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telephone banking sessions, and one partner attending 
the banking, debt reduction and budgeting sessions. 

Participants achieved a seventy-five per cent competency 
rate for the quarter, meaning three-quarters of Money 
Management Support participants gained the requisite 
skills and knowledge to be assessed as competent in the 
relevant sessions. Competency is measured through a 
brief assessment at the end of each session, and usually 
incorporates a number of key multiple choice questions 
or a skills test. 

Achievements
Debt reduction and savings are standout achievements for 
our MPower team in Mossman Gorge. Results from the 
recent feedback survey demonstrate clear signals that our 
members are adopting financial management practices 
that allow them to reduce debt and meet savings goals. 

Of respondents who reported having debt when signing 
up to MPower, all have started to pay off that debt 
and—even more impressive—are on track to paying off 
that debt. Similarly, 100 per cent of those with a savings 
plan have achieved at least one savings goal. While there 
is certainly room to increase the proportion of those 
partners with a savings plan (currently fifty-five per cent 
of respondents), this is still an encouraging sign for our 
team working on Money Management Support.

I own it now—it’s mine.

MPower has taught Rosie Denman to save for 
the things she needs and wants. ‘I needed new 
furniture so I went to MPower and they helped 
me to save.’ 

Rosie has prioritised her needs over her wants, and 
through Wise Buys has bought a chest freezer, a 
fridge, and a bedroom ensemble including a bed, 
mattress, tallboy, and bedside tables. 

‘Everyone wonders how I could afford so much 
new furniture because I’ve always bought it 
second-hand. I feel good because I saved up the 
money myself and could pay cash for everything.’ 

Rosie is actively saving to buy more things for 
her home. ‘In a couple of months I am going to 
buy a new dining room table and couch once my 
savings grow again.’ 

Enabling families to realise their aspirations 
through saving is one of MPower’s key objectives. 
Rosie’s story illustrates how MPower helps 
families prioritise needs and achieve their savings 
goals with disciplined money management. 

Money Management 
Support Apr May Jun This 

quarter
Last 

quarter

Group sessions 0 0 0 0 0

Support sessions 2 3 4 9 24

Banking 0 0 1 1 3

Debt Reduction 0 0 1 1 1

Budget 0 0 1 1 2

Wealth Creation 1 1 0 2 1

Internet and 
Telephone Banking 0 1 1 2 1

Payment 1 1 0 2 1

Competency rate 50% 100% 75% 75% 78%

Banking products 
and services Apr May Jun This 

quarter
Last 

quarter

Referrals 0 1 0 1 0

Survey: managing money is now...

Harder

60%

40%

20%

0%
0%

44% 56%

No change Easier
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Student Education Trust
Membership
Donors from Mossman Gorge signed up four more 
children to Student Education Trust (SET) this quarter. This 
brings the total number of education trusts to 137, more 
than 100 per cent* of the under eighteen population. 
The extensive uptake and sustained popularity of SET 
in Mossman Gorge indicates our partners recognise the 
value of saving for their children’s education and have 
taken responsibility for doing so. 

Activities
The current trust balance is a healthy $95,755. 

Students in Mossman Gorge are now better prepared for 
school after a two-day ‘Get SET for School Fair’ held in June. 
Over two days donors spent nearly $700 on seventy-eight 
high quality educational items including puzzles, games 
and school stationery. Particularly exciting is that many of 
these purchases were for children in the early childhood 
age group. This age group has been under-represented 
in SET purchases over previous quarters; growth in this 
area indicates donors are building knowledge of how to 
support their children’s early childhood development. 

Outside of the SET Fair, donors made another 141 purchases, 
using SET funds to pay for school excursions, school uniforms, 
after school dance classes, school fees and bus fares. 
Through these purchases Mossman Gorge parents ensure 
their children have access to the materials and opportunities 
they need to develop to their fullest potential. 

