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Cape York Partnership has undergone a major renewal in 2014 to form a 
unique group dedicated to the next phase of the Cape York Agenda and 

building economic opportunity and employment.

Following a process of restructuring our regional organisations into a single corporate and management 

structure, we are now the Cape York Partnership. Our touchstone remains our partnership with 

individuals, families and communities as they strive for lives of value, freedom and prosperity. The Family 

Empowerment Report is published quarterly and serves to monitor, measure and communicate the 

achievements and challenges of those living and working in Cape York Welfare Reform communities.

©2015 Not to be reproduced or transmitted in any form or by any means without the written permission of Cape York Partnership. Cape York Partnership takes all care to 
ensure the accuracy and quality of the information in this report. Cape York Partnerships cannot guarantee complete accuracy and all materials are provided without warranty.
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GENERAL MANAGER’S 
FOREWORD 
Already, 2015 has proven to be incredibly busy and productive 

for our welfare reform agenda and those families working 

alongside our O-Hubs in the communities of Aurukun, Coen, 

Hope Vale and Mossman Gorge. 

While Cape York Partnership has specialist entities working 

across a holistic development agenda including policy reform, 

Indigenous enterprises, employment, leadership, education, 

and family wellbeing, this report aims to identify individual and 

family development progress observed and documented during 

�W�H�Y�[�P�J�P�W�H�[�P�V�U�� �P�U�� �6���/�\�I�� �W�Y�V�N�Y�H�T�Z�� �H�U�K�� �H�J�[�P�]�P�[�P�L�Z���� �-�V�Y�� �[�O�L�� �Ä�Y�Z�[��

time in this report we cover the outcomes of our Cape York 

Leaders Program (CYLP), which has supported more than 1,000 

individuals since 2005. We also report on  the early work of Cape 

York Employment, the Remote Jobs in Communities Program 

provider for Coen and Aurukun. Both of these agents strive to 

improve education and employment outcomes for Indigenous 

people in these communities. Cape York Employment is 

now working with a total of 493 jobseekers. In 18 months of 

operation, Cape York Employment has placed 168 people into 

jobs—an encouraging result exceeding the national benchmark.

Across all areas of our work with Cape York families the combination 

of data paint a picture of gradual but sustained progress.    

We are continuing to see community members take up the 

opportunities of the reform agenda. At the end of Q1, we 

have a total of 1,823 people signed up to at least one of our 

Opportunity Products, representing around 95 per cent of the 

total population (aged 18+ years) of the four communities. Many 

of these individuals—44 per cent in total—are signed up to two 

or more of our products, indicating that they are increasingly 

dedicated to changing their lives for the better. 

This report shows that there is a growing level of participation, 

�^�O�P�J�O�� �[�O�L�� �W�H�Y�[�U�L�Y�Z�� �Y�L�W�V�Y�[�� �P�Z�� �O�H�]�P�U�N�� �Z�P�N�U�P�Ä�J�H�U�[�� �W�V�Z�P�[�P�]�L�� �Å�V�^���V�U��

effects for themselves, their children and their families. ‘Partners’ 

are those individuals taking up and actively participating in 

O-Hub Opportunity Products. We call them partners because 

we work together to identify and achieve their self-development 

aspirations. The number of partners working with MPower to 

�P�T�W�Y�V�]�L���[�O�L�P�Y���W�L�Y�Z�V�U�H�S���Ä�U�H�U�J�P�H�S���Z�R�P�S�S�Z���H�U�K���W�V�Z�P�[�P�V�U���Z�O�V�^�Z���[�O�H�[���[�O�L��

critical mass is shifting away from passive welfare dependency 

and towards taking greater responsibility.   

One of the most critical drivers of long-term change is 

education, which is why so much of our work over the years 

has been focused on this space. Learning is in our blood—it 

is a core aspect of our culture to teach our children about our 

lore and traditions. But it is our responsibility to make sure that 

our children can also learn to walk in two worlds, so that they 

can reap the rewards of both. By regularly attending school, 

students set themselves up for improved outcomes across their 

entire lives. They will have better literacy and numeracy, which 

leads to better job prospects, greater income and overall, the 

means to happier and healthier futures. 

School attendance has been one of the headline outcomes 

of the Cape York Welfare Reform initiative to date. When we 

began our work in Aurukun, for example, school attendance 

was averaging around the 30 per cent mark. This meant that 

children were regularly missing around three and a half days of 

school every week, which obviously has had dire consequences 

for their educational progress. Many children didn’t have a grasp 

of basic literacy and numeracy. 

