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NCI-AD™: Background

This section gives an overview of the NCI-AD program



Overview of the National Core Indicators for Aging and
Disabilities©

The National Core Indicators for Aging and Disabilities© (NCI-AD™) is an initiative
designed to support states in assessing the performance of their long-term services and
supports (LTSS) programs and delivery systems for older adults and adults with physical
disabilities. NCI-AD’s primary aim is to collect and maintain valid and reliable data that
give states a broad view of how their publicly funded LTSS impact the quality of life and
outcomes of service participants. Since 2012, Human Services Research Institute (HSRI)
and ADvancing States (formerly the National Association of States United for Aging and
Disabilities (NASUAD)1) have worked in collaboration to build, implement, and manage
NCI-AD.

Data for the project are gathered through yearly in-person NCI-AD Adult Consumer
Surveys administered by state agencies to a sample of at least 400 individuals in each
participating state. Survey populations include older adults and adults with physical
disabilities (including Acquired or Traumatic Brain Injury (ABI/TBI)) accessing publicly-
funded services through the Older Americans Act (OAA), Program of All-Inclusive Care for
the Elderly (PACE), Medicaid, and/or state-funded programs.

One of the most valuable features of the NCI-AD program is the involvement and
commitment of participating states. NCI-AD states are extremely involved in the planning
and execution of the project in their state. While the NCI-AD project team assists
participating states in all phases of preparation and implementation, states must identify
key staff to take part in monthly technical assistance calls and carry out various
responsibilities associated with the project. When states decide to join the NCI-AD
program, they commit to project planning at the state level, stakeholder engagement,
preparing a random sample of LTSS consumers to be surveyed, conducting the NCI-AD
Adult Consumer Survey with a specified number of participants, adhering to project
protocols, providing project-compliant data to HSRI for analysis, and reviewing draft
reports for accuracy.

States face a multitude of challenges in LTSS delivery. Some of these challenges include
blending multiple funding streams to serve a growing number of participants in home and
community-based and institutional settings. One of the main objectives in developing NCI-

1 ADvancing States is the membership organization for state aging and disability directors.



AD was to obtain information about state services provided across the spectrum of publicly
funded LTSS, regardless of specific funding source or service setting, thus allowing for
comparisons across states and across programs. NCI-AD provides data-driven information
about the performance of states’ LTSS systems and the effect these systems have on social
determinants of health and the quality of life of service recipients. This unique perspective
cannot be found in other available tools—most of which address Medicaid-funded services
only or measure compliance with Medicaid standards, count the number of service units
provided or, at best, assess service-specific outcomes.

Development of the NCI-AD tool was supported by ADvancing States members, with some
supplementary funding from the Administration for Community Living (ACL).

Psychometric Properties

The NCI-AD Adult Consumer Survey has undergone psychometric validation studies during
development and pilot stages and is a valid and reliable tool. For more information, please
see reports from the Final Pilot and the first (2015-2016) year of the program, both
available on the NCI-AD.org website.
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Survey Methodology

This section describes the protocol for administering the NCI-AD Adult
Consumer Survey, including sampling criteria, administration
guidelines, and surveying training and procedures.
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Administration

Proxy Respondents

A key principle of NCI-AD is the importance of gathering information directly from
consumers. Information for the In-Person Survey of NCI-AD is collected via a face-to-face
conversation with the person receiving services (or their proxy, if needed). The indicators
are meant to apply to all eligible consumers, regardless of characteristics such as level of
disability or age. NCI-AD administration protocols dictate that every person randomly
selected into the sample is given an opportunity to respond (no one is prescreened out or
predetermined to be unable to participate).

The NCI-AD Adult Consumer Survey does allow for the use of proxies in some
circumstances. By excluding proxy responses, a certain group of service recipients (most of
whom are unable to respond due to cognitive or other types of limitations) would be
unrepresented in the data. Thus, the NCI-AD program protocols stipulate that proxy
respondents are allowed, though only for a subset of more objective questions and only in
situations where the service recipient themselves either could not provide valid responses
or chose to have a proxy respondent assist or answer on their behalf.

Studies have found the greatest discrepancies between service recipient and proxy
responses occur when the information being collected is subjective (i.e., related to how the
individual feels, which means proxies would be aware of the correct answers only if the
service recipient had previously expressed their feelings)2. Questions relating to
observable behaviors tend to have higher levels of agreement.

The use of proxy respondents for the NCI-AD Adult Consumer Survey is limited to a subset
of more objective questions, which relate to observable and/or measurable events or
circumstances. Questions in the Survey that pertain to personal experiences and that
require subjective responses may only be answered by the service recipients themselves
and do not allow for proxy responses.

NCI-AD protocols require that surveyors first attempt each interview directly with the
individual receiving services. Only after meeting with the service recipient and attempting

2 Magaziner, Jay, Sheryl Zimmerman, Ann L. Gruber-Baldini, J. Richard Hebel, and Kathleen M. Fox. "Proxy Reporting in Five
Areas of Functional Status Comparison with Self-Reports and Observations of Performance." American Journal of
Epidemiology 146.5 (1997): 418-28.



the interview can the surveyor make the determination that a proxy respondent is needed.
That determination is made based on the way the service recipient answers the first set of
survey questions. NCI-AD protocols do not allow for a proxy determination to be made
based on a phone conversation or relying on someone else’s input.

The service recipient may be able to answer most questions in the survey but request the
help of a proxy assistant intermittently for some of the survey questions. In this case, the
Full In-Person Survey is used. Specific items that allow for proxy assistance are identified
through the Full Survey; each of these items tracks whether a proxy provided the answer,
as well as the relationship of the proxy to the service recipient. If both the service recipient
and the proxy respondent answer a question, the service recipient’s answer is recorded so
long as that answer is deemed reliable by the interviewer. Non-proxy items in the Full
Survey are asked only of the service recipient themselves.

If the surveyor makes the determination that a proxy is needed for the entirety of the
survey, a Proxy Version of the Adult Consumer Survey is used to conduct the interview.
Figure 5 below indicates how often the Proxy Version was used in 2018-2019 data
collection cycle in each state.

Figure 5. Proxy Version: Frequency of Use by State

AL 22%
co 4%
GA 17%
IN 6%
KS 11%
MN 33%
MO 9%
NE 29%
NJ 26%
OH 13%
SD 4%
TN 26%
uT 6%
VT 19%
WA 13%
wi 8%

Overall 13%



NCI-AD aims to increase the validity and reliability of proxy responses by training and
emphasizing to interviewers that only those people who know the service recipient well
(family, friends, certain staff, etc.) should serve as proxy respondents. To avoid conflict of
interest, case managers are generally not allowed to respond as proxies.

Interviewer Training

States employ a variety of individuals to conduct the face-to-face interviews for the NCI-AD
Adult Consumer Survey. To avoid conflict of interest, surveys cannot be administered by
the consumer’s service provider, their case manager, a relative, or other close contact.
Given this constraint, states generally use private contractors or state quality assurance
staff to conduct the surveys, though they may in some cases use universities, advocacy
organizations, and/or peer interviewers.

HSRI and ADvancing States project staff provide a mandatory one- to two-day on-site
interviewer training to all new states enrolling in the project. The goal is to provide a
standardized training to ensure uniform application of the survey. The training generally
takes place no more than a month prior to when the interviews are scheduled to start.

Trainings consist of an overview of the project, a detailed review of the survey tool; general
and population-specific surveying techniques; guidance for follow-up in the case of unmet
needs and/or abuse, neglect or exploitation; and mock interviewing practice sessions. The
process for entering and submitting survey data is also reviewed. All trainees are given
standardized materials to be used during the training itself, as well as for reference when

conducting the surveys.

Returning participating states are asked to identify one or more lead trainers, responsible
for ongoing refresher training of returning surveyors and full training of any new surveyor
staff. HSRI and ADvancing States train all lead trainers for their role and provide them with

all necessary standardized training materials.

Criteria for Exclusion of Responses

All consumers selected into the survey sample are given an opportunity to participate in a
face-to-face interview. There are no prescreening procedures. Exclusion of responses
occurs at the time of data analysis, based on whether the interviewer indicated that the
answers were provided in an invalid and/or inconsistent way (as recorded in the
Interviewer Feedback Form). There is no minimum threshold number of answers given for



a survey to be included for purposes of analysis. For example, if a respondent wished to
discontinue participation half way through the survey, the surveyor would simply thank
the respondent for their time and conclude the visit. Unless the surveyor indicated
otherwise, the responses given by the respondent would still be analyzed.

Sampling

Each state is instructed to complete a minimum of 400 surveys with a random sample of
older adults and adults with a physical disability who are receiving at least one publicly
funded service beyond case management. A sample size of 400 ensures a high confidence
level and relatively narrow margin of error (approximately 95% confidence level and 5%
margin of error) for the state estimate, regardless of how large the service population is in
the state. A 95% confidence level and a margin of error of +/-5% is mandatory for each
state’s sample to be included in this report.

Most states chose to conduct the survey with a sample larger than 400. The oversampling
is usually done by funding program to obtain stable results for each program (in addition to
the state estimate). This allows the state to draw conclusions about populations within
those programs and make comparisons between them. Other sampling strategies have
included oversampling by region, managed care organization (MCO), and racial/ethnic

group.

The NCI-AD project team works with each state to design and track its sampling strategy
and then construct appropriate analysis (including analysis weights). Whether the
sampling is done from an overall service population (i.e., simple random) or individually by
program, region, or other strata (i.e., stratified random), the state must always adhere to
the guidelines of selecting survey participants randomly from among the pool of eligible
service recipients. Furthermore, the NCI-AD project team works with each state to define

program populations (or other strata populations) in such a way that they do not overlap.
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Data Analysis

This section explains statistical methods used to analyze the NCI-AD
Adult Consumer Survey data. It includes a description of how data are
weighted to account for disproportionate program sampling within
states and for disproportionate representation of states’ populations
and sample sizes in the overall survey data. It also includes an
explanation of risk-adjustment used in reporting some of the outcomes.
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Data Management and Analysis

HSRI coordinates the NCI-AD Adult Consumer Survey data management and analysis. Most
states enter data into an online data entry system specifically designed for the purposes of
this project (ODESA®). HSRI staff subsequently download the data into an SPSS data file.
This data file is then “cleaned” (reviewed for completeness and compliance with standard
NCI-AD formats) and invalid responses are eliminated. Files from individual states are
merged into a single SPSS file. The merged file from 2018-2019 data collection cycle was
used for all analyses in this report.

Below is a summary of the statistical procedures used to analyze 2018-2019 NCI-AD Adult
Consumer Survey data.

Collapsing Responses

For many of the outcomes in this report, only “yes” responses are analyzed and reported
for state-to-state comparisons. However, there are several items for which the “yes”
responses were collapsed with the middle responses (for example, a “sometimes” response,
or an “in-between” response) to form binary variables for analysis and subsequent
reporting. Appendix A contains the collapsing and recoding rules. Unless otherwise stated,
“don’t know” and unclear/refused responses were excluded. Un-collapsed data with all
response options, including “don’t know” and unclear/refused/no response categories,
shown by state can be found in Appendix B.

Weights

Many of the states proportionally oversampled one or more of their programs—that is, a
particular program constituted a larger proportion of the sample than it did as proportion
of the population receiving services. To account for some programs being proportionally
over-represented in state samples and program categories, statistical weights were
developed and applied when estimating state averages and category averages. Weights
were developed using the sample proportions and the true population proportions of each
program included for analysis within the state.

Similarly, the overall NCI-AD Average and the overall program category averages are also
weighted averages—that is, their calculations take into account each state’s sample size as
well as the size of the state’s population eligible to be included in the survey sample. The
weights that each state contributes to the calculation of the overall NCI-AD and overall



program category averages are proportional to the population served eligible to be
included in the survey in that state (and taking into account the state’s sample size).

The NCI-AD project team works with each individual state at the onset of data collection to
define program populations in such a way that they do not overlap, and to determine and
track the size of the population of service recipients in each of the state’s program who
were eligible to be included in the survey. These population numbers, together with
corresponding sample numbers, are then used to calculate the various sets of weights for
analysis.

For exact calculations of all sets of weights, please contact the project team.

Risk-adjustment

Outcome adjustment or “risk-adjustment” is a statistical process used to control for
differences in the individual characteristics of people interviewed across states. This
procedure allows for more valid state-to-state comparisons by effectively “leveling the
playing field.” It is necessary to perform this analysis to account for the fact that, for
example, states have different eligibility definitions for services and may serve recipients
with different characteristics. Only those indicators that are likely to be affected by these
characteristics were adjusted. For example, for a person with limited mobility who is older,
it may be more difficult to participate in community activities. On the other hand, such
characteristics should not affect whether a person has friends or staff who are respectful to
him/her.

The indicators were risk-adjusted using the following 15 characteristics: age, gender, race,
rurality, living arrangement (whether the person lives in his/her own home versus
somewhere else), whether the person lives alone, mobility, amount of assistance needed
for everyday activities, amount of assistance needed for self-care, overall health, level of
hearing, level of vision, presence of a mental health diagnosis, whether the person has been
forgetting things, and whether the Proxy version of the survey was used. Items that were
adjusted are labeled as such throughout the tables in the Results section of Part I of the
report, and the state-by-state unadjusted results can be found in Appendix B.

Outcome adjustment was performed using logistic regression. This statistical analysis
produced a predicted value that one would expect to observe given the individual’s
characteristics. The state’s average observed rate (i.e., the state average prior to risk-
adjustment) was adjusted by the average predicted rate to produce the risk-adjusted rate



for the state. As a result of this procedure, differences in adjusted indicators reflect true
state differences rather than differences due to the demographic or characteristic make-up
of state service populations. Similarly, the state’s program category’s average observed
rate was adjusted by that state’s program category’s average predicted rate to produce the
risk-adjusted rate for each state program category.
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Appendix A: Rules for Recoding and Collapsing Responses

Table A1 below details collapsing rules for recoding survey items with three or more response options into binary variables

used for analysis. The table also specifies which Results tables in Part 1 (“Section II: Outcome Tables and Comparisons Across

States”) of this report contain recoded items, as well as their associated NCI-AD domains. Unless otherwise stated, “Don’t

Know” and “Unclear/Refused/No Response” (and, where relevant, “Not Applicable”) are excluded. For frequencies of

“Unclear/Refused/No Response” and “Don’t Know” responses by state, see tables in Appendix B.