Achievements
One of the long term goals for SET is for all children to be 
school ready every day. In a remarkable display of such school 
readiness, an unannounced visit to Mossman State School at 
the end of this quarter showed 100 per cent of Mossman 

Student Education Trust funds balance
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Student Education 
Trust Apr May Jun This 

quarter
Last 

quarter

Number of donors 152 152 151

New trusts 1 0 3 4 5

Total trusts 134 134 137 137 133

Active trusts

Early childhood 9 9 10 10 8

Primary school 46 46 48 48 30

Secondary school 15 15 15 15 11
Tertiary/further 
education 0 0 0 0 0

Completed school 0 0 0 0 0

Non-active and closed trusts

Early childhood 9 9 9 9 9

Primary school 29 29 29 29 48

Secondary school 17 17 17 17 21
Tertiary/further 
education 0 0 0 0 0

Completed school 9 9 9 9 6

Funds Category  Apr May Jun This quarter Last quarter

Student Education Trust  
funds balance (end of month)

Early childhood $3,714.35 $3,714.35 $3,714.35 $3,714.35 $3,055.46
Primary school $58,619.70 $58,619.70 $58,619.70 $58,619.70 $33,428.53
Secondary school $16,575.85 $16,575.85 $16,575.85 $16,575.85 $10,712.31
Further education $0.00 $0.00 $0.00 $0.00 $0.00
Finished school $0.00 $0.00 $0.00 $0.00 $0.00
Non-active $16,844.63 $16,844.63 $16,844.63 $16,844.63 $45,706.54

Number of educational 
purchases using Student 
Education Trust

Early childhood 0 7 0 7 10
Primary school 21 36 41 98 179
Secondary school 17 12 7 36 68
Further education 0 0 0 0 0
Completed school 0 0 0 0 0
Total purchases 38 55 48 141 257

Percentage of purchases  
against total purchases

Early childhood 0% 13% 0% 5% 4%
Primary school 55% 65% 85% 70% 70%
Secondary school 45% 22% 15% 26% 26%
Further education 0% 0% 0% 0% 0%

Sessions Sign-
up

General 
support Purchase Change 

details Transfer Total

Apr to Jun 5 40 61 4 1 111

*	 It is possible to have more than 100 per cent signed up because of limitations in ABS Census statistics and because residents from Mossman town participate in 
Opportunity Products.
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Gorge students wearing their school uniforms. Although just 
under half were not wearing shoes, this is nevertheless an 
outstanding achievement. It is also of note that shoes are 
not mandatory at Mossman State School. 

The Mossman Gorge team’s efforts to increase the number 
of donors who are up to date with SET contributions 
have also seen early signs of success. Following targeted 
engagement activities designed to reinspire donors about 
what contributions mean for their children, the proportion of 
‘committed contributors’ rose very slightly from nineteen to 
twenty per cent. This was accompanied by a similar rise in the 
proportion of ‘partial contributors’ (those who have paid some 
but not all of their contributions), up from eleven to fourteen 
per cent. Pleasingly, there was an associated decrease in the 
number of donors who had made no contribution. 

The kids can’t wait to go 
to school.

Tellisa Temple signed up to Student Education Trust 
two years ago so she could start planning for her 
daughter’s future. 
‘Most people in Mossman Gorge have SET, which 
is why I joined. They say it’s really good to pay for 
uniforms, excursions and the lunch program at 
school. They say that without a SET they wouldn’t 
be able to afford these things. I wanted to make 
sure that Shante has everything she needs when she 
starts school.’
Tellisa has three other children in her care including 
son, Caleb, and relatives Ciara and Rene. While Ciara 
and Rene have SET accounts, they had been inactive 
(no contributions made) for a number of years. ‘Ciara 
and Rena had no money in their SET. They’re in my 
care now so I contribute. I want to make sure I have 
money for their uniforms and books.’ 
‘It’s good to have a SET so you can put money aside. 
With a SET, you know the money is there—it’s better 
than promising the kids you’ll buy them something or 
they’ll get to go on a school excursion, and then not 
being able to do it.’ 

Tellisa is also planning to start a SET for Caleb in the 
near future.
Tellisa recently purchased books and educational 
posters for Shante using her SET during the Mossman 
Gorge ‘Get SET for School Fair’. ‘I bought her a numbers 
chart which she’s been using every day and an alphabet 
book that the older kids are reading with her.’ 
Ciara and Rene recently celebrated their birthdays 
through Student Case Management’s Birthday Club 
at Mossman State School. 
Tellisa’s story illustrates how Student Education Trust 
is achieving one of its key objectives—establishing 
social norms. With a SET, it has become the norm 
for parents to effectively cover the costs of their 
children’s education. 

As in other Village Opportunity Hubs, results from recent 
feedback survey show strong results for SET in Mossman 
Gorge. Among those who responded: 

•	 SET has helped parents feel more in control. One 
hundred per cent of Mossman Gorge respondents say 
they now feel ‘in control’ when it comes to covering 
their children’s education costs. This is up from just one-
quarter who felt ‘in control’ when they signed up to SET. 