In Term 1 2015, school attendance at Aurukun was averaging 

�H�[���T�V�Y�L���[�O�H�U���������W�L�Y���J�L�U�[�����H���Z�P�N�U�P�Ä�J�H�U�[���P�T�W�Y�V�]�L�T�L�U�[�����+�\�Y�P�U�N���[�O�L��

same period, average attendance at Coen and Hope Vale was 

98 per cent and 90 per cent respectively, which also represent 

positive and dramatic shifts, particularly when considered 

against the Queensland state average of 91 per cent. 

While the improvements so far are undoubtedly linked to the 

hard work of Student Case Managers and other staff at the 

Cape York Academy campuses in Aurukun, Coen and Hope 

Vale, much of this progress can be attributed to parents 

taking responsibility and getting their children off to school. 

The O-Hubs have played a key role in this, normalising 

school attendance and demanding that parents take greater 

responsibility in this area.  

Our ‘Strong Families—It Takes a Village to Raise a Child’—

programme helps parents and carers to get themselves and 

their household organised around these priorities—making sure 

NUMBER OF OPPORTUNITY PRODUCTS
OUR PARTICIPANTS ARE SIGNED UP FOR

1 product

2 products

3 products

4 product

5 products

6 products

56%

24%

10%

7%

2%
1%
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children are fed, getting plenty of sleep and are learning in the 

home, and attending school. 

In addition to this, parents and carers continue to take up 

Student Education Trust accounts, which has been a shining 

light in providing opportunity for families to save and provide the 

things their children need for their education. 

More and more children are being signed up to SET accounts— 

32 additional accounts were opened in Q1. Total savings also 

continue to remain high, with a total of $969,463.43 invested 

across the four communities at the end of the quarter. This 

represents nearly one million dollars that may have otherwise 

have been spent elsewhere, but will now be spent on goods and 

services to support children’s educational needs.    

I am constantly astonished by these numbers. When given an 

opportunity our families will make good choices and provide the 

best they can for their families. It is what they desire most, to 

provide a ‘better future for their children’, and by this they mean 

better opportunities than they had growing up.  

Of course, we must not rest on our laurels—there is still a 

�Z�P�N�U�P�Ä�J�H�U�[���H�T�V�\�U�[���V�M���^�V�Y�R���[�V���I�L���K�V�U�L���I�L�M�V�Y�L���*�H�W�L���@�V�Y�R���J�O�P�S�K�Y�L�U��

are learning and achieving at the desired levels. But we should 

also take stock and draw strength from these achievements.  

The CYLP Academic Leaders phase also plays a key role in 

�Z�\�W�W�V�Y�[�P�U�N�� �*�H�W�L�� �@�V�Y�R�� �Z�[�\�K�L�U�[�Z�� �[�V�� �H�[�[�L�U�K�� �Ä�Y�Z�[�� �J�S�H�Z�Z�� �Z�L�J�V�U�K�H�Y�`��

boarding schools and tertiary institutions beyond their 

communities. The Program’s 100 per cent Indigenous staff 

provide intensive case management support to students and 

�[�O�L�P�Y�� �M�H�T�P�S�P�L�Z�� �Z�V�� �[�O�H�[�� �[�O�L�`�� �M�L�L�S�� �J�V�U�Ä�K�L�U�[�� �H�U�K�� �^�L�S�S���L�X�\�P�W�W�L�K�� �[�V��

complete their studies. 

While our O-Hub Strong Families staff support families to improve 

their parenting skills, they also work with partners to build strong 

and trusting relationships and to care for themselves as well as 

�[�O�L�P�Y���M�H�T�P�S�P�L�Z�����;�O�L�Z�L���^�V�Y�R�Z�O�V�W�Z���H�Y�L���O�L�S�W�P�U�N���[�V���I�\�P�S�K���J�V�U�Ä�K�L�U�J�L��

�Z�V�� �[�O�H�[�� �[�O�L�`�� �M�L�L�S�� �J�V�T�M�V�Y�[�H�I�S�L�� �[�V�� �Z�L�L�R�� �V�\�[�� �Z�\�W�W�V�Y�[�� �P�U�� �[�O�L�� �Ä�Y�Z�[��

place. Without taking the time to do this, families are unlikely 

to move into the meatier parts of the program, for example, 

Triple-P (Positive Parenting Program) training sessions. This 

‘reservation’ amongst our people is too often underestimated. 

