walls. The rise of digital tools—Web sites, email reminder
campaigns, social media, apps, and telemedicine—has dramatically expanded how
and when we can connect with pet owners.

e Access: Information is now available on-demand, 24/7.

e Reach: A single educational post can reach hundreds of clients easily.

e Format diversity: Video, infographics, interactive quizzes, and mobile apps give
us new ways to present information that fits different learning styles.

The challenge, of course, is that our clients are also exposed to misinformation at
unprecedented levels. Pet owners can Google “best diet for senior dogs” and be
met with thousands of results—many of them inaccurate, biased, or even harmful.
This is where veterinary teams have the opportunity, and | would argue the responsi-
bility to become the go-to trusted source of truth for senior pet care.

Why Geriatric Care Requires a Different Communication Approach

Educating owners of senior pets is different from educating the owner of a young,
healthy animal.

e Complexity of care: Senior pets often have multiple health concerns, from
arthritis to chronic kidney disease, which require layered education.

e Emotional stakes: Owners may be facing the reality of a limited lifespan, making
every conversation more emotionally charged.

e Proactive versus reactive: Without early and regular education, many owners
wait until a crisis to seek help—missing opportunities for prevention or early
intervention.

A Blend of Digital and Nondigital.
While this article leans heavily on digital strategies, the reality is that no single chan-
nel works for every client. The most effective education plan blends both worlds:

e Digital tools for efficiency, consistency, and reach.
o Nondigital interactions for personal connection and nuanced conversations.

The goal is not just to inform owners but to empower them—helping them under-
stand what is happening, anticipate changes, and feel supported every step of the
way. Done well, this approach strengthens the client-veterinarian bond, improves
compliance, and, most importantly, enhances the quality of life for senior pets.

Core Educational Goals for the Geriatric Journey

In my experience, one of the most common mistakes practices make is delivering geri-
atric education reactively—waiting for a crisis before giving the client the information
they need. By then, the window for prevention or early intervention is often closed, and
the owner is making decisions under stress.

A proactive, structured education plan starts with clear goals. These goals should
serve as guideposts for every digital post, email, handout, or in-person conversation.
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1. Preventive Care in the Senior Years

Owners often assume preventive care matters less as pets age, but the opposite is
true. Education should reinforce:

e Biannual wellness examinations to detect changes early.’

e Vaccination and parasite prevention tailored to lifestyle and health status.

¢ Nutritional adjustments to support weight management, joint health, and organ
function.

2. Early Disease Detection

Many age-related conditions—like chronic kidney disease or arthritis—start subtly.
Clients should understand:

e What screening tests are recommended and why.

e The value of trending laboratory work over time.

e Observable early signs of common senior conditions.

This is where visual education shines. Short videos showing early mobility changes or
appetite shifts help owners identify subtle symptoms they might otherwise dismiss.
Showing pet owners bloodwork results from the previous year to show them you are
trending and finding what is “normal” for their pet, while expressing that their pet is
unique.

3. Symptom Recognition and Tracking

Educating owners to spot and record changes can help you intervene earlier. Key
topics include

e Pain indicators (changes in posture, reluctance to jump).

e Cognitive changes (disorientation, altered sleep patterns).

e Appetite and weight fluctuations.

Digital tools like pet health tracking apps can be integrated into your education plan,
allowing owners to share real-time updates with your team.

4. Palliative and Hospice Care Awareness

For many owners, these concepts are unfamiliar or emotionally loaded. Education
here should

e Normalize palliative care as a way to improve comfort and quality of life.

e Outline what hospice care involves, including home modifications, pain manage-
ment, and ongoing monitoring.

This discussion often benefits from recorded content or written guides that clients
can revisit when ready.

5. End-of-Life Decision-Making Support

Clear, compassionate guidance helps reduce guilt and uncertainty. Owners should
have

e Tools for quality-of-life assessment (scoring charts, symptom trackers).

e Information on euthanasia options, aftercare, and memorializing their pet.

e Access to grief support resources.

