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This framework outlines a number of ways
we can enable client participation, and:
• Provides a statement on Mission
Australia’s commitment to learn from
clients lived experiences and achieve our
strategic goal: to end homelessness and
ensure people and communities in need
can thrive
• Promotes activities which enable active
client input into the planning and delivery
of our services

• Provides guidance for a consistent
approach to the implementation of client
participation activities
• Reflects industry standards, including
the National Principles for Child Safe
Organisations and expectations of
funders
• Provides examples of why, how and when
clients can participate
• Identifies tools and resources which are
available to all Mission Australia staff.
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At Mission Australia, our clients
are at the centre of everything
we do. We value lived experience
and are committed to prioritising
opportunities that enable active
client participation.
The participation of people with a lived
experience of overcoming adversity whether
it is of mental illness, disability, homelessness
or substance abuse, brings opportunities
to greatly enhance the capacity of Mission
Australia to support people who access our
services. We believe that it is a person’s right
to participate in decisions that affect them and
we promote and look for ways to enable clients
and communities to have an active role in the
way their services are designed and delivered.
This commitment to client participation is
fundamental to support us to achieve our
strategic focus of driving excellence and
improving quality across everything we do.
The United Nations Convention of the Rights of
the Child, to which Australia is a signatory, and
the associated National Principles for Child Safe
Organisations state that it is the right of children
and young people to participate in decisions that
affect their life. Our work to enable active client
participation covers all clients, including children
and young people.

Mission Australia is continuously improving
how we support clients to participate in service
design and delivery. Genuine client participation
is important for us because clients bring a
unique perspective of the issues that affect
them and they can help us to do things better.
We recognise clients as experts in their context.
More importantly, it is valuable for clients,
enabling them to have an active role in their
services builds their sense of control and choice
which we know is critical for achieving
their goals.
Our commitment to learning from lived
experience is supported by a number of policies,
processes and tools that enable our services to
listen and respond to the voices of clients. These
ensure that when clients take the time to share
their lived experience with us, we listen openly
and are genuinely able to respond with new and
improved ways of working.
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How to use
this document
This document is set out in two sections. The first outlines our approach,
principles and critical success factors for effective client participation and
we encourage you to read through this and refer to as you develop your
client participation work. The second section includes a suite of practical
information sheets, outlining different methods and resources available.
You can dip in and out of this section to inform your choice of approach and
for advice and tips on implementation. A list of all the resources available to
help you is included at the back.
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Part 1: Client Participation
for Greater Impact
This framework outlines a number of ways
we enable clients to participate, building our
understanding of their needs and perspectives,
so we can then improve clients’ experiences of
the work we do. Improving a client’s experience
of our services and ensuring our services
respond to their unique needs and contexts,
will lead to a greater impact in the communities
that we work. Clients are more likely to trust our
services and feel connected to our staff when
what we offer is built on real understanding
rather than our own assumptions of our client
needs and wants. This bringing together of
clients’ context expertise with the content
expertise of our staff and other professionals
(as illustrated in Fig 1) creates the opportunity
for greater understanding.

It is important for us to capture the outcomes
and share the stories of client participation
activities so we can advocate for our clients’
needs and scale good practice. In addition,
capturing client feedback and experiences
provides the evidence for decisions on where
and how we can improve the quality of our
services.
There are many ways in which we can encourage
client participation and provide the opportunity
for clients to share their lived experience. In
order for us to learn and improve our services
and our organisation, we have developed a suite
of resources that can guide you through the
options. An overview of some of these options
are included in part 2 of this framework.

Understanding

Content experts are professionals,
staff in your organisation, service
providers, and leaders with formal
power who have knowledge, tools and
resources to address the issue.

Context experts are people with lived
experience of the situation, including
children and youth. They are the
people who experientially know about
the issue.1

Fig 1: Bringing content and context expertise together to build understanding
Attygalle, L. (2017). The Context Experts. Tamarack Institute. www.tamarackcommuity.ca

1
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Guiding principles
Our approach to learning from lived experience is informed by our commitment to enabling people and communities to
thrive and ensuring our clients are better off because of their engagement with us. Whenever we seek client participation
to improve our understanding and our work, there must be a mutual benefit. To guide us in meeting this commitment, our
client participation is underpinned by six key principles.
We will be:

Respectful

Empowering

We acknowledge and value the expertise,
perspective and needs of people accessing our
services. We practice respect when care is taken
to listen and remain open to alternative views.
By respecting lived experience, we ensure that
our client participation activities are a two way
relationship of learning from each other. We also
demonstrate our respect for clients who share their
views with us by being responsive, checking what
we have heard and acting on their feedback.

We work to continuously improve our organisation’s
culture of client participation to one that recognises
power imbalances and enables the sharing of power
with clients so they have an active say in the design
and development of their services. We recognise
that sometimes it might be hard for clients to be
open in their feedback and we create opportunities
for clients to feel comfortable to participate, have
their say and make a difference to the things that
matter to them.

Purposeful

Safe

Our client participation activities begin with a clear
understanding of the purpose of our engagement.
We behave in a purposeful manner when clients are
aware of objectives, environment, expertise and the
level of influence on final outcomes. Together with
clients, we work out what success looks like and
how we can work towards it in a way that works for
us both.

We create a safe space for clients to actively
participate and share their lived experience. We ask
clients what they need to feel safe to participate
and we listen, learn and adapt our process so clients
feel safe to share their experience of the services
and systems that affect them. The safety and
wellbeing of all clients including children and young
people is prioritised when seeking their input.

Inclusive

Transparent

We value and want to hear diverse perspectives. We
reduce barriers and create avenues for our clients
to engage with us in a way which works for them and
when there are challenges such as language, culture
or mobility, we find ways for diverse voices to be
heard. Inclusiveness requires that we recognise the
different communication needs and preferences
of participants and endeavour to meet these
wherever possible. This includes ensuring our client
participation activities are accessible to children
and young people and other groups such as older
people and people living with a disability.

We are open, honest and clear about what we
expect of clients, and what clients should expect
of us. We will clearly identify and explain the
participation process, the role clients play in the
process and how their input will help us improve our
organisation. To ensure transparency, we provide
information so that clients can participate in a
meaningful way and we foster a culture of
sharing ideas.
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Client participation
at Mission Australia
In an organisation with services as broad as Mission
Australia, there is no single client participation method.
Selecting the most appropriate method of client
participation will vary according to the situation,
resources and client group.
All participation methods have their benefits and
limitations and it is important to consider risks and review
progress throughout to ensure the effectiveness of the
method chosen and maintain our duty of care to the people
we work with. Whichever method you choose, your focus
should be on doing this well and ensuring alignment to our
principles. The tools and resources referenced throughout
this Framework can be used to ensure that clients have a
positive experience.

Client participation spectrum
When developing this Participation Framework, we
referred to the International Association for Public
Participation (IAP2 Federation) Public Participation
Spectrum. IAP2’s Spectrum of Public Participation was
designed to assist with the selection of the level of
participation that defines the public’s role in any public
participation process and we have identified what each
level of participation could look like for Mission Australia
(Fig 2).
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INFORM
Goal

Promise

Mission
Australia’s
Commitment
to Clients

Example
activities to
consider

CONSULT

INVOLVE

COLLABORATE

EMPOWER

To provide
balanced and
objective
infomation
in a timely
manner.

To obtain
feedback
on analysis,
issues,
alternatives
and
decisions.

To work with
the public to
make sure that
concerns and
aspirations are
considered and
understood.

To partner with
the public in each
aspect of the
decision-making.

To place final
decisionmaking in the
hands of the
public.

“We will keep
you informed.”

“We will
listen to and
acknowledge
your
concerns.”

“We will work
with you to
ensure your
concerns and
aspirations
are directly
reflected in the
decisions made.”

“We will look to
you for advice and
innovation and
incorporate this in
decisions as much
as possible.

“We will
implement
what you
decide.”

We will keep
you informed
in a timely
manner and
in a way that
reflects your
situation,
including
considering
cultural,
language
or mobility
issues.