Table Al. Outcome Variables — Collapsing Rules

Coordination

make changes to their services

Domain Item Table # Collapsing Logic
Com.rr?unljcy Proport.lon of people who are as active in their community as they 20 Collapse “No” and “Sometimes”
Participation | would like to be
choi q Proportion of people who get up and go to bed when they want to 24 Collapse “Some days, sometimes” and “No, never”
oice an
Decision Proportion of people who can eat their meals when they want to 25 Collapse “Some days, sometimes” and “No, never”
Making Proportion of people who are. a‘ble to furnish and decorate their 26 Collapse “In all ways” and “In most ways”
room however they want to (if in group setting)
. . Proportlf)n of people who are a'lways able to'see or talk to frlends Collapse “Most of the time, usually, or some family
Relationships | and family when they want to (if there are friends and family who 27 . ” “ ”
. . and/or friends” and “No, or rarely
do not live with person)
Proportion of people who like where they are living 29 Collapse “In-between, most of the time” and “No”
Proportion of people who would prefer to live somewhere else 31 Collapse “Yes” and “Maybe”
P ti f le who like how th d their time duri .
. . roportion ot people who fike how they spen eirtime auring 33 Collapse “Some days, sometimes” and “No, never”
Satisfaction the day
Proportion of people whose paid support staff change too often 34 Collapse “Yes” and “Some, or sometimes”
P ti f le wh id t staff do things th
roportion of people Whose paid support statt do things the way 35 Collapse “Some, or usually” and “No, never or rarely”
they want them done
Servi P ti f le who k hom t tactif th tt
ervice roportion of people who know whom to contact if they want to 36 Collapse “Not sure, maybe” and “No”




Domain Item Table # Collapsing Logic
Proportion of people who know whom to contact if they need hel
. P . peop . ¥ P 37 Collapse “Not sure, maybe” and “No”
with services or have a complaint
Proportion of people whose paid support staff show up and leave
P peop P PP P 39 Collapse “Some, or usually” and “No, never or rarely”
when they are supposed to
Proportion of people whose long-term care services meet all their
P peop & 42 Collapse “No, not at all” and “Some needs and goals”
current needs and goals
Proportion of people whose family member (paid or unpaid) is the . .
P peop Y . (P . paid) Collapse “Paid family member or spouse/partner”
person who helps them most often (if anyone provides support on 47 b . . ”
. and “Unpaid family member or spouse/partner
a regular basis)
Proportion of people who have a family member (paid or unpaid . .
p. . .p. P . . Y ) (P paid) Collapse “Paid family member or spouse/partner”
providing additional assistance (if anyone provides support on a 48 b . . ”
. and “Unpaid family member or spouse/partner
regular basis)
Proportion of people who can reach their case manager/care .
P . beop . ger/ Collapse “Most of the time, usually” and “No, or only
coordinator when they need to (if know they have case 38 . ”
. sometimes
manager/care coordinator)
Proportion of people who receive information about their services . .
. P peop . . 50 Collapse “No” and “Some information”
in the language they prefer (if non-English)
Proportion of people who felt comfortable and supported enough
to go home (or where they live) after being discharged from a 52 Collapse “No” and “In-between”
Care hospital or rehabilitation facility in the past year
inati Proportion of people who know how to manage their chronic .
Coordination p. . peop g 54 Collapse “No” and “In-between, or some conditions”
condition(s)
Proportion of people with concerns about falling or being unstable 55 Collapse “Yes, often” and “Sometimes”
Proportion of people who have transportation when they want to .
P . p P . P . Y 57 Collapse “No” and “Sometimes”
Access to do things outside of their home (non-medical)
Communit Proportion of people who have transportation to get to medical .
Y p' peop P g 58 Collapse “No” and “Sometimes”
appointments when they need to
Proportion of people who need grab bars in the bathroom or Collapse “Has one, but needs replacement”, “Has one
Access to . . 59 ) " “ , ”
Needed elsewhere in their home but do not have them and doesn’t need replacement”, and “Doesn’t need
Equipment Proportion of people who need bathroom modifications (other 60 Collapse “Has one, but needs replacement”, “Has one

than grab bars) but do not have them

and doesn’t need replacement”, and “Doesn’t need”




Domain Item Table # Collapsing Logic
Proportion of people who need a specialized bed but do not have 61 Collapse “Has one, but needs replacement”, “Has one
it and doesn’t need replacement”, and “Doesn’t need”
Proportion of people who need a ramp or stair lift in or outside the 62 Collapse “Has one, but needs replacement”, “Has one
home but do not have it and doesn’t need replacement”, and “Doesn’t need”
Proportion of people who need some other home modification but 63 Collapse “Has one, but needs replacement”, “Has one
do not have it and doesn’t need replacement”, and “Doesn’t need”
. . Collapse “Has one, but needs replacement”, “Has one
Proportion of people who need a walker but do not have it 64 P , "p M , \
and doesn’t need replacement”, and “Doesn’t need
. . Collapse “Has one, but needs replacement”, “Has one
Proportion of people who need a scooter but do not have it 65 P , "p M , ”
and doesn’t need replacement”, and “Doesn’t need
. . . Collapse “Has one, but needs replacement”, “Has one
Proportion of people who need a wheelchair but do not have it 66 P , "p M , ”
and doesn’t need replacement”, and “Doesn’t need
. . . Collapse “Has one, but needs replacement”, “Has one
Proportion of people who need hearing aids but do not have them 67 P , "p M , ”
and doesn’t need replacement”, and “Doesn’t need
. Collapse “Has one, but needs replacement”, “Has one
Proportion of people who need glasses but do not have them 68 P , "p M , ”
and doesn’t need replacement”, and “Doesn’t need
. . . Collapse “Has one, but needs replacement”, “Has one
Proportion of people who need a CPAP machine but do not have it 69 P , "p M , \
and doesn’t need replacement”, and “Doesn’t need
Proportion of people who need a personal emergency response 70 Collapse “Has one, but needs replacement”, “Has one
system but do not have it and doesn’t need replacement”, and “Doesn’t need”
Proportion of people who need an oxygen machine but do not 71 Collapse “Has one, but needs replacement”, “Has one
have it and doesn’t need replacement”, and “Doesn’t need”
Proportion of people who need some other assistive device but do 7 Collapse “Has one, but needs replacement”, “Has one
not have it and doesn’t need replacement”, and “Doesn’t need”
Proportion of people who can get an appointment to see their
Health Care ) P peop & PP 82 Collapse “Usually” and “No, rarely”
primary care doctor when they need to
Proportion of people whose health was described as poor 89 Collapse “Excellent”, “Very good”, “Good” and “Fair”
. . . Collapse “Much better” and “Somewhat better”;
Wellness Proportion of people whose health was described as having gotten P “ "o )
90 Collapse “Much worse”, “Somewhat worse” and

better compared to 12 months ago

“About the same”




Domain Item Table # Collapsing Logic
Proportion of people who often feel sad or depressed 93 Sollapsg Ne:’ver, or almost never”, “Not often”, and
Sometimes
Prop.ortlo_n of.people whose hearing was described as poor (with 94 Collapse “Good” and “Fair”
hearing aids, if wears any)
Proportion of peopI(.a whose vision was described as poor (with 95 Collapse “Good” and “Fair”
glasses or contacts, if wears any)
Proportion of people who have access to healthy foods if they 96 Collapse “No, never” and “Sometimes”
want them
Medications Proportlc?n of pec?pleiwho understand what they take their 98 CoIIa.pse. N?, and “In-between, or some
prescription medications for medications
Proportion of people whose paid support staff treat them with 99 Collapse “No, never or rarely” and “Some, or usually”
respect
Rights and Proportion of people whose permission is asked before others 100 Collapse “Sometimes, rarely or never” and “Usually,
Respect enter their home/room (if in group setting) but not always”
Proportion of people who have enough privacy where they live (if 102 Collapse “Sometimes, rarely or never” and “Usually,
in group setting) but not always”
Proportlon of people who can choose or change what kind of 105 Collapse “No” and “Sometimes, or some services”
services they get
Self-Direction | Proportion of people Wh.O can choose or change when and how 106 Collapse “No” and “Sometimes, or some services”
of Care often they get their services
Proportion of people who can choose or change their paid support it y . ”
. 107 Collapse “No” and “Sometimes, or some
staff if they want to
Proportion of people who would like a job (if not currently 109 Collapse “Yes” and “Maybe, not sure”
employed)
Work Proportion of people who would like to do volunteer work (if not
P P p. 112 Collapse “Yes” and “Maybe, not sure”
currently volunteering)
Proportion of people who generally need at least some assistance
Everyday . o . u ” p ”
Living with everyday activities (such as preparing meals, housework, 113 Collapse “A lot” and “Some

shopping or taking their medications)




Domain Item Table # Collapsing Logic

Proportion of people who generally need at least some assistance

with self-care (such as bathing, dressing, going to the bathroom, 115 Collapse “A lot” and “Some”

eating, or moving around their home)

I Proportion of people who ever have to skip a meal due to financial y ” “ . ”

Affordability . 117 Collapse “Yes, often” and “Sometimes

worries

. . . Collapse “Yes, almost always, always” and “In-

Control Proportion of people who feel in control of their lives 118

between, sometimes”




Appendix B: State-level un-collapsed, un-weighted and unadjusted data

The data presented in this section show the unweighted, un-collapsed and unadjusted

averages for outcomes from the 2018-19 NCI-AD Adult Consumer Survey Report. Data in
this section illustrate the overall state averages for all responses- including percentages of
“don’t know” and “unclear” and should not be used for comparison purposes.

To read more about weighting, collapsing data and risk adjustment see the Data Analysis
section in this report.

Please visit the NCI-AD website for national and state outcomes and comparisons.


https://nci-ad.org/resources/reports/
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Community Participation

Table B1. Proportion of people who are as active in the community as they would like to be

No Sometimes Yes Don’t Know Unclear/Refused/No Response N
AL 54% 3% 43% 0% 0% 165
co 48% 12% 39% 1% 1% 668
GA 25% 9% 62% 1% 2% 692
IN 41% 6% 53% 1% 0% 1558
KS 23% 15% 61% 1% 0% 358
MN 29% 10% 53% 2% 6% 265
MO 44% 8% 47% 1% 0% 2146
NE 32% 17% 48% 1% 1% 601
NJ 47% 12% 39% 1% 0% 554
OH 41% 12% 46% 1% 0% 1158
SD 35% 11% 51% 1% 1% 374
TN 46% 10% 41% 2% 1% 594
uTt 37% 9% 54% 1% 0% 358
VT 33% 6% 55% 2% 3% 339
WA 45% 12% 41% 1% 2% 387
Wi 43% 13% 42% 1% 1% 1969
NCI-AD Sample Average 40% 10% 47% 1% 1% 12186

Table B2. Proportion of people who get to do the things they enjoy outside of their home as much as they want to

No Yes Don’t Know  Unclear/Refused/No Response N
AL 49% 50% 1% 0% 166
co 46% 53% 1% 0% 668
GA 24% 72% 1% 3% 695
IN 34% 64% 1% 1% 1553
KS 26% 71% 2% 1% 356
MN 29% 64% 2% 5% 265
Mo 37% 61% 1% 0% 2146
NE 39% 58% 2% 1% 597
NJ 39% 59% 1% 1% 553
OH 39% 60% 0% 0% 1147
SD 35% 62% 2% 1% 373
TN 42% 55% 2% 1% 591
uT 29% 67% 3% 1% 354
VT 36% 55% 3% 6% 340
WA 43% 55% 1% 1% 385
wi 41% 56% 2% 1% 1970
NCI-AD Sample Average 37% 60% 1% 1% 12159

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 27
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Choice and Decision-Making

Table B3. Proportion of people who are able to choose their roommate (if in group setting® and have roommates)

No Yes Don’t Know Unclear/Refused/No Response N

AL 81% 14% 5% 0% 21
co 71% 24% 4% 1% 68
GA 50% 0% 0% 50% 2
IN 57% 31% 11% 0% 468
KS 22% 67% 11% 0% 9
MN 50% 32% 11% 7% 28
MO 67% 28% 5% 0% 208
NE 52% 41% 4% 3% 170
NJ 72% 18% 8% 1% 83
OH 48% 48% 4% 0% 27
SD 65% 21% 12% 3% 34
TN 72% 21% 5% 2% 205
uTt 48% 41% 11% 0% 94
VT 62% 28% 7% 4% 195
WA 73% 22% 5% 0% 59
wi 77% 18% 5% 1% 196
NCI-AD Sample Average 63% 28% 7% 1% 1867

o evr SO e Mo oo e
AL 4% 4% 92% 0% 1% 166
co 2% 3% 94% 0% 0% 668
GA 1% 5% 93% 1% 1% 690
IN 2% 4% 94% 0% 0% 1552
KS 0% 3% 96% 0% 0% 354
MN 4% 14% 79% 1% 3% 265
MO 3% 3% 94% 0% 0% 2144
NE 3% 9% 88% 0% 0% 594
NJ 3% 12% 84% 0% 0% 553
OH 1% 4% 95% 0% 0% 1153
SD 0% 2% 97% 0% 0% 372
TN 9% 10% 81% 0% 0% 589
uT 7% 10% 83% 0% 0% 360
VT 7% 12% 78% 0% 2% 338
WA 4% 6% 89% 0% 0% 385
wi 3% 8% 89% 0% 1% 1959
NCI-AD Sample Average 3% 6% 91% 0% 0% 12142

3 Group/adult family/foster/host home, assisted living/residential care facility, nursing facility/nursing home

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 28
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Table B5. Proportion of people who can eat their meals when they want to

No, Some Days, Yes, Always, or N/A-Unable to EatDue Don’t Unclear/Refused/

Never Sometimes  Almost Always to Medical Condition Know No Response N
AL 4% 6% 89% 0% 1% 0% 166
co 10% 7% 84% 0% 0% 0% 668
GA 1% 2% 96% 0% 0% 1% 693
IN 14% 3% 82% 0% 0% 0% 1552
KS 2% 4% 94% 0% 0% 0% 356
MN 7% 14% 76% 0% 0% 3% 262
MO 7% 4% 88% 0% 0% 0% 2142
NE 27% 20% 49% 2% 0% 2% 598
NJ 6% 9% 85% 0% 0% 0% 555
OH 8% 6% 85% 0% 0% 0% 1155
SD 9% 10% 80% 0% 0% 0% 373
TN 10% 9% 79% 1% 0% 0% 591
uTt 16% 14% 69% 1% 0% 0% 357
VT 52% 14% 29% 0% 1% 3% 336
WA 21% 6% 72% 0% 0% 0% 387
Wi 16% 7% 76% 0% 0% 1% 1956
NCI-AD Sample Average 12% 7% 80% 0% 0% 1% 12147

e nMotwa  malwas P Ul
AL 44% 24% 28% 4% 0% 25
co 10% 19% 69% 2% 0% 162
GA 33% 0% 33% 0% 33% 3
IN 4% 6% 87% 3% 0% 648
KS 2% 7% 88% 0% 2% 41
MN 3% 9% 81% 2% 6% 114
MO 16% 16% 64% 3% 0% 323
NE 4% 20% 71% 5% 1% 327
NJ 17% 45% 34% 3% 1% 130
OH 3% 10% 87% 1% 0% 252
SD 1% 22% 76% 1% 0% 92
TN 20% 35% 42% 2% 1% 242
uTt 6% 18% 74% 2% 0% 242
VT 12% 25% 58% 2% 4% 339
WA 12% 17% 67% 4% 0% 137
Wi 12% 26% 59% 2% 1% 638
NCI-AD Sample Average 9% 19% 68% 2% 1% 3715

4 Group/adult family/foster/host home, assisted living/residential care facility, nursing facility/nursing home

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 29
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Relationships

Table B7. Proportion of people who are able to see or talk to their friends and family when they want to (if there are

friends and family who do not live with them)

No, or Most of the Time, Usually, or Yes, Always, or Don’t Unclear/Refused/

Rarely Some Family and/or Friends Chooses Not To Know No Response N
AL 5% 4% 91% 0% 0% 188
co 6% 13% 80% 0% 0% 617
GA 1% 6% 92% 0% 1% 681
IN 2% 3% 95% 0% 0% 1122
KS 3% 6% 90% 0% 1% 374
MN 4% 10% 84% 0% 3% 274
MO 4% 9% 87% 0% 0% 2065
NE 4% 14% 79% 0% 2% 536
NJ 2% 9% 87% 1% 2% 550
OH 1% 4% 95% 0% 0% 1183
SD 3% 9% 88% 0% 0% 345
TN 6% 15% 78% 0% 2% 525
uTt 6% 10% 84% 0% 0% 329
VT 7% 16% 76% 1% 1% 330
WA 8% 16% 76% 0% 0% 330
wi 1% 10% 86% 0% 0% 1937
Zf:r’::esamp'e 3% 9% 87% 0% 1% 11386

