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Tool 1: Project Planning Template[14]

 Template Instructions:
1.	 Identify the desired consumer outcomes
•	 What are the desired outcomes of this project for the consumers and their 

communities?
•	 Consumer outcomes are both personal and health outcomes, measurable in 

terms of improved Wellness and enablement.
•	 Consumer outcomes may be expressed as qualitative and/or quantitative 

targets.

2.	 Identify the desired project outputs
•	 What outputs are needed to achieve the outcomes identified above?
•	  Outputs are immediate and direct results of the project delivery.

3.	 Identify the improvement goals
•	 What goals are needed to achieve the project outputs?
•	 Include improvements in existing services or possible new service elements.
•	 Identify as many specific goals as you want, then narrow these down to two or 

three key goals.

The aim of this activity is to develop three statements to guide the work you do.

1. Consumer 
Outcomes

What are desired 
outcomes for the 

consumers and their 
communities?

3. Project Goals
What goals are 

needed to achieve 
the project outputs?

2. Project Outputs
What outputs are 

needed to achieve 
project outcomes?

e.g. 
increase in social 

connections, 
autonomy or 

independence

e.g. communication 
between staff and 

consumers

e.g. 
develop specific 
service, tool or 

resource 

Outcome Statement Outputs Statement Goal Statement

Introduction
This document has been published by CommunityWest for aged care service 
providers who want to implement or improve the Wellness and Enablement focus 
of services and programs. The content in this document has been developed from 
international research on co-production and tested by ten Australian aged care 
providers with older consumers. It features practical tools and activities, linked to 
each part of the Jigsaw Model of Change Management, referred to in Part Two. 

Purpose
Co-production has the potential to make an important contribution to future 
challenges the aged care sector faces in Australia. This document will help you 
implement the Jigsaw Model of Change Management through a selection of 
practical tools and activities.

Why use it
Implementing co-production is challenging and complex [60]. This document 
provides you with practical tools and activities to implement co-production in 
your organisation or project. It will support the working group to implement the 
principles, understand experiences of consumers, design and test new services or 
programs.

How to use it
CommunityWest has developed a three-part publication for aged care services 
providers to implement co-production. This document is Part Three, comprising of 
practical tools and activities which compliments Part Two. Part One focuses on the 
‘what’ and ‘why’ of co-production. Part Two is a practical toolkit, which outlines the 
‘how’ for people leading co-production processes. 

CommunityWest recommends Part One and Part Two are read before referring 
to this document.
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1. C
o

nsum
er O

utco
m

es
W

hat are desired outcom
es for the 

consum
ers and their com

m
unities?

3. P
ro

ject G
o

als
W

hat goals are needed to achieve 
the project outputs?

2. P
ro

ject O
utp

uts
W

hat outputs are needed to achieve 
project outcom

es?

Tool 5: Project Scoping Template[14]

Template Instructions:

1.	 Identify the need for the project
You can use the conversations COTA’s peer information session, Activity 1 
Wellness Pebble Activity or the Tool 4 - Working Group Education Session to 
identify what the need is, and why you want to work on this topic or idea.

2.	 Proposed plan and methods
Your organisation has decided you wish to co-produce this project, using the 
framework and principles in this toolkit. However you will need to plan for 
designing, testing, implementing and evaluating your project. You will also want 
to discuss what methods you will undertake to do this.

3.	 Stakeholder involvement
Your project’s working group is already established and they will be the key 
stakeholders in this project. However, who else will need to be involved? 
Consider stakeholders for the four stages of design, test, implement and 
evaluate.

4.	 Decisions required
Your working group will be responsible for making decisions in your project. 
You may want to consider what decisions might need to be made as the project 
progresses, and significant decisions to be made. 

Need for Project
E.g. gaps in service, non-engagement/

uptake

Need for stakeholder involvement
E.g. Who needs to be involved? 
What is their stake in the results?

Overview of proposed plan and 
methods

E.g. Using surveys, focus groups, 
piloting etc.

Decisions required
E.g. Is there a commitment towards 
making improvements? What is the 
scope of the work? How will things 

be progressed?

https://www.communitywest.com.au/cw-resources/co-production/step-forward-together-resources/step-forward-together-toolkit/340-activity-1-wellness-pebble-activity/file
https://www.communitywest.com.au/cw-resources/co-production/step-forward-together-resources/step-forward-together-toolkit/340-activity-1-wellness-pebble-activity/file
https://www.communitywest.com.au/cw-resources/co-production/step-forward-together-resources/step-forward-together-toolkit/356-tool-4-working-group-education-session-plan-facilitator-s-guide/file
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Need for Project

Need for stakeholder 

involvement

Overview of proposed plan and 

methods

Decisions required

Source: WestCoast Home Care Step Forward – Together™ pilot site (2016)

Activity 1: Wellness Pebble Activity

Time Required: 30 minutes
Resources Required: 
•	 Plastic containers
•	 Coloured marbles or similar
•	 Wellbeing words

Purpose:
The purpose of this activity is to help your project working group identify what 
elements of Wellness are most important to consumers and the people you support. 
This activity can help identify and prioritise a potential project to co-produce.
This activity was developed by Step Forward – Together™ pilot site, WestCoast 
Home Care (SA).

Set the Scene:
Invite consumers or clients to participate in an activity to discuss wellbeing. This 
could be facilitated through a facility, social centre or even in collaboration with 
COTA’s peer information session on Wellness and co-production. Inform people of 
the purpose of this activity, in that the responses will help to guide a special project 
team. You could even use this opportunity to invite consumers to be part of your 
working group!

Instructions:
1. Print off the Wellbeing words on the next page. Feel free to adapt or add to 
these!
2. Place one plastic tub with each Wellness word.
3. Provide people with three ‘pebbles’ to indicate three factors they believe are most 
important to their sense of wellbeing.
4. Ask people to put their pebbles in the tubs
5. At completion of the activity, count the number of pebbles in each tub of 
Wellness to give you an indication of what matters most to people.

Facilitator Notes:
You can use the results to facilitate a conversation with people to explore the top 1 – 
3 responses further to help you develop your co-production project concept.
This activity will also give you an opportunity to find out what people are passionate 
about when it comes to being and staying well. This could help you identify 
potential consumers to approach about being involved in a co-production project.



11

C
ulture

P
ractice

R
eview

10

WELLBEING 
What 3 factors do you believe 

are most important to your 
sense of wellbeing?

Rewarding work or 
volunteering

Faith & spiritual support

Good diet & access to healthy 
food

Physical activity

Good quality sleep 

Community participation

Company of friends

Independence and choice

Culture
The beliefs and values which define your co-production working group and the 

way you will work together.

Tools & Activities
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Tool 3: Consumer Invitation Letter Tem-
plateTool 2: Consumer Information Sheet

 

  
 
 
• Co-production is a partnership between organisations which provide aged care services and the 

people that use them.  
• The emphasis is on consumers working alongside service provider staff to review services, improve 

services, design new services or resolve identified problems or issues.  
• It is a collective process where the needs of a diverse group of people are considered, as opposed 

to working with an organisation one-on-one to design your own package of care.  
• The purpose of co-production is to improve individual and collective outcomes for the community 

and the organisation which provides services and programs.  
• Co-production is an opportunity for people with lived experience of ageing to improve the 

experience for current or future consumers in their community.  
• It is a collaborative process which not only includes planning, but also decision making and 

implementation. 
 

Co-production is very much an active, rather than passive process, which is where traditional forms of 
consultation normally sit. You may have been asked before to complete surveys or participate in focus groups 
to provide feedback to the organisation. This is not co-production. Co-production is different because although 
you provide feedback and insights to the organisation, you also play an active role in idea formulation and 
decision making. This requires both consumers and organisations to recognise the assets each individual brings 
to the process and collaborate on an equal footing, where power is shared between the group. 

 
The 5 principles of co-production are: 

1. People are assets; the skills and strengths they bring are used in the process of change 
2. People feel there is a safe space to speak up and be listened to 
3. People are equal partners in the process; ensuring accessibility for everyone 
4. Everyone commits to contributing and benefits from being involved 
5. It is clear how we make decisions 

 
You may have been approached by an organisation to be part of working group to design a new service or 
review an existing service. If you are involved in a co-production project you will be contributing your time, 
effort, unique perspective, ideas, and your personal skills and strengths to the process.  

 
When you are involved in an authentic co-production process you will feel: 

• You can be honest with the group and share your ideas, feedback and opinions without 
judgement from others 

• You are equal to others in the group, including staff 
• You are included in the process from beginning to end 
• You are contributing to the decision making process and have an equal say 
• Your contribution to the group is valued and acknowledged 

 

For more information on co-production and wellness, visit www.communitywest.org.au 
 

Your Logo Here 

 

 

 

Co-production of wellness services in 
aged care - what’s in it for me? 

 
 

Date 

Help shape and inform our service 
 

Dear NAME 

We invite you to work alongside us to make sure we are developing services which will benefit older 
people both now and in the future.  We are looking for people who, based on their lived experience 
or those of a family member, would like to influence and shape the way we provide support, the 
information we produce and the types of services we offer. 

We acknowledge as the consumer you know best what works for you, what we could be providing as 
well as what we currently provide which could be done better.  As your service provider, we want to 
be able to provide a service which really improves your quality of life and by having you more 
directly involved, we have a greater opportunity of getting it right. 

ORG NAME recognises genuine participation is about having a voice and being heard by others. The 
opportunity to get involved in decisions and service improvement discussions is fundamental to a 
person’s sense of wellbeing. Where this does not happen, choice and control is compromised.  

ORG NAME will be forming a working group of staff and consumers to work together. The working 
group we are establishing is to co-produce a ___________________________________________. 

Co-production basically means creating something together.  It is about people with different views 
and ideas coming together to make things better for everyone. Co-production is about people who 
use services, carers and professionals working together as equals.  Being equals means nobody is 
more important than anyone else. 