We will keep
you informed,
listen to and
acknowledge
your
concerns
and insights,
and provide
feedback
on how
client input
influenced
our decision.

We will work
with you to
ensure that
your concerns
issues and ideas
are directly
reflected
in solutions
developed and
we will provide
feedback on
how client input
influenced our
decision.

We will look to
you for direct
advice and ideas
in formulating
solutions and
incorporate
your advice and
recommendations
into the decisions
to the maximum
extent possible.

We will hand
over decisions
for you to
make and
implement
your decisions
for the direct
benefit of the
individual,
client group
or community
that we are
working with.

• Fact Sheets
• Service
brochures
• MA Website
• Research
and
Advocacy
Reports
• Face-to-face
meetings
• Information
sessions

• Surveys
(available
in a range
of different
methods)
• Feedback
and exit
interviews
(in person,
online or by
phone)
• Focus
Groups

• Workshops
• Involvement
in sector wide
projects
• Paid
Participation
projects
• Clients
involved in
recruitment
processes or
panels

• Client Advisory
Councils or
Action Groups
• Participatory
decision making
• Co-design
• Special Projects

• Delegated
or joint
decisionmaking
committees
• Client-led
programs
or advisory
boards
• Partnership
committees

Fig 2: IAP2’s Public Participation Spectrum and Mission Australia’s commitment at each level
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A participatory culture
Mission Australia works to maintain a culture which embraces opportunities to seek client participation and encourages
the people we work with to provide honest feedback. At Mission Australia there are small, everyday activities we can all do
to support a participatory culture, such as:

•
•
•
•
•
•

Adhering to Mission Australia’s Case Management
Approach across services.

•

Performing reflective practice activities as a team or
individually, which could include empathy exercises
and inviting clients or other service providers to team
meetings.
Creating an open and welcoming environment on site
for all clients and ensuring it is child and youth friendly
and culturally safe.
Adopting a ‘no-wrong door’ approach and training
all staff to be able to engage with any person who
approaches a service.
Asking for client feedback on a regular basis, not just
on their exit from the program, and acting on that
feedback in a timely manner as appropriate (refer to
the Client Feedback Policy for more information).

•

Being clear about clients’ rights and responsibilities,
and those of children and young people, and those of
our staff. All offices should display our Client Charter
which was co-designed with clients. Staff should refer
clients to our National Service Charter and The
Charter of Rights and Responsibilities Children and
Young People and Mission Australia Workers. You
should discuss this Charter with all children over six (6)
years of age when they commence a service with
Mission Australia.
Making resources available and accessible for clients,
including children and young people, to share their
feedback and raise concerns. This includes, when
working with children and young people, displaying the
TELL US posters and postcards available via the
Policy hub – post cards / posters.

Publicising and promoting where client feedback or
contributions have made an impact in services and
sharing client stories, but only with their permission.

Client-Informed
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Critical success factors
To show our respect for the clients that share their experience with us, and to demonstrate how much we value the
expertise and time they have given to improve our services, consider the following critical success factors. These will also
ensure that we maintain our duty of care to participating clients. The Client Participation toolkit has resources available
to help you put these critical success factors in place.

•
•
•
•

Take the time to prepare and Plan your client
participation activities to make the most of your time
and the time that you are asking clients to contribute.
Decide as a team what your parameters are, and how
much power in the decision-making can you share. Get
a clear objective on what you want to get out of your
client participation.
Be honest and upfront with clients about the scope
of the activity and the type of feedback that you can
realistically act upon.
Create a space where people feel safe to genuinely
contribute. Have emotional and other supports in
place in case people need to access them.

•
•

•
•

Reassure prospective participants that their rights
and confidentiality will be observed, and that the
feedback they provide will not affect their access to
services.
Be clear in your communications. Explain the purpose
of the client participation and what participant input
will feed into. Use plain English information and
consent forms that relate to the client participation
activity.
Be open to learn from others and be flexible. Let the
clients be the experts.
Close the feedback loop and share back the results of
the client participation activities and how input has
been used.

Client-Informed Services Framework

11

A note on language
Across the community services sector, the term ‘client’
has been questioned and critiqued for its potential to be
damaging and disempowering for the people we work
with. The language that we use is both a critical tool and
part of our organisational culture for engaging with and
effectively responding to people accessing our services.
It is widely acknowledged that whilst the term ‘client’ is not
preferred when speaking directly with people accessing
Mission Australia services, it is a term that is broadly used
and widely recognised when it comes to communicating
in funding applications, contractual agreements, or even
our internal policies and procedures. For this reason, we
are using the term client throughout this document. This
incorporates the people that use our services and could
also include family members of clients, broader community
members and past clients.
The tone in which we talk about the people we work
with is equally important. When speaking about, or on
behalf of, a client, we acknowledge that person’s agency
to make the changes they want, and the expertise they
possess to inform those choices. Mission Australia’s Case
Management Approach provides advice and guidance on
creating conditions that enable people to identify value
and mobilise their strengths and resources as opposed to
compensating for perceived deficits.

When referring to individuals accessing our services, it is
important to consider:

1. Who is the audience?
2. What is the purpose of the statement?
3. Is it respectful?
Individual services at Mission Australia are encouraged to
consider whether the term ‘client’ is the most appropriate
for their service. In many instances, we can easily
interchange the word ‘client’ with any of the following
terms which may be deemed less authoritative and more
supportive:

•
•
•
•
•
•
•
•

Person, Individual
Participant, Consumer, Service User
Child or Family
Person accessing service
Person with lived experience
Resident or Tenant
Job Seeker
Student
Client-Informed Services Framework
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Acknowledging power and vulnerability
There is often a significant power imbalance between
professionals and those with lived experience, in particular
if those with lived experience are from one or more
marginalised groups (e.g. Aboriginal and Torres Strait
Islanders, culturally and linguistically diverse, LGBTIQ+).
When you are embarking on any client participation
activity, it is important to recognise and acknowledge the
power imbalances that exist. It is the responsibility of
those who have power (e.g. dominant culture/ sexuality/
gender, education, professional standing, wellness etc.)
to intentionally and actively create safety for others
by ensuring behaviours and language are sensitive and
enabling and taking responsibility for equalising power
when those who have power are reluctant to share it.
Asking clients to be open and honest in their participation
can place them in a vulnerable position. Clients should
always have the choice about if and when they participate,

be free to opt out of participation at any time, and be
supported following any participation activity. This is
particularly important when engaging with children or
young people who may not feel able to say no once they
have given consent. Pay careful attention to preparing
participants (public and professional) to create the
environment for different perspectives to be heard and
supported.
When inviting clients to participate, consider how you
will create a safe environment for all participants. Are
the meeting spaces or rooms where participants will be
visiting friendly and welcoming? Will the participants
easily be able to leave the room if they need to? Ask staff
or sector professionals to dress appropriately for the
group, not in business suits or uniforms, leave position
titles at the door, and keep laptops and mobile phones off
the table. It is also important to consider the ratio of staff
to clients in the room.
Client-Informed Services Framework
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Recognition, payment
and reimbursement
Many clients offer their participation in feedback
sessions, forums or groups as they value the opportunity
to “give something back” and share their experiences
to help others, so they volunteer their time to complete
questionnaires or attend meetings. We welcome hearing
from clients that are able to contribute in this way and
we want to be sure we acknowledge the contribution
these clients are making. Clients should benefit from
sharing their expertise; this doesn’t always have to be in
the form of monetary payment, but in some cases this is
the best and most appropriate way. For example, Client
Committees and Tenant Advisory Groups are usually
formed by nomination or election of representatives, and
clients are not generally paid for being on a committee.
They should not be out of pocket for expenses related
to the participation. It is important to remember that
reimbursement of costs associated with participation
is different from payment and recognition for time and
expertise, so both should be considered separately.
Paid participation should be considered whenever we are
asking clients to share their experiences for the benefit
of Mission Australia and this is asking for a contribution
over and above routine client feedback on service delivery.
This applies to client participation in media and fundraising
events or campaigns as well as to research and advocacy
campaigns. Paying people is one of the ways to recognise
the valuable and specialised contribution clients make
when providing their insights from lived experience;
however, it’s not the only one.

