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GREENPATH PROGRAM REPORT
Introduction
The Greenpath International, Inc. verification report provides the aggregate data reflecting
consumer engagement activities during the 2015 calendar year across four programs: Mental
Health Rehabilitation, (b) Counseling and Education Programs [anger management and domestic
violence], (c) Substance Use and Addiction Program, and (d) Cooperative Agreements to Benefit
Homeless Individuals. This program report illustrates frequencies and trends across these four
programs within domains that can be used to assess historical performance and inform
forthcoming program evaluation and development activities. These domains include:


Consumer engagement



Intake/enrollment



Discharge



Demographic composite
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GREENPATH PROGRAM REPORT
SECTION 1: MENTAL HEALTH REHABILITATION PROGRAMS
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Number of Consumers Engaged in 2015: The Greenpath MHR program engaged 42
unique consumers through the program during the 2015 calendar year.



Number of New Intakes in 2015: Of the 42 consumers engaged during 2015, 42 (100%)
were documented as receiving intake into the MHR program.



Number of Consumer Discharges in 2015: Of the 42 consumers engaged during 2015, 7
(17%) were discharged and 35 (83%) are currently active and receiving ongoing services.



Demographic Composite: Although young adults and older adults received services through
the MHR program, during 2015 consumers tended to be children and adolescents with 29
(69%) unique consumers being 18 years or younger. Additionally, the greatest proportion of
2015 consumers who received services in in the MHR program reported black ethnic
identities (n = 33; 78%) 2015 with white (n = 8; 19%) and Latino (n = 1; 2%) individuals
represented to a lesser degree. Finally, of consumers whose gender data was available (41 of
42) services were equally distributed across boys/men (n = 21; 51%) and girls/women (n =
20 = 49%). Taken together, the typical demographic composite of consumers in the MHR
program is an adolescent boy or girl who reports a black ethnic identity. By contrast, service
provision young and older adults who report white and Latino ethnic identities appeared to
access services to a lesser degree.
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GREENPATH PROGRAM REPORT
SECTION 2: COUNSELING & EDUCATION PROGRAMS
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Number of Consumers Engaged in 2015: The Greenpath Anger Management and
Domestic Violence counseling and education programs engaged 30 unique consumers
through the program during the 2015 calendar year.



Number of New Intakes in 2015: Of the 30 consumers engaged during 2015, 21 (70%)
were documented as receiving intake into the counseling and educational programs.



Number of Consumer Discharges in 2015: Of the 30 consumers engaged during 2015, 16
(53%) were discharged and 14 (47%) are currently active and receiving ongoing services.



Demographic Composite: Among the 30 unique consumers that received services through
the counseling and education programs, the preponderance were young adults (n = 23; 76%)
ages 21 through 40. These consumers tended to report black ethnic identities (n = 26; 87%)
with only 4 individuals (13%) reporting white ethnic identities. Finally, consumers tended to
be men (n = 21; 70%) with women receiving services to a lesser degree (n = 23; 76%). Taken
together, the typical demographic composite of consumers in the Counseling and Education
Programs were men who were young adults and reporting a black ethnic identity. By
contrast, women and individuals of non-black ethnic identity accessed services to a lesser
degree.
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GREENPATH PROGRAM REPORT
SECTION 3: SUBSTANCE USE/ADDICTION PROGRAM
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Number of Consumers Engaged in 2015: The Greenpath Substance Use and Addiction
Program engaged 72 unique consumers through the program during the 2015 calendar year.



Number of New Intakes in 2015: Of the 72 consumers engaged during 2015, 72 (100%)
were documented as receiving intake into the substance use/addiction program.



Number of Consumer Discharges in 2015: Of the 72 consumers engaged during 2015, 49
(68%) were discharged and 23 (32%) are currently active and receiving ongoing services.



Demographic Composite: Among the 72 unique consumers that received services through
the substance use/addiction program, the majority were young adults (n = 52; 72%) ages 18
through 40. These consumers tended to report black ethnic identities (n = 43; 60%) with
individuals reporting white (n = 24; 33%), Latino (n = 2; 3%), and other (n = 3; 4%) ethnic
identities. Consumers also tended to be men (n = 59; 82%) with women receiving services to
a lesser degree (n = 13; 18%). Taken together, the typical demographic composite of
consumers in the substance use/addictions program were men who were young adults and
reporting a black ethnic identity. By contrast, women and individuals of non-black ethnic
identity accessed services to a lesser degree.
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GREENPATH PROGRAM REPORT
SECTION 4: COOPERATIVE AGREEMENTS TO BENEFIT HOMELESS INDIVIDUALS
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Number of Consumers Engaged in 2015: The Greenpath Cooperative Agreements to
Benefit Homeless Individuals for States Supplement (CABHI) Program engaged 39 unique
consumers through the program during the 2015 calendar year.



Number of New Intakes in 2015: Of the 39 consumers engaged during 2015, 38 (97%)
were documented as receiving intake into the CABHI program.



Number of Consumer Discharges in 2015: Of the 39 consumers engaged during 2015, 6
(15%) were discharged and 33 (85%) are currently active and receiving ongoing services.



Demographic Composite: Among the 39 unique consumers that received services through
the CABHI program, all were adults ages 21 through 66. These consumers tended to report
black ethnic identities (n = 33; 84%) and white (n = 6; 16%) ethnic identities. Consumers
also tended to be men (n = 22; 56%) more than women (n = 17; 44%), but only to a slightly
greater frequency. Taken together, the typical demographic composite of consumers in the
CABHI program were men who were in their adults year who and reporting a black ethnic
identity. By contrast, women and individuals of non-black ethnic identity accessed services
to a lesser degree.
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GREENPATH PROGRAM REPORT

SUMMARY STATEMENT


During the 2015 reporting year, Greenpath International, Inc. has engaged 183 consumers
across the four service packages.



Among these 183 engaged consumers, 174 (95%) were new to services as indicated by
completing their intake process during the 2015 reporting year.



Across all programs 78 (43%) were designated with discharged status and 105 (57%) remain
currently active at the time of reporting.



Evaluation of demographic composites across programs indicate that Greenpath
International, Inc. has provided services to a great number of adult men who are ethnic
minorities.



The results of this program review have promising implications for the importance of the
Greenpath International, Inc. programs within the greater New Orleans area. The
demographic populations represented by consumers who have been engaged and served 2015
represent cross-sections of cultural identity that are vulnerable to psychosocial impairment,
especially when considering the co-occurring nature of risk factors such as mental health
diagnoses, substance use diagnoses, and homelessness.
RECOMMENDATIONS

During the 2016 service year, stakeholders and policy planning agents affiliated with Greenpath
International, Inc. may consider the potential benefit of the following recommendations:


Consumer Engagement and Service Expansion
 Increased outreach to increase enrollment in service programs so that they are closer
to capacity thresholds
 Develop and implement a campaign that improves community partner awareness of
available services to increase consumer engagement
 Enhance relationships with existing referral sources through strategic, but reasonable
contact efforts



Service Enhancement
 Evaluate current strategies for consumer retention across programs and identify
provider-originated strategies to promote sustained engagement and successful
discharge from services
 Conduct interviews with consumers to identify potential areas for service
enhancement
 Consult with similar programs to identify strategies that they have implemented to
maximize program outcomes and productivity
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