We are seeking people from our local community to help shape this project and contribute to the 
development of __________________________________________________________________. 

The benefits of involving yourself and others include: 
• improving outcomes;  
• services being more responsive to needs;  
• individuals and communities building a sense of ownership of services;  
• consumers gaining knowledge and self-confidence; and 
• policy and service quality improves. 

 
As a consumer you will be committing to: 

• attend regular meetings (frequency, days and times will decided together once the group is 
formed)  

• contribute to and actively influence how we ____________________________________ 
• provide your insights to ensure the program is meaningful to people. 

 

If you would like further information or you are interested in participating, please contact: 

CONTACT PERSON INFORMATION 

xxx 

We would love you to be involved with this project. It is a new concept for all of us so we will be 
learning together. Of course, in the spirit of co-production, you have the choice and control as to 
your level of involvement and we will support you every step of the way! 
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Tool 4: Working Group Education 
Session Facilitator Guide 

 
Project Working Group Education Session 

Session 1 

Timing Content Resources/Activity 

30 mins Room set up Laptop 
Data projector 
Speakers 
Internet 

30 mins Housekeeping 
Day’s structure and break times 
Introductions and ice-breaker activity 

Pack of Starburst 
wrapped lollies 
Butchers paper 
Markers 

20 mins Project Overview BRIEF 
• Overview of project 
• The role of the Working Group 

 

30 mins 
Principle 5 Wellness and Enablement 
The focus is on delivering outcomes which promote Wellness 
and enablement 
[Activity: Picture Cards] 
Group Discussion 

’80 odd years of 
happy’ video 
HO Wellness Wheel A5 
Picture cards 
Butchers Paper 
Markers 

15 mins TEA BREAK  

20 mins Co-production 
• Definition 
• CW principles of co-production 

(This is an overview explaining  the principles are what 
the training is based on) 

Edgar Cahn video  
HO Co-production 
Definition & principles 

10 mins Principle 1 
Group Discussion 

 

30 mins Group Activity 
[Activity: Tree of Strengths or Head, Heart & Hands] 

Butchers paper 
Post-it notes 
Coloured markers 
Pens 

20 mins Principle 2 
Group Discussion 

Butchers Paper 
Markers 

30 mins Group Activity 
[Activity: Values Cards] 

Values cards 

30 mins Group Rules/Terms of Reference 
Group Discussion 

Butchers Paper 

10 mins Close and Summary (‘check out’)  

CLOSE 

 
 
 

 

Session 2 

Timing Content Resources 

30 mins Room set up  

40 mins Housekeeping 
Day’s structure and break times 
Summary of previous session 
[Activity: Co drawing] 

Coloured paper 
Markers 
 

40 mins Principle 3 
Group Discussion 

Butchers Paper 
Markers 

15 mins TEA BREAK 

30 mins Principle 4 
Group Discussion 

Butchers Paper 
Markers 

30 mins Principle 6 
Group Discussion 

Butchers Paper 
Markers 

30 mins  Decision Making Tools & techniques 
[Activity: Interaction vs. Action scaling] 

HO Interaction vs 
Action 

30 mins Group Rules/Terms of Reference 
Group Discussion 

Butchers Paper 

10 mins Close and Summary 
What’s next – keeping momentum (Project Lead) 

 
 

CLOSE 
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TIM
E 

ACTIVITY 
Facilitator N

otes 
RESO

U
RCES 

30 
m

ins 
SET U

P 
Facilitator to set up room

 and equipm
ent. 

 
W

B – W
hiteboard 

BP – Butcher’s 
Paper 
HO

 Participant 
Handout 
FG – Facilitators 
Guide 

SESSIO
N

 O
N

E 
30 

m
ins 

       

W
elcom

e / Housekeeping / Purpose  
G

roup introductions  
Ground rules (m

obiles, one person to speak at a tim
e, all ideas are 

w
elcom

e etc.) 
Participation – key to participant’s learning 
Ask each participant to introduce them

selves  
 ICEBREAKER - Starburst G

am
e - Pass a bag of Starburst around and tell 

everyone to take a few
. Then, before they eat them

 ask them
 to share 

som
ething for every Starburst. For exam

ple, som
ething about their fam

ily 
for every red one, som

ething about their plans for the future for every 
green one, etc. This activity can also be done w

ith any other coloured 
lollies. You can w

rite w
hat each colour m

eans on butcher’s paper or a 
w

hiteboard so people rem
em

ber the questions. 
Red – W

hat’s im
portant to you 

Yellow
 – Som

ething interesting about yourself 

      Starburst lollies 
BP or W

B 
M

arkers 
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 p
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TIM

E 
ACTIVITY 

Facilitator N
otes 

RESO
U

RCES 
After the activity co-produce the definition of W

ellness w
ith 

the group. 
 

and does not take over activities they can do for them
selves. 

•
It recognises people’s needs fluctuate over tim

e and there are 
often significant opportunities for im

proving capacity w
ith the 

right support at the right tim
e. 

•
It highlights the im

portance of social and com
m

unity connections. 
•

Learning or re-learning the skills necessary for daily living. 

4 m
ins 

Sixty residents and staff at the Diana Isaac Retirem
ent Village 

in Christchurch com
bined all their considerable talents to 

com
e up w

ith this tribute, 80-odd years of happy. The 
residents w

anted to show
 their children and grandchildren 

just w
hat they're m

ade of! 

Show
 video to recap on w

hat W
ellness is. 

 https://w
w

w
.youtube.com

/w
atch?v=ebD_drW

YVaI 

O
PTIO

N
AL 

consider the 
appropriateness for 

the audience 

15 
m

ins 
BREAK 

CO
-PRO

DU
CTIO

N
 

20 
m

ins 
N

o m
ore throw

 aw
ay people – Edgar Cahn 

Show
 video at the beginning of this section to help the group 

to understand som
e of the key concepts of coproduction and 

stim
ulate discussion. 

 http://hom
ecaretoday.org.au/provider/consum

er-
engagem

ent/co-production 
6 m

inutes  

Debrief  
•

W
hat did you think of the video? 

•
W

hat do you think are the im
portant parts of co-production? 

•
Based on the video w

hat do you think that co-production is? 

 

 
U

sing the A5 Handout on co-production – breakdow
n the 

definition and principles w
ith the group. 

•
Definition 

•
Discussion 

Co-production 
definition and 

 
TI

M
E 

AC
TI

VI
TY

 
Fa

ci
lit

at
or

 N
ot

es
 

RE
SO

U
RC

ES
 

De
fin

iti
on

 
Co

-p
ro

du
ct

io
n 

is…
 in

di
vi

du
al

s,
 c

om
m

un
iti

es
 a

nd
 o

rg
an

isa
tio

ns
 

w
or

ki
ng

 to
ge

th
er

 a
s e

qu
al

s t
o 

im
pr

ov
e 

ex
pe

rie
nc

es
 fo

r p
eo

pl
e 

w
ho

 a
cc

es
s s

er
vi

ce
s.

 
It 

re
qu

ire
s a

 c
om

m
itm

en
t t

o 
w

or
ki

ng
 c

ol
le

ct
iv

el
y 

an
d 

co
lla

bo
ra

tiv
el

y,
 w

he
re

 e
ac

h 
pe

rs
on

 is
 in

vo
lv

ed
 in

 th
e 

pr
oc

es
s 

fr
om

 b
eg

in
ni

ng
 to

 e
nd

, e
xc

ha
ng

in
g 

in
fo

rm
at

io
n 

an
d 

po
w

er
 fo

r 
m

ut
ua

l b
en

ef
it.

 
Di

sc
us

si
on

 
•

W
ha

t d
o 

yo
u 

th
in

k 
so

m
e 

of
 th

e 
be

ne
fit

s o
f d

oi
ng

   
   

  
co

-p
ro

du
ct

io
n?

 
•

W
ha

t d
o 

yo
u 

th
in

k 
so

m
e 

of
 th

e 
ch

al
le

ng
es

 o
f d

oi
ng

  
co

-p
ro

du
ct

io
n 

m
ig

ht
 b

e?
 

•
Ar

e 
yo

u 
ha

pp
y 

to
 u

se
 th

e 
te

rm
 c

o-
pr

od
uc

tio
n?

 
•

If 
w

e 
do

n’
t u

se
 th

e 
te

rm
 c

o-
pr

od
uc

tio
n 

w
ha

t c
ou

ld
 w

e 
us

e?
 

•
Pr

in
ci

pl
es

 o
f c

o-
pr

od
uc

tio
n 

 
1.

Pe
op

le
 a

re
 a

ss
et

s:
 th

e 
sk

ill
s a

nd
 st

re
ng

th
s t

he
y 

br
in

g 
ar

e 
us

ed
 in

 th
e 

pr
oc

es
s o

f c
ha

ng
e

2.
Pe

op
le

 fe
el

 th
er

e 
is

 a
 sa

fe
 sp

ac
e 

to
 sp

ea
k 

up
 a

nd
 b

e 
lis

te
ne

d 
to

.
3.

Pe
op

le
 a

re
 e

qu
al

 p
ar

tn
er

s i
n 

th
e 

pr
oc

es
s,

 e
ns

ur
in

g 
ac

ce
ss

ib
ili

ty
 fo

r 
ev

er
yo

ne
4.

Ev
er

yo
ne

 c
om

m
its

 to
 c

on
tr

ib
ut

in
g 

an
d 

be
ne

fit
s f

ro
m

 b
ei

ng
 in

vo
lv

ed
5.

Th
e 

fo
cu

s i
s o

n 
de

liv
er

in
g 

ou
tc

om
es

 w
hi

ch
 p

ro
m

ot
e 

W
el

ln
es

s a
nd

 
en

ab
le

m
en

t
6.