Others include:

•
•
•
•
•
•

references that can be used for job or training
applications
skill development and capability building – goals and
outcomes can be established with the person or group
beforehand and an approach agreed
network building and the chance to build ongoing
relationships – this could be formal or informal, with
the desired outcomes established at the outset
catering and a verbal acknowledgement
a thank-you letter
a gift voucher.

Mission Australia’s Paid Participation Policy was
developed to support and provide guidance to staff when
seeking the input of people with lived experience in a range
of activities initiated by the organisation, for which they
can receive payment. There are also particular guidelines
for the paid participation of children and young people.
Refer to the Paid Participation Policy for more details

Client-Informed Services Framework
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Getting started
The decision to undertake client participation
work can sometimes seem overwhelming,
and there are many things to think about to
ensure you adhere to the principles outlined in
this Framework. However the most important
thing to remember is that you are creating the
opportunity for clients to share their voice. Here
are five simple things you can do to get started
on a pathway to client participation:
1.

Dust off the suggestion box! Create a bright
and colourful space or use an accessible
wall where suggestions can be made easily.
Then talk about these ideas with clients and
staff. Write up on the wall what suggestions
you are working on so people know they are
being heard and actioned.

2.

When recruiting staff, talk to your Talent
Attraction team about asking clients to look
at your interview questions. Clients may
share some new scenarios to include in your
interview or give you different perspectives
on choosing a good fit candidate for the role.

3.

Look at your feedback and complaints
register and choose an issue or opportunity
to discuss with a few clients in a small focus
group.

4.

Use existing research and reports available,
such as the MA Youth Survey, MA policy
submissions, or Impact Measurement and
evaluation reports as a starting point for a
conversation with clients.

5.

Start small. As long as you are genuine and
purposeful, it is the opportunity to listen and
learn that is the most important.

Client-Informed Services Framework
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Part 2:
Client participation in practice
This section of the Framework works through the various ways client
participation can be enhanced both within service delivery and across
our enabling functions.
The Information Sheets explore why, when and how
to conduct various client participation options, the
benefits and limitations for the various approaches
and provide links to supporting resources to help
put these ideas into practice. There are resources,
guides and example pathways available to support
staff and teams through each stage of this client
participation journey.

This Framework is supported by a
Client Participation Canvas and toolkit, setting out
key phases of implementing any form of client
participation >>> Prepare >>> Listen >>> Learn >>>
Act.

Fig 3: The pathway model towards greater impact
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The Client Participation Pathway
Prepare >> Consider the challenge or

Learn >> The value of client participation is to

opportunity faced by the organisation or service.
Clearly articulate why you should involve clients in
deepening your understanding of this area. Identify
who will have the best knowledge and experience to
contribute to your understanding of this issue or
opportunity. Decide how you can best reach these
clients to hear from as many diverse perspectives
as possible. When you are clear on why, who and
how, the Client Participation Planning Canvas will
step you through what support, resources and
processes will enable you to listen and learn.

harness the stories and experiences of clients and
learn how these can contribute to better service
delivery and improved outcomes for the people
that we support. Capturing the learning during this
stage, and ensuring there is a deliberate
assessment and evaluation of what we have heard,
will build the evidence-base for decisions on service
improvements and enable the sharing of knowledge
and ideas across the organisation.

Listen >> Putting the plans into action will
enable you to openly and genuinely listen to what
your clients are telling you and ensure that your
clients are safe and supported through the process
of sharing their experiences. There are tools and
tips available to ensure that clients participating in
these activities feel safe to share their stories,
their ideas and give open and honest feedback.

Act >> To demonstrate that you respect your
clients time and value their input, it is critical that you
act on what you have learnt from them and ensure
that you have the right processes in place for
implementation and feedback. Design and implement
projects and service improvement initiatives that will
put the client insights into practice. You can and
should also consider how you re-engage clients in the
design of these solutions. Make sure you share the
story of what you learned and what you have done as a
result with the clients involved.

When considering the issues and opportunities that are facing your service or client groups, there are many
existing resources that incorporate the voice of our clients and can provide evidence to help direct your client
participation activities. It’s important that we don’t ask clients the same questions repeatedly so if we already
have feedback from clients on a topic, you should review and reference this material first before you decide
when and how to engage clients.
This could include
•

Mission Australia Youth Survey and subsequent focus reports

•

MA Policy submissions

•

Insights from other client consultations

•

Impact Measurement reports

•

Evaluation reports

•

Strengthening Communities reflection tools.

Learning from Lived Experience:
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Client feedback
As part of our 2025 Strategy,
Mission Australia will be
implementing a standardised
client feedback system.
Many individual services have established processes
to obtain client feedback, including suggestions,
compliments and complaints. Options for feedback
activities include feedback forms, exit surveys, client
consultation sessions and forums. Solicited and
unsolicited feedback can support teams to identify
strengths of their service, and also areas that require
a level of review. There are tools and activities
available within MA’s Quality Assurance processes to
prompt and support services to seek feedback.

Refer to the Client Feedback Policy for more
information and resources.

Why is this important?
Feedback systems are one of the foundations of client
participation, providing a mechanism to hear from
clients about any aspect of our service. An effective
complaints process provides the opportunity for
clients to let us know when things are not working for
them and is an opportunity for the organisation to
gather information on where systems or process need
to be reviewed. Generally speaking, children and young
people do not identify with the term ‘complaint’ so use
the terminology ‘unhappy’ or ‘worried’ if you are
seeking feedback from children or young people.
Compliments and positive feedback are important to
help us celebrate and recognise where we are doing well.
Keeping track of complaints, compliments and
feedback provides a great starting point for deeper
conversations with clients around issues or
opportunities raised. Further client participation can
occur to investigate what clients like about the work
we are doing, or where we could be doing better.

How could this be achieved?

Surveys

Use informal or instant feedback mechanisms, such as
comment books, suggestion boxes or touch-screen surveys,
or create an informal feedback book that staff members can
update with comments they’ve heard from clients.

Surveys can be used to gauge client satisfaction, gather
information about specific programs or aspects of service
provision and to invite suggestions for improving or
changing services. While they can be targeted to collect
certain information from clients, it is important to also
provide open ended questions in surveys and space to
capture other thoughts from clients. Consider the language
and length of time needed to complete surveys, and make
sure this is appropriate particularly if surveying children or
young people. At times it can be appropriate to offer
incentives for clients to participate, for example offering
prize draws for completed surveys or providing morning or
afternoon tea or a small gift for completing a survey.

Suggestion Box
A suggestion box needs to be displayed prominently, be
bright, colourful and inviting. Make sure there are pens
and paper on hand for clients to use any time. The service
must look at the suggestions and be willing to address or
act on the feedback or respond to the clients about what
cannot be done. Clients will not continue to make
suggestions if they are continually ignored. Even the
random and seemingly infeasible suggestions (like an
underground swimming pool!) can spark a conversation
about what clients value.

Focus groups
Focus groups can be an opportunity to ask clients about a
particular issue and can offer a chance for participants to
voice their opinions and be heard in a supportive
environment. The facilitated discussions generated
through focus groups provide detailed qualitative
information. While the information gathered may be from
a small group of people, a series of focus groups will
ensure a range of clients have been able to participate.
Payment for participation in interviews or focus groups
should be considered. Refer to Recognition, payment and
reimbursement on page 14 of this document.

Individual or group interviews
There are times when clients will feel more comfortable
sharing their feedback in conversations with others, in small
groups. Individual or small group interviews can be helpful
when seeking detailed feedback about specific issues or
subjects, but it is also important to include time for open
discussions. This can bring out new ideas or issues that might
have been missed in a more structured interview or survey,
particularly where interviews are conducted by staff not
normally involved in direct service delivery, or by outside
workers or trained peers. It is particularly beneficial to have
training and experience in working with children and young
people when engaging them in interviews.
Always consider sensitive interview methods and be aware of
all participants’ circumstances when bring people together.

