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Materials for SERTP Seminars November and December 2006
Engaging Communities and Hard to Reach groups
1. Human Bingo

Light-hearted ice-breaker, but how could this be used to greater purpose?

· Pose a question, promote discussion

· Get people thinking
The point here is that the usual ways of doing things often get the usual answers and responses. Trying a range of different techniques stimulates creativity and encourages a broader range of inputs from people. We don’t all think the same.
2. Definition of ‘hard to reach’
The hard-to-reach section covers a number of individuals and groups summarised as minority groups, those that ‘slip through the net’ and the ‘service resistant’, specifically including:

· disabled people 

· older people 

· young people 

· busy / working people 

· residents whose first language is not English 

· parents of young children 

· those with low literacy levels

· people who are ill

· cultural barriers – travellers, BME

· those who don’t want to know! There can be all kinds of reasons.
However, this is compounded in rural areas by issues of sparse populations and poor access. This gives you extra challenges! Urban areas are different.
All these people, and indeed all people, have specific needs and you need to focus on understanding what those might be, then develop strategies to address those needs. It costs more money and takes more time and effort to reach these groups. Be realistic about what you are likely to achieve, but don’t settle for second best!
3. The importance of values and explicit principles

What you do must be done with integrity, to build and sustain trust, include as many people as possible and guide the way that you work as a team.

You may have obligations under the Data Protection Act and should take advice on this, write a policy if necessary.

The prime aim here though is trust: very easily damaged, very hard to rebuild, so guard it carefully!
4. Sustainability and economy
a. Work with what you already have and with what is already in place – don’t reinvent the wheel.

b. Think about what help you need and where you can get it from – increase your resource base.
There are lots of groups and organisations present in nearly all communities. You need to find out who they are and where they meet; build a relationship with them that helps you deliver your project. Conserve your energy and resources – you will need them.
5. Stakeholder analysis
a. Who should you be reaching?

b. How will you decide who they are?

c. What do you want from them?

d. How will you involve them?
Spend time thinking carefully about who should be engaged, and why. This is an important step and needs to be addressed as a team. Spread and share the workload for this task and avoid getting bogged down in it – if in doubt, try to involve a person or group regardless.
6. Developing an engagement strategy

a. Purpose – what do you want to achieve?
b. Methods

i. With a view to the needs of your audience, specify a range of methods that will engage as many people as possible

c. Planning

i. Stakeholder analysis

ii. Deciding methods for consultation

iii. Capturing information

iv. Collating

v. Analysing

vi. Reporting

vii. Presenting

viii. Learning from what you do – a project diary
This is an outline process that you can follow to help you design and deliver better work in your community. Good planning can be very helpful in ensuring you don’t waste valuable time, money and effort on ineffective work. Make a record of what you plan and use it! Don’t fall into the trap of thinking that all responses have to be written – you could use a camera to collect information, for example. Remember, most people are not academics! They want to experience the process and you need to plan for that breadth of approach.
7. Understanding barriers and motivators - activity
a. Why don’t people get involved?
b. Why do people get involved?
You need to reflect on why people in your area may or may not get involved. Why are YOU involved? Developing some understanding on these issues can be very helpful in developing strategies for addressing these things. It can be as simple as not having transport to the village hall and being too proud to ask; or as complex as a long-running family feud! It could be that they are not used to being asked anything about their lives and aspirations and don’t know where to start!
You will do a short exercise in the seminar to get you thinking about this.
8. Targeting
a. Reducing barriers and maximising motivators!
b. Reaching your stakeholders
i. Use obvious leaders through faith or community groups. You can use these people to help you reach people who may not easily reach you. 

ii. Visits to older people’s day centres or other groups can similarly help you reach people who find it physically difficult to reach you.
Building on your understanding of why people do and don’t get involved in your area, you need to develop ways of working that reduce the barriers to participating in your project, and that make the most of the motivating factors for getting involved. An example might be ensuring that there is transport for older community members to a meeting venue, that the methods used are easily understandable, and that the meeting does not go on too long. Free food is a great motivator! What other things might work in your area?
9. Practical tools and techniques for consulting
a. Why do you want to engage with them – information, membership, volunteers?
b. Questionnaires

c. Events, street stalls, meetings

d. Door-knocking, leaflets, press coverage

e. Internet & email

f. Tools – this is covered in the consultation techniques session
g. People are varied – your methods should be varied too!
There are many ways to engage with people and the purpose of the engagement is a crucial factor in deciding the way in which you might do that. Are you seeking to gather information or to develop a new membership base; get a team of volunteers together or promoting a new activity in your community facility?
You should know your area better than people from outside, and if you don’t then you need to get to know them! This in itself is a worthwhile activity for future work.
10.  Case Studies from Norfolk – Parish Plans
Upwell

a. 3,300 people in 1,100 houses, hard area to consult in, spread community
b. Used a software program from Gloucester University that had 100’s questions, whittled down to 75 most relevant to them
c. 52% response rate
d. 4 people took 18 months to process the responses

e. 550 responses x 75 x 4 = 165,000

f. Add in the freeform responses…

g. Got the council to adopt the plan
The purpose of this engagement exercise was to gather information that could inform the Parish Plan. The problem was the volume of information that this then generated and the time and effort needed to process it! However, it looks like it will be successful.
Welney

a. Thought the software was c**p!