It 
is

 c
le

ar
 h

ow
 w

e 
m

ak
e 

de
ci

si
on

s

pr
in

ci
pl

es
 (e

nd
 o

f 
do

cu
m

en
t) 

PR
IN

CI
PL

ES
 

10
 

m
in

s 
Pr

in
ci

pl
e 

1 
Pe

op
le

 a
re

 a
ss

et
s:

 th
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f c
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s p
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 d
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TIM

E 
ACTIVITY 

Facilitator N
otes 

RESO
U

RCES 
Social capital has been identified as an im

portant factor in co-production. 
Services have to learn how

 to w
ork w

ith rather than do to consum
ers. Any 

attem
pt to re-design a system

 m
ust also take into account how

 personal 
skills, know

ledge and resource and the availability to access social capital 
vary from

 one person to another. 
Co-production takes full advantage of the different types of know

ledge and 
skills based on lived experience and professional learning, because people 
them

selves are the real w
ealth of society. 

30 
m

ins 
The Tree of Strengths 
Based on the conversation w

e had about w
hat W

ellness 
earlier next w

e w
ant to explore w

hat our team
 strengths are. 

See Activity 6 - Tree of Strengths 
Post-it notes 
BP 
M

arkers 
Pens 

O
R 

30 
m

ins 
G

ifts of the Head, Heart &
 Hands 

Based on the conversation w
e had about w

hat W
ellness 

earlier next w
e w

ant to explore w
hat our personal gifts are. 

See Activity 8 - Gifts of the Head, Heart &
 Hands 

BP 
M

arkers 
Pens 
Post-it notes 

20 
m

ins 
Principle 2 
People feel there is a safe space to speak up and be listened 
to. 
 Group Discussion 
W

hat do you think is required as a group to ensure you feel 
there is a safe space to speak up and feel listened to? 

Genuinely interactive relationships are based on trust, m
utual respect, 

openness and personal responsibility. Co-production aim
s at establishing a 

m
eaningful dialogue betw

een the service provider and the people w
ho 

access services. O
n the consum

er’s side, the dialogue m
ust go beyond 

expression of w
ants and opinions. They m

ust be ready, w
illing and able to 

listen, reflect, consider options and accept change. O
n the service 

provider’s side, they m
ust be responsive to the consum

er, respectful of 

BP 
M

arkers 
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TIM

E 
ACTIVITY 

Facilitator N
otes 

RESO
U

RCES 
understanding of the person being supported. 

10 
m

ins 
Close and Sum

m
ary 

•
Recap on the session 

•
Ask participants how

 the session w
ent - allow

 tim
e for feedback  

 

SESSIO
N

 TW
O

 
10 

m
ins 

W
elcom

e / Housekeeping / Purpose 
Day’s structure and break tim

es 
Sum

m
ary of previous session 

Ground rules (m
obiles, one person to speak at a tim

e, all ideas are 
w

elcom
e etc.) 

Participation – key to participant’s learning 

  

30 
m

ins 
Co-draw

ing Activity 
 

See Activity 2 - Co-Draw
ing 

Coloured paper &
 

m
arkers 

20 
m

ins 
Principle 3 
People are equal partners in the process, ensuring 
accessibility for everyone. 
 Group Discussion 

1.
How

 can w
e m

ake this project accessible to everyone? 
E.g. how

 can w
e involve others in conversations 

2.
W

hat does it m
ean to be equal? 

3.
How

 does it feel to be equal? 
4.

How
 can w

e ensure everyone in this room
 is treated 

as equals? E.g. w
earing plain clothes only, not 

uniform
s etc. W

hat does that look like? 
5.

W
hat are the com

m
on elem

ents of a partnership? 
How

 can w
e replicate that in this group?  

6.
W

hat are som
e barriers to equality and partnership? 

7.
How

 w
ill w

e know
 if w

e are doing it? 

Co-production has to have equality at its heart. It can only be true to its 
principles if it is backed by m

easures to m
ake sure everyone has the 

capacity to participate on equal term
s. This is partly because it fosters 

equal partnership betw
een ‘providers’ and ‘users’ of services, and affords 

equal value to different kinds of know
ledge and skills, acknow

ledging 
everyone has som

ething of value to contribute. It is also because, in order 
to be effective, it m

ust enable everyone to participate, not just those w
ho 

are already m
ore able, articulate and socially advantaged. Hence 

developing co-production forces us to think about the underlying causes of 
inequality and how

 these can be tackled, and em
brace very different w

ays 
of fram

ing participation. Equality can only be achieved w
ith a shift in 

pow
er tow

ards people w
ho use services and carers. Co-production shifts 

the balance of pow
er, responsibility and resources from

 professionals 
m

ore to individuals by involving people in the design and delivery of 
services. It recognises people are not m

erely ‘recipients of services’, but 
are the very resource w

hich can turn aged care services around. 

BP 
M

arkers 
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 c
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m
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re
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eo
pl
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 c
on

tr
ib

ut
e 
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is 
pr
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E.
g.

 a
tt

en
di

ng
 m

ee
tin

gs
, f

ac
ili

ta
tin

g,
 re

co
rd

in
g 

m
in
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TIM

E 
ACTIVITY 

Facilitator N
otes 

RESO
U

RCES 
4.

W
hat are you getting out of being involved in this 

project/w
hat are the benefits for you? If that w

as to 
stop w

ould you still be in the W
orking Group? 

5.
How

 w
ill this project benefit other consum

ers? (not 
just about personal agendas) 

6.
W

hat is the benefit of this project for the 
organisation? 

10 
m

ins 
Principle 6 
It is clear how

 w
e m

ake decisions 
 Group Discussion 

1.
W

hat’s im
portant to how

 w
e m

ake decisions? 
2.

How
 are w

e going to m
ake decisions together? 

Co-production is not about handing over control and decision m
aking 

entirely to consum
ers, but about the service provider and consum

ers 
m

aking decisions together.  This principle is about agreeing how
 decisions 

are m
ade, having transparency in decision m

aking, and clarity around w
hat 

has been agreed or decided. 
A com

m
on problem

 w
ith com

m
unity engagem

ent occurs because only a 
sm

all num
ber of people dom

inate decision-m
aking, accentuating pow

er 
im

balances betw
een professionals and consum

ers. 
In order for this principle to be applied, ensure everyone involved has 
enough inform

ation to take part in decision m
aking. You w

ill need to 
create an environm

ent w
ithin your W

orking Group w
here new

 possibilities 
are explored, and decisions are potentially m

ade differently than w
hat 

you’re used to. 

BP 

M
arkers 

20 
m

ins 
Interaction vs. Action Scaling Activity 
 Ask people to com

plete a scaling activity of w
here they sit on 

the interaction vs. action scale. Discuss this w
ith the group 

about w
hy they chose their position on the continuum

.  
 Encourage the m

ore action-orientated people to have 

There are tw
o dim

ensions to co-creative collaboration – interaction and 
action, both of w

hich are equally valuable to the co-production process. 
Som

e people find discussion and the w
ay in w

hich the w
ork is 

accom
plished m

ore engaging, w
hile others are draw

n to m
aking action 

plans. The differences and contributions of each are: 

Interaction 
Action 

Interaction vs. 
Action (end of 
docum

ent) 
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Co-production is…

Individuals, communities and 
organisations working together as equals 
to improve experiences for people who 
access services. 

It requires a commitment to working 
collectively and collaboratively, where 
each person is involved in the process 
from beginning to end, exchanging 
information and power for mutual 
benefit. 

 
 

Our principles of co-production 
 

1.People are assets: the skills and 
strengths they bring are used in the 
process of change

2.People feel there is a safe space to 
speak up and be listened to.

 

3.People are equal partners in the 
process, ensuring accessibility for 
everyone

 

4.Everyone commits to contributing 
and benefits from being involved

 

5.The focus is on delivering outcomes 
which promote wellness and 
enablement

 

6.It is clear how we make decisions
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Recognises Skills and Abilities
The Wellness Philosophy recognises and emphasises a person’s skills and 
abilities. This helps maintain or build their self-confidence and feeling of 
being valued.

Promotes Independence 
Support is tailored around a person’s strengths and abilities, and 
maintains their physical, social and psychological independence. 

Stay Involved
It is important to encourage people to continue to perform the tasks 
they are able to manage, and ensure their existing skills are maintained. 
The Wellness Philosophy enables people to maintain their existing 
routines, activities and social connections. 

Try Something New
Sometimes after a period of ill-health, injury or inactivity, a person may 
be less able to do some of the things they used to do. The Wellness 
Philosophy believes a person can regain strength, knowledge and skills 
with support and encouragement, exercise and practice.

Maintains Autonomy 
The Wellness Philosophy encourages a person to continue to make 
informed choices and be in control of their own life. 

Supports Community Connections
Long periods of loneliness and isolation can have a negative impact on 
physical, mental and social wellbeing. Connections to family, friends and 
community networks can have a positive impact on a person’s overall 
health.
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Interaction Vs Action 
W

here do you sit? 

There are tw
o dim

ensions to the w
ork w

e w
ill do in this project – interaction and action, both of w

hich are 
equally valuable. Som

e people find discussion and the w
ay w

ork is done m
ore appealing, w

hile others are 
draw

n to m
aking action plans. The differences and contributions of each are: 

Interaction 
Action 

Discussions 
Decisions 

Relationships 
Tasks 

The journey 
The destination 

How
 people are interacting 

W
hat gets done 

Feelings, social &
 em

otional needs 
Goals and outcom

es 

Planning 
Doing 

Process 
Action 
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Round 3 (2 mins)
Ask each pair to take another piece of 
coloured paper, different to the previous 
rounds. Now inform the pairs they will be 
drawing something together, however 
they are not allowed to talk in this 
round. Remember, no discussions – just 
start drawing and see what happens! 
They have 2 minutes to complete their 
drawing.
Once the time is up, go around the table 
and ask each pair to share their drawing 
with the group.