Learning from Lived Experience:
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When is the best time to undertake
this type of participation?
There is an opportunity to ask for client feedback at all
touchpoints during their service, after their initial
engagement, when they attend any of our sites, after an
instance of service or an exit survey at the completion of
a program.
Clients must be able to make a complaint, give feedback
or offer a compliment at any time. Whether feedback is
solicited or unsolicited, always ensure that the feedback
loop is closed and clients are informed of the outcome of
their feedback.

Tips and things to watch out for
•

•
•
•

•

Suggestion boxes and some feedback systems can be
used to raise grievances that will need to be managed
and diverted through the appropriate channels
Suggestion boxes that haven’t been acted on by the
service become irrelevant
Offer visual tools and use simple language, avoid jargon
Speak to the Impact and Analytics team about
setting up customer feedback and satisfaction
surveys for your service
If you are seeking participation from children or
young people refer to the resources available
through the Child and Youth Safe policy hub

What are the benefits and limitations of this method of client participation?
Benefits

Limitations

Suggestion boxes, feedback walls and posters
Suggestions boxes, feedback walls and posters can be quick
and easy to implement

Feedback walls and posters are not confidential and may limit
the types of responses

Surveys
Clients can be supported by staff to complete surveys online
or in person

Survey questionnaires can take time to create and validate
and remove any bias in the questions or method selected

Can be adapted to suit varying literacy and languages

It can take some time to set up and test online surveys

Enables management to understand what the concerns are
and what the general mood is in a service

Clients can become over-surveyed when multiple groups
(funders, external researchers) target the same cohort

Can be delivered digitally and reach a wider audience,
including children and young people

Clients can be overloaded with forms and processes that
overwhelm and deter them from participating

Can be anonymous

Some literacy is required to complete surveys and even
literate clients may find it difficult to put ideas into words
Children and young people are less likely to respond to open
ended questions needing lengthy written responses

Individual or group interviews
Some clients prefer to have conversations and discussions
about services rather than complete surveys

It can be difficult to find a time that suits everyone involved to
conduct individual or group interviews

Interviews can be used where literacy is an issue as they can help
build rapport with clients, exploring ideas and feedback in detail

Interviews can be time consuming and therefore only gather
information from a limited number of people

Individual or group-based interviews or focus groups can work
well if you have a short timeframe
Personal interviews provide the opportunity to dig into
particular issues raised and hear new perspectives that might
be missed in a survey

General
Clients can feel like they have been listened to when we
respond to feedback

Payment for participation in interviews and focus groups
requires budget

Paying for participation can encourage a different group of
clients to be involved

Consider up front how you might want to use the data in the
future, simple feedback forms are not always useful in an
evaluation later due to the way the information is recorded

Clients feel their expertise is valued when they are remunerated
Payment can lead to greater levels of commitment from
clients participating
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Clients in recruitment
The practice of involving clients
throughout the recruitment
process or in recruitment panels
can improve client participation
and can be beneficial to both
clients and services involved.

Why is this important?
Clients offer valuable and unique insight into the
recruitment process, often presenting a new
perspective on what is needed from staff, and can
support candidate selection. The opportunity to
participate in the process with hiring managers can
build clients’ confidence and enable meaningful user
input into service delivery (for example in decisions
relating to the competencies and cultural fit most
appropriate for the service).

For more details refer to the Clients on
Recruitment Panels – Practice Guidelines

How could this be achieved?
Selected clients will need to have the skills and
capabilities and / or adequate training to participate in
a recruitment panel, contribute to the design of a
position or role, or developing interview questions and
scenarios.
Prior to involving clients in recruitment, consult the
Clients on Recruitment Panels – Practice Guidelines
to assess whether your service is suitable for this type
of activity and to help identify suitable clients. Clients
will need to have particular communication abilities
and an understanding of recruitment processes,
purposes and the means to incorporate this
knowledge in their own recovery journey.
As with all client participation, be clear on the level of
influence the client will have on the final decision. The
client’s feedback and input in the interview process is
extremely valuable, however the final decision on the
successful candidate will be the responsibility of the
hiring manager.

When is the best time to undertake
this type of participation?
It is best to engage clients in the recruitment
processes from the start, so their contribution can
inform the design of the role as well as the candidate
section.
Contact the Talent Attraction Team to discuss
opportunities to include clients.

Tips and things to watch out for
•
•

•

Make sure clients understand their level of
decision-making
Watch out for the potential power balance of
clients working with successful candidates in
future
Ensure that clients in interviews are allocated
appropriate questions to ask, clients should not
be asking questions about compliance or child
safe practice.

What are the benefits and limitations of this method of client participation?
Benefits

Limitations

Adds a new perspective to the standard interview panel

It can take time to recruit and train clients to be involved

Gives insights into how an interviewee would work with
clients

Timing and format of interviews need to factor in client
needs and availability

Can enhance the assessing of cultural fit of a candidate for a
service

It is not suitable for all roles and clients need a certain level
of expertise and capacity to be able to engage

Can improve relationships between services and clients and
encourages greater client participation in other areas

May require additional budget to pay clients for their
participation

Clients learn about the job seeking process and can build
their confidence and connection with the service
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Developing good practice – a case study
Woree Supported Accommodation and Douglas House wanted to better understand the impact of involving
clients in recruitment. People who access these services bring a multitude of experiences and having their
insight and participation in the recruitment process ensures that we are hearing the perspective of the person
with the lived experience. The client gives us a different view of the world and what is needed in service delivery
which supports the panel to select the best candidate.
The interview questions and a selection of previous
candidate responses were given to a client to review
“The client offers a different perspective of
and provide feedback. The client was able to advise
the needs to deliver a supportive program
what the program needed and what the Recovery
and has different observations of the
Worker should be doing in order to have the
person being interviewed.”
conversations about essential and aspirational
elements of our work. This client insight has helped us
MA Program Manager, QLD
to have a clear understanding of what underpins our
practice and informs appropriate interventions. The
honest feedback and different observations on the
candidate responses were valuable support for our interviews.
We discussed with the client how they felt undertaking this recruitment process and what they might expect to
feel if involved in a live interview. While they were hesitant to start with, they would greatly like to be involved
in a real interview because they know the value of lived experience and believe they could make a great
contribution to the process.
The service managers reflected on all the answers, questions and feedback the client gave and feel that the
contribution of a client on the interview panel is an invaluable one.
Before undertaking this trial, we had considered the idea of including a client in the process however were
concerned about the wellbeing of the client. We now have a better understanding of what would be required to
support a client in this process and will incorporate clients in our future recruitment processes.
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Client Advisory Councils
and Reference Groups
A Client Advisory Council (CAC)
is a term used for a group of
existing (or sometimes
previous) clients convened on a
regular basis to advise staff on
service operations, policy and
direction.
In Housing Services we refer to these as a Tenant
Action Group (TAG). A CAC/TAG differs from a focus
group or workshop because there are long-term
members, and the focus of the CAC/TAG meetings
tends to be more strategic with medium to long-term
goals. CACs/TAGs are beneficial for both Mission
Australia services and clients because they can
improve client/staff relationships, improve skills and
self-confidence for clients and increase client input
into the design and delivery of services and broader
advocacy issues.

When is the best time to undertake
this type of participation?
A client advisory council can be set up for specific
projects or it can be a long-term ongoing advisory
body, like a tenant advisory group, to support a service
or to work with policy, research and advocacy staff.
Setting up advisory groups early on in the service
implementation can mean the clients have an
opportunity to inform the service set up and builds
client engagement from the outset. However, existing
services will benefit when looking for new ideas on
how to support clients.

Why is this important?
The development and maintenance of Client Advisory
Councils is an effective tool for encouraging
constructive feedback which can help improve
services. The groups often initiate their own actions
evolving from common issues experienced and can be
an empowering experience for all involved. Mission
Australia has produced Practice Guidelines so staff
can consider critical success factors and potential
risks of facilitating a CAC or TAG.
Once established, CACs/TAGs can inform how
services are set up and suggest service
improvements, and provide a potential opportunity for
participation in policy and advocacy opportunities.
How could this be achieved?