•	 SET is highly valued. One hundred per cent of SET 
respondents would recommend SET to their friends 
and family. This level of support demonstrates the 
opportunities on offer with SET are highly relevant for 
families in Mossman Gorge. 

45% 55%

School readiness

Uniform, no shoes
Uniform and shoes

No uniform, no shoes

Active Student Education Trust accounts by category

14% Primary school
Early childhood

20%

Tertiary/further education
Secondary school

Completed school
66%
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Wise Buys
Membership
Wise Buys continues to flourish in Mossman Gorge with 
twelve new sign-ups this quarter. This brings total membership 
to fifty-four, or seventy per cent of the population.

Despite its close proximity to Mossman town, the ever 
increasing popularity of Wise Buys in Mossman Gorge 
demonstrates that our partners recognise and embrace 
that this Opportunity Product offers more than simply a 
way to buy new things—it offers a comprehensive set of 
supports which build capabilities to research, plan and 
purchase high quality items at competitive prices. 

Activities
Our members attended an impressive sixty-seven sessions 
this quarter. Almost half of these sessions were used 
to research prospective purchases, including washing 
machines, televisions, lounge suites and lawnmowers. 
During these sessions our staff work with partners to 
build skills and understanding on consumer advocacy, to 
select reasonably priced goods, and work out the best 
way to purchase and pay for them.

Nineteen partners made an impressive twenty-eight 
Wise Buys purchases this quarter, including essential 
household items such as beds and mattresses; items 
that help households function, such as lounge chairs 
and dining sets; and items that support personal growth 
and development such as a personal computer. Of the 
purchases made, twenty-one (or seventy-five per cent) 
were classed as needs rather than wants—an indication 
that our partners are prioritising purchases that directly 
support their families to have comfortable, functional and 
adequately equipped households.

Amount spent on needs versus wants

17%
Needs

Wants

83%

*	 N=6.

Survey: knowledge of payment options
‘How could you pay for new household items?’ 

One payment 
option

60%
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0% 0%
40% 60%

Two payment 
options

Three payment 
options

Survey: buying household items
‘Has Wise Buys made buying household items easier or 

harder for you?’

Harder

60%

40%

20%

0% 0%
40% 60%

No change Easier

Payment types NILS Lay by Cash Direct 
Debit

Direct 
Deposit

Apr to Jun 7 1 5 4 11

Wise Buys 
membership Apr May Jun This 

quarter
Last 

quarter

Members* 54 43

New members 4 7 1 12 9

Level of assistance Level 
1

Level 
2

Level 
3

Level 
4 Unassisted

Users—Apr to Jun 1 1 8 7 2

Sessions Consult Payment Research Purchase Total 

Apr to Jun 16 5 31 15 67

Of the twenty-eight purchases made, eleven (or forty per 
cent) were by direct deposit—online transfer of funds 
from a savings account. This is a clear sign our partners 
are managing their money and progressing towards their 
personal aspirations, such as having a home that is filled 
with furniture.

Achievements
Our partners’ ability to purchase new items, using a 
variety of payment methods, tells a story beyond simply 
the ability to purchase new things. That so many people in 
Mossman Gorge are signed up to Wise Buys and making 
so many purchases each and every quarter shows they 
have budgets in place and their spending under control. 
The synergy between MPower and Wise Buys builds 
capabilities to identify what is needed to make homes 
comfortable, plan and save, and ultimately purchase what 
is required and at the most competitive price.

This is backed up by results from the Wise Buys feedback 
survey: among those who responded,* sixty per cent 
could identify at least three different payment methods, 
a sign that consumer awareness of the various payment 
methods available is strong. 
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It takes a village to raise a child 
Baby College
Membership
Baby College membership remained steady this quarter, 
with one new member signing up. This brings to three the 
total number of parents who have participated in Baby 
College. Although low at first glance, this total reach is 
understandable considering the small size of Mossman 
Gorge and the limited target audience for Baby College. 
Mossman Gorge has a limited number of expectant 
parents and many have other children; for these parents, 
Strong Families is often a more appropriate choice. 

Activities
One partner attended one Baby College session this quarter. 

Achievements
Our one active Baby College participant has recently given 
birth to a baby girl and is committed to completing the 
Baby College program. After taking some time off following 
the arrival of her child she will re-start her sessions in the 
coming weeks and is expected to graduate next quarter. 