Activity 2: Co-drawing
Time Required: 15 minutes
Resources Required: 
•	 Coloured paper, 4 colours for 4 rounds of drawing
•	 Coloured markers, pens, textas, pencils etc.
•	 Timer

Purpose:
Drawing together helps practice working in collaboration with others and can 
stimulate discussion about their preferred way of working. This activity can also help 
people to access the creative side of their brain; this is particularly useful if the group 
is ‘stuck’ for solutions. This activity is fun, engaging and an effective ice-breaker and 
team building activity.

Set the Scene:
This activity is fun and creative and will result in laughter, play and positive 
experience for all. Ask people to access their creative and silly side, to have fun with 
this activity and enjoy the experience.

Discussion Questions:
At the end, the facilitator asks for a show of hands for which round was people’s 
favourite. There will often be a balance in a group of people who like to lead, to 
follow, to co-create or improvise. 

Facilitator Notes:
This activity is extremely powerful in explaining what co-production is and gives 
people an experiential insight. Explain to people Rounds 1 and 2 are traditional 
methods of service delivery; Round 3 is consultation (as you don’t really have a voice 
in the end outcome of the drawing), whereas Round 4 is true co-production, as you 
discuss, decide and do together. Notice also how you had more time for Round 
4? This is because co-production takes more time than other forms of consumer 
involvement.

This exercise gets people who rarely draw to be visual which sparks a new way of 
thinking. And even if their pictures are often a little silly, the responsibility for their 
creation is shared.

Instructions:
1. Invite people to pair off with somebody, 
preferably someone they don’t know very well e.g. 
staff and consumer.
2. Tell the group their job is to draw four pictures 
together over 4 rounds.
3. Ask each person to take a different coloured 
pen from their partner; they will use this for the 4 
rounds of drawing.

Round 1 (2 mins)
Ask each pair to take a coloured 
piece of paper. Inform the group 
one person in the pair will take 
the lead and tell the other what 
to draw. They have 2 minutes to 
complete their drawing.
Once the time is up, go around 
the table and ask each pair to 
share their drawing with the 
group.

Round 2 (2 mins)
Ask each pair to take another piece of 
coloured paper, different to Round 1. 
Inform the group they will now swap 
roles, so whoever was leading in Round 
1 is now drawing and vice versa. They 
have 2 minutes to complete their 
drawing.
Once the time is up, go around the 
table and ask each pair to share their 
drawing with the group.

Round 4 (3 mins)
Ask each pair to take another piece of 
coloured paper, different to the previous 
rounds. Now inform the pairs they will be 
drawing something together again, and 
this time they will need to discuss, decide 
and draw together. They have 3 minutes to 
complete this round.
Once the time is up, go around the table 
and ask each pair to share their drawing 
with the group.
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Activity 3: Life Highlights
Time Required: 30 minutes
Resources Required: 
•	 Butchers paper
•	 Markers (optional)

Purpose:
This activity allows team members to understand each other’s 
passions and personality and identify common life experiences. The first part of the 
activity enables participants to reflect back on their lives, while the second part (i.e. 
the review section) enables group members to get to know each other.

Set the Scene:
Inform the group this activity is designed to be non-threatening and shared in 
a safe place with friends. Inform members it is entirely up to them what they 
choose to share with the group. This activity will require everyone to recall and 
share life highlights, which can include personal or shared moments; pertaining to 
professional success, personal revelations, or exciting life adventures.

Instructions:
Ask each person to close their eyes for two minutes and consider the best moments 
of their lives. 
After they have had a moment to run through their life highlights, keeping their eyes 
closed, ask each participant to take a moment to decide which moment of their life 
they would re-live if they could.
Ask each group member to share what their chosen moment entailed and why they 
chose it. 

Discussion Questions:
How may your experiences and life moments help with this project?
Which life highlights was similar in the group?
What do these similarities mean for how we will work together?
Which life highlights was different in the group?
What do these differences mean for how we will work together?

Facilitator Notes:
You may wish to record the discussion on butcher’s paper to be displayed at future 
meetings.

Source: http://www.toolkit.100open.com/discoveringnewideas/co-creation-techniques

Activity 4: Personal Objects
Time Required: 20 minutes
Resources Required: Butchers paper, markers (optional)

Purpose:
The purpose of this activity is for the team members to get to know each other and 
build rapport. You can also focus this activity around your project and ask people to 
bring something which represents their interest in being involved.
Alternatively this activity can be used as an icebreaker as team members are getting 
to know each other.  

Set the Scene:
Inform the group this activity is designed to be non-threatening and shared in a safe 
place with friends. Inform members it is entirely up to them what they choose to 
share with the group. This activity can support the group to find common interests 
and create cohesion. Members will recognise some of the accomplishments, values 
and/or characteristics of members which will support team building.

Instructions:
Prior to the next meeting, ask each working group member to bring along an object 
which is personal to them and they feel comfortable speaking about. 
Each person gets 1 – 2 minutes to introduce themselves, describe their object and 
explain why they have brought it. This explanation should touch on what the object 
is, and why it is important to them. 

Discussion Questions:
Once each member has shared, the group may wish to ask each other questions 
about their object e.g. how long they have had it, how/where they acquired it, its 
significance to them etc.

Facilitator Notes:
You may wish to record each person’s object, 
contribution, accomplishments, values and 
characteristics on butcher’s paper, and even 
accompany with photos of the person and/
or their object. These could be displayed at the 
each meeting until the group is formed and strong 
relationships have been built.

Source: http://www.toolkit.100open.com/discoveringnewideas/co-creation-techniques/
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Activity 5: Thank you for the gifts [42]

Time Required: 20 - 30 minutes
Resources Required: 
•	 1 blank card per person 
•	 Pens

Purpose:
The purpose of this activity is to help group members identify and acknowledge 
specific skills or gifts people bring to the team. Sometime people are unaware of 
the skills they possess. When team members acknowledge each other’s skills, it is 
a powerful attribution which serves to build group relationships. This activity works 
best once the group have met as few times and know a little bit about each other. 

This activity is also particularly useful if members lose sight of the contributions and 
gifts each person brings.

Set the Scene:
Co-production is an asset-based approach where the skills, knowledge and expertise 
of each person are valued and utilised. Everyone has different skills and abilities 
and when we value and appreciate people’s strengths, it’s good for the group. If 
everyone had the same set of skills, the group would suffer. It’s the difference in the 
group which will support the co-production process.

Facilitator Notes:
Each person can keep their card; and ask them to bring it with them to every 
meeting. As the group becomes closer, newly recognised gifts can be added.

Instructions:
1.	 Give each person a blank card. Instruct each person to write their name on the 

inside of the gift card.
2.	 Instruct the group to pass around the gift card to other members of the group. 
3.	 The members could start with “Thanks for your…”
4.	 You can instruct members to sign their gift cards or leave them anonymous.
5.	 Once the cards have been completed allow time for each member to read their gift

Discussion Questions:
1.	 Were you surprised what other people 

recognised in you?
2.	 How do other’s opinions of your gifts 

compare to your own?
3.	 How is this useful to identify and 

acknowledge people’s assets?
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Activity 6: Tree of Strengths [42]

Time Required: 30 minutes
Resources Required: 
•	 Image of tree trunk and branches, printed on to large white paper e.g. A3 or A2
•	 Coloured post-it notes
•	 Pens
•	 Butcher’s paper and markers (optional)

Purpose:
The purpose of this activity is to help group members identify and acknowledge 
specific skills and strengths people bring to the team and to discuss how these 
assets can be utilised to complete their project. When a team identifies its assets 
and strengths it can use these to solve problems and interact. This activity is best 
used when the group needs to learn more about each other. It can support team 
building and culture.

Set the Scene:
Co-production is an asset-based approach where the strengths, interests, skills, 
knowledge and expertise of each person are valued and utilised. Everyone has 
different skills and abilities and when we value and appreciate people’s strengths, 
it’s good for the group. If everyone had the same set of skills, the group would 
suffer. It’s the difference in the group which will support the co-production process. 
Explain that individuals all have strengths and weakness, and so do teams. When a 
group can understand what their strengths are this can leverage the success of their 
project.

Facilitator Notes:
If the group identifies important skills or strengths missing for the project, you may 
want to discuss who could be invited to support the project that has what the group 
needs. They could be invited into the working group or invited to be part of the 
project as required.	

Instructions:
1.	 Hang the large tree branch on the wall, where people can easily view and access 

it
2.	 Ask people in the working group to pair up e.g. staff and consumer
3.	 Provide each pair with 5 post-it notes each a pen
4.	 Ask the pairs to discuss what they feel their top 5 personal skills and strengths 

are and how they can help the group achieve the project objective – allow 15 
minutes for this

5.	 Ask each person to write 1 strength or skill on the post-it notes. Each person 
should end up with 5 completed post-it notes

6.	 Once complete, ask people to stick their post-it notes on the picture of the tree, 
with the post-it notes symbolising the leaves of the tree

7.	 Once everyone has done this, ask the group to read all the skills and strengths 
the group has

OPTIONAL: Ask the group to categorise similar strengths and skills on the tree 
to identify 5 team strengths the group has. Record these on butchers paper and 
display clearly for the group to see

Discussion Questions:
1.	 How can these skills and strengths impact how we work as a group? 
2.	 How will all of these help us achieve our project?
3.	 Are there any skills or strengths missing that we think we might need for this 

project?
4.	 Are there skills that people want to improve or gain throughout this project?
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Activity 7: Trading Places [42]

Time Required: 15 - 20 minutes
Resources Required:
•	 Wellness case study – written, audio or visual
•	 Coloured hats with ‘Support Worker’ or ‘Client’ – 

enough for 1 hat each person (optional)

Purpose:
The purpose of this activity is to help group members gain a better understanding 
of one another. This exercise will require professionals to change places with 
consumers, and vice versa. Its important people see the world from other’s point 
of view. The dynamics of the group will change when everyone sees each other as 
equal and this can support changing the shift of power dynamics for the purpose of 
co-producing.