CACs/TAGs can be created through client nominations
and votes or clients can opt in to a group. Clients are
recruited as members to the committees and
supported to work towards peer facilitation of client
meetings or client-led focus groups. Special interest
groups can also be set up to build client involvement
and participation.
To ensure that the group is open and captures diverse
clients, there needs to be a range of ways for clients
to attend and client support persons should be
welcomed to encourage and enable participation.

Tips and things to watch out for
•

•

•

•

For more details refer to the Client Advisory
Councils – Practice Guidelines

Keep in mind that louder or confident voices or
stronger views can take over. Ensure that you
manage committees in a way so all voices can be
heard
Manage the expectations of group members to
ensure they understand the level of influence and
decision-making held by the group
Client or Tenant committees are usually voluntary
participation, however clients should not be out
of pocket for participating in committees, so
make sure you help clients to claim any travel
costs or other expenses
Don’t only rely on an Advisory Committee or
Group only to provide you with feedback or ideas
for improvement, this would overlook the
potential contributions of those not on the
committee.
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What are the benefits and limitations of this method of client participation?
Benefits

Limitations

Can include a wider range of clients rather than just those
who currently use a particular service

Requires ongoing planning and resourcing to be effective
rather than tokenistic

Can demonstrate Mission Australia’s commitment to hearing
client views to funders and other clients

Poor attendance is often a problem due to the transient
nature of client populations

Increases client engagement and commitment to a service

Needs ongoing support and resources

Can support clients to build relationships with other clients
and staff

Clients need ongoing training and skill development for the
group to function well

Clients can remain involved for longer periods with ongoing
committees

Can be challenging to establish and maintain as the group
finds its way of working together

People involved in committees can provide mentoring or
training to new members

Some clients have a lack of interest in or capability to
manage online participation so there is sometimes a reliance
on face to face meetings only

Builds the skills, abilities and confidence of clients
Can lead to improved outcomes for clients

Learning from young people at CBYS
The Canterbury Bankstown Youth Advisory Committee is made up of 8-12 young people from youth housing,
refuges and transitional properties and from the Targeted Early Intervention program. It has been running in its
current form since 2018 and is having a fantastic impact on the program, the staff and the young people
involved.
The committee meets regularly to discuss issues that
affect young people. They consider grants that can be
applied for to run an event, like during Mental Health
month or Homelessness week, and to plan events that
highlight these issues. They also talk about Mission
Australia’s Youth Survey, whether they agree or
disagree with the findings and think about what the
services could do in response.

“I would encourage all services to have an advisory
committee. It is not only great for the young people
but also great for your services, and for the staff
who love it too. It is great to spend time with young
people. I learn from them – it’s a two way street.”
Adolescent and Family Caseworker, Early Intervention
Prevention Program, NSW

Having the Youth Advisory Committee gets the young
people more involved in the program. When the program is developing its Strategic Plans, staff listen to what
the young people say is important and if there are changes they think need to happen in the service. We listen
to what they say about policies and rules and change what we can. Staff also love the opportunity to have fun
with the young people and support the events that the young people come up with.
It is inspiring to hear the young people’s voices, to see them following through with things and to see how proud
they are of the work they do. They love it. There are other benefits for the young people involved too - their
involvement in a youth advisory committee goes on their resume, they get a chance to be social and spend time
with their peers, plus we provide dinner for the meetings. Food is a great motivator!
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Lived Expertise workforce
Lived Expertise Practitioners
are Mission Australia staff who
have a lived experience of
overcoming adversity and are
trained and employed to work in
a collaborative role in support
of others in their recovery
journey.
Lived Expertise Practitioners particularly contribute
to the development of person-led and recovery
focused support because they inspire hope and are
able to bring the unique skills and knowledge gained
through lived experience and engagement with
support services. Developing and growing our Lived
Expertise workforce is an opportunity to enrich the
provision of services and is a strategic priority for
Mission Australia.

When is the best time to undertake
this type of participation?
Including specialist Lived Expertise Workers when
responding to tenders can ensure there is dedicated
budget for this. When establishing a new service,
identify where Lived Expertise roles can enhance
client outcomes and consider how Lived Expertise
practitioners can be incorporated into existing service
models during a service review.

Why is this important?
Workers identified as having Lived Expertise are
recognised for being able to gain trust and credibility
with clients more easily than other workers. Lived
Expertise workers may have a greater understanding
of issues pertaining to homelessness, drug use, mental
health challenges and access to services and often
have a wealth of knowledge and skills that can be
passed on to clients. Our clients tell us that they relate
to people who have had a similar experience to them
and like the opportunity to connect with others who
understand their situation.
In addition to benefiting clients, engaging Lived
Expertise practitioners can support the development
of career pathways for people with lived experience
and allows them to use their prior adversity for
positive impact.

How could this be achieved?
Consider the unique value that a Lived Expertise
practitioner can bring to your service and design
specific, dedicated roles into the service delivery
team. These dedicated roles need to be built into
program budgets and the implementation should be
supported with education, training and supervision for
the Lived Expertise workers as well as for the teams
working alongside these roles.

Tips and things to watch out for
•

•

•

•

The staff working alongside Lived Expertise
workers should complete Mission Australia’s
training program (Introduction to Using Lived
Expertise) for colleagues and their Managers, to
support and develop the teams understanding of
Lived Expertise roles.
Establishing clear practice frameworks for Lived
Expertise workers to use with clients will support
the integration of these roles within a team of
practitioners.
The HR team are available to provide support for
managers of lived experience staff. Contact your
Human Resources Business Partner to discuss
your support needs or opportunities for building
the Lived Expertise workforce.
Using and sharing lived experience is a learned
skill of Lived Expertise Workers. Be aware that
workers discussing lived experience with clients
is not always appropriate, if they are not
designated lived experience positions.
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What are the benefits and limitations of this method of client participation?
Benefits

Limitations

Lived Expertise Workers can gain trust and credibility with
clients more easily and have a unique relationship with a
client

The value of Lived Expertise workers is not always widely
accepted therefore funding can be restrictive and budgets
not flexible enough to include them

They can facilitate connections between clients, for example
via peer networks

Sometimes a Lived Expertise worker will show bias about a
particular issue

They can offer a lens into client experience and work with the
rest of the service to make it more client-centred

There can be an expectation from funders / in contracts that
Lived Expertise workers will have Certificate IV qualifications

Employing Lived Expertise workers from particular cultural
backgrounds can bring a cultural awareness to the team and
inform culturally appropriate services

The cost of obtaining and supporting Cert IV qualifications for
workers can be a barrier

Lived Expertise Workers can gain trust and credibility with
clients more easily and have a unique relationship with a
client

The value of Lived Expertise workers is not always widely
accepted therefore funding can be restrictive and budgets
not flexible enough to include them

Lived Expertise at Mission Australia
In 2018-2019, Mission Australia developed a comprehensive suite of practical resources and training modules
to support the growth of our Lived Expertise workforce.
The resources included:
•

Lived Expertise Practitioners;

•

Manager’s Guidelines (this can be accessed by People Leaders only); and

•

a range of example Position Descriptions which are mapped to our Enterprise Agreement available
under recruitment on the People Leaders portal.

The resources and training have been well received by our Lived Expertise Practitioners and People Leaders
alike. For example, one has said: “It’s really great to have a common language and consistent practice advice
which helps us to communicate and validate the strengths of lived expertise practice and ultimately, the way it
helps our clients and consumers.
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Quality assurance and service
improvement initiatives
Mission Australia’s Quality
Assurance processes support
our vision for the best possible
outcomes for our clients,
achieved by a planned approach
to quality, which enables staff
to continuously improve and
share systems and practice.
There are a range of tools and resources available to
support teams to review practice and include client
voice as evidence. Clients are often invited to speak
with auditors during program accreditations and
funders have an expectation that client feedback and
experience informs our service delivery and quality
improvement processes.