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 30
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Satisfaction
o IS o U
AL 9% 4% 87% 0% 1% 209
co 9% 15% 75% 0% 1% 696
GA 1% 2% 95% 0% 1% 815
IN 8% 9% 82% 1% 1% 1293
KS 10% 8% 79% 1% 2% 397
MN 6% 6% 62% 1% 26% 400
MO 8% 9% 78% 1% 4% 2366
NE 6% 12% 58% 1% 22% 797
NJ 7% 8% 72% 1% 12% 737
OH 7% 8% 79% 1% 5% 1333
sD 6% 12% 81% 0% 1% 378
N 7% 9% 64% 4% 15% 775
uT 6% 12% 81% 0% 1% 377
VT 8% 16% 63% 1% 12% 426
WA 15% 10% 64% 0% 10% 442
wi 9% 14% 74% 0% 2% 2152
Zf:r’::esamp'e 8% 10% 75% 1% 6% 13593
No Maybe Yes Un;l::Zste::::d/ N
AL 68% 1% 30% 0% 208
co 53% 10% 36% 2% 696
GA 91% 3% 4% 2% 809
IN 73% 4% 21% 1% 1294
Ks 70% 8% 20% 2% 396
MN 44% 10% 17% 30% 400
MO 62% 5% 29% 4% 2366
NE 52% 5% 20% 23% 798
NJ 63% 6% 14% 17% 728
OH 65% 8% 21% 6% 1336
sD 74% 6% 18% 2% 376
N 51% 8% 19% 21% 781
uT 66% 8% 26% 0% 360
VT 51% 6% 27% 15% 426
WA 54% 5% 31% 10% 437
wi 60% 8% 29% 4% 2152
NCI-AD Sample Average 63% 6% 23% 7% 13563

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 31
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Table B10. Proportion of people who like how they spend their time during the day

No, Never Some Days, Yes, Always, or Don’t Know Unclear/Refused/ N
Sometimes Almost Always No Response
AL 15% 17% 68% 0% 0% 163
co 10% 35% 54% 0% 0% 668
GA 4% 20% 72% 1% 3% 689
IN 10% 22% 68% 0% 0% 1525
KS 6% 30% 63% 1% 0% 353
MN 6% 30% 60% 0% 4% 265
MO 10% 27% 62% 0% 0% 2144
NE 4% 34% 61% 0% 1% 593
NJ 7% 39% 53% 1% 0% 547
OH 10% 32% 57% 0% 0% 1144
SD 5% 27% 68% 0% 0% 370
TN 8% 36% 55% 0% 0% 585
uTt 8% 35% 57% 0% 0% 350
VT 9% 31% 56% 1% 3% 338
WA 15% 32% 53% 0% 1% 383
wi 10% 38% 52% 0% 1% 1959
Zf;'g'g’esamp'e 9% 31% 60% 0% 1% 12076

Table B11. Proportion of people whose paid support staff change too often

No Some, or Yes N/A - Paid Support Don’t Unclear/Refused/ N
Sometimes Staff is Live-in Know No Response

AL 72% 8% 15% 4% 1% 0% 118
co 58% 17% 25% 0% 0% 0% 440
GA 52% 31% 13% 0% 0% 4% 71
IN 59% 13% 26% 0% 1% 0% 915
KS 78% 8% 10% 2% 1% 0% 274
MN 53% 23% 19% 0% 2% 3% 173
MO 71% 8% 12% 8% 1% 0% 1418
NE 51% 32% 13% 1% 2% 1% 468
NJ 70% 14% 10% 4% 1% 0% 355
OH 64% 17% 17% 1% 1% 0% 898
SD 74% 10% 15% 0% 1% 0% 304
TN 59% 14% 25% 0% 1% 1% 425
uTt 44% 27% 26% 1% 2% 0% 248
VT 52% 21% 20% 0% 4% 3% 260
WA 60% 8% 12% 18% 0% 1% 315
wi 55% 15% 17% 12% 1% 1% 1398
Zf;'gzesam"'e 61% 15% 17% 5% 1% 1% 8080

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 32
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Table B12. Proportion of people whose paid support staff do things the way they want them done

No, Never Some, or Yes, All Paid Support Staff, Don’t Unclear/Refused/

or Rarely Usually Always or Almost Always Know No Response N
AL 3% 13% 84% 0% 0% 117
co 4% 22% 74% 1% 0% 456
GA 6% 17% 74% 0% 3% 70
IN 4% 17% 78% 0% 0% 917
KS 1% 8% 90% 0% 0% 273
MN 5% 20% 72% 1% 3% 187
MO 4% 13% 83% 0% 0% 1418
NE 3% 22% 74% 0% 0% 470
NJ 3% 18% 79% 0% 0% 353
OH 3% 17% 79% 0% 0% 897
SD 1% 20% 79% 0% 0% 304
TN 3% 10% 86% 0% 1% 427
uT 2% 22% 76% 0% 0% 243
VT 5% 28% 63% 1% 3% 274
WA 7% 17% 76% 0% 0% 315
Wi 4% 20% 75% 0% 1% 1398
Zf;'gzesa"‘"'e 4% 18% 78% 0% 1% 8119

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 33
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Service Coordination

Table B13. Proportion of people who know whom to contact if they want to make changes to their services

No Maybe, Not Sure Yes Unclear/Refused/No Response N
AL 9% 6% 85% 0% 159
co 11% 8% 81% 1% 622
GA 19% 25% 55% 1% 653
IN 20% 8% 71% 0% 1412
KS 1% 12% 86% 1% 341
MN 5% 6% 80% 8% 265
MO 13% 7% 80% 1% 2076
NE 11% 16% 71% 2% 572
NJ 7% 13% 80% 1% 543
OH 6% 7% 86% 0% 1154
SD 7% 8% 85% 1% 356
TN 11% 8% 80% 1% 584
uTt 4% 15% 81% 1% 355
VT 16% 10% 71% 3% 343
WA 11% 11% 77% 1% 382
wi 7% 11% 81% 1% 1950
NCI-AD Sample Average 11% 10% 78% 1% 11767

Table B14. Proportion of people who know whom to contact if they need help with services or have a complaint®

No Maybe, Not Sure Yes Unclear/Refused/No Response N

AL 9% 7% 83% 1% 157
co 14% 9% 76% 0% 623
GA 13% 29% 57% 1% 645
IN 17% 8% 75% 0% 1393
KS 2% 10% 86% 2% 339
MN 6% 7% 81% 6% 265
MO 17% 6% 77% 0% 2076
NE 7% 14% 78% 1% 567
NJ 8% 11% 80% 1% 533
OH 9% 7% 84% 0% 1137
SD 8% 9% 82% 1% 354
TN 10% 9% 80% 1% 570
uT 6% 9% 84% 1% 347
VT 13% 8% 78% 2% 343
WA 16% 9% 73% 2% 377
wi 8% 9% 81% 1% 1952
NCI-AD Sample Average 12% 9% 78% 1% 11678

5 New item added in 2018-2019.

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 34




NCI-AD Adult Consumer Survey 2018-2019 National Results: Part 2

Table B15. Proportion of people who can reach their case manager/care coordinator when they need to (if know they

have a case manager/care coordinator)
No, or Only Most of the Don’t Unclear/Refused/

Sometimes Time, Usually e by Know No Response b
AL 7% 7% 84% 2% 0% 179
co 8% 18% 72% 2% 0% 568
GA 2% 20% 75% 3% 0% 251
IN 5% 9% 83% 3% 0% 983
KS 5% 13% 80% 2% 0% 358
MN 8% 13% 76% 2% 1% 378
MO 7% 9% 80% 3% 0% 1306
NE 6% 31% 62% 1% 0% 453
NJ 6% 15% 72% 6% 0% 639
OH 6% 10% 81% 4% 0% 1232
SD 4% 6% 88% 2% 0% 281
TN 5% 10% 82% 3% 0% 594
uTt 6% 10% 82% 2% 0% 302
VT 4% 13% 79% 3% 2% 242
WA 13% 15% 68% 3% 1% 395
Wi 6% 15% 77% 2% 0% 1815
NCI-AD Sample Average 6% 13% 78% 3% 0% 9976

Table B16. Proportion of people whose paid support staff show up and leave when they are supposed to

Yes, All Pai r N/A - Pai nclear,
oyever | someyor | YL RSO | opertsart | DM | ey |
Almost Always Is Live-in No Response

AL 4% 8% 83% 5% 0% 0% 156
co 3% 14% 77% 4% 1% 1% 468
GA 4% 23% 72% 1% 0% 0% 92

IN 5% 11% 82% 0% 1% 0% 970
KS 2% 8% 88% 2% 0% 0% 292
MN 2% 15% 72% 6% 3% 1% 226
MO 3% 6% 81% 9% 1% 1% 1511
NE 3% 16% 76% 1% 3% 1% 580
NJ 1% 12% 83% 3% 1% 0% 473
OH 3% 12% 83% 1% 1% 0% 974
SD 0% 5% 95% 0% 0% 0% 312
TN 3% 7% 87% 0% 1% 1% 548
uTt 2% 18% 79% 1% 0% 0% 262
VT 1% 15% 70% 6% 6% 3% 310
WA 2% 8% 68% 21% 1% 1% 355
wi 4% 15% 65% 13% 2% 1% 1487
NCI-AD Sample Average 3% 11% 78% 6% 1% 1% 9016

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 35
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Table B17. Proportion of people who have an emergency plan in place

No Yes Don’t Know  Unclear/Refused/No Response N
AL 24% 74% 1% 0% 215
co 47% 46% 5% 1% 695
GA 38% 56% 1% 1% 833
IN 27% 69% 2% 1% 1669
KS 6% 93% 1% 1% 392
MN 12% 82% 5% 1% 399
MO 26% 71% 4% 0% 2363
NE 6% 83% 10% 1% 853
NJ 19% 70% 11% 1% 746
OH 23% 68% 9% 0% 1346
SD 17% 77% 5% 1% 390
TN 16% 75% 9% 1% 807
uT 19% 68% 13% 1% 380
VT 11% 64% 23% 2% 423
WA 28% 66% 6% 0% 446
wi 24% 66% 9% 1% 2138
NCI-AD Sample Average 23% 69% 7% 1% 14095

Table B18. Proportion of people who want help planning for future changes in their service needs

No Yes Don’t Know Unclear/Refused/ N
No Response
AL 37% 55% 7% 0% 166
co 37% 56% 6% 1% 667
GA 15% 70% 13% 2% 689
IN 50% 42% 7% 0% 1549
KS 31% 58% 8% 3% 355
MN 42% 42% 8% 8% 264
MO 43% 49% 6% 1% 2143
NE 25% 61% 12% 3% 584
NJ 27% 62% 9% 2% 554
OH 41% 44% 14% 1% 1156
SD 57% 31% 11% 1% 372
TN 41% 46% 11% 2% 587
uT 42% 46% 11% 1% 358
VT 43% 42% 10% 6% 334
WA 43% 52% 4% 2% 386
Wi 35% 47% 16% 1% 1935
:f;’r‘;:esam”'e 39% 49% 10% 2% 12099

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 36
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Table B19. Proportion of people whose long-term care services meet all their current needs and goals

No, Not at All, Yes, Completely,

Needs or Goals S::‘nde g:;:s All Needs and I?::‘; Un:lltie:re/:f::eed/ N
Are Not Met Goals P
AL 8% 14% 78% 0% 0% 208
co 8% 26% 64% 2% 0% 650
GA 2% 27% 69% 1% 0% 812
IN 8% 21% 68% 3% 0% 1511
KS 4% 19% 76% 1% 0% 382
MN 5% 21% 71% 2% 1% 394
MO 8% 22% 68% 1% 0% 2291
NE 6% 28% 64% 1% 1% 825
NJ 3% 22% 74% 1% 1% 739
OH 4% 16% 79% 1% 0% 1335
SD 5% 14% 80% 1% 1% 367
TN 4% 20% 74% 2% 0% 801
uT 2% 18% 75% 3% 1% 373
VT 3% 16% 76% 2% 2% 413
WA 9% 23% 66% 1% 0% 441
Wi 6% 24% 69% 1% 1% 2073
NCI-AD Sample Average 6% 22% 71% 1% 1% 13615

Table B20. Proportion of people whose case manager/care coordinator talked to them about services that might help with

their unmet needs and goals (if have unmet needs and goals and know they have a case manager/care coordinator)
Unclear/Refused/

No Yes Don’t Know No Response N
AL 36% 62% 2% 0% 42
co 42% 54% 4% 0% 188
GA 40% 55% 5% 0% 83
IN 45% 51% 4% 0% 318
KS 26% 65% 6% 2% 84
MN 28% 63% 6% 3% 100
MO 46% 50% 3% 1% 349
NE 62% 31% 7% 0% 143
NJ 38% 54% 7% 1% 151
OH 38% 55% 6% 0% 248
SD 20% 67% 9% 4% 54
TN 25% 69% 6% 1% 156
uT 33% 56% 10% 2% 63
VT 31% 57% 7% 5% 42
WA 49% 46% 1% 1% 135
Wi 35% 59% 6% 1% 519
NCI-AD Sample Average 39% 55% 5% 1% 2675

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 37
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Table B21. Proportion of people who have a backup plan if their paid support staff do not show up

oo v Mmoo
AL 31% 64% 4% 0% 0% 156
co 31% 62% 0% 6% 1% 451
GA 42% 52% 1% 4% 0% 92
IN 47% 51% 0% 2% 0% 921
KS 10% 85% 2% 2% 0% 295
MN 17% 76% 0% 4% 2% 212
MO 29% 58% 10% 2% 0% 1510
NE 37% 50% 3% 7% 2% 580
NJ 15% 72% 5% 7% 1% 482
OH 16% 77% 1% 6% 0% 974
SD 28% 62% 0% 8% 2% 312
TN 19% 74% 0% 5% 2% 545
uT 16% 70% 7% 7% 1% 260
VT 5% 77% 0% 12% 5% 292
WA 26% 49% 23% 1% 1% 359
wi 27% 52% 13% 7% 1% 1487
NCI-AD Sample Average 26% 62% 6% 5% 1% 8928

Table B22. Proportion of people who receive information about their services in the language they prefer (if non-

English)S,”

No Some Info All Info Don’t Know Unclear/Refused/No Response N
AL 0% 5% 95% 0% 0% 38
co 9% 4% 85% 1% 1% 148
GA 0% 1% 99% 0% 0% 541
IN 2% 1% 96% 1% 0% 333
KS 9% 1% 89% 1% 0% 166
MN 0% 6% 83% 6% 6% 54
MO 7% 3% 87% 1% 1% 303
NE 2% 19% 74% 4% 1% 115
NJ 16% 13% 69% 1% 0% 462
OH 6% 3% 90% 0% 0% 430
SD 3% 6% 87% 3% 0% 31
TN 5% 2% 87% 3% 2% 295
uT 5% 4% 90% 1% 0% 79
VT 10% 3% 86% 0% 0% 29
WA 1% 9% 88% 0% 1% 76
wi 11% 6% 79% 2% 1% 291
NCI-AD Sample Average 6% 5% 87% 1% 1% 3391

6 CAUTION: States varied in degree and types of accommodations offered to non-English-speaking participants
7 Item previously reported in the “Access” domain.