Set the Scene:
We all work in different roles, sometimes it can be hard to see from other people’s 
perspective. Using a Wellness case study relevant to your organisation ask the 
professionals and consumers to trade places with one another. Wellness case studies 
can also be found on the CommunityWest website.

Instructions:
1.	 Provide the scenario to the group, ask members to get into smaller groups of 2 - 

4 people.
2.	 Prior to discussing the case study ask the members to figuratively trade places 

with each other – this is where the hats can be useful
3.	 Allow time for the group to work through the scenario.
4.	 Ask them to consider the situation and problem from their new perspective
5.	 Ask them to work together to come up with solutions to the issue.
6.	 Ask each group to report back what solutions they came up with.

Discussion Questions:
1.	 Was this easy or difficult?
2.	 What did people learn from trading places?
3.	 What do you think is the benefit of trading places?

Facilitator Notes:
Staff might find this activity slightly easier than consumers. Consumers may need 
support to consider this new perspective. It might be helpful to explain some 
general parameters for staff, based on the Wellness case study chosen. E.g. Duty of 
Care, policies and procedures, rostering etc.

Activity 8: Gifts of the Head, Heart & Hands
Time Required: 30 minutes
Resources Required:	
•	 Coloured post-it notes
•	 Pens
•	 Butcher’s paper and markers (optional)

Purpose:
The purpose of this activity is to help group members identify and acknowledge 
specific skills and strengths people bring to the team and to discuss how these 
assets can be utilised to complete their project. When a team identifies its assets 
and strengths it can use these to solve problems and interact. This activity is best 
used when the group needs to learn more about each other. It can support team 
building and culture.

Set the Scene:
Co-production is an asset-based approach where the strengths, interests, skills, 
knowledge and expertise of each person are valued and utilised. Everyone has 
different skills and abilities and when we value and appreciate people’s strengths, 
it’s good for the group. If everyone had the same set of skills, the group would 
suffer. It’s the difference in the group which will support the co-production process. 
Explain individuals all have strengths based on the head, heart and hands. When a 
group can understand what their strengths are this can leverage the success of their 
project.

Source: http://faithinaction.net.au/toolbox/tools/asset-mapping/

https://www.communitywest.com.au/
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Instructions:
1.	 Stick 3 pieces of butcher’s paper up, displaying head, heart and hands 

respectively.
2.	 Ask people in the working group to pair up e.g. staff and consumer
3.	 Provide each pair with coloured post-it notes and a pen each
4.	 Ask the pairs to discuss: 
5.	 What knowledge do you have and who do you know? (head) 
6.	 What are you passionate about? (heart) 
7.	 What do you really like doing? (hands)
8.	 Ask each person to write 1 head, heart or hands gift on the post-it notes. Each 

person should end up with at least 3 completed post-it notes
9.	 Once complete, ask people to stick their post-it notes on to the corresponding 

butchers paper
10.Once everyone has done this, ask the group to read all the skills and strengths 

the group has 
OPTIONAL: Ask the group to categorise similar gifts to identify 5 team strengths 
the group has for head, heart and hands. Record these on butchers paper and 
display clearly for the group to see

Discussion Questions:
1.	 How can these gifts of the head impact how we work as a group?
2.	 How can these gifts of the heart impact how we work as a group?
3.	 How can these gifts of the hands impact how we work as a group?
4.	 How will all of these help us achieve our project?

Source: http://faithinaction.net.au/toolbox/tools/asset-mapping/

Practice
How the people in the project carry out the co-production work.

Tools & Activities
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Ice-Breaker Activities [37]

Staggered Arrival Questions
This activity is useful if people arrive at different times. Those who are early or on 
time can become frustrated if the meeting does not begin on time. To put people 
at ease and to get them involved as they arrive, use directions or questions posted 
visibly for them to see as they enter the room. People can work in pairs or small 
groups. Some suggestions for staggered arrival directions or questions are:
•	 Introduce yourself to two people you do not know and discuss what brought you 

here.
•	 What have we already accomplished, or what are we proud of, related to our 

project?
•	 Why is this project/topic important to you?
•	 What are some outcomes you want to see from today’s meeting?

My name is?
Go around the group and ask each person to state his/her name and attach an 
adjective which not only describes a dominant characteristic, but also starts with the 
same letter of his name e.g. Generous Grahame, Dynamic Dave. Write them down 
and refer to them by this for the rest of the meeting.

Newspaper Puzzle
Divide the group into small teams and give each group a copy of the same 
newspaper. Ask them to spread the newspaper out in front of each team. Describe a 
particular advert, article, fact or picture from the paper and the group has to find it, 
rip it out and bring it to you. The first team to bring it gets a point. Continue calling 
out items and the winning team is the one with the most points. Watch the paper fly.

Connecting Stories
Divide the group up into 4 - 5 people. Ensure each group has several post-it notes 
and pens. The goal of the game is to connect mini-stories in an interesting way. 
Each person must share at least one item that connects to the other mini-stories. The 
longer the chain of items that can be created, the better. Write down a few words 
on a post-it note to keep track of each part of the story. The first player begins by 
sharing an interesting memory or experience they have. For example, “One day I 
locked myself out of the house and had to spend the entire day at the coffee shop”. 
Another person can tell a related story that has similar themes or elements to the 
previous story. For example “I am a total coffee addict, I drink 3 cups of coffee a day 
and I can’t sleep well at night”. The next player, based on the previous story shared, 
can say something related, for example “I don’t sleep much at night because I stay 
up late on the computer.” To help the group remember each part of the story, write 

a few words on a post-it note for each part of the story chain. The more interesting 
or funny the story is the better. At the end of the game, the group with the longest 
story chain is the winner. This activity is a fun way to get people to share stories, 
whilst discovering similarities and common interests.

Fabulous Flags
This activity is useful to help people convey what represents them or is important to 
them. Each person draws a flag which contains symbols or objects that symbolise 
who they are or what they enjoy. You will need sheets of paper, pens, and coloured 
pencils/crayons/markers. Give people 15 - 20 minutes to create their flag and then 
share its meaning with the group. As an additional activity, you can ask everyone 
to brainstorm ideas on what your group or co-production project flag could be. 
Everyone could draw different parts of the flag and create it together. Alternatively, 
you can collect the individual flags and create a ‘quilt’ of individual flags, signifying 
unity.

Most Unique 
Go around the room and have each person share something that makes them 
different from anyone in the group, like, “I’ve never left the state I was born in” or “I 
am one of ten kids”.

Personal Scavenger Hunt
Take five minutes and find the following items in your wallet or purse: Something 
that:
•	 you’ve had a long time
•	 you’re proud of
•	 reveals a lot about you
•	 reminds you of a fun time

Have each person share the first item. Go around again on the second item and 
again until you have gone through each one.

What’s your story?
The simple art of sharing stories is a great way to reconnect with old memories, 
honour special moments, learn more about others and turn strangers into friends. 
Start by asking each person to choose a card and allow some time for people to 
ponder the question or statement. 

Go round the group and ask person to share their story based on the card they 
picked. This could be done a number of times and you could even ask people to 
bring a prop to help them tell their story.
You can purchase cards like this facilitate this activity, or create your own. 

Check out Innovative Resources storytelling cards as an example. 

http://innovativeresources.org/resources/card-sets/storycatching-2/
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Facilitation Phrases [37]

Acknowledging
•	 “It sounds like… is important to you.”
•	 “Am I correct in hearing that your 

experience with… has been…?”

Encouraging
•	 “Can you tell me more about…?”
•	 “We have heard from several of you. I 

am wondering if someone we haven’t 
heard from has something to say 
about this.”

Clarifying
•	 “Can you explain more about…?”
•	 “Can you give me an example of…?”
•	 “I would like to understand your idea, 

but I’m a little unclear about…”

Reflecting or Empathising
•	 “When he said… it sounds like you 

felt…”
•	 “It sounds like you have concerns 

about…”
•	 “It sounds like you have a need to…”

Validating
•	 “It sounds like you want to make 

that…”
•	 “I hear that it is very important to you 

that…”

Summarising
•	 “Let me see if I understand what 

you said. What I think you said was 
_______________ is that correct?”

•	 “You have made a number of points. 
Let me try to briefly summarise what I 
heard you say.”

Reframing
In response to a negative comment 
such as, “no one ever follows through 
on tasks”, you could re-state it in a 
more positive way, such as, “Would I 
be correct in saying that you want some 
assurance that people will complete the 
tasks assigned to them?”

Changing Topics
•	 “I am noticing the conversation 

shifting to a new topic. Is the group 
ready to move on, or is there more 
about the previous topic we need to 
discuss?”

•	 “I am conscious of time and what we 
want to discuss today, can we ‘car 
park’ this for now?”

•	 “If we are ready to move on, can we 
take a moment to summarise what we 
have discussed so far?”

Group Guidelines not being followed
•	 “In the beginning, we agreed to 

speak one at a time. Is that something 
we want to revisit at this time?”

Good Discussion Questions [37]

The kinds of questions you ask to get people talking can have a huge impact 
on the quality of the conversation. It is important to use thoughtfully crafted 
questions to invite fresh thinking, create energy, and stimulate new and unexpected 
combinations of ideas and insights. Before the meeting the Facilitator will need to 
generate possible discussion questions based on the discussion topics. This could 
be done in collaboration with the Project Lead or members of the Working Group. 
Once your questions are developed, it may be useful to assess them against the 
following:

•	 Does it generate hope, imagination, creativity and new possibilities?
•	 Will it catalyse new thinking?
•	 Is it easy to understand?
•	 Is it focused enough?
•	 Is it within the influence of this group?