Positive Kids
No partners attended Positive Kids sessions this quarter. 
Together with CYAAA we are holding an internal Strategic 
Conversation to identify opportunities for increasing 
attendance and participation in Positive Kids activities. 

Strong Families
Membership
Strong Families had a remarkable quarter in Mossman 
Gorge. With four new sign-ups we now have nearly 
one-fifth of Mossman Gorge adults signed up to Strong 
Families. This is the highest take up rate for Strong 
Families across all four communities, and an impressive 
achievement following the first year of It takes a village to 
raise a child. Particularly encouraging is that three of the 
four new members are self-referrals, a positive sign that 
word of Strong Families continues to spread. One of these 
new members is also a ‘natural leader’—a respected uncle, 
aunty or grandparent who is influential within the village. 
Their participation is a key component of building broad 
support for It takes a village to raise a child. 

Activities
Families attended fifty-six Strong Families sessions, more 
than double the number of sessions last quarter. This 
significant rise indicates that families support the idea 
of Positive Parenting and are willing to commit time and 
energy to building Positive Parenting capabilities. Twelve 
partners attended sessions this quarter–all of who are 
yet to graduate. One graduate also returned to sit in on a 
session and share her stories of success with others. Such 
sustained attendance is rarely seen in parenting programs 
and is reflective of our Positive Parenting Consultant’s 
dedication and our partners’ commitment to their families. 

Purchases Apr May Jun This quarter Last quarter

Purchases 16 11 1 28 26

Partners making purchases 10 8 1 19 12

Amount spent $7,693.85 $5,467.95 $699.00 $13,860.80 $13,618.00

Purchases categorised as ‘needs’ 12 8 1 21 19

Purchases categorised as ‘wants’ $6,743.90 $4,112.95 $699.00 $11,555.85 $10,482.00

Amount spent on ‘needs’ 4 3 1 8 7

Amount spent on ‘wants’ $949.95 $1,355.00 $0.00 $2,304.95 $3,136.00

Unassisted purchases 3 0 0 3 1

Assisted purchases 13 11 1 25 11

Strong Families Apr May Jun This 
quarter

Last 
quarter

Total participants* 17 13

Attendance† 9 10 8 12 10

Graduates 0 0 0 0 0

Sign-ups 3 0 1 4 4

Sessions held 17 28 11 56 24

Baby College Apr May Jun This 
quarter

Last 
quarter

Total participants* 6 5

Attendance† 0 0 1 1 5

Graduates 0 0 0 0 0

Sign-ups 0 0 1 1 0

Sessions held 0 0 1 1 1

*	 Total participants include all those who have registered. 
†	 Attendance is measured by distinct partners and is not a cumulative total.
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It’s good to know there’s 
support for family issues.

After attending a sushi making class in May, Trixie 
Kerr has eagerly continued her It takes a village 
to raise a child engagement sessions. 

‘I will keep coming to Parenting workshops. I 
thought it was really great. My granddaughter 
and I even made sushi for her birthday party!’ 

Held in conjunction with a Strong Families 
group session, these workshops highlight the 
importance of Triple P’s strategy of teaching 
new skills to your children. Trixie is now using 
her new found sushi-rolling skills to teach her 
granddaughter how to make healthy snacks at 
home. A long time participant across a range 
of Opportunity Products, Trixie is an MPower 
member, Wise Buys member, donates to 
Student Education Trust, and has completed a 
POP Backyard Blitz. Trixie has also previously 
undertaken the It takes a village to raise a child 
Positive Kids program, delivered by Cape York 
Aboriginal Australian Academy Student Case 
Managers. ‘I now have more understanding and 
have a better relationship with my grandkids.’ 

Trixie’s story highlights how It takes a village to 
raise a child provides parents with new skills to 
parent in a safe environment and engage with 
their children.

Achievements
As with other Opportunity Products, recent feedback 
surveys provide data on the impact of Strong Families. 
Findings suggest positive results among those who 
attend, particularly for parental capabilities and children’s 
behaviour. One hundred per cent of respondents* say their 
children’s behaviour has improved since beginning the 
program. One hundred per cent also say they have used 
the Triple P strategies at home. Almost two-thirds describe 
themselves as ‘confident’ when it comes to managing their 
children’s behaviour, and nearly half say they are more 
confident than when they began the program. 