6. Financial Planning for Long-Term or End-of-Life Care

Education should include realistic cost expectations and available options:

e Pet insurance coverage for senior care.

e Wellness plans or financing options.

e How early planning can prevent difficult financial decisions later.

Key takeaway

Educational goals for the geriatric journey must address both the clinical and
the emotional needs of the client. When owners know what to expect and when
to act, they are more likely to follow through—Ileading to better outcomes for the
pet.
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DIGITAL CLIENT EDUCATION STRATEGIES

In today’s veterinary landscape, digital tools are not just an optional add-on to client
communication; they are central to how we educate, engage, and support pet owners.
When done well, digital strategies allow you to meet clients where they already spend
their time, reinforce messages between visits, and make it easier for them to take action.

In working with practices across the country, | have seen the most successful ones
use multiple digital touchpoints that align with the client’s journey, from early senior
care through end-of-life. The magic happens when these tools work together, rather
than in isolation.

Practice Web site

Your Web site should function as the hub for all digital education. Everything else—
emails, social media posts, even in-clinic materials—should point back to it.
Best practices for a senior pet care hub:

e Dedicated Senior Pet Page: Centralize resources on one page, including well-
ness checklists, mobility guides, and links to quality-of-life tools.

e Downloadable Resources: Provide printable symptom trackers, home safety
checklists, and nutrition guides.

e Search Optimization: Use terms pet owners actually search for—eg, “signs of
arthritis in dogs” or “cat cognitive decline” —so your content is discoverable.

¢ Video Integration®: Short educational videos embedded on the page can in-
crease retention.

Email Campaigns and Automated Reminders

Email is one of the most underutilized tools in veterinary communication—especially
for long-term education.
How to use it for geriatric care:

o Lifecycle Campaigns: Triggered when a pet reaches a certain age, these can
deliver educational content in digestible chunks over weeks or months.

e Lab Work Reminders: Automated emails explaining the why behind biannual
bloodwork.

e Postvisit Follow-Ups: Summaries of instructions with links to videos and
resources.

Social Media

Many owners start their pet health research on social platforms,® whether that is a
good thing or not. The advantage is that you can control the narrative with accurate,
empathetic, and visually engaging content.

What works best for geriatric education:

e Facebook: Longer posts with images for storytelling, like senior pet spotlights or
case studies.

e Instagram/TikTok: Bite-sized videos with tips, mobility exercises, or “myth vs.
fact” education.

e Live Q&A Sessions: Real-time interaction to answer questions and build trust.

Content themes:

e “Day in the Life” videos showing adaptations for a senior pet.
e “Did You Know?” facts about aging pets.
e Testimonials from other pet owners who followed through on recommended care.
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Telemedicine and Virtual Consults

While telemedicine gained momentum during the pandemic,” it is particularly well
suited for senior pet care:

e Progress Check-Ins: Quick video calls to assess mobility, comfort, or cognitive
changes.

e Medication Reviews: Ensuring correct administration without the stress of a clinic
visit.

e Caregiver Education: Involving multiple family members in the discussion without
requiring everyone to be physically present.

When integrated with your digital education plan, telemedicine becomes a powerful
reinforcement tool —allowing you to review symptom logs, answer questions, and pro-
vide ongoing guidance between in-person exams.

It is important to note that telemedicine requires training to ensure clinical effec-
tiveness and compliance with regulations,.5 State, provincial, and international
laws vary widely regarding what can and cannot be done through virtual care. Vet-
erinary teams should always check with their local veterinary governing bodies to un-
derstand and follow applicable guidelines before implementing telemedicine
services.

Video Education

Video is an engaging format for senior pet education:

e Short Form (1-3 min): Ideal for showing how to give medications, assist mobility,
or recognize early signs of pain.

e Longer Videos (and even webinars for pet owners!) (15-20 min): Deep dives into
topics like cognitive dysfunction, arthritis, or nutrition.

e Personalization: Simple smartphone videos recorded by the veterinarian ad-
dressing the pet by name can have a major emotional impact.

Apps and Digital Tracking Tools

Many owners want to be proactive but need help staying organized. Apps can:

e Track pain scores or mobility changes.
¢ Remind owners about medication schedules.
e Log appetite, water intake, and behavior changes.