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 38
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Care Coordination

Table B23. Proportion of people who stayed overnight in a hospital or rehabilitation facility in the past year (and were

discharged to go home or back to where they live)

No Yes Don’t Know Unclear/Refused/ N
No Response
AL 66% 34% 0% 0% 214
co 67% 32% 1% 0% 694
GA 76% 15% 1% 8% 826
IN 68% 31% 1% 0% 1662
KS 71% 29% 0% 0% 400
MN 74% 25% 1% 0% 397
MO 65% 35% 1% 0% 2360
NE 65% 34% 1% 0% 840
NJ 70% 28% 2% 0% 742
OH 64% 35% 1% 0% 1344
SD 68% 30% 1% 0% 390
TN 64% 32% 4% 0% 801
ut 65% 33% 2% 0% 377
VT 71% 25% 3% 1% 415
WA 67% 31% 1% 0% 443
wi 64% 35% 1% 0% 2103
NCI-AD Sample Average 67% 31% 1% 1% 14008

Table B24. Proportion of people who felt comfortable and supported enough to go home (or back to where they live)

after being discharged from a hospital or rehabilitation facility in the past year

No In-between Yes ::3: Unl\cll:)e:re/:s::eed/ N

AL 4% 3% 90% 0% 3% 72
co 14% 8% 75% 2% 0% 225
GA 2% 4% 93% 0% 1% 126
IN 6% 4% 89% 1% 0% 511
KS 6% 8% 83% 0% 3% 114
MN 6% 2% 90% 1% 1% 98
MO 9% 6% 85% 0% 0% 815
NE 12% 25% 61% 1% 0% 283
NJ 8% 5% 86% 0% 0% 205
OH 5% 9% 85% 1% 0% 469
SD 6% 7% 87% 0% 0% 118
TN 7% 4% 86% 2% 1% 256
uTt 8% 7% 79% 5% 1% 122
VT 8% 6% 83% 1% 2% 102
WA 10% 5% 84% 1% 0% 137
Wi 7% 7% 84% 1% 1% 730
NCI-AD Sample Average 8% 7% 84% 1% 1% 4383

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 39
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Table B25. Proportion of people who had someone follow up with them after being discharged from a hospital or

rehabilitation facility in the past year
N/A - Didn’t Need or Don’t Unclear/Refused/

e = Want Follow-Up Care Know No Response 3
AL 18% 76% 0% 1% 4% 72
co 21% 73% 1% 4% 0% 225
GA 9% 86% 2% 1% 2% 126
IN 13% 81% 1% 4% 1% 512
KS 20% 74% 1% 1% 4% 114
MN 16% 73% 0% 10% 0% 98
MO 18% 78% 1% 2% 0% 815
NE 18% 67% 1% 14% 0% 280
NJ 14% 75% 1% 9% 0% 205
OH 13% 80% 0% 6% 0% 469
SD 11% 83% 1% 4% 1% 118
TN 13% 81% 0% 5% 1% 258
uT 11% 76% 0% 12% 0% 123
VT 15% 70% 2% 11% 3% 102
WA 15% 77% 0% 7% 0% 136
Wi 12% 82% 1% 4% 1% 730
NCI-AD Sample Average 15% 78% 1% 5% 1% 4383

No In-betwe.e!'l, Some Yes Don’t Unclear/Refused/ N
Conditions Know No Response

AL 20% 5% 76% 0% 0% 200
co 11% 8% 80% 1% 1% 648
GA 6% 6% 86% 1% 1% 802
IN 8% 6% 84% 1% 1% 1543
KS 5% 13% 80% 1% 1% 378
MN 32% 8% 58% 2% 1% 328
MO 10% 5% 83% 1% 1% 2171
NE 26% 16% 56% 2% 1% 810
NJ 16% 11% 71% 2% 0% 732
OH 13% 13% 73% 1% 0% 1295
SD 5% 12% 81% 1% 1% 362
TN 21% 10% 64% 4% 1% 775
uT 12% 10% 73% 4% 1% 346
VT 33% 9% 52% 3% 2% 360
WA 16% 15% 67% 1% 1% 404
wi 12% 16% 70% 2% 1% 1957
NCI-AD Sample Average 13% 10% 74% 2% 1% 13111

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 40
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Table B27. Proportion of people with concerns about falling or being unstable®

No Sometimes Often Don’t Know Unclear/Refused/No Response N
co 49% 10% 41% 0% 0% 214
DE 36% 26% 38% 0% 0% 695
GA 58% 25% 15% 0% 2% 832
IN 42% 17% 41% 0% 0% 1670
KS 39% 27% 34% 0% 0% 402
MN 50% 23% 27% 0% 0% 399
MS 41% 23% 36% 0% 0% 2363
NE 38% 31% 31% 0% 1% 855
NJ 35% 26% 38% 1% 0% 746
NV 46% 19% 35% 0% 0% 1341
OH 37% 32% 30% 0% 0% 391
OR 49% 20% 30% 1% 0% 809
™ 43% 19% 37% 0% 0% 381
> 39% 18% 41% 0% 2% 423
VT 32% 19% 47% 1% 1% 447
wi 38% 26% 36% 0% 1% 2138
NCI-AD Sample Average 42% 23% 35% 0% 0% 14106

Table B28. Proportion of people with concerns about falling or being unstable who had somebody talk to them or

work with them to reduce the risk®

No Yes Don’t Know Unclear/Refused/No Response N
co 25% 75% 0% 0% 110
DE 23% 76% 1% 0% 446
GA 15% 84% 0% 1% 333
IN 23% 76% 1% 0% 961
KS 14% 84% 2% 1% 241
MN 18% 77% 3% 3% 198
MmS 27% 72% 1% 1% 1393
NE 8% 91% 0% 0% 524
NJ 11% 87% 1% 0% 479
NV 17% 82% 1% 0% 729
OH 18% 82% 0% 0% 244
OR 18% 80% 1% 0% 401
™ 14% 81% 5% 0% 217
> 20% 78% 1% 1% 249
VT 21% 78% 1% 0% 297
wi 19% 79% 2% 1% 1316
NCI-AD Sample Average 19% 79% 1% 0% 8138

8 Item previously reported in the “Safety” domain.
9 Item previously reported in the “Safety” domain.

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 41
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Access to Community

Table B29. Proportion of people who have transportation when they want to do things outside of home (non-

medical)*°

N/A — Doesn’t Don’t Unclear/Refused/

b SRl e Want To Know No Response 3

AL 25% 12% 60% 3% 1% 0% 215
co 14% 13% 68% 4% 1% 0% 695
GA 5% 17% 75% 2% 0% 1% 837
IN 16% 7% 73% 2% 1% 0% 1670
KS 4% 15% 77% 3% 1% 0% 398
MN 4% 9% 84% 2% 0% 1% 398
MO 15% 7% 72% 4% 0% 0% 2363
NE 12% 21% 58% 5% 3% 1% 853
NJ 17% 16% 60% 6% 1% 1% 742
OH 11% 13% 74% 2% 1% 0% 1337
SD 11% 15% 70% 3% 0% 1% 387
TN 22% 14% 56% 5% 2% 1% 800
uTt 7% 17% 71% 2% 2% 1% 379
VT 21% 12% 51% 9% 6% 1% 421
WA 16% 11% 67% 4% 1% 0% 446
Wi 15% 11% 66% 7% 2% 0% 2137
NCI-AD Sample Average 14% 12% 68% 4% 1% 1% 14078

Table B30. Proportion of people who have transportation to get to medical appointments when they need to **

N/A - Doesn’t Go Don’t Unclear/Refused/

b1 SUEERE e to Medical Appts Know No Response b
AL 7% 7% 83% 3% 0% 0% 214
co 2% 5% 91% 1% 0% 0% 695
GA 1% 8% 90% 1% 0% 0% 835
IN 5% 5% 81% 8% 1% 0% 1665
KS 1% 4% 94% 2% 0% 0% 400
MN 1% 2% 97% 0% 0% 0% 398
MO 4% 4% 90% 2% 0% 0% 2363
NE 1% 9% 89% 0% 0% 0% 854
NJ 3% 2% 89% 6% 0% 0% 746
OH 1% 3% 94% 1% 1% 0% 1341
SD 1% 4% 95% 1% 0% 0% 391
TN 3% 6% 80% 9% 1% 0% 808
uTt 2% 6% 89% 1% 2% 0% 377
VT 2% 1% 89% 5% 2% 1% 421
WA 2% 4% 92% 2% 0% 1% 444
wi 2% 3% 91% 3% 0% 0% 2137

10 |tem previously reported in the “Access” domain.
11 |tem previously reported in the “Access” domain.

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 42
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NCI-AD Sample Average 2% 4% 89% 3% 0% 0% 14089

Access to Needed Equipment

Table B31. Proportion of people who have, need, need an upgrade or do not need grab bars in the bathroom or

elsewhere in their home?*?

Does Not Has, Doesn’t Has, But Needs, But Don’t Unclear/
Have and Need an Needs an Doesn’t Know Refused/ N
Doesn’t Need Upgrade Upgrade Have No Response
AL 26% 49% 2% 22% 0% 0% 215
co 24% 56% 5% 15% 0% 0% 695
GA 23% 64% 4% 9% 0% 0% 837
IN 8% 78% 3% 10% 0% 0% 1666
KS 15% 68% 3% 14% 0% 0% 401
MN 23% 69% 2% 5% 1% 1% 400
MO 22% 54% 4% 19% 1% 0% 2364
NE 13% 78% 2% 6% 0% 0% 856
NJ 14% 75% 2% 9% 0% 0% 751
OH 15% 70% 4% 11% 0% 0% 1340
SD 9% 82% 2% 7% 0% 0% 391
TN 17% 68% 4% 8% 2% 0% 806
uTt 12% 83% 2% 2% 1% 0% 381
VT 13% 80% 2% 0% 4% 0% 423
WA 11% 70% 8% 10% 0% 0% 449
Wi 11% 72% 3% 13% 0% 0% 2141
NCI-AD Sample Average 16% 69% 3% 11% 1% 0% 14116

Table B32. Proportion of people who have, need, need an upgrade or do not need bathroom modifications (other

than grab bars)*3

Does Not Has, Doesn’t Has, But Needs, But Don't Unclear/
Have and Need an Needs an Doesn’t Know Refused/ N
Doesn’t Need Upgrade Upgrade Have No Response

AL 38% 37% 3% 21% 0% 1% 214
co 48% 31% 4% 16% 1% 0% 695
GA 61% 27% 2% 8% 1% 0% 837
IN 26% 57% 2% 13% 0% 1% 1661
KS 42% 45% 2% 8% 1% 1% 401
MN 36% 51% 3% 8% 1% 1% 400
MO 43% 31% 3% 22% 0% 1% 2364
NE 30% 53% 1% 15% 1% 0% 856
NJ 43% 49% 2% 5% 1% 0% 744
OH 26% 57% 3% 15% 0% 0% 1344
SD 26% 63% 3% 7% 0% 0% 391
TN 28% 57% 2% 9% 3% 1% 803
uTt 28% 59% 3% 7% 2% 1% 381
VT 15% 77% 2% 1% 4% 0% 423
WA 26% 56% 6% 11% 2% 0% 446

12 |tem previously reported in the “Access” domain.
13 Item previously reported in the “Access” domain.

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 43
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Wi 40% 42% 2% 15% 1% 1% 2141
NCI-AD Sample Average 36% 47% 3% 13% 1% 0% 14101
Does Not Has, Doesn’t Has, But Needs, But Don’t Unclear/
Have and Need an Needs an Doesn’t Know Refused/ N
Doesn’t Need Upgrade Upgrade Have No Response

AL 44% 34% 11% 11% 0% 0% 213
co 71% 14% 2% 13% 0% 0% 695
GA 76% 15% 1% 6% 0% 1% 835
IN 49% 39% 4% 7% 0% 0% 1659
KS 75% 18% 2% 5% 0% 0% 400
MN 54% 30% 6% 9% 1% 1% 400
MO 69% 13% 4% 14% 0% 0% 2363
NE 60% 33% 2% 4% 1% 0% 854
NJ 60% 32% 3% 4% 0% 0% 748
OH 60% 29% 4% 6% 0% 0% 1329
SD 76% 16% 1% 7% 0% 0% 389
TN 27% 60% 6% 5% 1% 1% 801
uTt 37% 46% 6% 9% 2% 0% 377
VT 26% 67% 4% 1% 1% 0% 423
WA 51% 26% 6% 15% 2% 0% 443
wi 52% 31% 4% 12% 1% 0% 2141
NCI-AD Sample Average 57% 29% 4% 9% 1% 0% 14070

Table B34. Proportion of people who have, need, need an upgrade or do not need a ramp or stair lift in or outside

their home?®

Does Not Has, Doesn’t Has, But Needs, But Don’t Unclear/
Have and Need an Needs an Doesn’t Know Refused/ N
Doesn’t Need Upgrade Upgrade Have No Response

AL 41% 40% 9% 10% 0% 0% 214
co 71% 18% 2% 9% 0% 0% 695
GA 49% 43% 3% 4% 1% 1% 838
IN 59% 30% 2% 7% 0% 1% 1569
KS 70% 26% 1% 3% 0% 0% 400
MN 58% 36% 3% 4% 0% 0% 400
MO 64% 20% 4% 12% 0% 0% 2363
NE 42% 50% 2% 4% 1% 1% 853
NJ 53% 35% 1% 8% 2% 0% 748
OH 69% 22% 2% 7% 0% 0% 1336
SD 79% 17% 2% 2% 0% 0% 390
TN 41% 49% 3% 5% 1% 2% 800
uTt 55% 37% 1% 3% 2% 2% 382
VT 40% 56% 0% 0% 2% 1% 423
WA 45% 42% 4% 9% 0% 0% 446

14 |tem previously reported in the “Access” domain.
15 |tem previously reported in the “Access” domain.

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 44
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Wi 67% 21% 2% 8% 1% 1% 2140
NCI-AD Sample Average 59% 30% 2% 7% 1% 1% 13997
Table B35. Proportion of people who have, need, need an upgrade or do not need some other home modification(s) ¢

Does Not Has, Doesn’t Has, But Needs, But Don’t Unclear/

Have and Need an Needs an Doesn’t Know Refused/ N

Doesn’t Need Upgrade Upgrade Have No Response

AL 65% 5% 10% 17% 2% 1% 84
co 82% 5% 1% 9% 1% 2% 695
GA 72% 5% 0% 2% 4% 17% 748
IN 77% 11% 1% 6% 2% 2% 291
KS 85% 3% 0% 1% 9% 2% 383
MN 71% 18% 2% 5% 3% 2% 400
MO 84% 5% 1% 8% 1% 1% 2361
NE 58% 22% 5% 9% 1% 5% 393
NJ 56% 19% 1% 3% 13% 8% 454
OH 72% 12% 2% 7% 3% 5% 760
SD 30% 35% 10% 20% 5% 0% 20
TN 46% 7% 2% 4% 17% 25% 503
uTt 73% 18% 2% 2% 5% 1% 258
VT 87% 7% 1% 2% 3% 0% 423
WA 69% 7% 3% 18% 2% 1% 235
Wi 86% 5% 1% 4% 3% 1% 2140
NCI-AD Sample Average 77% 8% 1% 6% 4% 4% 10148
Table B36. Proportion of people who have, need, need an upgrade or do not need a walker'’

Does Not Has, Doesn’t Has, But Needs, But Don’t Unclear/

Have and Need an Needs an Doesn’t Know Refused/ N

Doesn’t Need Upgrade Upgrade Have No Response

AL 50% 42% 4% 4% 0% 0% 216
co 51% 36% 9% 4% 0% 0% 694
GA 25% 66% 6% 2% 0% 0% 823
IN 36% 54% 6% 4% 0% 0% 1660
KS 36% 61% 2% 1% 0% 0% 399
MN 68% 28% 3% 1% 1% 0% 398
MO 47% 41% 7% 5% 0% 0% 2363
NE 48% 47% 2% 0% 2% 0% 854
NJ 39% 56% 3% 2% 0% 0% 743
OH 32% 61% 5% 3% 0% 0% 1338
SD 30% 65% 4% 1% 0% 0% 389
TN 47% 47% 2% 2% 0% 0% 801
uTt 42% 51% 5% 2% 0% 0% 379
VT 36% 60% 2% 0% 0% 0% 420
WA 39% 44% 13% 4% 0% 0% 437

16 |tem previously reported in the “Access” domain.
17 Item previously reported in the “Access” domain.