Engagement
One reason for our success in It takes a village to 
raise a child this quarter is our parenting team’s active 
engagement with families in Mossman Gorge. Throughout 
the quarter the team held 165 engagement activities, 
talking with families at home, at community events like 
the ‘Get SET for School Fair’, through information sessions 
at the Mossman Gorge Centre and by talking with 
people on the street. It is this constant presence that has 
allowed us to build a strong profile and maintain ongoing 
relationships with families across Mossman Gorge. 

Handicraft
Handicraft has also seen growth this quarter, with eight 
participants attending Handicraft activities, almost 
doubling the number who attended last quarter. This 
jump is the result of two factors: the growing profile of 
our Handicraft activities and a recent decision to adjust 
activities to respond to particular community interests. 
Painting was particularly popular in Mossman Gorge, with 
four of the seven events dedicated to painting. 

Handicraft activities are designed to provide a space where 
parents can share their parenting experiences and, in turn, 
grow participation. This has certainly taken place in Mossman 
Gorge, with many of those attending Handicraft activities 
going on to participate in It takes a village to raise a child. 

Handicrafts Apr May Jun This 
quarter

Last 
quarter

Sessions 0 5 2 7 3

Attendance 0 7 1 8 4

Engagement Apr May Jun This 
quarter

Last 
quarter

Sessions 55 65 45 165 115
Sign-ups 2 0 1 3 0
Engagement type

Home visit 16 44 24 84 45
Community event 0 1 2 3 1

Information sessions 4 0 0 4 21

Workshop 0 2 0 2 8

Informal discussion 35 18 19 72 40

*	  N=5, 30% of all participants.
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a more beautiful home. One of our new members began 
their Home Pride Strategic Conversation this quarter, and 
another finishing the conversation and committing to 
follow-up action. 

Achievements
The success of our Home Pride Design Ideas book in 
Mossman Gorge was remarkable. An extensive document, 
the Design Ideas book illustrates examples of successful 
DIY designs and has been a key reason for the strong 
support we have seen in. Described as ‘beautiful to look 
at’ by Mossman Gorge staff, the book offers practical 
achievable designs that have really resonated with 
families across Mossman Gorge. 

Strong Families referrals
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Home Pride 
Membership
Considering Mossman Gorge is the ‘home’ of Home 
Pride it is no surprise there has been strong support 
during its first two months of operation. Incentivised 
by the possibility of a beautiful home, three individuals 
from three households signed up to Home Pride this 
quarter. This represents ten per cent of the households 
in Mossman Gorge, a respectable achievement for its 
first quarter. 

Activities
Home Pride’s profile is well and truly established in 
Mossman Gorge after Home Crew led fifty-two home 
visits to promote the launch of this newest add-on to  
It takes a village to raise a child. By visiting more than half 
the adult population, our team has well and truly spread 
the word. Also contributing to Home Pride’s visible public 
presence was a Home Pride display at the ‘Get SET for 
School Fair’, held in late June. 

Our next step is to build upon these initial displays of 
interest with conversations around Home Pride’s quid pro 
quo and capability components—the DIY workshops and 
household management components that will support 
families to create a well managed household as well as 

Home Pride 
membership Apr May Jun This 

quarter
Last 

quarter

Members 3 0

New members 0 3 0 3 0

House visits 0 50 2 52 0

Strategic 
Conversations Apr May Jun This 

quarter
Last 

quarter

Started 0 0 1 1 0

Finished 0 0 1 1 0
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Pride of Place 

Membership
More Mossman Gorge families have committed to 
improving their backyards this quarter, with eight new 
members signing up to Pride of Place (POP). This brings 
total membership to thirty-one individuals from twenty-
three households, more than eighty per cent of the 
estimated number of households in Mossman Gorge. This 
extensive support is indicative of a village that takes its 
backyards very seriously and one that is committed to 
improving the community’s appearance. 

Activities
Families’ expressions of commitment have also translated 
into action with POP families partaking in sixty-nine Pop-
up Visits this quarter. This is forty-one more than in the 
previous quarter—evidence that families are becoming 
more and more willing to work with POP Enablers to gain 
new gardening skills and improve their backyards. POP 
Enablers worked with families, giving advice on regular 
backyard maintenance such as fixing barbeques and 
planning new garden beds.

Families also attended two Garden Club events, gaining 
new skills in establishing vegetable gardens and 
propagating plants. 

Propagating plants is great. 

Roseanne Bloomfield is using the skills she learnt 
at Garden Club to continue working on her garden. 

‘This was my first time learning how to propagate 
plants. It was great! I’m going to start growing 
my own plants, using the plants I already have to 
make even more.’ 