Some platforms allow direct sharing with your clinic, giving your team real-time
insight and allowing earlier intervention.

Key takeaway

Digital tools extend your reach, reinforce your message, and make education acces-
sible 24/7. The best results happen when these tools work together, creating a consis-
tent experience for the client and reducing the information gaps that can compromise
senior pet care.

LEVERAGING REMINDERS IN THE PRACTICE INFORMATION MANAGEMENT SYSTEM

Reminders are one of the most underutilized tools in many practices, yet they are one
of the most powerful ways to drive compliance, especially for senior pet care. When
reminders are strategically set up and thoughtfully worded, they can become a corner-
stone of your geriatric client education strategy.
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Why Reminders Matter for Geriatric Care

Senior pets often require more frequent check-ins, diagnostics, and follow-up care
than younger patients. Reminders ensure that:

e Preventive care and screenings happen on time.
e Chronic conditions are monitored consistently.
e Owners do not forget follow-ups after a change in treatment or medication.

For older pets, these reminders can be the difference between catching a devel-
oping condition early and managing a crisis later.

Make Reminders Specific and Action-Oriented

Generic reminders like “Fido is due for a check-up” can easily be ignored or misunder-
stood. Instead, make them clear and connected to the pet’s needs:

e “Bella is due for her senior wellness screening, including arthritis evaluation and
bloodwork.”

e “Max is due for his cognitive health check—let’s review any changes you’ve
noticed.”

The more specific the reminder, the more relevant it feels to the owner, and the more
likely they are to act on it.

Ensure Reminders Are Unique Across the System

In some practices, multiple team members set up reminders in different ways, leading
to duplicates, conflicting timelines, or inconsistent messaging. This can confuse cli-
ents and undermine trust.

e Audit your reminder types regularly to eliminate duplicates.

e Standardize naming conventions and intervals in the PIMS.

e Train all team members on how and when to set reminders, ensuring a unified
approach.

Integrating Reminders with Education

Reminders should not just be prompts; they should also educate. Include links to rele-
vant resources or invite clients to call with questions. For example:

e “Charlie is due for his mobility recheck. Click here to watch a quick video on what
to expect during the visit.”

e “Molly’s next kidney function test is due—here’s why regular monitoring is so
important.”

This turns a reminder into both a nudge and an educational moment.

Key takeaway

Well-crafted, unique reminders within your practice management system and commu-
nication platform are a powerful driver of compliance and client engagement. They
keep geriatric patients on track with their care plans and provide ongoing opportu-
nities to educate owners in a timely, relevant way.

NONDIGITAL EDUCATION METHODS

While digital platforms have transformed client communication, not all pet owners will
rely exclusively on them. An effective geriatric education strategy should ensure that
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every client, regardless of age, technological comfort, or access, has multiple pathways
to receive and absorb important information. Nondigital methods remain critical for
building personal connections, reinforcing digital messages, and ensuring that vital
education reaches every household.

In-Clinic Materials

Printed resources are still a mainstay of client education and can be powerful when
well designed and easy to understand.

e Handouts and Booklets: Focus on a single topic per piece, using clear language
and visuals.

e Exam Room Posters: Highlight common senior health concerns or care tips in an
approachable format.

e Discharge Instructions: Summarize postvisit recommendations, with space for
personalized notes from the veterinary team.

Printed materials work best when they complement, rather than replace, digital re-
sources.® For example, a handout can reference a web link or QR code for further
information.

One-on-One Conversations

The examination room conversation remains the most trusted form of veterinary
communication.

e Speak in plain language, avoiding unnecessary jargon.

e Confirm understanding by asking clients to explain recommendations back in
their own words.

e Use visual aids—such as anatomic models or diagrams—to illustrate complex
topics.

The tone of these discussions is as important as the content; empathy and patience
encourage clients to engage, ask questions, and absorb the information.

In-Person Events

Group education sessions can strengthen client relationships and provide a support-
ive environment for owners of senior pets.

e Topics might include pain management strategies, mobility exercises, or nutri-
tion for aging pets.

e Events can be paired with senior pet wellness days, allowing owners to receive
education and services in the same visit.

