ACT Program
(Alternatives in Curriculum & Training)

Behavioral Modification Day Training and Activity Center (DTAC)

History, start and current functioning
· The role of the ARC

· Who can be an ACT consumer

· What is the goal for consumers referred to ACT

· Differences between ACT and other DTAC’s

1. Type of Consumer

2. Scheduling

3. Focus

Focus    

Philosophy:  Humanistic, practical, positive reinforcement and individual responsibility.

· Humanistic:  Respectful of the rights and dignity of consumers.  

· Practical:  Consumers need to learn how to live in the real world.

a. Survival skills

b. Coping with disabilities

c. Community based

· Positive Reinforcement:  Natural as opposed to punitive consequences.

a. Natural consequences occur without anybody doing anything.
b. Structure is built around consumers earning privilege, status and other reinforcers for appropriate behavior.
c. Someone who does not behave appropriately does not earn the positive reinforcers he/she sees his peers earning.

d. Consumers are told from the start what is expected of them and what they earn when they choose to behave appropriately (keep the contract rules).
e. Emphasis is on learning and changing unsuccessful behaviors to successful behaviors.

f. Consumer’s who choose not to keep the Step Contract automatically are making a choice not to earn the positive reinforcement – the natural consequence.
· Consumers learn that they are responsible for their own behavior and resulting consequences.

a. Emphasis on identifying and making long range goals.

b. Emphasis at looking at past success and failure, developing behaviors which are successful and will help consumer reach goals.
How it works

· Learning, practice and support in several skill areas:
1. Anger Management
2. Social Skills
3. Community Access
4. Self Esteem
5. Vocational Behavior
· The Step Program – Teaching consumers what is expected of them, providing the opportunity to try out new behaviors and experience natural consequences, and the environment to reinforce new successful behaviors.
1. The Step Program is a sort of small reproduction of the real world.  It tells consumers what is expected and what will happen if they keep the Contract and what will happen if they don’t.
2. Up and Down the Steps.  Consumers learn about consequences and how to accept them – good or bad, just like in real life.
3. Reinforcers.  
a. The most powerful reinforcers – Staff & peers
b. Providing individualized choices
c. Fading from constant/consistent to intermittent and unexpected.
d. Maintenance
· Individualized behavior intervention, the especially challenging consumer who is not responsive to the Step Program.
1. Presenting problem:  
a. The resistant, unmotivated
b. Danger to self and/or others
c. AWOL
2. Individual Behavioral Reinforcement Programs
a. Staffing
b. Develop workable plan which can be consistently followed by all. 
c. Contract with consumer, after finding out what kind of reinforcer works.
d. Maintain and monitor.
Things we are always working on in ourselves

· Always find positive things you can reinforce.  Some consumers who have annoying or repetitive behaviors or have poor socialization/communication skills receive very little positive contact.  They have to experience it in order to want to work for it.  A period of unconditional positive reinforcement is wise if it does not lead to increasing inappropriate behavior.

· Always spend time finding out what need a behavior meets, and develop a way that need can be met appropriately.

· Why is the behavior a problem?  Value judgment?  Work only on behaviors which are a distinct impediment to a consumer’s success.  Some behaviors which “drive staff crazy” are not a true impediment to a consumer actually achieving stated goals.  These are a low priority for change. 

· If a number of behaviors are a problem, make a list, prioritize and work on them one at a time.  Do not address more than one behavior at a time with a specific program.  

· Never forget the impact your personality, tone of voice and demeanor has on a consumer.  Listen to yourself.  Talk to consumers the same way you want them to talk to you.  Don’t be a nag.  

· Be a role model.  Don’t expect anything from consumers that you cannot do yourself.  Be on time, keep promises, listen, dress appropriately, etc.  