b. The community developed the questions, not someone else – rooted in local context
c. 93% response rate (lots of direct encouragement)
d. Clear idea of what people want and need
e. Not adopted yet but making progress
The point here is that each community is different and needs to find a way of working that suits them. What works for one might not work for another.
If you are looking for a recommendation, then I think that Welney had the right approach in terms of developing a questionnaire that was more successful in terms of ‘ownership’ and also in the consequent collation and analysis. 
Consultation Techniques
1. Case Study – Littleport, Norfolk

a. Needed evidence of need for a range of community buildings and a green space

b. Carefully targeted the hard to reach: young, disabled etc.

c. They should have piloted the approach and questions first

d. Huge volume of responses

e. Inconsistent questions meant comparing apples with pears

f. Prime advice: think about how to present the information right from the start and make sure the questions address this.
g. Work in reverse
The key point here is very clear: think about the end product first and then how you are going to achieve it! Be prepared for a potential deluge of information that might not give you the answers you need if you have not prepared it carefully and run a pilot…
They had done many things right, but make life hard for themselves in some areas. However, they were well prepared to capture the learning from the process – useful good practice.
2. Why consult? The importance of a clear purpose.
a. Decide what this should be – clarity
b. Get the broad agreement of those involved
c. Communicate this to all who are involved
d. Stay on task!
You need to have a clear purpose to your work and you should not assume that this is then somehow very clear to everyone else! You need to communicate this to all the people involved, and preferably involve them in the process of developing the purpose and get broad consensus on it. Once it is set, then don’t be deflected from this without very good reason.
3. What results are wanted? 
a. In consultant terms, what is the output?

b. Is it a report or a presentation, or both?

c. A website or a newsletter?

d. Who to?
e. Deadlines?

f. Cost?
Starting the process of planning in reverse…
Think about what the end product is intended to be – there may be more than one! Make sure you plan to deadlines and to a budget.
4. What do you already know / has been done?
a. Avoid duplication, work with what may already be going on
b. Piggy-back!
c. What consultation has been done recently that you could use?
d. Consultation fatigue…

Take a common-sense pragmatic approach to gathering information and avoid increasing cynicism in the community by repeating work that has been done recently. Build on it instead; nothing stays static so test the findings to see of they still hold true. This is easier than starting from scratch. Are there other events and consultations going on that you can work alongside; reducing duplication and increasing participation?
5. Who is the audience (s) for the material produced?

a. Different approaches to different audiences
b. Different styles e.g. formal, informal, oral, written, visual
c. Giving feedback to contributors – don’t forget them!
Think about the end product and who it is intended for – what are they expecting? Have you asked them? Do you need to prepare a number of formats for a range of audiences? Don’t forget the people you have been consulting – they are your most important audience and you need to keep them onside, so ensure you invest time and effort in communicating with them!
6. How will you analyse it and who will do this?

a. Remember the time and effort it can take!

b. Who can help you with this?
c. What tools can you use e.g. database, spreadsheet, diagrams, charts etc.
Don’t underestimate the time and effort to do this work. Plan for this stage from the start and use techniques and tools that will provide a volume of material that you can cope with – taking 18 months to process the information is not satisfactory! Use technology and also use a team approach, perhaps holding a workshop to capture the essence of what you are learning. This can be a disheartening phase, so make sure you take an approach that you can sustain!
7. Planning for successful consultation 
a. Why – purpose

b. Who – roles and tasks, resources

c. Doing what, when, where, how?
d. Write it down !

e. Share it !!

f. Have someone in charge !!!
This is about project planning – remember the 6 P’s! Have a plan, review it as necessary, stay on task.
8. Stakeholder analysis

a. We have talked about this already!

b. Target what you do at specific groups and people

c. Look after them!

Ensure you target your efforts appropriately and using the best means at your disposal.
9. Tools and techniques for maximising participation and minimising barriers - activity
a. What methods do you know?

b. Events – launching, reporting and ending
c. Participatory tools and techniques

d. Design your methods with care – remember you have to deal with what comes out of it!

There are many, many ways of consulting people.
We advocate a participatory way that reduces barriers and maximises motivation. This may not be appropriate for your community, so what is? How will you get what you need and in the format that you want it in?

Questionnaires are not the only way, and not necessarily the best…
10. Collating information

a. Gathering it in, keeping track

b. Tools to use:

i. Paper-based records

ii. Electronic records – database, spreadsheet, word documents

iii. Making it accessible

Once you have gathered your information, you need to collate it into a common format so that processing and sharing it can be made easier. You must decide on what works for you.
11. Analysis
a. How will you do this?

b. Upwell – two people did the final analysis

c. How do they know they got it right?

d. Workshops / seminars / outside view

e. Validation – dealing with challenges

So what does all this information mean and how will you process it? Hopefully, you have had these questions in mind from the start and you have a volume of information in a format that you can deal with in a timely fashion!
Enlist help if you can; don’t struggle on drowning in responses and don’t be bullied by the council!

Invest some time in feeding back your analysis to the community and in getting some validation of what you present.
12. Reporting

a. Sharing what you have found out

b. Invest in good quality printing

c. Invest time in feeding back to contributors – how will you do this?
d. Monitor and report progress to the community
You will have produced your output – maybe a report – for a person or department and you will hopefully have had them in mind from the start! Don’t forget to tell the community what you have learnt and what you are going to say, but think carefully about the best way of doing this.
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