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 45
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Wi 32% 57% 8% 3% 0% 0% 2133
NCI-AD Sample Average 40% 51% 6% 3% 0% 0% 14047
Table B37. Proportion of people who have, need, need an upgrade or do not need a scooter®

Does Not Has, Doesn’t Has, But Needs, But Don’t Unclear/

Have and Need an Needs an Doesn’t Know Refused/ N

Doesn’t Need Upgrade Upgrade Have No Response

AL 80% 5% 2% 14% 0% 0% 214
co 79% 4% 1% 15% 1% 0% 694
GA 79% 9% 1% 9% 1% 1% 824
IN 81% 7% 2% 10% 0% 0% 1660
KS 88% 5% 2% 1% 1% 1% 399
MN 88% 5% 1% 5% 1% 1% 398
MO 77% 4% 2% 17% 0% 0% 2363
NE 86% 7% 1% 4% 1% 0% 855
NJ 91% 5% 1% 3% 0% 0% 744
OH 86% 7% 1% 6% 0% 0% 1338
SD 87% 6% 1% 6% 1% 0% 386
TN 81% 10% 2% 6% 1% 1% 792
uT 89% 5% 1% 5% 0% 0% 378
VT 95% 2% 0% 3% 0% 0% 420
WA 77% 5% 4% 14% 0% 0% 444
Wi 76% 7% 2% 15% 0% 0% 2133
NCI-AD Sample Average 82% 6% 2% 10% 0% 0% 14042
Table B38. Proportion of people who have, need, need an upgrade or do not need a wheelchair®®

Does Not Has, Doesn’t Has, But Needs, But Don’t Unclear/

Have and Need an Needs an Doesn’t Know Refused/ N

Doesn’t Need Upgrade Upgrade Have No Response

AL 35% 44% 13% 8% 0% 0% 216
co 71% 18% 5% 5% 0% 0% 694
GA 56% 36% 4% 3% 0% 1% 829
IN 48% 38% 7% 6% 0% 0% 1664
KS 58% 36% 3% 2% 0% 0% 403
MN 44% 43% 10% 3% 0% 0% 398
MO 62% 22% 8% 8% 0% 0% 2363
NE 44% 46% 7% 2% 0% 0% 854
NJ 49% 42% 5% 4% 0% 0% 745
OH 43% 42% 10% 5% 0% 0% 1334
SD 70% 23% 3% 3% 1% 0% 389
TN 20% 66% 11% 3% 0% 0% 803
uT 29% 57% 11% 2% 0% 0% 380
VT 45% 47% 7% 0% 0% 0% 420
WA 53% 30% 9% 6% 0% 0% 448

18 |tem previously reported in the “Access” domain.
19 Item previously reported in the “Access” domain.

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 46
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wi 50% 36% 9% 6% 0% 0% 2133
NCI-AD Sample Average 50% 37% 8% 5% 0% 0% 14073
Table B39. Proportion of people who have, need, need an upgrade or do not need hearing aids?°

Does Not Has, Doesn’t Has, But Needs, But Don’t Unclear/

Have and Need an Needs an Doesn’t Know Refused/ N

Doesn’t Need Upgrade Upgrade Have No Response

AL 86% 0% 2% 9% 2% 0% 216
co 78% 5% 2% 14% 0% 0% 694
GA 72% 16% 1% 8% 1% 2% 827
IN 70% 12% 4% 13% 0% 0% 1663
KS 81% 13% 1% 5% 0% 0% 400
MN 90% 4% 2% 4% 0% 0% 398
MO 77% 6% 3% 13% 1% 0% 2363
NE 75% 16% 4% 5% 0% 0% 847
NJ 77% 13% 3% 6% 1% 0% 741
OH 78% 11% 3% 8% 1% 0% 1338
SD 69% 18% 3% 9% 0% 0% 388
TN 77% 10% 2% 11% 1% 1% 796
uTt 75% 12% 2% 10% 0% 0% 376
VT 72% 14% 5% 9% 0% 0% 420
WA 75% 7% 3% 12% 2% 0% 443
Wi 74% 11% 3% 11% 1% 0% 2133
NCI-AD Sample Average 76% 11% 3% 10% 1% 0% 14043

Does Not Has, Doesn’t Has, But Needs, But Don’t Unclear/

Have and Need an Needs an Doesn’t Know Refused/ N

Doesn’t Need Upgrade Upgrade Have No Response

AL 28% 40% 21% 11% 0% 0% 216
co 18% 39% 33% 10% 0% 0% 694
GA 12% 66% 15% 4% 0% 2% 826
IN 18% 55% 21% 6% 0% 0% 1659
KS 15% 76% 8% 1% 0% 0% 401
MN 44% 44% 11% 1% 0% 1% 398
MO 20% 45% 26% 7% 1% 0% 2363
NE 21% 69% 8% 2% 0% 0% 842
NJ 17% 72% 7% 3% 1% 0% 741
OH 18% 55% 21% 5% 0% 0% 1334
SD 15% 68% 14% 3% 0% 0% 387
TN 31% 45% 12% 11% 1% 1% 797
uTt 24% 53% 17% 5% 1% 0% 380
VT 19% 61% 14% 4% 2% 0% 420

20 |tem previously reported in the “Access” domain.
21 |tem previously reported in the “Access” domain.

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 47
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WA 20% 42% 30% 7% 1% 0% 444
Wi 14% 58% 21% 6% 0% 0% 2132
NCI-AD Sample Average 19% 55% 19% 6% 0% 0% 14034
Does Not Has, Doesn’t Has, But Needs, But Don’t Unclear/
Have and Need an Needs an Doesn’t Know Refused/ N
Doesn’t Need Upgrade Upgrade Have No Response

AL 84% 11% 1% 3% 0% 0% 215
co 76% 14% 3% 6% 1% 0% 694
GA 82% 10% 1% 1% 2% 4% 823
IN 78% 14% 3% 3% 1% 0% 1652
KS 85% 11% 1% 3% 0% 0% 397
MN 85% 10% 3% 2% 0% 1% 398
MO 74% 15% 5% 5% 1% 0% 2363
NE 81% 16% 1% 0% 1% 1% 838
NJ 90% 7% 1% 1% 1% 0% 738
OH 78% 16% 2% 3% 1% 0% 1325
SD 77% 19% 2% 1% 1% 0% 388
TN 81% 12% 1% 2% 2% 2% 784
uTt 78% 17% 1% 1% 2% 0% 372
VT 92% 5% 1% 1% 0% 1% 420
WA 73% 16% 4% 5% 2% 0% 436
Wi 76% 16% 4% 4% 1% 0% 2132
NCI-AD Sample Average 79% 14% 3% 3% 1% 1% 13975

Table B42. Proportion of people who have, need, need an upgrade or do not need a personal emergency response

system?

Does Not Has, Doesn’t Has, But Needs, But Don't Unclear/
Have and Need an Needs an Doesn’t Know Refused/ N
Doesn’t Need Upgrade Upgrade Have No Response

AL 36% 45% 4% 15% 0% 0% 211
co 43% 43% 2% 10% 1% 0% 694
GA 44% 24% 1% 27% 1% 4% 826
IN 31% 53% 3% 13% 1% 0% 1649
KS 35% 58% 1% 5% 1% 0% 400
MN 75% 18% 2% 5% 0% 1% 398
MO 52% 18% 1% 28% 1% 0% 2363
NE 35% 46% 2% 14% 2% 0% 846
NJ 34% 58% 1% 5% 2% 1% 739
OH 23% 69% 3% 4% 0% 0% 1333
SD 30% 59% 1% 8% 1% 1% 390
TN 36% 52% 2% 9% 1% 0% 804
uTt 35% 56% 3% 6% 0% 0% 378
VT 24% 70% 2% 3% 1% 1% 420

22 |tem previously reported in the “Access” domain.
23 |tem previously reported in the “Access” domain.

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 48
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WA 50% 32% 5% 11% 1% 0% 444
Wi 34% 44% 2% 19% 1% 0% 2132
NCI-AD Sample Average 38% 44% 2% 14% 1% 0% 14027
Does Not Has, Doesn’t Has, But Needs, But Don’t Unclear/
Have and Need an Needs an Doesn’t Know Refused/ N
Doesn’t Need Upgrade Upgrade Have No Response

AL 82% 13% 0% 5% 0% 0% 214
co 72% 21% 2% 3% 0% 0% 694
GA 84% 9% 0% 1% 1% 5% 830
IN 80% 15% 2% 2% 1% 0% 1665
KS 84% 14% 1% 2% 0% 0% 400
MN 92% 7% 1% 1% 0% 0% 398
MO 81% 15% 1% 3% 0% 0% 2363
NE 73% 25% 1% 0% 1% 0% 851
NJ 88% 10% 0% 1% 1% 0% 741
OH 79% 18% 1% 1% 0% 0% 1337
SD 78% 20% 1% 1% 1% 0% 387
TN 75% 22% 1% 1% 1% 1% 797
uTt 72% 26% 1% 1% 1% 0% 375
VT 84% 15% 0% 0% 0% 0% 420
WA 83% 12% 2% 3% 1% 0% 446
Wi 84% 12% 1% 2% 0% 0% 2132
NCI-AD Sample Average 81% 16% 1% 2% 1% 0% 14050

Table B44. Proportion of people who have, need, need an upgrade or do not need some other assistive device(s) *

Does Not Has, Doesn’t Has, But Needs, But Don’t Unclear/
Have and Need an Needs an Doesn’t Know Refused/ N
Doesn’t Need Upgrade Upgrade Have No Response

AL 70% 12% 6% 10% 2% 0% 83
co 75% 14% 3% 6% 1% 1% 694
GA 76% 4% 0% 1% 3% 17% 735
IN 51% 38% 4% 3% 2% 2% 305
KS 79% 8% 1% 1% 10% 2% 371
MN 70% 23% 3% 2% 1% 1% 398
MO 68% 22% 4% 5% 1% 0% 2362
NE 61% 28% 4% 2% 1% 4% 493
NJ 51% 26% 2% 3% 11% 7% 486
OH 68% 18% 2% 5% 3% 4% 754
SD 17% 73% 5% 5% 0% 0% 41
TN 48% 7% 2% 2% 15% 26% 492
uT 77% 16% 1% 2% 4% 0% 249
VT 84% 8% 1% 1% 4% 2% 418

24 New item added in 2018-2019.
25 Jtem previously reported in the “Access” domain.

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 49
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WA 62% 16% 9% 12% 2% 0% 247
Wi 79% 14% 2% 3% 1% 0% 2131
NCI-AD Sample Average 70% 17% 3% 4% 3% 4% 10259
Safety
bty | M M| gy | Ul |

AL 1% 99% 0% 0% 166
co 6% 93% 1% 0% 669
GA 1% 98% 0% 1% 692
IN 4% 95% 0% 0% 1552
KS 5% 94% 1% 1% 355
MN 3% 94% 0% 3% 266
MO 1% 96% 0% 0% 2146
NE 5% 94% 0% 1% 602
NJ 5% 94% 1% 1% 550
OH 2% 97% 0% 0% 1153
SD 2% 98% 0% 0% 375
TN 3% 97% 0% 0% 590
uT 1% 95% 0% 0% 352
VT 3% 94% 1% 2% 342
WA 9% 90% 0% 1% 381
Wi 4% 95% 0% 1% 1971
NCI-AD Sample Average 4% 95% 0% 1% 12162

Table B46. Proportion of people who feel safe around their paid support staff

No, Not All Paid Support Yes, All Paid Support Don’t Unclear/Refused/ N
Staff, or Not Always Staff, Always Know No Response

AL 3% 97% 0% 0% 118
co 6% 94% 0% 0% 456
GA 1% 99% 0% 0% 71
IN 4% 96% 0% 0% 918
KS 0% 100% 0% 0% 274
MN 6% 90% 1% 3% 187
MO 3% 97% 0% 0% 1418
NE 1% 98% 0% 0% 468
NJ 3% 96% 1% 0% 354
OH 4% 96% 0% 0% 901
SD 1% 99% 0% 0% 305
TN 5% 94% 0% 1% 427
uT 6% 93% 1% 0% 246
VT 5% 94% 0% 1% 274

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 50
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WA 4% 96% 0% 0% 316
Wi 5% 94% 0% 0% 1398
NCI-AD Sample Average 4% 96% 0% 0% 8131

Table B47. Proportion of people who are ever worried for the security of their personal belongings

Yes, At Least Unclear/Refused/

b Lol L Sometimes RORtEe No Response N
AL 82% 17% 1% 0% 166
co 66% 33% 1% 0% 669
GA 93% 5% 1% 1% 693
IN 83% 16% 1% 0% 1561
KS 83% 16% 0% 1% 356
MN 75% 18% 2% 5% 266
MO 81% 19% 0% 0% 2146
NE 68% 30% 0% 2% 598
NJ 85% 14% 1% 1% 548
OH 84% 16% 0% 0% 1155
SD 82% 18% 1% 0% 374
TN 81% 18% 0% 1% 594
uTt 73% 26% 1% 0% 357
VT 73% 24% 1% 2% 342
WA 75% 24% 1% 1% 385
Wi 80% 19% 0% 1% 1971
NCI-AD Sample Average 80% 19% 1% 1% 12181

Table B48. Proportion of people whose money was taken or used without their permission in the last 12

months

No Yes Don’t Know Unclear/Refused/ N
No Response
AL 92% 7% 1% 0% 165
co 88% 11% 1% 0% 669
GA 96% 1% 1% 2% 692
IN 92% 6% 1% 0% 1557
KS 92% 4% 2% 1% 358
MN 84% 7% 3% 6% 266
MO 92% 7% 1% 0% 2146
NE 89% 10% 1% 1% 602
NJ 97% 2% 0% 1% 553
OH 92% 6% 1% 0% 1159
SD 94% 6% 1% 0% 374
TN 89% 9% 1% 1% 597
uT 87% 12% 1% 0% 360
VT 89% 7% 2% 2% 342

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 51
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WA 87% 11% 2% 0% 386
Wi 89% 9% 1% 1% 1971
NCI-AD Sample Average 91% 7% 1% 1% 12197

Table B49. Proportion of people who are able to get to safety quickly in case of an emergency like a house fire