These sessions also encourage peer-to-peer sharing, which can reinforce key
messages.

Phone Calls and Follow-Ups

A simple follow-up call after a senior pet’s visit can:

e Reinforce recommendations.
e Answer questions that arise after the appointment.
e Demonstrate ongoing support and care.

These calls are particularly valuable after emotionally charged discussions, such as
those involving palliative or end-of-life care.
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Support Groups

Facilitated support groups, within the practice or in partnership with community orga-
nizations, provide owners with emotional support and a place to share strategies for
caring for senior pets.

e Can be focused on general geriatric care, or on specific conditions like cognitive
decline or mobility issues.
e Helps normalize challenges and create a sense of community.

Key takeaway

Nondigital methods are essential for reaching clients who prefer face-to-face, print-
based, or verbal communication. They also deepen personal connection, making dig-
ital follow-up more effective by building trust and rapport first.

INTEGRATING DIGITAL AND NONDIGITAL FOR A COHESIVE EDUCATION PLAN

Just as veterinarians take a multimodal approach to medicine—using tools like
NSAIDs, pain relievers, laser therapy, and physical therapy together for arthritis—
the most effective geriatric care communication strategies are also multimodal. Digital
and nondigital education methods should not be treated as separate tracks. When
they are aligned, each reinforces the other, creating a consistent and accessible expe-
rience for the client while reducing redundancy for the veterinary team.

Why Integration Matters

People absorb information differently based on their personal preferences, access
to technology, and emotional state.” Providing multiple, coordinated channels
ensures:

e The same core message reaches the client in more than one way.

e Clients can choose the format that works best for them without missing essential
information.

e The veterinary team can deliver education more efficiently, using templates and
repeatable processes.

Creating Consistency Across Channels

e Unified Messaging: The language, tone, and recommendations should be
consistent whether a client reads a printed handout, a web site article, or hears
it in an exam room conversation.

e Shared Resource Library: Develop a master library of educational materials that
can be adapted for print, email, and social media to ensure accuracy and brand-
ing remain consistent.

e Cross-Referencing: Printed materials should point to online resources for further
detail, while digital platforms can promote in-clinic events or printed guides.

Using One Channel to Drive Engagement in Another

e Mention your online resources during appointments and provide the direct link or
QR code in take-home materials.

e Use email to remind clients about upcoming in-person workshops or support
groups.

e Share photos or recaps of in-clinic events on social media to encourage future
attendance.
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Reducing Staff Workload Through Integration

When digital and nondigital tools are developed together, veterinary teams can

¢ Avoid duplicating work by repurposing the same content across multiple formats.

e Automate delivery of digital follow-ups to extend the value of in-person
conversations.

e Rely on a consistent set of visuals, talking points, and templates to save time.

Key takeaway

Integration ensures that client education is cohesive, consistent, and accessible—no
matter how the client prefers to engage. By designing your geriatric education strategy
to flow between in-person and digital touchpoints, you create a stronger connection
with the client, improve retention of information, and support better patient outcomes.

MEASURING IMPACT OF EDUCATION EFFORTS

Client education is only effective if it translates into improved compliance, better
decision-making, and enhanced patient outcomes. Measuring results not only vali-
dates the investment of time and resources but also highlights where adjustments
are needed to maximize impact.

Why Measurement Matters

Without tracking results, education remains a good intention rather than a proven
strategy. Data-driven evaluation

e Shows whether clients are engaging with the content.
e |dentifies gaps in understanding or compliance.
e Helps prioritize which methods and messages are most effective.