Roseanne is exceptionally proud of her garden 
and continues to improve upon the backyard 
improvements she added during her Backyard 
Blitz. Roseanne’s green thumbs helped her win 
the Best Garden in the Village Award in Mossman 
Gorge during last year’s gardening competition. 
Roseanne is also a long term MPower member 
and It takes a village to raise a child participant. 

Garden Club has become a popular event in 
Mossman Gorge, and is consistently well attended 
both by loyal and new members. This quarter 
Mossman Gorge Garden Club members learnt 
new propagation techniques and made their own 
colourful hanging baskets for plants. 

One of POP’s key objectives is for families to have 
a growing passion for gardening. Roseanne’s 
story illustrates how POP is achieving this goal. 
Not only does Roseanne now have a garden that 
she is proud of and keeps improving on, she also 
has a passion to continue learning new gardening 
techniques through Garden Club workshops. 

Pride of Place membership This quarter Last quarter

Members 31 23

New members 8 0

Households 23 17

Pop-up Visits Apr May Jun This 
quarter

Last 
quarter

Visits 8 20 41 69 28

Households visited 8 16 19 43 16

Members visited 8 16 19 43 16

Garden Club Apr May Jun This 
quarter

Last 
quarter

Events 0 1 1 2 1

Attendance 0 6 4 10 6

Members visited
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Household membership

Potential members
POP membership

18%

82%

Achievements
Families have responded to the support received during 
Pop-up Visits, following through on their commitments 
to plant vegetable seeds, remove unwanted plants and 
clean up their gardens. It is this follow through that allows 
families to celebrate the small victories, building self 
confidence and encouraging them to take on bigger and 
bigger challenges.

Now I spend time in my 
garden.

It only took one Pop-up Visit to spark Bryan Toby’s 
interest in gardening. 

Following their launch in March, it was during 
a Pop-up Visit that our POP Enabler talked to 
Bryan about small improvements he could make 
to his backyard and handed out free seeds to get 
him started. 

‘It’s given me the chance to do something 
different with my time. Now I plan to put a garden 
patch at the back of my house and start growing 
my own vegetables. It’ll be great to have fresh 
vegetables and save money.’ 

Bryan has also worked with money management 
for many years—first with Financial Income 
Management and now with MPower. In learning 
how to manage his money, Bryan has also been able 
to purchase a range of household items through 
Wise Buys (including a fridge and dryer) and pay for 
trips to the doctor in Cairns and for medication. 

One of the goals of Pride of Place is for families 
to build skills and better utilise their garden 
for healthy food production, resulting in 
improvements to wellbeing. Bryan is currently 
undergoing dialysis treatment in Cairns. By 
spending more time gardening and eating his own 
fresh vegetables, Bryan is taking small, positive 
steps to improving his health all round. 

Pop-up Visits
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Access your SET account and buy or order 
good-quality, educational resources. 

• Uniforms
• School packs

• Books
• Stationery

• Toys
• Games

Get 

School 
SET

for

FAIR
DATE AND TIME:

LOCATION:

2pm, 18 June
Coen School Hall

Access your SET account and buy or order 
good-quality, educational resources. 

• Uniforms
• School packs

• Books
• Stationery

• Toys
• Games

Get 

School 
SET

for

FAIR
DATE AND TIME:

LOCATION:

2pm, 18 June
Coen School Hall

Co-Design Studio update 

CYP’s Co-Design Studio designs and reviews Opportunity 
Products in partnership with Village Opportunity Hubs, 
families, funders and professional partners. Under this 
model CYP leadership provides the strategic intent, 
families provide the voice of experience and our team 
brings design methodology to the table. 

The second quarter of 2013 saw Co-Design deliver their 
first Opportunity Product training, Home Pride, to the 
Home Crew team. This training allowed the Co-Design 
staff to directly transfer Home Pride design intent and 
knowledge to the team and is key to the developing 
co-design model. Co-Design also undertook a Strategic 
Conversation of our model to find improvements in the 
way we work to benefit our families and partners. We 
anticipate that the action items identified in our ‘D space’ 
will commence next quarter.

Additional focuses for our team this quarter include the 
design and continuous improvement of the following 
Opportunity Products:

MPower
•	 Created training manuals, tools and guides to enhance 

partners’ experience with the MPower Journey in 
response to the internal MPower review (2012). 

•	 Continued development work on the Money 
Management Tools to enhance their interactivity and 
relevance for our partners. This design work included 
short surveys with partners and MPower staff. 