No Yes Don’t Know Un;l::Zste::::d/ N
AL 19% 77% 4% 0% 212
co 12% 82% 5% 0% 695
GA 24% 68% 7% 1% 828
IN 11% 84% 5% 0% 1670
KS 10% 80% 8% 2% 397
MN 11% 81% 7% 1% 399
MO 9% 87% 4% 0% 2363
NE 35% 48% 16% 1% 855
NJ 20% 67% 13% 1% 742
OH 9% 81% 9% 0% 1346
SD 11% 80% 7% 1% 389
TN 14% 78% 8% 0% 807
uT 19% 74% 7% 1% 382
VT 11% 79% 9% 1% 423
WA 17% 78% 4% 1% 444
wi 11% 78% 10% 0% 2138
NCI-AD Sample Average 14% 78% 8% 1% 14090

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 52
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Health Care

Table B50. Proportion of people who have gone to the emergency room for any reason in the past year

No Yes Don't Know Wtz S N
No Response

AL 59% 41% 0% 0% 214
co 49% 51% 1% 0% 694
GA 77% 17% 1% 6% 831
IN 60% 39% 1% 0% 1664
KS 58% 42% 0% 0% 401
MN 58% 40% 2% 0% 397
MO 51% 47% 1% 0% 2361
NE 64% 34% 2% 0% 854
NJ 59% 39% 2% 0% 746
OH 50% 49% 1% 0% 1343
SD 60% 38% 2% 0% 390
TN 55% 41% 4% 0% 807
uT 55% 44% 1% 0% 381
VT 62% 35% 2% 1% 415
WA 48% 51% 1% 0% 449
Wi 51% 48% 1% 0% 2104
NCI-AD Sample Average 56% 42% 1% 1% 14051

No Yes Don't Know Wtz S N

No Response

AL 80% 20% 0% 0% 87
co 68% 31% 1% 0% 352
GA 81% 19% 0% 0% 140
IN 72% 28% 1% 0% 641
KS 65% 35% 0% 0% 168
MN 77% 23% 1% 0% 158
MO 73% 27% 0% 0% 1117
NE 65% 34% 0% 0% 287
NJ 65% 33% 2% 0% 293
OH 74% 26% 0% 0% 652
SD 67% 33% 0% 1% 147
TN 66% 29% 3% 2% 329
uT 64% 33% 2% 0% 166
VT 63% 34% 1% 1% 145
WA 66% 32% 1% 0% 229
Wi 68% 31% 1% 0% 1001
NCI-AD Sample Average 70% 29% 1% 0% 5912

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 53




NCI-AD Adult Consumer Survey 2018-2019 National Results: Part 2

Table B52. Proportion of people whose emergency room visit in the past year was due to tooth or mouth pain

No Yes Don't Know Un;l:;lZste::::d/ N

AL 100% 0% 0% 0% 87

co 94% 6% 0% 0% 352

GA 95% 4% 0% 1% 137
IN 98% 1% 0% 0% 641
KS 96% 4% 0% 0% 167
MN 99% 1% 1% 0% 158
MO 95% 4% 0% 0% 1117
NE 99% 1% 0% 0% 282
NJ 97% 0% 2% 0% 288
OH 98% 2% 0% 0% 649
SD 99% 1% 0% 0% 147
TN 92% 3% 3% 2% 328
uTt 97% 2% 1% 0% 166
vT 97% 2% 1% 1% 145
WA 96% 3% 2% 0% 230
Wi 97% 2% 1% 0% 1001
NCI-AD Sample Average 96% 3% 1% 0% 5895

Table B53. Proportion of people whose emergency room visit in the past year was due to being unable to see their

primary care doctor when they needed to%®

No Yes Don't Know Unclear/Refused/ N
No Response
AL 94% 6% 0% 0% 87
co 83% 16% 1% 0% 352
GA 91% 7% 0% 1% 138
IN 94% 5% 1% 0% 639
KS 95% 4% 1% 0% 164
MN 92% 8% 1% 0% 158
MO 90% 10% 0% 0% 1117
NE 94% 5% 1% 0% 282
NJ 93% 4% 2% 1% 289
OH 96% 4% 0% 0% 653
SD 93% 7% 0% 0% 147
TN 90% 5% 3% 2% 333
uT 93% 5% 2% 0% 163
VT 94% 3% 2% 1% 145
WA 89% 8% 2% 0% 228
wi 90% 9% 1% 1% 1001
NCI-AD Sample Average 91% 7% 1% 0% 5896

26 New item added in 2018-2019.

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 54
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Table B54. Proportion of people who can get an appointment to see their primary care doctor when they need to

B |Gy | e | [
AL 3% 6% 88% 1% 2% 0% 209
co 7% 14% 76% 2% 1% 1% 694
GA 1% 11% 87% 0% 0% 0% 827
IN 6% 7% 83% 2% 2% 0% 1659
KS 2% 10% 88% 1% 0% 0% 394
MN 3% 11% 85% 0% 0% 0% 397
MO 5% 9% 83% 1% 1% 0% 2361
NE 1% 23% 73% 0% 2% 1% 847
NJ 2% 14% 82% 1% 1% 0% 744
OH 2% 11% 85% 0% 1% 0% 1338
sD 3% 12% 85% 0% 1% 0% 390
™ 3% 11% 83% 1% 2% 0% 805
uT 3% 14% 79% 2% 2% 0% 378
T 5% 9% 78% 3% 4% 1% 415
WA 7% 14% 77% 1% 0% 0% 444
wi 5% 16% 75% 1% 2% 0% 2105
Zf;'izesam"'e 4% 12% 81% 1% 1% 0% 14007

Table B55. Proportion of people feeling sad or depressed who have talked to someone about it in the past 12

months

No Yes Don’t Know e e e e N
No Response

AL 43% 56% 0% 1% 81
co 19% 81% 1% 0% 388
GA 32% 67% 1% 1% 195
IN 27% 73% 0% 0% 626
KS 26% 72% 1% 1% 174
MN 22% 75% 2% 2% 115
MO 26% 73% 0% 0% 1154
NE 40% 60% 0% 1% 273
NJ 35% 63% 2% 0% 236
OH 26% 74% 0% 0% 601
SD 28% 71% 1% 1% 160
TN 36% 61% 2% 1% 244
uT 41% 58% 0% 1% 157
VT 51% 49% 0% 0% 140
WA 19% 80% 0% 0% 223
Wi 31% 68% 1% 0% 1041
NCI-AD Sample Average 29% 70% 0% 0% 5808

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 55
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Table B56. Proportion of people who have had a physical exam or wellness visit in the past year

W v st b et
AL 21% 79% 0% 0% 0% 214
co 26% 72% 0% 2% 0% 694
GA 9% 83% 0% 2% 5% 830
IN 20% 78% 1% 2% 0% 1666
KS 15% 83% 0% 1% 0% 401
MN 7% 90% 1% 3% 0% 397
MO 19% 78% 0% 2% 0% 2360
NE 10% 87% 1% 2% 0% 849
NJ 9% 87% 2% 2% 0% 742
OH 12% 85% 1% 2% 0% 1342
SD 12% 84% 1% 2% 0% 391
TN 17% 76% 1% 5% 0% 804
uT 23% 73% 1% 3% 0% 381
VT 17% 73% 0% 9% 1% 415
WA 19% 77% 0% 3% 1% 447
wi 13% 83% 0% 3% 0% 2102
NCI-AD Sample Average 16% 81% 1% 3% 1% 14035

Table B57. Proportion of people who have had a hearing exam in the past year

= S
AL 81% 18% 0% 1% 0% 216
co 80% 19% 0% 1% 0% 694
GA 41% 52% 0% 2% 6% 826
IN 63% 35% 0% 1% 0% 1665
KS 80% 19% 0% 1% 0% 403
MN 65% 25% 2% 8% 0% 397
Mo 72% 26% 0% 2% 0% 2360
NE 58% 34% 4% 4% 0% 847
NJ 53% 42% 0% 5% 0% 741
OH 74% 23% 0% 2% 0% 1339
SD 69% 28% 0% 3% 0% 391
TN 62% 27% 1% 10% 1% 806
uT 68% 30% 1% 2% 0% 376
VT 68% 20% 0% 11% 1% 415
WA 71% 25% 0% 3% 0% 448
wi 69% 27% 1% 3% 0% 2102
NCI-AD Sample Average 67% 29% 1% 3% 1% 14026

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 56
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Table B58. Proportion of people who have had a vision exam in the past year

N/A (e.g. Not Don't Unclear/Refused/

No Yes Recommended) Know No Response N
AL 57% 41% 0% 2% 0% 216
co 49% 50% 0% 1% 0% 694
GA 32% 60% 0% 2% 5% 823
IN 36% 62% 0% 1% 0% 1663
KS 42% 57% 0% 1% 0% 402
MN 36% 54% 3% 7% 0% 397
MO 41% 57% 1% 1% 0% 2360
NE 28% 66% 2% 4% 0% 850
NJ 25% 70% 0% 4% 0% 744
OH 41% 57% 0% 2% 0% 1345
SD 34% 66% 0% 0% 0% 389
TN 48% 43% 0% 8% 0% 804
uTt 43% 54% 1% 2% 0% 379
VT 47% 45% 0% 7% 1% 415
WA 43% 55% 0% 2% 1% 445
Wi 34% 64% 0% 2% 0% 2102
NCI-AD Sample Average 38% 58% 1% 2% 1% 14028

Table B59. Proportion of people who have had a flu shot in the past year

oo e el e e
AL 37% 61% 0% 2% 0% 216
co 28% 69% 0% 2% 0% 694
GA 21% 73% 1% 3% 3% 822
IN 21% 75% 2% 2% 0% 1656
KS 29% 69% 0% 1% 0% 398
MN 19% 75% 3% 3% 0% 397
MO 30% 67% 1% 1% 0% 2360
NE 11% 85% 2% 2% 0% 846
NJ 17% 80% 0% 2% 1% 743
OH 33% 66% 0% 1% 0% 1340
SD 15% 84% 0% 1% 0% 391
TN 27% 67% 0% 5% 1% 807
uTt 23% 74% 1% 2% 1% 379
VT 12% 84% 0% 3% 1% 415
WA 29% 67% 0% 3% 1% 447
Wi 20% 76% 1% 1% 1% 2102
NCI-AD Sample Average 24% 73% 1% 2% 1% 14013

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 57




NCI-AD Adult Consumer Survey 2018-2019 National Results: Part 2

Table B60. Proportion of people who have had a dental visit in the past year

N/A (e.g. Not Don't Unclear/Refused/

No Yes Recommended) Know No Response N
AL 67% 30% 2% 1% 0% 215
co 46% 53% 1% 1% 0% 694
GA 54% 37% 0% 3% 6% 823
IN 54% 42% 2% 1% 0% 1661
KS 73% 25% 1% 1% 0% 398
MN 20% 77% 2% 1% 0% 397
MO 60% 36% 3% 1% 0% 2360
NE 35% 61% 1% 3% 0% 850
NJ 42% 52% 1% 4% 0% 744
OH 64% 35% 0% 1% 0% 1337
SD 52% 47% 0% 1% 0% 389
TN 64% 28% 0% 7% 1% 803
uTt 47% 51% 1% 1% 0% 379
VT 52% 39% 2% 5% 1% 415
WA 51% 41% 5% 2% 0% 443
Wi 50% 46% 1% 2% 0% 2102
NCI-AD Sample Average 53% 43% 1% 2% 1% 14010

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 58
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Wellness
Poor Fair Good gg;‘é Excellent I[(’::\’/: Un;l:;u;/:;e:::zd/ N
AL 12% 32% 38% 12% 6% 0% 0% 213
co 20% 35% 27% 12% 4% 1% 1% 694
GA 9% 41% 40% 5% 0% 3% 2% 837
IN 15% 32% 34% 15% 3% 0% 0% 1668
KS 16% 45% 29% 8% 2% 1% 0% 398
MN 8% 17% 30% 34% 10% 0% 0% 398
MO 20% 37% 28% 9% 5% 0% 0% 2361
NE 14% 32% 36% 14% 3% 0% 0% 851
NJ 20% 42% 26% 8% 3% 0% 0% 744
OH 18% 41% 29% 9% 3% 1% 0% 1346
SD 14% 35% 35% 12% 4% 0% 0% 391
TN 20% 40% 29% 8% 2% 1% 1% 807
uTt 14% 30% 36% 13% 7% 0% 0% 382
VT 6% 26% 32% 25% 9% 0% 1% 418
WA 17% 36% 32% 10% 4% 1% 0% 448
wi 18% 39% 29% 11% 2% 0% 0% 2119
NCI-AD Sample Average 17% 36% 31% 12% 4% 1% 0% 14075

Table B62. Proportion of people whose health was described as having gotten better, staying the same, or getting worse

compared to 12 months ago
Much Somewhat Aboutthe Somewhat Much Don’t  Unclear/Refused/

Worse Worse Same Better Better Know No Response N
AL 4% 15% 52% 12% 17% 0% 0% 214
co 7% 24% 39% 21% 8% 1% 0% 694
GA 3% 20% 63% 10% 1% 2% 2% 834
IN 6% 21% 48% 18% 6% 0% 0% 1667
KS 7% 31% 46% 13% 4% 0% 0% 400
MN 4% 12% 61% 15% 7% 1% 0% 398
MO 9% 25% 44% 14% 8% 0% 0% 2361
NE 7% 19% 50% 17% 6% 0% 0% 857
NJ 7% 23% 49% 14% 6% 1% 0% 746
OH 7% 24% 46% 16% 7% 1% 0% 1346
SD 4% 19% 52% 15% 9% 1% 0% 391
TN 6% 22% 50% 15% 4% 2% 0% 807
uT 7% 25% 46% 13% 9% 0% 0% 381
VT 5% 21% 54% 11% 7% 1% 1% 418
WA 9% 22% 44% 16% 8% 1% 1% 445
wi 7% 25% 44% 15% 6% 1% 1% 2114
NCI-AD Sample Average 7% 23% 48% 15% 7% 1% 0% 14073

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 59
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Table B63. Proportion of people reported to have been forgetting things more often than before in the past 12

months

Unclear/Refused/

No Yes Don’t Know No Response N
AL 61% 37% 2% 0% 210
co 42% 56% 2% 0% 694
GA 61% 31% 4% 4% 826
IN 49% 49% 2% 0% 1649
KS 52% 44% 4% 0% 399
MN 55% 27% 14% 4% 397
MO 45% 52% 3% 1% 2361
NE 54% 42% 3% 1% 849
NJ 45% 49% 4% 1% 740
OH 45% 53% 2% 0% 1346
SD 55% 43% 2% 0% 388
TN 48% 45% 6% 1% 802
uTt 54% 42% 3% 1% 381
VT 38% 57% 4% 1% 417
WA 43% 54% 3% 1% 443
Wi 41% 54% 4% 1% 2110
NCI-AD Sample Average 47% 48% 3% 1% 14012

Table B64. Proportion of people who have discussed their forgetting things more often than before with a doctor

or a nurse

No Yes Don’t Know Unclear/Refused/ N
No Response
AL 55% 44% 1% 0% 82
co 43% 55% 1% 1% 386
GA 20% 76% 3% 0% 271
IN 39% 60% 1% 0% 810
KS 31% 69% 0% 0% 177
MN 32% 61% 5% 2% 108
Mo 44% 55% 1% 0% 1223
NE 25% 73% 2% 0% 365
NJ 27% 69% 2% 1% 371
OH 41% 59% 0% 0% 708
SD 50% 47% 2% 0% 171
TN 31% 68% 1% 1% 364
uT 45% 54% 1% 0% 159
VT 47% 47% 5% 2% 236
WA 38% 59% 2% 1% 238
wi 42% 56% 1% 1% 1136
NCI-AD Sample Average 39% 59% 2% 0% 6805