Key Metrics to Monitor

1. Compliance Metrics
e Preventive Care Uptake: Biannual exam attendance, vaccination rates, and se-
nior screening compliance.
e Follow-Through on Recommendations: Lab rechecks, imaging follow-ups, and
medication adherence.
e Palliative and Hospice Participation: Enrollment rates in supportive care
programs.
2. Digital Engagement Metrics
o Web site Analytics: Page views, time spent on senior care resources, and down-
load counts for tools like pain scales or checklists.
e Email Campaign Performance: Open rates, click-through rates, and content
engagement trends.
e Social Media Insights: Post reach, shares, comments, and engagement on se-
nior care topics.
3. Client Satisfaction and Feedback
e Postappointment surveys to assess whether clients felt informed and supported.
e Feedback forms linked in digital follow-ups.
e In-person check-ins where staff ask, “Was the information we gave you helpful ?”
and record responses.
4. Patient Outcome Indicators
e Earlier detection of conditions due to the owner reporting of subtle symptoms.
e Reduced emergency visits for preventable conditions.
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e Improved quality-of-life scores over time for patients in palliative care.

Building a Feedback Loop

Data should be reviewed regularly—monthly or quarterly—to inform adjustments in
your approach. For example,

o If email open rates are low, test new subject lines or adjust sending times.

e If preventive care compliance is high but quality-of-life tools are underused,
revisit how those tools are introduced to clients.

o If Web site traffic is high but average time on page is low, simplify content or add
more visual elements.

Key takeaway

Measuring impact ensures that your geriatric client education program is not just
active, but effective. When metrics show progress, you can scale what’s working;
when they show gaps, you have a clear direction for improvement.

OVERCOMING CHALLENGES AND PITFALLS

Even the most thoughtfully designed geriatric education program will face obstacles.
Anticipating these challenges and building strategies to address them is essential for
sustaining momentum and ensuring that client education remains effective and efficient.

1. Digital Fatigue
Many people receive constant notifications, emails, and social media prompts.
Overloading them with messages, no matter how valuable, can lead to disen-
gagement. In fact, 40% of US consumers unsubscribe from brand emails or
text messages weekly, and over half will do so if they receive 4 or more messages
from the same company within 30 days.®
Solution:
e Focus on quality over quantity.
e Space out educational messages so they feel intentional rather than overwhelming.
e Personalize communications based on the pet’s needs and the client’s past
engagement.
2. Information Overload
Geriatric care involves multiple layers—nutrition, mobility, disease management,
palliative care, which can overwhelm clients if delivered all at once.
Solution:
e Prioritize the most urgent or immediately relevant information.
e Use phased education, releasing new topics over time.
e Provide recap tools, such as checklists or resource hubs, so clients can revisit in-
formation when ready.
3. Inconsistent Messaging
If information differs depending on who in the clinic delivers it—or between digital
and nondigital formats, clients can become confused or lose trust.
Solution:
e Create standardized talking points and educational templates.
e Keep a shared library of approved resources for the whole team to use.
e Align messaging during team meetings to ensure consistency.
4. Keeping Content Current
Medical guidelines, technology, and best practices evolve quickly. Outdated re-
sources can diminish credibility.
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Solution:

e Schedule regular reviews of all educational content—digital and print—at least
twice a year.

e Assign a team member or small committee to maintain and update resources.

e Remove outdated materials from circulation promptly.

5. Inclusivity and Accessibility

Not all clients have equal access to digital platforms, and some may have visual,
hearing, or literacy limitations. Literacy-related disparities in technology access
and use are widespread, with lower-literate individuals being less likely to own
smartphones and use digital services.®

Solution:

e Offer information in multiple formats.

e Ensure digital resources are mobile-friendly and accessible (eg, alt text for im-
ages, captions on videos).

e Translate materials when possible to serve a broader client base.

6. Team Bandwidth

One of the #1 things I'm aware of that | often hear is that education initiatives will stall
if they create too much additional work for the team.

Solution:

e Automate where possible, such as scheduling recurring email campaigns.

e Repurpose the same content across multiple channels.

e Use preapproved templates so team members do not need to start from scratch.

Key Takeaway

Challenges are inevitable, but with planning and structure, they become manageable.
The practices that succeed in geriatric client education treat obstacles as opportu-
nities to refine their approach and strengthen their connection with clients.

CASE STUDIES AND REAL-WORLD APPLICATIONS

The principles of geriatric client education become most powerful when applied
consistently and adapted to fit a practice’s unique culture, client base, and resources.
While the specific details will vary from one clinic to another, the following scenarios
illustrate how digital and nondigital strategies can be blended for meaningful impact.