Some examples of questions you can ask are below:

Once you have your discussion points or questions, it is important to hear the 
perspective of everyone in the room so you build an expansive understanding of 
the opportunities to improve your service and complete your project. A great way of 
doing this is a ‘go-around’ where you give each person a chance to share how they 
see the topic [66]. Other techniques you can use include timelines of past events, a 
mind map, or flowcharts [66].

To identify shared vision or goals
•	 How would an ideal future look?
•	 What are the shared goals?

To identify common ground
•	 What are the common themes?
•	 What seems to be emerging from the 

answers?
•	 What are the mutual interests?
•	 How can the various ideas be 

integrated?
•	 How are the ideas related?

Brainstorm Ideas
•	 What are some alternatives?
•	 What are some ways to accomplish 

the shared goal of…?

Action Planning
•	 What would a satisfactory solution 

need to include?
•	 What are some ways this group could 

solve that?
•	 What would help the group move 

forward on this?
•	 How might an action plan be 

structured that would respect and 
include the various needs that have 
been expressed?

•	 How could the group support each 
other in moving forward?

•	 Who will do that?
•	 When will that be done?
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Tool 6: Co-production Checklist

  Source: The Society of Saint Hilarion Step Forw
ard – Together™

 pilot site (2016) 

 

Tool 6: Co-production Checklist 
Project w

orking group m
em

bers can use this checklist w
hich is related to the six principles of co-production. You can use this checklist at the 

conclusion of each m
eeting, or at pivotal points throughout the project. This tool is useful to ensure the principles of co-production are m

aintained 
throughout the life of the initiative. If any gaps are identified, an action should be put into place by the Project Lead to resolve any issues. 

You can use this form
 tem

plate attached or feel free to adapt this tool and em
ploy other m

ethodologies to the sam
e effect. For exam

ple, you could 
ask w

orking group m
em

bers to do a show
 of hands at the end of each m

eeting, how
ever be aw

are this w
ould not be an anonym

ous process, w
hich 

m
ight result in skew

ed responses.  

O
ther options could a traffic light system

, w
here people indicate w

ith green, yellow
 or red dots. Green indicating ‘yes’ and agreeance, yellow

 
indicating ‘m

aybe’ or inconsistent application of the principle, red w
ould indicate this is not happening and is a gap requiring im

m
ediate attention. 

Feel free to adapt this tool as you see fit, how
ever ensure the questions relate to the six principles of co-production and are not leading. 

 This tool w
as developed by The Society of Saint Hilarion, pilot site in the Step Forw

ard – Together™
 project. 
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  Source: The Society of Saint Hilarion Step Forw
ard – Together™

 pilot site (2016) 

2.People feel safe to speak up are listened to 

I feel m
y voice has been heard and m

y opinions valued 
Yes / N

o 

M
y experience and view

s have been taken into account 
Yes / N

o
 

I feel I can speak m
y m

ind w
ith this group and w

on’t be judged 
Yes / N

o
 

I don’t judge others view
s and opinions and respect the difference in the 

group 
Yes / N

o 

G
roup m

em
bers are follow

ing the group’s term
s of reference and contract 

Yes / N
o

 

I feel I am
 supported in m

y role in this project 
Yes / N

o 

Com
m

ents: 
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  Source: The Society of Saint Hilarion Step Forw
ard – Together™

 pilot site (2016) 

4.Com
m

itm
ent and benefits 

I am
 w

orking w
ell w

ith others in this group 
Yes / N

o 

The group has discussed issues and topics relevant to the project 
Yes / N

o
 

I have been asked to contribute and am
 contributing to m

y capacity 
Yes / N

o
 

If not, w
ould you like to contribute m

ore or in other w
ays to the project? 

Yes / N
o 

I am
 benefiting from

 being involved in this project (please detail below
) 

Yes / N
o

 

There is a focus on issues im
portant and relevant to m

e 
Yes / N

o 

There is a focus on issues im
portant and relevant to others in m

y com
m

unity 
Yes / N

o 
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  Source: The Society of Saint Hilarion Step Forw
ard – Together™

 pilot site (2016) 

 

6.M
aking decisions 

I w
as actively involved in deciding how

 the group w
ould m

ake decisions 
Yes / N

o 

The group is staying true to the agreed decision m
aking process 

Yes / N
o

 

Conflicts and disputes have been resolved effectively 
Yes / N

o
 

The aim
s and responsibilities are clearly defined 

Yes / N
o 

I understand m
y role in the project and feel it is valued by the group 

Yes / N
o

 

I am
 satisfied w

ith how
 the group m

ake decisions 
Yes / N

o 

I am
 satisfied w

ith the decisions the group has m
ade so far 

Yes / N
o 

Com
m

ents: 

Activity 9: Life Snapshot
Time Required: To be decided by project working group
Resources Required:	
•	 Disposable camera, digital camera, smart phone or tablet
•	 Diary
•	 Question cards (optional)
•	 Inspiration cards (optional)

Purpose:
The purpose of this activity is to give the project working group information about 
specific aspects of people’s everyday life, needs and experiences. This can be used 
as a general information gathering tool, or can be focused according to a specific 
theme or task, relevant to your project.

Set the Scene:
In order to understand a perceived problem or an opportunity to do things 
differently or better, we first have to understand the stories of the people who have 
the relevant experiences. Stories help us to collect information, foster a deeper 
understanding, and most importantly provide context to situations and events.

Instructions:
1.	 Identify people who are willing to complete this activity
2.	 Provide people with a package including a camera, a list of pictures to take, 

inspiration cards, diary, and questionnaire cards. The questionnaire cards can 
have a list of questions to complete which will give insight into a particular issue 
or topic from a range of different perspectives.

3.	 Give people a set timeframe to complete this activity e.g. 1 week
4.	 Once this information is collected and bought back to the group it can be 

analysed to identify common themes, preferences, routines, activities, practices 
or values.

Discussion Questions:
1.	 What do these stories tell us about people’s 

preferences, routines, activities, practices or 
values?

2.	 How can this information inform our project?
3.	 Have we identified common themes which 

we now need to explore more?
4.	 If so, how will we do this? E.g. interviews, 

focus groups, phone survey etc.
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Activity 10: Post-it Session
Time Required: 15 mins – 1 hour (depends on focus of activity)

Resources Required:	
•	 Pens
•	 Butchers paper or white-board

Purpose:
The purpose of this activity is to understand relevant topics, themes, possibilities, 
motivations and challenges to gain insight in the person’s everyday situation and/or 
environment.
Post-it note sessions can be used for:

Process Analysis: Lets you analyse a process or problem to find ways to simplify or 
understand a problem.

Conflict resolution: Provides a potentially anonymous method to voice concerns and 
safely discuss issues in the group without blame or judgement.

Brainstorming: Methods for generating new ideas – recombining, adding, 
subtracting

Check out this book for more ideas on using post-it notes for problem solving - 
Rapid Problem Solving with Post it Notes

Set the Scene:
This is done as a facilitated activity with one facilitator per group. This can be done 
with one group of people or a larger group comprising of many smaller groups.

Instructions:
1.	 Provide people with post-it notes, pens and discussion topic(s)
2.	 The facilitator makes sure the person’s points of view in relation to topics are 

noted on post-its. 
3.	 Stick post-it notes to butchers paper or a whiteboard. Completed post-it notes 

can then be organised and re-arranged to identify common themes or patterns in 
people’s responses

4.	 The activity can be organised so people are mapping out their activities in a 
normal day, their challenges, motivations and ideas for how to improve the 
service they interact with or just their everyday environment [46]. 

Over time the committee have 
developed mutual respect for 

other’s opinions and ideas. 
Good outcome for all involved.

Very good outcome has resulted. 
Committee went through a 

‘frustrated’ stage, but are now 
happy with the process. Now 
meetings are working being 

chaired by one person who is 
informal and well mannered.

After a few meetings we 
worked together well and 

achieved a good outcome.

Examples from Step Forward – TogetherTM pilot site, Jubilee 
Community Care (QLD)

http://www.amazon.com/gp/product/1555611427/ref=as_li_qf_sp_asin_tl?ie=UTF8&camp=1789&creative=9325&creativeASIN=1555611427&linkCode=as2&tag=bethkanterorg-20
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Tool 7: Four Box Template [14]

Template Instructions:
1.	 Brainstorm consumer experiences: With your group, brainstorm adjectives, e.g. 

confident, and adverbs, e.g., quickly, to describe consumer’s experiences. Insert 
these into Box 1. When you have finished Box 1, move on to Box 2. Use Box 2 to 
clarify and sharpen the experiences.

2.	 Brainstorm consumer outcomes: With your group brainstorm any outcomes 
you believe are important for consumers, their families and friends, and their 
communities and insert these into Box 3. When you have finished Box 3, move on 
to Box 4. Use Box 4 to clarify and sharpen the outcomes

3.	 Review the content: When you have finished all four boxes, review the content. 
Develop promise and outcome statements in ordinary, simple, clear language.

1
How do consumers want to 

experience the service? 
How do they want to feel during 

service delivery?
e.g. confident, in control

3
What outcomes do consumers and 

communities want?
e.g. more independence, return to 

‘normal’ lifestyle

2
How don’t consumers want to 

experience the service?  
How don’t they want to feel during 

service delivery?
e.g. afraid, dont have any choices

4
What outcomes don’t consumers 

and communities want?
e.g. lack of independence, 

uncertainty

1

3

2

4
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Activity 11 - Collages
Time Required: 1 hour (depends on focus of activity)

Resources Required:	
•	 Images and words
•	 Glue
•	 Scissors
•	 Butchers paper or white-board

Purpose:
The purpose of this activity is to provide a graphic/narrative representation of 
current or future scenarios. Collages are used for discovering emotions, feelings, or 
wishes. They are abstract and allow people to express themselves which relate to 
how they envision current or future experiences. The materials needed for collages 
are generally composed of a maximum of 150 images and words, and should be 
abstract enough to elicit communication without guiding the participants in any way.
[47]

CommunityWest have provided a selection of stock images organisations can use to 
create collages, however feel free to obtain your own images, specific to the project 
purpose. 