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 60
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Table B65. Proportion of people who never/almost never, not often, sometimes, or often feel sad or depressed

NSl NotOfien  Someimes  Oten Lov'  Udewfeued/
AL 28% 23% 36% 13% 0% 0% 166
co 19% 22% 35% 23% 0% 1% 668
GA 18% 51% 23% 5% 1% 2% 694
IN 30% 28% 28% 12% 0% 0% 1551
KS 20% 29% 38% 11% 1% 0% 357
MN 25% 24% 28% 16% 2% 6% 264
MO 21% 24% 37% 16% 1% 0% 2144
NE 17% 36% 38% 8% 1% 1% 593
NJ 22% 34% 33% 9% 1% 0% 554
OH 24% 24% 37% 15% 0% 1% 1160
SD 23% 34% 31% 12% 0% 0% 374
TN 20% 36% 28% 12% 2% 1% 593
ut 21% 34% 34% 10% 1% 1% 360
VT 23% 29% 28% 13% 2% 4% 335
WA 13% 26% 36% 22% 1% 2% 388
wi 20% 25% 37% 17% 1% 1% 1943
NCI-AD Sample Average 22% 29% 34% 14% 1% 1% 12144

Table B66. Proportion of people whose hearing was described as poor, fair or good (with hearing aids, if they

wear any)

Poor Fair Good Don’t Unclear/Refused/ N
Know No Response
AL 10% 18% 72% 0% 0% 208
co 12% 25% 63% 0% 0% 694
GA 10% 36% 48% 2% 4% 829
IN 16% 24% 60% 0% 0% 1657
KS 13% 28% 60% 0% 0% 399
MN 4% 16% 80% 0% 0% 397
MO 12% 24% 64% 0% 0% 2361
NE 7% 23% 69% 0% 0% 846
NJ 15% 30% 54% 1% 0% 735
OH 13% 29% 58% 0% 0% 1346
SD 9% 30% 61% 0% 0% 391
TN 19% 30% 49% 1% 1% 808
uT 9% 30% 60% 0% 0% 381
VT 11% 19% 67% 1% 1% 418
WA 13% 29% 57% 0% 0% 444
wi 11% 28% 61% 0% 0% 2113
NCI-AD Sample Average 12% 27% 61% 0% 0% 14027

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 61
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Table B67. Proportion of people whose vision was described as poor, fair or good (with glasses or contacts, if they

wear any)

Poor Fair Good Don’t Unclear/Refused/ N

Know No Response

AL 10% 29% 61% 0% 0% 213
co 21% 34% 45% 0% 0% 694
GA 16% 42% 36% 2% 3% 830
IN 19% 28% 52% 1% 1% 1658
KS 12% 32% 55% 0% 0% 393
MN 13% 19% 64% 2% 2% 397
MO 19% 26% 54% 1% 0% 2361
NE 9% 30% 60% 0% 1% 852
NJ 14% 38% 47% 1% 0% 740
OH 18% 37% 44% 0% 0% 1339
SD 14% 27% 59% 0% 0% 391
TN 24% 38% 35% 2% 1% 803
uT 12% 34% 55% 0% 0% 376
VT 11% 25% 62% 1% 1% 418
WA 18% 30% 50% 1% 1% 440
Wi 14% 34% 51% 0% 0% 2112
NCI-AD Sample Average 17% 32% 50% 1% 1% 14017

Table B68. Proportion of people who have access to healthy foods if they want them?’

No, Never Sometimes Yes, Often N/ At; g:table :2::; U"'thl)e;;ﬁ ﬁiﬁ;seed/ N
AL 7% 4% 87% 0% 0% 0% 214
co 4% 20% 75% 0% 0% 0% 692
GA 2% 22% 75% 0% 0% 1% 836
IN 6% 9% 84% 1% 0% 0% 1666
KS 3% 17% 80% 0% 0% 0% 399
MN 2% 5% 89% 0% 0% 3% 393
MO 5% 12% 83% 0% 0% 0% 2348
NE 4% 20% 68% 4% 0% 3% 856
NJ 2% 12% 85% 1% 0% 0% 748
OH 3% 11% 85% 1% 0% 0% 1347
SD 3% 10% 86% 0% 1% 0% 391
TN 5% 11% 82% 2% 1% 0% 808
uTt 6% 10% 81% 1% 2% 0% 381
VT 3% 11% 82% 0% 2% 1% 417
WA 7% 11% 81% 0% 0% 0% 444
Wi 5% 16% 79% 0% 0% 0% 2111
NCI-AD Sample Average 4% 13% 81% 1% 0% 0% 14051

27 [tem previously reported in the “Everyday Living” domain.

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 62
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Table B69. Proportion of people who take medications that help them feel less sad or depressed

Medications

No
AL 62%
co 40%
GA 71%
IN 53%
KS 61%
MN 54%
MO 52%
NE 58%
NJ 62%
OH 54%
SD 57%
TN 53%
uT 53%
VT 44%
WA 45%
wi 53%
NCI-AD Sample Average 54%

Yes
37%
57%
24%
41%
37%
41%
46%
36%
31%
41%
40%
36%
40%
39%
49%
41%
40%

Don’t Know  Unclear/Refused/No Response

1%
3%
3%
5%
2%
4%
2%
5%
7%
5%
3%
9%
5%
15%
4%
5%
5%

0%
1%
3%
0%
0%
2%
0%
1%
1%
0%
0%
2%
1%
2%
2%
1%
1%

213
694
829
1662
397
397
2361
850
744
1340
391
792
378
416
445
2108
14017

Table B70. Proportion of people who understand what they take their prescription medications for (if take prescription

medications)

In-Between, or

No Some Medications

AL 5% 4%

co 5% 9%

GA 1% 6%

IN 6% 9%

KS 2% 11%
MN 12% 13%
MO 5% 8%

NE 8% 16%
NJ 7% 12%
OH 7% 15%
SD 7% 14%
TN 10% 13%
uTt 8% 13%
VT 20% 16%
WA 6% 12%
Wi 10% 17%

N/A - Doesn’t Take
Prescription Medications

2%
1%
1%
4%
4%
4%
1%
2%
2%
1%
3%
2%
1%
3%
2%
1%

2%

Don’t
Know
1%
1%
1%
1%
0%
1%
1%
1%
1%
1%
1%
3%
2%
4%
0%
1%

1%

Unclear/Refused/
No Response

0%
0%
1%
0%
0%
3%
0%
2%
0%
0%
0%
1%
1%
5%
1%
1%

1%

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 63
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667
693
1546
357
264
2143
600
551
1158
375
597
358
334
387
1937

12133
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Rights and Respect
Table B71. Proportion of people whose paid support staff treat them with respect

No, Never or Some, or Yes, All Paid Support Staff, Don’t Unclear/Refused/ N
Rarely Usually Always or Almost Always Know No Response
AL 2% 8% 91% 0% 0% 118
co 1% 10% 89% 0% 0% 456
GA 1% 4% 89% 3% 3% 71
IN 2% 8% 89% 0% 0% 912
KS 0% 4% 95% 0% 0% 272
MN 3% 11% 82% 1% 3% 187
MO 2% 6% 92% 0% 0% 1418
NE 2% 13% 85% 0% 0% 469
NJ 1% 9% 89% 0% 0% 352
OH 1% 8% 91% 0% 0% 893
SD 2% 3% 95% 0% 0% 305
TN 1% 7% 90% 0% 1% 427
uTt 0% 14% 85% 0% 0% 243
VT 1% 11% 86% 0% 1% 274
WA 2% 8% 89% 0% 1% 313
Wi 2% 13% 85% 0% 1% 1398
NCI-AD Sample Average 2% 9% 89% 0% 0% 8108

Table B72. Proportion of people whose permission is asked before others enter their home/room (if in group setting??)

Rorely or ever | NotAmays e AMays o e o N
AL 28% 24% 48% 0% 0% 25
co 11% 14% 75% 0% 1% 162
GA 0% 0% 67% 0% 33% 3
IN 12% 13% 74% 1% 0% 649
KS 5% 10% 83% 0% 2% 41
MN 8% 8% 80% 3% 2% 115
MO 15% 15% 70% 0% 0% 323
NE 8% 10% 80% 1% 1% 327
NJ 10% 28% 62% 0% 0% 130
OH 9% 16% 75% 0% 0% 253
SD 10% 11% 79% 0% 0% 92
TN 18% 25% 55% 2% 1% 241
ut 10% 23% 65% 1% 0% 243
VT 21% 23% 54% 1% 1% 339
WA 17% 19% 63% 0% 1% 136
wi 15% 25% 58% 1% 1% 638
NCI-AD Sample Average 13% 18% 67% 1% 1% 3717

28 Group/adult family/foster/host home, assisted living/residential care facility, nursing facility/nursing home

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 64
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Table B73. Proportion of people who are able to lock the doors to their room if they want to (if in group setting?®)

No Yes Don’t Know Un;l:;re/;eof:::d/ N
AL 84% 16% 0% 0% 25
co 30% 67% 2% 0% 162
GA 0% 67% 0% 33% 3
IN 63% 32% 6% 0% 648
KS 13% 85% 0% 3% 40
MN 23% 70% 3% 3% 115
MO 55% 43% 2% 0% 323
NE 53% 40% 7% 0% 328
NJ 51% 43% 5% 0% 129
OH 8% 88% 3% 0% 251
SD 22% 75% 3% 0% 92
TN 70% 20% 10% 0% 240
uTt 25% 71% 4% 0% 242
VT 52% 32% 14% 2% 339
WA 35% 63% 2% 0% 137
Wi 52% 41% 6% 1% 638
NCI-AD Sample Average 47% 47% 6% 1% 3712

Table B74. Proportion of people who have enough privacy where they live (if in group setting)

et otain | YesAaye Pt Uetensed/
AL 30% 9% 61% 0% 0% 23
co 9% 9% 81% 1% 0% 162
GA 0% 0% 67% 0% 33% 3
IN 13% 9% 77% 0% 0% 647
KS 7% 0% 90% 0% 2% 41
MN 5% 6% 86% 0% 3% 114
MO 16% 9% 74% 1% 0% 323
NE 6% 8% 84% 1% 1% 328
NJ 9% 20% 70% 1% 0% 129
OH 3% 10% 87% 0% 0% 251
SD 2% 7% 90% 0% 1% 91
TN 19% 16% 63% 2% 1% 241
uT 9% 19% 72% 0% 0% 242
VT 7% 16% 75% 1% 2% 339
WA 9% 10% 80% 1% 0% 138
wi 10% 13% 76% 0% 1% 638
NCI-AD Sample Average 10% 12% 77% 1% 1% 3710

29 Group/adult family/foster/host home, assisted living/residential care facility, nursing facility/nursing home

30 Group/adult family/foster/host home, assisted living/residential care facility, nursing facility/nursing home

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 65
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Table B75. Proportion of people whose visitors are able to come at any time (if in group setting3?)

No, Visitors Yes, Visitors Can N/A - No \{is.itors Don't Unclear/
AIIow.ed pnly Cor'ne Any Time Wh.o Visit Know Refused/ N
Certain Times Residence No Response

AL 16% 68% 12% 4% 0% 25
co 28% 66% 2% 2% 1% 162
GA 0% 67% 0% 0% 33% 3
IN 8% 84% 6% 2% 0% 648
KS 3% 90% 3% 3% 3% 40
MN 9% 84% 2% 3% 3% 114
MO 26% 68% 2% 3% 0% 323
NE 7% 82% 4% 6% 1% 329
NJ 26% 67% 5% 2% 1% 129
OH 2% 94% 1% 2% 0% 252
SD 3% 94% 0% 1% 1% 90
TN 12% 80% 4% 2% 1% 241
uTt 7% 90% 1% 2% 1% 240
VT 7% 84% 4% 4% 2% 339
WA 18% 66% 11% 4% 0% 137
wi 10% 85% 1% 3% 1% 637
NCI-AD Sample Average 11% 82% 3% 3% 1% 3709

Table B76. Proportion of people who have access to food at all times of the day (if in group setting®?)

No Yes N/A - Una_ble to Ea_t Pue Don’t Unclear/Refused/ N
to a Medical Condition Know No Response

AL 12% 84% 0% 4% 0% 25
co 19% 81% 0% 1% 0% 162
GA 0% 67% 0% 0% 33% 3
IN 9% 89% 0% 2% 0% 647
KS 5% 93% 0% 0% 2% 41
MN 10% 84% 3% 2% 2% 114
MO 29% 68% 1% 2% 0% 323
NE 20% 77% 1% 2% 1% 328
NJ 17% 81% 2% 0% 0% 130
OH 10% 87% 0% 3% 0% 252
SD 24% 73% 0% 3% 0% 91
TN 15% 80% 1% 2% 1% 240
uTt 17% 78% 0% 5% 0% 241
VT 11% 79% 0% 7% 3% 339
WA 35% 65% 0% 0% 0% 138
wi 11% 83% 0% 5% 0% 637
NCI-AD Sample Average 15% 81% 0% 3% 1% 3711

31 Group/adult family/foster/host home, assisted living/residential care facility, nursing facility/nursing home
32 Group/adult family/foster/host home, assisted living/residential care facility, nursing facility/nursing home

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 66
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Self-Direction
No Sometimes., or Yes,.AII Don’t Unclear/Refused/ N
Some Services Services Know No Response
AL 15% 11% 62% 12% 0% 205
co 14% 16% 54% 15% 1% 649
GA 23% 18% 38% 19% 1% 792
IN 20% 6% 58% 15% 0% 1511
KS 3% 12% 80% 5% 1% 383
MN 11% 19% 57% 10% 4% 396
MO 21% 10% 57% 11% 1% 2290
NE 14% 37% 37% 12% 1% 812
NJ 9% 20% 55% 16% 1% 728
OH 6% 7% 73% 15% 0% 1328
SD 7% 10% 69% 12% 2% 371
TN 12% 12% 64% 10% 1% 794
uT 10% 19% 54% 17% 1% 374
VT 19% 17% 50% 12% 2% 424
WA 14% 14% 54% 16% 1% 436
Wi 9% 19% 57% 14% 1% 2118
NCI-AD Sample Average 14% 15% 57% 13% 1% 13611

Table B78. Proportion of people who can choose or change how often and when they get services

No Sometimes, or Yes, All Don’t Unclear/Refused/ N
Some Services Services Know No Response

AL 19% 11% 58% 11% 0% 205
co 13% 20% 56% 10% 1% 648
GA 24% 19% 35% 21% 1% 793
IN 22% 6% 56% 15% 0% 1517
KS 3% 12% 78% 5% 1% 383
MN 12% 20% 54% 11% 3% 396
MO 26% 11% 52% 10% 1% 2290
NE 19% 33% 33% 15% 0% 815
NJ 10% 21% 50% 18% 0% 733
OH 6% 8% 73% 12% 0% 1332
SD 10% 9% 70% 10% 1% 372
TN 14% 15% 60% 10% 1% 794
uT 9% 20% 55% 16% 1% 376
VT 18% 22% 44% 14% 2% 424
WA 16% 13% 53% 17% 1% 436
Wi 12% 20% 52% 14% 1% 2118
NCI-AD Samp|e Average 16% 16% 54% 13% 1% 13632

