Sydney:

Suite 108 272 Victoria Avenue Chatswood NSW 2067
Mail: PO Box 1675 Chatswood NSW 2057

Phone: +61 (0)2 9413 1233

Mobile: +61 (0)414 504 832

Email: leswinton@bigpond.com

Internet: artcraft.com.au 1 R E 5 E A R [: H

Canberra:
Suite 17 Level 1 Manuka Arcade
20 Franklin St Manuka ACT 2603

Phone: +61 (0)2 6232 6264 Communications, Marketing and Social Research Consultants

artcraft

COMMUNITY CONSULTATION

The Important Role for Research-Based
Consultation Recruitment Methods

September 2005

artcraft research — communications, Marketing and Social Research, Community Consultation and Engagement, Program and Policy
Evaluation, Social Marketing and Strategic Counsel for Governments and NGOs since 1981. 1



FIRST, A FEW QUESTIONS?
Several questions frequently asked about community consultation are as follows:

“Do your community consultations really give you the information you
need — for example are you reaching the whole community, or are you
only ‘rounding up the usual suspects’?”

“Are the community consultations run by your organisation as effective
as they could be?”

“What are you doing to improve the ways you consult with the public
and stakeholders — what other methods of consultation and recruitment
of participants can more effectively reach your real target audiences?”

LIMITATIONS OF THE TRADITIONAL APPROACH:
Traditional consultation recruitment methods do not reflect the population at large:

The recruitment of people for most community consultation exercises has traditionally
involved placing public notices or advertisements in newspapers announcing and
briefly describing the nature of the topic or issue, and then inviting people to register
to attend a meeting or series of meetings.

To complement this, stakeholders and members of the public who are known to have
an interest in the subject are also invited.

The people who participate on this basis are certainly important target groups to
reach and include, but by definition they are not representative of the population at
large.

A BETTER APPROACH:
Research-based consultation recruitment methods overcome this challenge:

Effective community consultation involves engaging fully with the community by
ensuring that the views of the whole population are represented and taken into
account — that is, reaching out to include not only the views of those minorities who
actively seek to have their voices heard, but also a good cross-section of the majority
of the community who rarely if ever take part in traditional public consultation
processes.

Often, this also involves defining those segments of the community who are least
likely to attend and/or are most likely to be impacted by decisions made as a result of
the consultations, and actively recruiting them.

The techniques for effectively including a good cross-section of the community are
well-known and widely used by professional market and social researchers, but so far
are significantly under-utilised, if used at all, in the field of community consultation.

Put simply, in complementing the traditional methods, these techniques involve:

e firstly dividing the population into a number of clear and distinct segments (eg,
by age, gender, area; and also including any specific minorities of relevance to
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the subject), each of which we want to make sure is included, and then, using
as much rigour as possible, our professional recruiters seek out and recruit as
representative a cross-section of each of these segments as possible;

e secondly, rather than informing participants about the specific topic they are
coming to discuss (an approach which can put many people off unless they are
already interested), we suggest that they are coming along to discuss ‘current
issues’ or ‘things in the news’ about which the government (or specific
organisation) is interest in hearing their views;

e thirdly, confidentiality is offered to these people, with their views being
reported in aggregate, and their names not being made known at all (unless
they request otherwise). Lack of confidentiality in public consultation
processes is of considerable concern to many people in the community and a
significant reason for their lack of involvement in the process, as they are
concerned about intimidation and pressure from interest groups.
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