Why is this important?
Building client participation opportunities into our quality
assurance processes gives us a chance to directly involve
clients in the evaluation of the effectiveness of
programs. The client voice adds to the evidence base for
how clients feel about a service, building our
understanding of where quality and safety could be
improved and tells us what is already working well.

How could this be achieved?
Opportunities for clients to inform service quality
improvements and be achieved in many ways.
Establishing feedback processes, including surveys,
interviews or focus groups that ask clients to share
their experience of our services are some ways to
include clients in service improvements (see Client
Feedback on page 17of this Framework).

Common Ground Conversations – a case study
The Common Ground Conversations project was undertaken to improve our knowledge of how tenants and
community members were feeling about their community and Common Ground. Conversations took place in a
mixture of group and one-on-one settings, taking respondents through a variety of questions seeking
responses from community members to eight general questions regarding their feelings about “community”
and their impression and experience of Common Ground.
We found one on one conversations work best with this group of tenants given their multiple complex needs,
backgrounds and sometimes reluctance to engage in group environments. It enabled them to speak about what
was working for them and what wasn't without being fearful of it impacting their tenancy.
Community members were asked for their views on a range of topics, including their vision for their
community, their experiences of living in Common Ground, areas of concern they would like to see changed,
what they considered to be the most pressing concerns in their own lives, as well as the lives of their
neighbours, the types of relationships they had with the people living around them, and what they thought the
community should be working on together.
The information gathered was rich and it was rewarding to see so many tenants engage and provide their
views. This involved establishing trust between tenants and staff, enabling us to share the information from
the tenants. We must ensure we follow through, doing what we can in response and clarifying actions we will
undertake in future.
The project enabled us to improve our service delivery by adapting our community development program to
suit community needs. Joint planning for collaborative building improvement projects is occurring in order to
improve the spaces identified. Prioritization of areas for improvement have occurred based on the findings.
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Surveys

Focus groups

Surveys can be designed to elicit information on
service quality and generate ideas for services
improvements.

Focus groups can be an opportunity to ask clients
about a particular issue, policy or practice and can
offer a chance for participants to voice their opinions
and be heard in a supportive environment. The
facilitated discussions generated through focus
groups provide detailed qualitative information. While
the information gathered may be from a small group
of people, running a series of focus groups will ensure
a range of clients have been able to participate.

Interviews
Individual or group interviews can be helpful when
seeking detailed feedback from clients about specific
or targeted subjects. Examining client incidents or
near miss situations that require debriefing with
participants using one-on-one conversations and long
form interviews can provide opportunity to dig deeper
into the clients’ experience of service. Information not
directly asked for in a survey may be forthcoming in an
interview, particularly where interviews are conducted
by staff not normally involved in direct service
delivery, or by external workers.

When is the best time to undertake
this type of participation?
Specific quality and service improvement conversations
with clients tend to occur at the end of the service
received but could also occur on a regular basis for
residential or longer term programs. Services that
require accreditation or that are audited throughout the
service contract have the opportunity to engage clients
to provide evidence of service performance.

Paid participation projects
Paid participation projects often give clients an
opportunity to make a contribution to services beyond
general feedback and can encourage a different group
of clients to be involved. Clients can give targeted
input into an issue or project, and can inform policy
and practice improvements through sharing their
expertise and experiences. Mission Australia
demonstrates how much we value client contributions
to projects through payment for this expertise.

Tips and things to watch out for
•

•

Watch out if asking but not actioning or
responding to the input from clients – this leads
to frustration and a breakdown in relationships
and engagement
Provide clients with a diversion or activity to do
during an interview or focus group as it can help
them to relax and open up

What are the benefits and limitations of this method of client participation?
Benefits

Limitations

Skilled interviewers can delve into client experiences to gain
deeper understanding of issues or ideas raised

Interviews and focus groups can be difficult to find a time
that suits everyone involved

Builds authentic relationships between Mission Australia and
clients
Paying for participation can encourage a different group of
clients to be involved
Adds to the evidence base for funders or regulating bodies on
clients experience and participation
Some clients prefer to have conversations and discussion
about services rather than complete surveys
Interviews can be used where literacy is an issue as they can help
build rapport with clients, exploring ideas and feedback in detail
Support prioritisation of areas for improvement

Interviews can be time consuming to set up, especially taking
into account the transcription of recordings
Poor attendance or an inability to get clients to participate in
conversations or reviews can be an issue
Working across different programs with different constraints
can add complexity
Clients can be fearful of how their input could affect their
service or tenancy
Interviews can be time consuming and therefore only gather
information from a limited number of people
May require additional budget for paid participation
Interviewers need to be trained in how to run feedback
groups – what to ask, how to manage difficult conversations
and what to do with information shared
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Service design and co-design
At Mission Australia we take an
evidence informed approach to
designing new and redesigning
services, incorporating client
voices, experience of
practitioners, insights from
program evaluations and best
practice research into the
design of service models and
programs.
Client input into the design of our services comes
from a number of sources including:
•
•
•

Client feedback from existing services
Desk based research into the needs of our clients
and communities
Consultation and co-design of service models
with current and existing clients through
contextual interviews and ideation workshops.

Why is this important?
Involving individuals with lived experience to
participate in the design (and redesign) of services
ensures that these resulting services best meets the
needs of the people that will be using them – that is, it
is more likely to be a successful service. There is
greater understanding of the needs and motivations
of someone who might use the services or what makes
accessing a service easier or more challenging. Clearly
defining what the client challenges are, we are better
able to design services that respond to and meet
client needs.
The end result greatly benefits from having a diverse
range of creative input at all stages of the process.
When people with lived experience can participate in
this process (from providing input to shared decisionmaking power or to leading the process), there will
also likely be greater ‘buy in’ from individuals who use
the service. The process of meaningful participation
in the design of a service can also have important
flow-on benefits for clients – including increasing their
sense of self-worth and self-confidence.

How could this be achieved?

Workshops

There is no shortage of ways for how you might
involve those that use your services in their design and
re-design. These can include interviews or focus
groups that ask clients to share their experience of
our services, through to involving clients in workshops
or project committees. Through connecting with the
cohort of clients, whether in person or virtually, there
is opportunity to see what is happening in their lives
and their community.

Including clients in workshops, particularly when set up to
understand service challenges and brainstorm solutions
is a great way to bring clients together with staff and
other service or sector expertise and to hear from a wide
range of voices and experiences. Invite clients to
participate in workshops, attend as a guest speaker
sharing their stories and experiences, setting the scene
for discussions, or to contribute as members of expert
discussion panels.

The goal of all of these is to build an understanding of
the needs and motivations of someone who might use
the service; identify what helps them to meet their
goals; define what their challenges are so we can
better design for them; and engage clients in the
process to continually check it will meet their needs.

There needs to be skilled facilitation and consideration
given to power dynamics in the room to ensure the
clients’ feel safe to make honest and open contributions.
The selection process for clients recruited to participate
in workshops should ensure the clients are able to
participate effectively and are well supported before,
during and after the workshop.
Consider using art and music to help engage clients in
workshops, people often are more relaxed and willing to
talk when engaged in an activity, drawing, painting or
making something. This is particularly effective when
seeking participation from children and young people.
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When is the best time to undertake
this type of participation?
The more often you involve your clients, the better the
service will meet their needs. Ongoing involvement
from clients can also ensure that you can check in with
them about proposed decisions to make sure they will
work from a client’s perspective. It is good practice to
engage with clients at any stage of the design process,
however there is opportunity when developing service
models or responding to a tender to include clients in
service co-design.
The key to success in co-design is knowing when a
client has the capacity or is in the right ‘frame of mind’
to participate. For example, you might not want to ask
a client who has just started detoxing to contribute to

a service’s design, but speaking to someone who has
lived experience of an AOD service can provide an
important perspective on what it feels like to be
someone trying to access a service while experiencing
the symptoms of withdrawal. You can talk to the
Service Design & Development team for help and
resources for involving clients in service design or codesign.