•	 Research paper commenced on the comparative 
outcomes of money management programs in 
Australia and internationally. 

•	 New Wise Buys marketing campaigns, ‘Kids love 
books’ and ‘It’s tax time’ were designed, produced and 
implemented in the Village Opportunity Hubs.

Student Education Trust
•	 Established ‘Get SET for School Fair’ processes and 

arrangements with suppliers and transitioned these 
to Village Opportunity Hubs. ‘Get SET for School Fairs’ 
successfully held in Hope Vale and Mossman Gorge. 

It takes a village to raise a child
•	 Home Pride rolled out in Aurukun, Hope Vale and 

Mossman Gorge after three days of training in Cairns. 
This Home Pride training was delivered by an external 
trainer in partnership with the Co-Design team. 
It focused on methods for engaging partners and 
explaining the benefits of Home Pride to our partners. 
The Co-Design team also travelled to these Village 
Opportunity Hubs to provide further on-the-ground 
training and to support the Home Crew and Parenting 
staff in implementing the new Opportunity Product.

•	 Held ongoing Home Pride feedback sessions alongside 
continuous tool and process development with 
Parenting and MPower staff. Also this quarter we 
trialled the involvement of MPower Coaches in leading 
Home Pride Strategic Conversations. This will be 
reviewed during a Home Pride strategy session in July.

•	 The Parenting Opportunity Product also underwent 
a Strategic Conversation to find out how to better 
engage and support our partners. 

Pride of Place
•	 Support for Pop-up Visits and Garden Club continued 

for our POP Enablers.

Bayan 
•	 Research into different home ownership models 

completed by architect, Kevin O’Brien. 

Family Empowerment Database	
•	 Commenced development and testing of a SET 

component of the Family Empowerment Database. 
This is expected to be rolled out across the Village 
Opportunity Hubs throughout the next quarter. 
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Glossary

A space: �In relation to Strategic Conversations, the A space 
is the conversation component that focuses on building a 
partner’s understanding of their present situation.

Australian Institute for Direct Instruction (AIDI):� Is an 
organisation committed to promoting Direct Instruction 
and supporting quality education in Australian schools.

Backyard improvement element:� In relation to Pride 
of Place, backyard improvement elements refer to an 
individual element within a backyard improvement, e.g. 
a brick barbeque or a swing set. 

Backyard improvements:� In relation to Pride of Place, 
backyard improvements encompass all elements in the 
Concept Design that are being delivered by the Pride of 
Place team. Previously referred to as design elements, or 
improvement elements.

B space:� In relation to Strategic Conversations, the B space 
is the conversation component that focuses on finding a 
purpose or vision for the future.

Bayan:� Is a Guugu Yimidhirr word meaning ‘house or 
shelter’. The Bayan project is a three-stage financial case 
management platform. Bayan supports families to develop 
the skills and behaviours to launch their home ownership 
ambitions and transition from renting to home ownership. 
This may be converting public housing into a home, or 
building a new home.

Coaching:� Is one-on-one guidance provided to the Family 
Leader to address any concerns or issues with the progress 
of their nominated program. Focuses on capability and 
skills development. In relation to MPower, Coaching is 
also known as an ‘MPower Journey Session’.

Co-Design Studio:� Is a core business unit of Cape York 
Partnerships that works collaboratively with Principal 
Partners to design projects and programs.

C space: �In relation to Strategic Conversations, the C space 
is the conversation component that focuses on inventing, 
designing and describing a pathway from the A space to 
the B space.

Direct Instruction (DI):� Is the teaching method based on 
forty years of scientific research. Direct Instruction is an 
explicit instruction method in which teachers lead classes 
grouped by ability through a structured sequence of 
lessons, focussing on literacy and numeracy.

D-space: � In relation to Strategic Conversations, the  
D space is the conversation component that focuses on 
developing a program of actions to deliver how the vision 
will be achieved.

Family Empowerment Database:� Is an in-house, web-
based customer relationship management system used 
to collect and analyse data and track the performance of 
CYP Opportunity Products. 

Green Box/Red Box:� A CYP project currently under 
development. The project will aim to ensure families 
have access to high-quality, affordable and healthy food 
options. It will develop market solutions for fresh fruit and 
vegetables that will stimulate local production and also 
work to improve household food storage, preparation, 
eating facilities and equipment.