Lighthouse Resources sell ‘picture this’ cards which can be used to create 
collages.

Here are a few rules of thumb for what to include in a collage set:
•	 a balance of positive and negative images and words,
•	 a balance of abstract and concrete images and words,
•	 both natural as well as man-made things, and
•	 people of all types: male and female, young and old, racial balance, etc.

For more information and to see an example of collages used in co-production click 
here.

Set the Scene:
Collaging is ideal for activating feelings and memories, as well as for dreaming. A 
collage exercise might give people a workspace divided into two halves, one for 
current service experiences, and the other for dreaming about the service in the 
future.

Instructions:
1.	 Identify the theme or purpose of the collage activity
2.	 Provide people with plenty of images, words, scissors and glue
3.	 Ask people to create their own collages or a larger group one
4.	 Explore the emotions, feelings, themes and imagery in relation to the topic

     

http://www.lighthouseresources.com.au/bookshop/cards/strengths-cards/picture-this/
http://www.maketools.com/articles-papers/HarnessingPeople'sCreativity_Sanders_William_01.pdf
http://www.maketools.com/articles-papers/HarnessingPeople'sCreativity_Sanders_William_01.pdf
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Round 1 - Brainstorm Ideas/Propositions 
To begin with delegates are invited to work on their own and in silence by capturing 
their responses to the question post-it notes. After five minutes they then take it in 
turns to share their responses.

Round 2 - Build & Cluster 
The chairperson begins by summarising the main points emerging from Round 1. 
They invite the group to build on the contributions of the previous team, in particular 
focusing on adding any points that didn’t come out of the previous round. The 
group are asked to cluster the responses into some emerging themes (session target 
is 5-10 big themes).

Round 3 - Build & Prioritise
The chairperson begins by summarising the main points emerging from Round 1 
and 2. They invite the group to build on the contributions of the previous team, 
in particular focusing on adding any points that didn’t come out of the previous 
rounds. The group are then asked to prioritise the emerging themes in order of 
importance.

Round 4 - Sense-Check & Select
The chairperson begins again by summarising the main points emerging from 
Rounds 1, 2 and 3. The group is invited to build on the contributions of the 
previous team, in particular focusing on adding any points that didn’t come out of 
the previous rounds. The group is asked to check the rationale and thinking of the 
previous three groups and, if it hasn’t already become apparent by this stage, select 
the top three suggestions to work on at the next stage.

Activity 12 – World Cafe

Time Required: 20 mins - 1 hour (depends number of tables)
Resources Required:	
•	 Butchers paper
•	 Markers

Purpose:
The purpose of the World Café is to facilitate open and intimate discussion, and link 
ideas within a larger group to access the “collective intelligence” in the room.

Set the Scene:
The room should be arranged in four tables/zones with equal sized groups and the 
maximum possible diversity of perspectives/experience within the groups should be 
ensured. Each table has one chairperson (who remains at the same table throughout) 
and is asked to focus on a different question related to the project theme. 

Individuals are encouraged to write or doodle on butchers paper so when people 
change tables they can see what previous members have expressed in their own 
words and images.

Instructions:
Each group has four consecutive discussions (timed and typically twenty minutes 
each) with groups rotating after each round. Each table builds on the outputs of the 
previous group as follows:
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Tool 8: Storyboard Guide[14]

Template Instructions:
Storyboards are used to describe a series of events or steps in a journey. They are a 
good collaborative tool to imagine future or ideal experiences from start to finish.

Some materials for storyboarding in co-production sessions include drawing supplies 
and storyboard templates which guide the participant without being prescriptive. 
Other materials include additional collections of icons, images, and symbols.

Depending on the stage of the project and the discussion questions, some 
storyboards are presented to the participants with some pre-defined elements. 
For example, the facilitator might have illustrated some steps already but the 
participants need to add conversations and text explanations on each slot, or vice 
versa [47]. 

For more information and to see an example of storyboards used in  
co-production click here.

Check out Lighthouse Resources and 100% Open Innovation Toolkit for some useful 
tools.

Make sure consumers are 
comfortable & at ease

The 3 elements of 
storytelling are:

1. Consumers telling their 
story

2. Consumers reflecting 
on what their experiences 

mean for them
3. Consumers reflecting 

on what their experiences 
mean for the service

Explain the purpose & format 
of the discussion. Make sure 

consumers understand & give 
consent

Encourage consumer to tell 
their own story in their own 

way, on their own terms & at 
their own pace

Start with open-ended 
questions

e.g. how did things start 
for you? When did you first 
notice something different?

Invite consumers to reflect 
on their own experiences

Invite consumers to suggest 
improvements. Focus on 
things that would have 

made a difference to their 
own specific experiences

Paraphrase consumer 
experiences, their 
reflections & their 

suggestions

Give a simple, concise 
outline of the next steps 
in the project, including 

decisions made as a group

Tool 15: Touchpoint Mapping Template
A touchpoint is any point of contact consumers have with your service. Touchpoints 
may be tangible or provide tangible evidence of service. The idea behind this 
tool is to provide a framework which enables your project to “connect the dots of 
the consumer experience” in order to see the different contexts and results of the 
interaction with your service.

Template Instructions:
1.	 Summarise what you know so far about the consumer journey. Start with good 

and bad consumer experiences. For each experience, note the actions which 
contribute to it, then any relevant improvements. Note: this might take a few 
sheets of paper.

2.	 Identify possible touchpoints. Identify existing and/or possible touchpoint ideas. 
These touchpoints may be:

•	 the way service is currently delivered or
•	 ways it could be delivered better.

3.	 Analyse. Analyse each touchpoint idea for its value to both consumers and your 
organisation. To do this, simply take each touchpoint in your list and position it on 
the diagram below.

4.	 Identify which touchpoints to focus on. Shortlist the higher value touchpoints 
(Boxes 2 and 4) and prioritise those in Box 4. These are your hotspots for 
immediate attention.

2
High value to consumers & 
low value to organisation
E.g. staff visits consumers in 

their home

1
Low value to consumers & 

organisation
E.g. brochures & marketing

4
High value to consumer & 

organisation
E.g. two-way communication 
between consumers & staff

3
Low value to consumer & 

organisation
E.g. inter-department 

protocols
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Low		   Value to Organisation      	   High

http://www.businessdesigntools.com/2011/12/storyboards/
http://www.lighthouseresources.com.au/bookshop/cards/strengths-cards/picture-this/
http://www.toolkit.100open.com/discoveringnewideas/storyboard-template/
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Tool 12: Future Improvements Template[14]

The purpose of this activity is for the working group to start with a vision and to 
brainstorm the problems, needs, challenges, and ideas on how to solve them. 
The group will need to brainstorm about problems in everyday life in relation to a 
specific topic/problem. This will turn the problems into opportunities and a vision for 
the future [46].

1
Who is it for?

3
How it works for them

2
Why it works for them

4
What can go wrong?

4
How can it be fixed?

4
How might it be 

improved?

Improvement Idea 1

1
Who is it for?

3
How it works for them

2
Why it works for them

4
What can go wrong?

4
How can it be fixed?

4
How might it be 

improved?

Improvement Idea 2
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1
W

ho is it for?
3

H
ow

 it w
orks for them

2
W

hy it w
orks for them

4
W

hat can go w
rong?

4
H

ow
 can it be fixed?

4
H

ow
 m

ight it be im
proved?

Tool 11: Improvements and Benefits Template[14]

Improvement Ideas

Benefits to Consumers

Benefits to other 

stakeholders
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Tool 9: Scenario Template [14]

A scenario is a realistic description of how a service works. A persona is a realistic 
description of a type of consumer. Scenarios and personas work best when based 
on realistic ‘extremes’. They help you notice and amplify experiences that otherwise 
go un-noticed. They also prevent you defaulting to the ‘average’ consumer or 
‘average’ service delivery, which inevitably leads you to making merely ‘average’ 
improvements! Scenario and persona descriptions help you determine exactly 
who your improvement needs to work for as well as when, where and how it needs 
to work to be successful. This tool can also be used to create ideal and desired 
scenarios.

Template instructions:
1.	 Identify the issue you wish to explore. Identify worst and best service extremes of 

the issue. Give each one a short, easy name.
2.	 Identify two extremes of consumer types. Name these too.
3.	 Combine your extremes of service delivery and consumers into scenarios. Give 

these scenarios names.
4.	 Plot these on the diagram. Try to have one in each quadrant. For example, you 

might combine a worst service with a consumer type.
5.	 Flesh out each scenario with details.
6.	 Introduce the improvement into each scenario and experiment with them!
7.	 Document your learnings as you go.

Consumer Type Z

Worst  
Service

Consumer Type A

Best  
Service

Tool 10: Stakeholder Needs Template[14]

You can use this tool to compare one stakeholder’s needs against those of another. 
For example, consumer’s needs and ideas can be identified and compared to 
managerial, clinical and other stakeholder needs. You may have identified potential 
improvements before your project starts. As a result, this may inadvertently exclude 
other stakeholders’ needs and useful improvement ideas. This tool helps build a 
balanced view of potential improvement areas and improvement ideas.

Template instructions:
1.	 Using a large whiteboard or sheet of paper, list the needs of the key stakeholder 

group (usually consumers) across the top. Then list the needs of another 
stakeholder group down the side.

2.	 Work across and down the empty squares in the table, placing a tick in each one 
where stakeholder needs clearly coincide (it doesn’t matter how many ticks there 
are). Then number each tick.