Tips and things to watch out for
•
•

Be aware of individual agendas and assumptions
being pushed through the design process
In large consultation workshops, provide time to
divide into smaller groups for discussion. This is
particularly useful with children and young people
as it gives everyone time to think and discuss
ideas.

What are the benefits and limitations of this method of client participation?
Benefits

Limitations

Ensures that that your service meets the needs of those who
are using it

Can often be more time-consuming and complicated than
designing something by yourself

Provides valuable insight into how clients use the service –
including what makes accessing a service easier or more
challenging

Usually costs more – clients should be compensated for their
expertise. It will also take more time to organise meaningful
client participation.

Being involved in the design process, and being
acknowledged for their lived expertise, can be a very
empowering experience for clients and can help develop selfconfidence and self-worth.

Client participation needs to be meaningful and genuine. If
clients don’t have clear expectations about what their role is
and how much decision-making power they have, the process
can have negative consequences.

Creates a better service by having more diverse creative
input into its design.

You may need to advocate for client participation – especially
as it often means shifting decision-making power to clients.

Supports future funding opportunities

Recruitment of suitable participants can take additional time
in the preparation of workshops or groups

Funders are looking for services that have been co-designed
with clients

Can often be more time-consuming and complicated than
designing something by yourself

Ensures that that your service meets the needs of those who
are using it

You need to identify when it is the right time to consult with
a client or involve them in the design or improvement of a
service. Their individual needs should always come first.

Increases the ‘buy in’ and support of clients in the service
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Community Engagement
Community engagement is a
vital part of Strengthening
Communities for Mission
Australia.
By engaging with community members, clients, and
stakeholders we are able to better understand
issues and needs, priorities and aspirations of a
local community. Through community
conversations, consultations, and purposeful and
empowering engagement, the work of
strengthening a community is able to be progressed
together with the community.

Why is this important?
When we reach out to the broader community, as well
as our clients, we can hear a greater diversity of views
and experiences that can help us to learn about the
context of our services within the community and
wider systems that support clients. Community
engagement provides the opportunity for people to
have a voice and a say on issues that impact them
even if they are not directly accessing a Mission
Australia service at that time. For example we may
engage the local community when implementing a new
service or building a new facility to ensure that we
understand how this may impact them.

For more information and resources refer to the
Client Feedback Policy.

How could this be achieved?

Focus groups

There are many ways to engage the community, similar to
the ways we engage with clients. Take time to consider
the most suitable approach for the group of people you
aim to engage with. For more information on these
approaches, refer to the Guide to Community
Conversations and Consultation.

Focus groups can be an opportunity to ask
communities about a particular issue and can offer a
chance for participants to voice their opinions and be
heard in a supportive environment. The facilitated
discussions generated through focus groups provide
detailed qualitative information, identify
opportunities for community strengthening and
community-led solutions. While the information
gathered may be from a small group of people, a
series of focus groups will ensure a range of people
have been able to participate.

Surveys
Community surveys help build our knowledge of
specific issues facing a community and can generate
ideas for how Mission Australia can meet the needs of
communities, such as an access and inclusion survey.

Community Conversations
Individuals or groups coming together for informal
conversations, yarns and consultation can be helpful
when seeking detailed input about specific or targeted
subjects and deepen our understanding of the
experiences, needs and gaps, strengths and
aspirations of groups of people.

Workshops and forums
Facilitating community workshops or forums can
investigate and understand community experiences,
needs and gaps, strengths and aspirations. Bringing
community members together with staff, clients and
other service or sector expertise to hear from a wide
range of voices and expertise will enhance communityled solutions.
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When is the best time to undertake
this type of participation?
Involve the people that are impacted by a plan or
initiative from the start and be aware of when
community and client groups are going to be available
to participate. Scheduling multiple opportunities to
engage with communities can improve the number of
people involved.

Tips and things to watch out for
•

•

Individuals who have experienced adversity within
a community may need additional support to be
able to have a voice in a way that minimises
personal impact
Give special consideration for ways to include
children and young people in community
engagement opportunities

What are the benefits and limitations of this method of client participation?
Benefits

Limitations

Brings a deeper understanding of issues, and more
meaningful decisions that have credibility as being responsive
to the community needs

Getting a full and diverse representation can be difficult and
requires multiple methods working together

Can include diverse perspectives in discussions and decision
making

Loud voices and strong personalities can dominate

Initiatives are focused on the issues being experienced,
rather than on assumptions

It is not always possible to respond to an issue that people
identify

Builds collective ownership of decisions and actions, activities
and aspirations within a community

Funding does not always allow time for community
engagement

Initiatives are informed by local community context and
culture

Community engagement takes time and often requires
multiple engagements

Builds the capacity of the community to drive future
initiatives with independence
Demonstrates recognition and respect for the people living
within a community
Diversifies the expertise and perspectives contributing to an
initiative
Brings collective ownership of shared goals and outcomes
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Strategic & business planning
Clients can participate in
strategic and business planning
for an organisation or program
area, to set priorities and track
progress.

Why is this important?
Engaging our clients in the development of Mission
Australia’s strategy and business plans can uncover
insights that help shape the organisations future
direction and prioritise business plan activities to
meet clients’ needs. Clients can bring an
understanding of areas within complex service
systems that we can improve on and shed light on
gaps where we can do more.

Clients bring an understanding of the issues that we
are addressing from the perspectives of those
affected. People with lived experience of a situation
understand their needs better than we do, and it is
important we continuously learn from them,
particularly in relation to what we can do better and
setting our future goals.

How could this be achieved?

Surveys

Although the best method for clients to contribute to
strategic planning is to attend in person by attending
workshops with clients alongside staff and other sector
professionals, other ways ca also be effective such as
surveys, focus groups, interviews and gathering other
feedback conducted prior to planning.

Surveys can be designed to elicit information on the
perception of the organisation and ask how people
feel the organisation is working to meet their needs.

If participating in person, it is essential that clients
receive some preparation before attending a planning
day or that the day is designed with clients in mind.
Delivering the information in accessible ways, in language
the clients can understand enables them to make a
contribution. Consider the opportunity for capacity
building and provide training for clients to enhance their
participation.

Interviews
Individual or group interviews can be helpful when
seeking detailed feedback from clients about specific or
targeted subjects. It is often found that information not
directly asked for in a survey may be forthcoming in an
interview, particularly where interviews are conducted by
staff not normally involved in direct service delivery, or
by external workers or trained volunteers.
Interviews can be designed to collect detailed client
stories to share during planning. The capture and telling
of client stories creates an experience that enables the
strategy to be understood at a personal level and
provides a powerful platform to achieve strategic and
business objectives and build engagement of staff across
all levels of the organisation.

Focus groups
Focus groups can be an opportunity to ask clients
about a particular strategic area of interest and can
offer a chance for participants to voice their opinions
and be heard in a supportive environment.

Workshops
Including clients in workshops that explore the service
system and consider strategic priorities for the
organisation is a great way to bring clients to the
decision-making the table with staff and other service
or sector expertise. There needs to be skilled
facilitation and consideration given to power
dynamics in the room to ensure the clients’ feel safe to
make honest and open contributions. The selection
process for clients recruited to participate in
workshops should ensure the clients are able to
participate effectively and are well supported before,
during and after the workshop event.
Clients can participate in strategy and planning
workshops as a guest speaker sharing their stories
and experiences, setting the scene for discussions, or
as members of expert discussion panels.
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When is the best time to undertake
this type of participation?
Whenever the organisation or service is undertaking
planning activities, whether during annual business
planning processes or when the organisations
Strategic Plan is under development or review, there
is an opportunity to engage with clients to learn what
is important to them in how we shape the program or
organisation.

Tips and things to watch out for
•

Make sure that the participation activity has
relevance for the clients – they may be more
interested in service improvements than
strategic objectives.

What are the benefits and limitations of this method of client participation?
Benefits

Limitations

Gives a new perspective on how the organisation or services
are perceived in the community

Can be seen as tokenistic. Make sure that clients can
genuinely influence plans.