Handicrafts:� In relation to It takes a village to raise a 
child, Handicrafts are activities driven by parent interests, 
e.g. sewing, wood-work. People undertake activities that 
are enjoyable, build their capabilities and confidence, and 
produce an item for use in their home.

Home Crew: � Are employees of Cape York Partnerships 
that deliver the Home Pride component of the It takes 
a village to raise a child parenting program. They work 
with families in their home, share their experiences of 
being a parent and running a household and promote the 
benefits of doing a Home Pride project. 

Home Pride: � Is an interior decorating do-it-yourself 
product delivered under the banner of It takes a village to 
raise a child parenting program which supports families 
to run a household, strengthen family relationships, cook 
healthy meals and maintain their home. It is delivered by 
Home Crew.

Honest conversation:� In relation to Cape York Partnerships 
projects, refers to providing a partner with realistic advice 
about the choices available to them; the degree of self-
discipline involved; and the short-term sacrifices they 
may have to make in to order achieve major life-changing 
goals. An Honest Conversation occurs during the project 
planning process and ongoing coaching sessions.

iBank:� Is a customised self-service facility located in 
an Opportunity Hub. It offers independent or assisted 
access to telephone and internet banking and online 
shopping facilities.

iBank levels: �Refers to the level of assistance that MPower 
staff provide to MPower members during iBank sessions. 
This ranges intensive forms of assistance (Level 5, physical 
assistance) down to less intensive assistance (Level 2, or 
minimal verbal prompting) or assistance with advanced 
iBank features (Level 1). 



Cape York Partnerships58

‘Little a’ problem: �Refers to a small problem that motivates 
a client to visit the Opportunity Hub for assistance, e.g. a 
utility bill that is several months overdue and the service 
is about to be terminated.

Maintenance Kit:� In relation to Pride of Place, refers 
to the goods that can be purchased out of the family 
contribution to support the ongoing maintenance of the 
backyard, e.g. lawn mower, whipper snipper.

Money Management Tools:� In relation to MPower, are 
basic tools/services that develop skills and knowledge to 
address financial literacy. They support individuals and 
families in managing their daily finances, and in accessing 
and making the most of the Opportunity Products.

Opportunity Product: �A Welfare Reform product tailored 
to bring about changes in behaviour, e.g. Student 
Education Trust, Pride of Place, MPower, Bayan and Work 
Opportunity Network. 

Parenting Hub:� Is a community facility where the parenting 
program It takes a village to raise a child is implemented. 
Parenting Hubs are aimed to be welcoming, intimate and 
safe places where social norms are re-built, relationships 
are strengthened, and support networks established.

Positive Parenting Consultants:� Are responsible for 
delivering Baby College and Strong Families. They 
undertake the Strategic Conversation and assist parents to 
create and implement their Action Plans. They also liaise 
with the Family Responsibilities Commission to support 
parents if applicable.

Principal Partner:� Used in place of the words client or 
customer, is an Aboriginal person who engages with 
Cape York Partnerships to take up an Opportunity 
Product or service. 

Student Case Manager: �A Cape York Aboriginal Australian 
Academy employee who monitors the attendance and 
school readiness of students.

Sweat Equity: �Refers to the physical work undertaken by 
participants to complete projects that require manual 
labour as part of the family or individuals commitment. 

Triple P Parenting: �Is included in the delivery of It takes 
a village to raise a child. Triple P is a parenting education 
approach that aims to enhance the knowledge, skills and 
confidence of parents in order to prevent behavioural, 
emotional and developmental problems in children. Triple 
P was chosen because of the universally strong evidence 
supporting its effectiveness.

Village Opportunity Hubs:� Are an interface that allows 
partners to access opportunities in the real economy in 
education, financial management, health and housing. 
The Opportunity Hub is a one-stop-shop for Indigenous 
people to access opportunities to improve their lives; 
a place where families can work together to plan their 
futures; an interface for families and individuals to 
access MPower.
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Cairns Head Office 
Level 3, 139 Grafton Street, Cairns, QLD 4870 
Phone 07 4042 7200 

Aurukun Opportunity Hub 
Kang Kang Road, Aurukun, QLD 4892 
Phone 07 4083 4505 

Coen Opportunity Hub 
Taylor Street, Coen, QLD 4892 
Phone 07 4083 5001

Hope Vale Opportunity Hub 
Muni Street, Hope Vale, QLD 4895  
Phone 07 4083 8800 

Mossman Gorge Opportunity Hub 
Kankarr Street, Mossman Gorge, QLD 4873 
Phone 07 4084 4400 