3.	 Using a separate sheet of paper for each, brainstorm specific improvements for 
that square from the perspectives of both stakeholders, noting its benefits for 
each stakeholder alongside. You can use Tool 11: Improvements and Benefits 
Template to record improvements in each square and how they benefit each 
stakeholder.

4.	 Identify the key improvements which provide the greater benefits for both 
stakeholders. As you flesh out the improvements, you may notice patterns 
in the types of improvements being suggested. Review these and look for 
improvements which address multiple issues and/or achieve benefits for multiple 
stakeholders. These are likely to be the highest-value improvements and the most 
important to focus on.

5.	 Repeat this for any other stakeholders, keeping the primary stakeholder (such as 
consumers) across the top of the template.

Using this tool we identified three common issues which 
have now been shared openly. The management team 
are now considering those new ideas. This tool helps 

you identify service specific issues and develop solutions  
co-productively.

Frank Naso – Pilot Lead
The Society of Saint Hilarion (SA)

https://www.communitywest.com.au/cw-resources/co-production/step-forward-together-resources/step-forward-together-toolkit/352-tool-11-improvements-benefits-template/file
https://www.communitywest.com.au/cw-resources/co-production/step-forward-together-resources/step-forward-together-toolkit/352-tool-11-improvements-benefits-template/file
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Source: Boyd, H., M
cKernon, S., and O

ld, A. (2010). Health Service Co-design. W
orking w
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prove healthcare services. Guide and Toolkit. Auckland: W
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District Health Board. 
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Tool 13: Personas Template

The purpose of this activity is to describe the user of the co-produced idea we 
intend to create with a realistic persona.  This will be a touchstone throughout the 
innovation process and we should refer back to it as the idea develops. The great 
thing about personas is they invite us to view the service from the consumer’s 
perspective. 

The main purpose of Personas is more than just demographic information. They are 
relatively quick to develop and replace the need to canvass the whole community 
and spend months gathering consumer requirements. They also help avoid the 
trap of building what consumers ask for rather than what they actually will use 
or buy. Personas capture a person’s behaviour, beliefs and philosophy. But more 
importantly, they capture a person’s motivations and/or intentions. Personas 
represent the needs of a larger group of consumers, in terms of their goals and 
personal characteristics and expectations.

Source: http://www.businessdesigntools.com/2013/11/personas-2/
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How do we use it?
1.	Demographics

We fill in their description first, using any insight or information we have about the 
consumer type. We draw a sketch of him or her or find a photo that could be him 
or her and attach it.

2.	What do they enjoy?
Choose home or work life depending on which arena is more relevant to your 
idea. What is the most satisfying aspect of their job? What are their leisure 
pursuits? What do they like to watch on TV? Whose company do they like to 
keep?

3.	What are their goals?
Again, we choose our persona’s home or personal life. What are they motivated 
by? What are they aiming for in the medium or long term? What would they do if 
they won the lottery? 

4.	What distinguishes them from others?
Do they have any quirks that are interesting? Do they belong to any particular 
social ‘tribes’ or societies? Do they have any defining attitudes or behaviours?

5.	What keeps them awake at night?
What problems does our persona have? What causes them stress or annoys them 
about everyday life? What are their major worries in life? What is frustrating for 
them about our service?

You can develop your own questions and criteria to create personas. Some examples 
include living status, overall health, social network, attitude to life and tech usage.

CommunityWest recommends using the template developed by 100% Open 
Innovation Toolkit to create personas of your consumer body to test your ideas.
Source: http://www.businessdesigntools.com/2013/11/personas-2/

http://www.toolkit.100open.com/findingunmetneeds/i-want-to-describe-the-persona-im-innovating-for-personas/
http://www.toolkit.100open.com/findingunmetneeds/i-want-to-describe-the-persona-im-innovating-for-personas/
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Tool 14: Prototype Evaluation Tools
With this tool the project working group can objectively review the learnings from 
prototyping an idea and to record a decision to stop it, carry on or reinvent it.

How do we use it?
Moving beyond prototypes is the next phase of idea development and is likely to 
involve significant investment of time and money so agreement here is important. 
Stopping an innovation at this point can be very valuable as it frees up resources 
to focus on a better bet. This tool can also form a useful springboard to go back to 
the brief and try a different approach. It is a good idea to use this tool as the basis 
for a discussion with the working group members and leaders so you can reach a 
consensual decision.

1.	What idea did we prototype?
Write in here a brief description or title of our idea. Perhaps we have given the 
idea a ‘catchy title’ in which case we copy it here.

2.	What are we going to change?
Each prototyping session will result in a host of findings and learnings. What 
unexpected things happened? What features and elements were missing from our 
idea? Record the changes we recommend here.

3.	What remains the same?
What were the most successful elements of our prototype? We make a decision 
about which elements to keep and record them here.

4.	Mark the Stop/Go/Reinvent box
This is where we record our next steps. If many elements of our prototype need 
to change maybe we have to stop. Perhaps in the light of this new understanding, 
other ideas we discounted earlier might look more attractive. Reinvention is an 
important principle of iterative prototyping so we circle the R if we intend to 
revisit the prototype at a later date.

CommunityWest have provided two templates you may find useful to evaluate 
your prototype.

Source: http://www.toolkit.100open.com/buildingprototypes/i-need-to-record-how-a-prototype-performs-prototype-evaluator/
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Review
Monitoring how co-production is carried out and the Wellness 

outcomes and impacts which result from your project.

Tools & Activities
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Activity 5: Thank you for the gifts [42]

Time Required: 20 - 30 minutes
Resources Required: 
•	 1 blank card per person
•	 Pens

Purpose:
The purpose of this activity is to help group members identify and acknowledge 
specific skills or gifts people bring to the team. Sometime people are unaware of 
the skills they possess. When team members acknowledge each other’s skills, it is 
a powerful attribution which serves to build group relationships. This activity works 
best once the group have met as few times and know a little bit about each other. 

This activity is also particularly useful if members lose sight of the contributions and 
gifts each person brings.

Set the Scene:
Co-production is an asset-based approach where the skills, knowledge and expertise 
of each person are valued and utilised. Everyone has different skills and abilities 
and when we value and appreciate people’s strengths, it’s good for the group. If 
everyone had the same set of skills, the group would suffer. It’s the difference in the 
group which will support the co-production process.

Facilitator Notes:
Each person can keep their card; and ask them to bring it with them to every 
meeting. As the group becomes closer, newly recognised gifts can be added.

Instructions:
1.	 Give each person a blank card. Instruct each person to write their name on the 

inside of the gift card.
2.	 Instruct the group to pass around the gift card to other members of the group. 
3.	 The members could start with “Thanks for your…”
4.	 You can instruct members to sign their gift cards or leave them anonymous.
5.	 Once the cards have been completed allow time for each member to read their gift

Discussion Questions:
1.	 Were you surprised what other people 

recognised in you?
2.	 How do other’s opinions of your gifts 

compare to your own?
3.	 How is this useful to identify and 

acknowledge people’s assets?
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Tool 16: Wellness and Enablement  
Self-Assessment Tool

This tool provides a self-assessment instrument designed to ensure your project is 
on track to achieving changes which enhance Wellness and enablement focused 
outcomes for consumers. It may be useful for the Working Group to periodically 
ask themselves the following questions, particularly during the design, piloting, 
implementation and review stages of your project.

Instructions:
Read through each section and answer each statement rating your readiness as 1, 2 
or 3. 
The rating system is simple i.e.
1.	 No action is required
2.	 There is room for improvement
3.	 Requires action 

Total the number of responses rated as 1 (areas where no action required), 2 (areas 
where there is room for improvement) or 3 (areas that require action) under each 
statement. The higher the score the greater action required.

At the end record the action required for each item rated as 2 or 3. 
•	 Prioritise action items
•	 Identify who is responsible for taking action and set an initial time frame
•	 Share the results of the self-assessment and action plan with management and 

employees
•	 Do not try and do all the action items at once. Re-prioritise and review progress 

as you proceed
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Tool 17: Biggest Difference Template[14]

The purpose of this tool is to assist the project working group assess the impact 
the project outcome made, once it has been implemented. The biggest difference 
tool provides evidence of what difference an improvement has made (or will make) 
to a consumer’s experience. It also helps identify the key aspects of the experience 
that have been (or will be) changed and what part of the service made (or is likely to 
make) the difference.

This tool is important because it focuses on the consumer’s experience. It is 
designed to allow you to explore an improvement without needing detailed 
knowledge of the ‘original’ (pre-improvement) experience. But with this knowledge, 
it does allow you to compare and contrast the new experiences with the original.

You can use this tool to evaluate a prototype or pilot version of an improvement, or 
to monitor the performance of an improvement after implementation. You may wish 
to use this tool 1 – 12 months after implementation to measure changes and impacts 
on people’s Wellness and overall quality of life improvements.

Template Instructions:
1.	 Identify the key users of the improvement

Make sure you have identified the types of people an improvement is designed 
for. It pays to select a range of types to check the improvement is working equally 
well for all, or to assess that it is working best for those who need it most (without 
compromising the service for others).

2.	Have consumers experience the improvement
You can set up the experience by using prototyping, or by working with people 
who have experienced the improvement during actual service delivery. It may 
help to observe them having the experience to learn first-hand what happens.

3.	Have consumers tell you about their experience and then reflect on the 
improvement
Ask consumers to tell you the story of their experiences with the improvement. 
Use open-ended, non-specific questions inviting the consumers to re-experience 
it fully. Recording stories on video and audio is a very useful way of capturing 
critical aspects of the experience.

4.	Encourage consumers to reflect on the improvement
Work carefully with consumers to help them evaluate the improvement. Any 
questions need to be paced carefully so consumers have time to reflect on and 
answer them fully. Some paraphrasing and much encouragement should be used.

5.	 Identify changes to improve experience
Review your findings. Identify ways to reduce negative effects and accentuate 
positive effects of the improvement.
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