Can shape the strategic priorities for the organisation

It can take time to get clients into the right headspace to
participate effectively

Brings an understanding of the issues that we are addressing
from the perspectives of those affected

Some clients may be more suited to this type of participation
than others

Facilitates client buy-in to service plans and direction

Client Voice 2020
In 2019 Mission Australia was reviewing its Strategic Plan and developing the new 3-5 year organisational
strategy. The organisation took this opportunity to engage our service users in strategic planning. The Service
Design and Development (SDD) team, supported by service delivery colleagues, talked to a range of clients
across Mission Australia services about the support that they received from us to uncover insights that helped
to shape the direction of the new organisational strategy.
Around 130 clients were involved in over 20 consultation activities during December 2019 and January 2020
ranging from 1:1 interviews, focus groups and more informal conversations. We were able to connect with a
diverse mix of clients across the country including those from our aged care, mental health, alcohol and other
drugs, education, training and employment, child and family and homelessness services.
The consultation focused on talking to clients about their experience of Mission Australia. Discussion
questions asked clients how we helped them, what they liked about Mission Australia and if there was a time
when Mission Australia could have supported them better. Clients were also asked about what Mission
Australia could do better to support their neighbours and community.
The insights gathered from these conversations were shared with Mission Australia’s Executive and Board.
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Advocacy, research and social
policy
Advocacy is about speaking up
for what’s right, and in Mission
Australia’s case it’s about using
our collective, national voice to
speak up for people
experiencing disadvantage.
Mission Australia advocates for social change at a
National as well as State and Territory level. The
Policy and Advocacy team and the Research and
Evaluation team work in support of our strategic
objectives by undertaking research to build an
evidence base, conducting evaluations of our services,
making submissions to government, engaging with
government, departmental and sector stakeholders
and raising awareness through media on key issues
that affect clients and staff.

Why is this important?
Client participation in Mission Australia’s advocacy,
research and social policy enables us to build an
evidence base for change, drawing on the lived
experience of clients to inform the policy and
advocacy positions of the organisation. Engaging
clients in media opportunities, sharing their personal
stories with the public, or through Parliamentary
inquiries helps to raise awareness of issues facing
clients. This supports our advocacy efforts, working
towards changing the perception of social issues and
influencing the system responses. Mission Australia is
committed to incorporating client voices to shape
government policy and decisions that affect them,
their families and communities.

How could this be achieved?

Participatory or Action Research

Clients can participate in advocacy and research
opportunities through participating in surveys or
evaluations of programs and by sharing their stories
through in-depth case studies. The collection of these
stories requires skilled interviewing, using validated
and targeted questions, and an ability to support
clients through story telling sessions. The policy or
research teams reach out to staff members to share
de-identified case studies that they can use to support
their work, they also look to existing client groups to
engage participants in supporting campaigns.

The most thorough approach to involving clients in
research is participatory based action research.
Action research is seen as beneficial in community
services because of its adaptive approach and focus
on continuous improvement. Importantly, change is
achieved by involving service delivery staff, clients or
participants, as well as others who have a stake in the
program. This may be in terms of the design of the
programs or the receiving of services. Action research
is well suited to projects that have both direct service
provision to a particular target group, as well as
supporting and building a community’s capacity to
respond to the specific issue.

All clients involved in policy development require
sufficient training and support to effectively
participate. It helps clients to clearly define the role(s)
they will be taking in the policy development activity
and involving clients as early as possible in the
process so they have time consider their story and
prepare.

It may involve clients being equal partners in deciding
priorities for research, the methods used and the
analysis and dissemination of the results. In this way,
research is able to be more relevant to the people who
are being researched or studied. This inclusive
involvement builds on the premise that people are
more likely to accept change if they have been
involved in decision making processes. Getting people
involved such as participants, their families, workers,
other agencies and local services, as well as funders
can help achieve the best results from this approach.
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When is the best time to undertake
this type of participation?
This type of client participation is driven by Mission
Australia’s strategic commitment and priorities or is
developed in response to a shift in government policy.
There can be annual or cyclical opportunities for
clients to respond to services as well as ad hoc
opportunities when responding to government
inquiries and consultation processes, when services
may be due for refunding or when a service is
undertaking an evaluation.

Tips and things to watch out for
•
•

Refer to the How to write a case study guide to
help capture the clients story.
Service staff must ensure we have and record
consent to use clients’ stories – use the Consent
Form – MA publicity for services template.

What are the benefits and limitations of this method of client participation?
Benefits

Limitations

The opportunity to learn about broader social issues facing
our client cohorts

Is dependent upon capacity of teams to work with clients and
can be resource intensive

In-depth case studies and client stories build a greater holistic
understanding of what is happening for clients

Requires a commitment from services to support the
processes and the clients

Supports Mission Australia’s overall advocacy stance

Can take a few months in preparation and training of
participants and staff

Adds a qualitative dimension to the quantitative data and
information gathered through surveys

Ad hoc opportunities can be challenging to pre-plan when
timelines are tight

Supports Mission Australia to demonstrate the impact of our
services

Making time and resources available when BAU service
delivery is a priority

Brings a real story experience to support reports and
submissions to demonstrate how government policies and
programs impact on people

It is not always appropriate to remunerate clients for
representing MA in parliamentary inquiries, expenses for
participating (such as transport costs) should be reimbursed

Help shape government policy and service responses

Good practice case study
Mission Australia respectfully engages with clients in conducting research, developing policy positions and
submissions, and when responding to Parliamentary inquiries.
Two participants in our Charcoal Lane training program agreed to attend a closed hearing during Victoria’s
Parliamentary Inquiry into employment issues of people experiencing disadvantage. The participants were
briefed before the hearing and their case manager was present at the hearing to meet any support needs.
The two young people from Charcoal Lane highlighted a number of challenges including completing the
requirements of learning to drive when they do not have access to a car or a family member to support them
with driving. Their personal stories were used along with their other evidence in the final report and there is a
specific recommendation to expand the L2P learner driver mentoring program.
The final report has 70 recommendations including funding for targeted supports to young people to engage in
vocational education, removing barriers to employment and two specific recommendations in relation to L2P
program and driving lessons for young people experiencing disadvantage. The participants told us that they
felt they were being heard by the decision makers and that they were making a positive contribution to shape
future policy.
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Resources
This Framework has outlined Mission Australia’s
commitment to valuing lived experience and
prioritising opportunities for genuine and
authentic client participation.
Mission Australia has tools and resources, listed
below, which are available to enhance client
participation activities within services and in our
enabling functions that will support our strategy
to build capacity for client voice and a lived

experience workforce across the organisation.
These tools are constantly evolving as we learn
more about how we can improve our client
participation work. For more information about
how to use these resources or to suggest
additional tools that may be useful, please contact
the Client Participation Advisor at
ClientVoice@missionaustralia.com.au or the
Service Design and Development team at
servicedesign@missionaustralia.com.au

Supporting Tools and Resources
MA Client Participation Resources

• Client Participation Training Tool
• Practice Guidelines: Clients on Recruitment Panels
• Practice Guidelines: Client Advisory Councils
• National Service Charter
• Activity Guide: Participation in service outcomes and
operations

• Client Participation Planning Canvas
• A guide to Community Conversations and Consultations
MA Quality Assurance Guides and Tools

• Activity Guide: Participation by People Accessing Our
Services Activity Feedback Analysis

MA Community Services National Policies

• CFCS Client Feedback Policy
• CFCS Complaints Handling Policy
• CFCS Paid Participation of People with Lived Experience
Policy

Other MA Frameworks

• National Case Management Approach
• Recovery Oriented Practice Framework
• Clinical and Care Governance Framework
• Strengthening Communities Framework

Child Safe Practice Guidelines

• Practice Guideline - Managing Disclosures of Abuse
or Neglect by Children and Young People

• Behavioural Standards for Keeping Children and
Young People Safe

• Child and Youth Safe Protocols for Contractors
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We stand together with
Australians in need,
until they can stand for
themselves.

Contact us
For further information, please contact
our Client Participation Advisor on:
02 9219 2022
clientvoice@missionaustralia.com.au
missionaustralia.com.au