Scenario 1: Improving Preventive Care Compliance in Senior Pets

A multidoctor practice recognized that senior wellness screenings were often delayed
or declined by owners who did not fully understand their value. They implemented a
multichannel education campaign:

e Digital: Automated emails explaining the importance of biannual bloodwork, link-
ing to a webpage with FAQs and a short educational video.

e Nondigital: Printed brochures in the lobby and brief conversations during each
exam to reinforce the message. Within 1 year, compliance improved significantly,
and owners began initiating conversations about scheduling screenings.

Scenario 2: Supporting Owners Through Cognitive Decline

Owners often miss early signs of cognitive dysfunction, leading to delayed interven-
tion. A clinic created a phased education plan:

e Step 1: Awareness content on social media, highlighting subtle behavioral
changes to watch for.
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e Step 2: A downloadable symptom checklist on the website for owners to track
changes.

e Step 3: Follow-up phone calls to review completed checklists and discuss treat-
ment options.

This approach gave owners tangible tools while keeping the conversation going
over time.

Scenario 3: Integrating End-of-Life Education Early

Rather than waiting until a crisis point, a practice integrated gentle end-of-life discus-
sions into routine senior visits:

e During Appointments: Quality-of-life scoring introduced as a standard conversa-
tion, normalized as part of proactive care.

e Digital Support: A web portal with educational articles, video explanations, and
grief resources.

e Follow-Up: Personalized phone calls after quality-of-life discussions to answer
questions and offer emotional support. This early integration reduced client anx-
iety when difficult decisions arose later.

Scenario 4: Streamlining Education for Busy Clients

Some owners struggle to absorb information during a visit due to time constraints. To
address this:

e Atthe Appointment: Key recommendations summarized verbally, supported by a
short printed checklist.

o After the Appointment: Automated email sent the same day with links to videos,
handouts, and instructions. This method ensured owners had accurate, acces-
sible information without extending appointment times.

Key Takeaway

Effective geriatric education does not require a complete overhaul of a practice’s
workflow. By combining consistent messaging, multiple delivery formats, and
ongoing reinforcement, veterinary teams can significantly improve client under-
standing, compliance, and confidence, ultimately enhancing the quality of life for se-
nior pets.

SUMMARY

Empowering pet owners through the geriatric journey is not a single conversation, it is
an ongoing, evolving relationship. Senior pets have unique medical, emotional, and
lifestyle needs, and their owners often require extra guidance, reassurance, and sup-
port to navigate these years with confidence.

Digital tools have expanded the possibilities for client education, allowing veterinary
teams to deliver timely, relevant, and personalized information well beyond the walls of
the clinic. At the same time, nondigital methods remain vital for personal connection,
trust building, and ensuring accessibility. The real strength lies in integrating both ap-
proaches into a cohesive, consistent plan that meets owners where they are—
emotionally, technologically, and culturally.

As veterinary professionals, we hold the privilege and responsibility of being the
trusted source for accurate, compassionate information. In fact, over 90% of animal
owners trust and appreciate veterinary teams.’® When we combine our medical
expertise with strategic communication, we do more than educate—we empower.
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This empowerment not only improves compliance and clinical outcomes but also
deepens the bond between client, patient, and practice.

The geriatric journey can be challenging, but it can also be filled with meaningful mo-
ments, improved quality of life, and a sense of partnership between veterinary teams
and pet owners. By committing to intentional, measured, and empathetic client edu-
cation, we ensure that senior pets and their families are supported every step of the
way.

CLINICS CARE POINTS

Personalize client education at the point of care by linking information to each pet's
condition and the owner’s emotional readiness, avoiding one-size-fits-all messaging.

Use digital tools to reinforce in-person discussions, not replace them. Follow up with brief,
actionable summaries and links to reliable resources.

Audit reminder systems and educational materials regularly to ensure they are accurate,
unique, and aligned with current geriatric protocols and telemedicine regulations.

Be mindful of client overload by spacing out communications and using plain language to
promote understanding and long-term engagement.

DISCLOSURE

None.
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