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 67
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Table B79. Proportion of people who can change their paid support staff if they want to

No Sometimes, or Yes, All Don’t Unclear/Refused/ N
Some Know No Response

AL 10% 5% 84% 2% 0% 154
co 18% 11% 66% 5% 1% 468
GA 28% 23% 41% 8% 0% 92
IN 15% 4% 73% 8% 0% 961
KS 5% 3% 89% 1% 2% 291
MN 23% 13% 58% 4% 2% 226
MO 14% 4% 77% 4% 0% 1511
NE 27% 29% 29% 15% 1% 579
NJ 12% 15% 61% 12% 0% 475
OH 6% 7% 79% 8% 0% 969
SD 14% 3% 72% 10% 1% 310
TN 13% 6% 74% 6% 2% 546
uTt 11% 14% 66% 9% 0% 264
VT 25% 14% 45% 13% 3% 310
WA 20% 7% 68% 5% 1% 358
Wi 21% 10% 60% 9% 1% 1487
NCI-AD Sample Average 16% 9% 67% 7% 1% 9001

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 68
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Table B80. Proportion of people who have a paying job

AL
co
GA
IN
KS
MN
MO
NE
NJ
OH
SD
TN
uT
VT
WA
Wi

NCI-AD Sample Average

Table B81. Proportion of people who would like a job (if not currently employed)

No
100%
95%
97%
97%
97%
75%
96%
96%
100%
99%
97%
99%
96%
97%
96%
97%
96%

Yes
0%
5%
2%
2%
3%

24%
4%
4%
0%
1%
3%
1%
4%
2%
4%
3%
3%

Don’t Know

0%
0%
0%
0%
0%
1%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%

Unclear/Refused/No Response

0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
0%
1%
0%
0%
0%

N
212
694
830

1662
399
398

2362
845
742

1334
388
807
378
419
446

2124

14040

Maybe, Not Sure

AL
co
GA
IN
KS
MN
MO
NE
NJ
OH
SD
TN
uT
VT
WA
Wi

NCI-AD Sample Average

No
64%
61%
94%
90%
84%
47%
68%
77%
84%
81%
79%
80%
74%
67%
60%
68%
75%

6%
15%
2%
3%
7%
14%
9%
7%
6%
8%
9%
5%
11%
9%
8%
8%
8%

Yes
30%
24%

3%

7%
10%
30%
23%
16%
10%
10%
12%
14%
15%
22%
31%
23%
17%

Unclear/Refused/
No Response

0%
0%
1%
0%
0%
8%
0%
1%
0%
0%
1%
1%
0%
3%
1%
1%
1%

N
166
631
673

1511
347
192

2051
575
554

1145
360
587
343
326
368

1891

11720

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 69
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Table B82. Proportion of people wanting a job who had someone talk to them about job options

No Yes Don’t Know  Unclear/Refused/No Response N
AL 54% 46% 0% 0% 59
co 67% 31% 1% 0% 245
GA 67% 27% 3% 3% 33
IN 85% 13% 1% 1% 158
KS 62% 36% 0% 2% 58
MN 34% 54% 8% 4% 85
MO 66% 31% 1% 1% 652
NE 87% 12% 1% 0% 133
NJ 83% 13% 3% 0% 90
OH 80% 20% 0% 0% 216
SD 66% 30% 1% 3% 74
TN 80% 18% 2% 1% 118
uT 71% 27% 2% 0% 90
VT 80% 14% 4% 2% 100
WA 71% 28% 0% 1% 146
wi 71% 26% 2% 1% 584
NCI-AD Sample Average 71% 26% 2% 1% 2841

No Yes Don’t Know Un;f:::pf:::d/ N

AL 88% 12% 0% 0% 216
co 80% 19% 0% 0% 694
GA 92% 4% 2% 2% 834
IN 88% 12% 0% 0% 1668
KS 92% 8% 0% 0% 400
MN 77% 21% 1% 1% 398
MO 85% 14% 0% 0% 2361
NE 87% 12% 0% 0% 850
NJ 94% 5% 1% 0% 743
OH 90% 10% 0% 0% 1344
SD 80% 20% 0% 0% 388
TN 94% 5% 0% 1% 806
uT 85% 14% 1% 0% 381
VT 84% 14% 1% 1% 419
WA 87% 13% 0% 0% 445
wi 85% 14% 0% 0% 2124
NCI-AD Sample Average 87% 12% 0% 0% 14071

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 70
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Table B84. Proportion of people who would like to do volunteer work (if not currently volunteering)

Unclear/Refused/

No Maybe, Not Sure Yes R N
AL 66% 11% 24% 0% 140
co 62% 17% 20% 0% 532
GA 93% 4% 2% 1% 624
IN 84% 8% 8% 0% 1352
KS 88% 7% 5% 0% 321
MN 53% 19% 22% 7% 193
MO 66% 13% 20% 1% 1813
NE 62% 23% 14% 1% 490
NJ 85% 8% 7% 0% 508
OH 79% 12% 8% 1% 1011
SD 64% 19% 16% 1% 294
TN 80% 8% 11% 1% 537
uT 67% 19% 14% 0% 297
VT 62% 13% 23% 3% 274
WA 55% 17% 26% 2% 324
Wi 67% 15% 17% 1% 1648
NCI-AD Sample Average 73% 13% 14% 1% 10358

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 71
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Everyday Living
Table B85. Proportion of people who generally need none, some, or a lot of assistance with everyday activities (such as
preparing meals, housework, shopping, or taking their medication)

None Some A Lot Don’t Know Unclear/Refused/No Response N

AL 10% 43% 47% 0% 0% 213
co 13% 50% 37% 1% 0% 696
GA 35% 49% 15% 0% 1% 833
IN 19% 48% 32% 1% 0% 1669
KS 1% 29% 70% 0% 0% 399
MN 2% 25% 74% 0% 0% 400
MO 7% 36% 56% 1% 0% 2366
NE 7% 40% 52% 0% 1% 852
NJ 5% 34% 61% 0% 0% 748
OH 2% 36% 61% 0% 0% 1343
SD 15% 68% 16% 0% 0% 389
TN 3% 33% 63% 1% 0% 810
uT 6% 49% 44% 1% 0% 380
VT 6% 28% 64% 1% 1% 426
WA 8% 38% 53% 1% 1% 447
wi 4% 44% 51% 0% 0% 2148
NCI-AD Sample Average 9% 41% 49% 0% 0% 14119

Table B86. Proportion of people needing at least some assistance with everyday activities who always get enough of

that assistance when they need it

No, Not Always Yes, Always Don’t Know Unclear/Refused/No Response N
AL 14% 86% 0% 0% 194
co 26% 74% 0% 0% 604
GA 32% 67% 0% 1% 535
IN 21% 79% 1% 0% 1337
KS 15% 83% 0% 2% 390
MN 10% 89% 1% 0% 393
MO 23% 76% 0% 0% 2181
NE 21% 79% 0% 0% 787
NJ 16% 83% 1% 0% 703
OH 12% 87% 0% 0% 1293
SD 16% 83% 1% 1% 326
TN 12% 87% 0% 0% 771
uTt 17% 81% 1% 1% 355
VT 12% 86% 2% 1% 392
WA 21% 78% 1% 1% 399
wi 21% 79% 1% 0% 2043
NCI-AD Sample Average 19% 80% 1% 0% 12703

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 72
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Table B87. Proportion of people who generally need none, some, or a lot of assistance with self-care (such as

bathing, eating, or moving around their home)

Unclear/Refused/

None Some A Lot Don’t Know No Response N

AL 23% 32% 44% 0% 0% 214
co 52% 31% 17% 0% 0% 696
GA 50% 38% 11% 0% 1% 831
IN 40% 37% 23% 0% 0% 1673
KS 15% 44% 40% 0% 0% 401
MN 12% 27% 61% 0% 0% 400
MO 28% 33% 38% 0% 0% 2366
NE 21% 46% 32% 0% 0% 854
NJ 11% 39% 49% 0% 0% 743
OH 15% 46% 39% 0% 0% 1343
SD 56% 36% 8% 0% 0% 391
TN 6% 32% 61% 0% 0% 802
uTt 17% 45% 38% 0% 0% 384
VT 16% 38% 46% 0% 1% 426
WA 27% 40% 32% 0% 0% 445
Wi 22% 40% 38% 0% 0% 2148
NCI-AD Sample Average 26% 38% 35% 0% 0% 14117

Table B88. Proportion of people needing at least some assistance with self-care who always get enough of that

assistance when they need it

No, Not Always Yes, Always = Don’t Know Unclear/Refused/No Response N
AL 10% 90% 0% 0% 164
co 24% 75% 0% 0% 333
GA 36% 63% 1% 0% 406
IN 19% 81% 1% 0% 1000
KS 12% 87% 0% 1% 336
MN 9% 90% 1% 1% 354
Mo 21% 78% 1% 0% 1688
NE 26% 73% 0% 0% 670
NJ 16% 83% 1% 0% 657
OH 11% 89% 0% 0% 1138
SD 18% 81% 1% 1% 171
TN 13% 87% 0% 0% 744
uT 17% 83% 0% 0% 318
VT 14% 85% 0% 1% 353
WA 17% 81% 2% 0% 316
wi 22% 78% 1% 0% 1673
NCI-AD Sample Average 18% 81% 1% 0% 10321

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 73
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Affordability

Table B89. Proportion of people who ever have to skip a meal due to financial worries

N/A — Unable to Don't Unclear/
No Sometimes  Yes, Often Eat Dueto a Know Refused/ N
Medical Condition No Response

AL 90% 4% 6% 0% 0% 0% 215
co 76% 14% 9% 0% 0% 0% 693
GA 93% 3% 3% 0% 0% 1% 834
IN 91% 5% 3% 0% 0% 0% 1668
KS 84% 11% 5% 0% 0% 0% 401
MN 92% 5% 1% 0% 1% 1% 394
MO 85% 9% 5% 0% 0% 0% 2351
NE 84% 8% 1% 4% 0% 3% 847
NJ 92% 5% 2% 1% 0% 0% 747
OH 90% 6% 3% 1% 0% 0% 1344
SD 94% 4% 1% 0% 0% 0% 391
TN 90% 4% 4% 1% 0% 0% 808
uT 94% 3% 2% 1% 0% 1% 378
VT 97% 0% 0% 0% 0% 3% 417
WA 83% 10% 7% 0% 0% 0% 446
Wi 88% 8% 3% 0% 0% 0% 2115
NCI-AD Sample Average 88% 7% 4% 1% 0% 0% 14049

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 74
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Control
No, Rarely In-Between, Yes, Almost Don’t Unclear/Refused/ N
or Never Sometimes = Always, or Always Know No Response
AL 12% 13% 75% 0% 0% 165
co 15% 24% 60% 1% 0% 667
GA 2% 15% 80% 2% 1% 689
IN 11% 15% 73% 1% 0% 1543
KS 5% 24% 70% 1% 1% 352
MN 8% 22% 63% 2% 5% 264
MO 8% 17% 73% 1% 1% 2143
NE 14% 34% 51% 1% 0% 591
NJ 7% 26% 64% 2% 1% 555
OH 7% 21% 70% 1% 0% 1159
SD 5% 15% 78% 1% 1% 374
TN 11% 24% 63% 1% 1% 595
uT 10% 32% 57% 0% 0% 352
VT 16% 27% 52% 1% 4% 334
WA 16% 25% 58% 0% 1% 384
Wi 9% 29% 61% 0% 1% 1934
NCI-AD Sample Average 9% 22% 67% 1% 1% 12101

Table B91. Ranking of how important health is to people (out of health, safety, being independent, and being

engaged with community and friends)

1 - Health Most Important 2 3 4 - Health Least Important N
AL 63% 26% 10% 2% 164
co 55% 28% 12% 4% 666
GA 74% 22% 4% 1% 628
IN 59% 26% 11% 4% 1385
KS 71% 22% 6% 2% 343
MN 45% 25% 12% 8% 262
MO 60% 22% 10% 3% 2140
NE 62% 22% 11% 5% 571
NJ 75% 17% 5% 3% 544
OH 68% 21% 8% 2% 1046
SD 58% 30% 9% 3% 369
TN 62% 24% 10% 4% 529
uT 55% 26% 12% 7% 339
VT 50% 21% 11% 6% 329
WA 53% 29% 13% 5% 376
Wi 63% 23% 9% 2% 1931
NCI-AD Sample Average 62% 23% 9% 3% 11622

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 75
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Table B92. Ranking of how important safety is to people (out of health, safety, being independent, and being engaged

with community and friends)

1 - Safety Most Important 2 3 4 - Safety Least Important N

AL 6% 37% 43% 14% 165
co 10% 31% 36% 23% 656
GA 4% 44% 44% 7% 624
IN 6% 30% 43% 21% 1384
KS 9% 47% 31% 12% 343
MN 11% 33% 33% 23% 233
MO 9% 37% 37% 16% 2057
NE 13% 40% 32% 15% 568
NJ 7% 45% 35% 14% 544
OH 7% 38% 35% 20% 1045
SD 5% 25% 39% 31% 369
TN 10% 37% 34% 19% 528
uT 9% 33% 37% 21% 338
VT 8% 30% 37% 25% 285
WA 11% 32% 33% 24% 376
Wi 6% 35% 38% 21% 1863
NCI-AD Sample Average 8% 36% 37% 19% 11378

Table B93. Ranking of how important being independent is to people (out of health, safety, being independent, and

being engaged with community and friends)

1 - Being Independent 4 - Being Independent

Most Important 2 & Least Important 3

AL 27% 32% 28% 14% 165
co 26% 30% 31% 13% 656
GA 21% 30% 46% 4% 624
IN 25% 31% 31% 13% 1385
KS 14% 25% 51% 9% 343
MN 25% 24% 35% 16% 233
MO 22% 29% 37% 12% 2056
NE 19% 23% 38% 21% 570
NJ 12% 26% 44% 18% 544
OH 18% 29% 38% 15% 1044
SD 31% 30% 25% 14% 369
TN 16% 26% 40% 18% 528
uT 24% 28% 34% 14% 337
vT 22% 28% 29% 21% 287
WA 22% 22% 37% 19% 377
Wi 23% 32% 35% 10% 1863
NCI-AD Samp|e Average 22% 29% 36% 13% 11381

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 76




NCI-AD Adult Consumer Survey 2018-2019 National Results: Part 2

Table B94. Ranking of how important being engaged with community is to people (out of health, safety, being

independent, and being engaged with community and friends)

1 - Being Engaged 4 - Being Engaged
with Community 2 3 with Community N
Most Important Least Important

AL 4% 6% 19% 70% 165
co 9% 11% 20% 60% 658
GA 1% 4% 6% 88% 624
IN 10% 13% 15% 62% 1383
KS 6% 6% 12% 77% 343
MN 14% 16% 19% 50% 237
MO 6% 10% 16% 68% 2059
NE 7% 15% 18% 59% 569
NJ 6% 12% 17% 65% 544
OH 7% 12% 19% 63% 1042
SD 6% 16% 26% 52% 368
TN 12% 13% 16% 59% 527
uTt 12% 13% 16% 58% 337
VT 15% 18% 21% 46% 294
WA 14% 17% 17% 52% 376
Wi 6% 9% 18% 67% 1867
NCI-AD Sample Average 8% 11% 17% 64% 1139377

Data are unweighted, un-collapsed and unadjusted averages and should not be used for comparison purposes. 77
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