�+�\�Y�P�U�N�� �8���� �^�L�� �O�H�]�L�� �Z�L�L�U�� �[�O�L�� �W�V�Z�P�[�P�]�L�� �Å�V�^���V�U�� �L�M�M�L�J�[�Z�� �M�Y�V�T�� �[�O�P�Z��

emphasis on relationship-building—we delivered a total of 70 

Triple-P sessions overall, up from 47 last quarter.

Our strong commitment to employing local Indigenous people is 

a critical component of our success so far. Although we continue 

to face challenges in this regard, local staff are simply better 

placed than others to have the hard, honest conversations that 

pull people up when they are failing to take responsibility. We 

now have a stable staff of strong local women and men working 

in the O-Hubs who we will support into these tough, but critically 

important roles.

A holistic development approach also demands that families 

�I�\�P�S�K�� �[�O�L�� �J�H�W�H�I�P�S�P�[�P�L�Z�� �Y�L�X�\�P�Y�L�K�� �[�V�� �T�H�U�H�N�L�� �[�O�L�P�Y�� �V�^�U�� �Ä�U�H�U�J�L�Z����

as well as moving away from welfare dependency and into 

employment. Our MPower programme continues to go from 

strength to strength in assisting community members to improve 

�[�O�L�P�Y�� �Ä�U�H�U�J�P�H�S�� �S�P�[�L�Y�H�J�`�� �H�U�K�� �I�L�O�H�]�P�V�\�Y�Z���� �>�L�� �U�V�^�� �O�H�]�L�� ������������

people signed up and participating—51 additional people since 

the end of last year. This makes MPower our most far-reaching 

Opportunity Product.

There is nothing better to demonstrate 

progress than real life stories. In 

this report Anastasia Sagaukaz of 

Mossman Gorge shares her journey 

of personal growth through MPower, 

which resulted in employment. Her 

commitment to getting on top of 

her money problems and reaching 

goals through MPower didn’t go 

unnoticed. Her strive was quickly 

�P�K�L�U�[�P�Ä�L�K���I�`���[�O�L���6���/�\�I���3�L�H�K�L�Y���H�U�K���Z�O�L���^�H�Z���V�M�M�L�Y�L�K���H���W�S�H�J�L���H�Z��

an MPower Graduate. She is now supporting others to take the 

�4�7�V�^�L�Y���W�H�[�O���[�V���Ä�U�H�U�J�P�H�S���M�Y�L�L�K�V�T��

The personal responsibility and rewards that people are 

experiencing through MPower have prompted community 

�J�H�S�S�Z���M�V�Y���[�O�L���K�L�]�L�S�V�W�T�L�U�[���V�M���T�V�Y�L���W�L�Y�Z�V�U�H�S���H�U�K���M�H�T�P�S�`���Ä�U�H�U�J�P�H�S��

development products. These requests signal a maturation in 

this area and we look forward to working with families to develop 

new supports and opportunity products over the coming year. 

It also evidence of leadership. The voice for change is getting 

louder on the ground and the band of people driving the reform 

agenda is growing. 

FIONA JOSE

Strong Families Past Present Future workshop in AurukunCape York Leaders Program Leadership Camp 2015

Anastasia Sagaukaz
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Land Reform & 
Home Ownership

Recognition 
& Reconciliation

Individual &
Family Development

Employment & 
Economic 

Opportunity

Education
Cape York

Welfare 
Reform

Language
& Culture

Leadership

Families

A FAMILY CENTRED APPROACH

Cape York Partnership pursues Indigenous empowerment. 
The long hand of government intervention in the lives of 
Indigenous people has too often smothered Indigenous 
initiative, leadership and responsibility. Cape York Partnership 
is an Indigenous organisation that has stood up to lead a 
comprehensive reform agenda to turn this on its head. We 
want to ensure that Indigenous rights and responsibility exist 

in proper balance, and Indigenous people are truly enabled 
to be the masters of their own destinies.

Our touchstone is our partnership with individuals, families 
and communities as they strive for lives of value, freedom 
and prosperity. We believe in the potential of all people. We 
place our children’s rights to a better future at the forefront. 

OUR VISION | The people of Cape York have the capabilities to 
choose a life they have reason to value.

OUR COGS OF CHANGE
CREATING OPPORTUNITY TO LEARN, GROW AND PROSPER

�‹�� Innovative policy, research and on-the-ground reforms are the lifeblood elements of Cape York Partnership. 

�‹��Each policy and operational area of the Cape York Partnership is like a cog in an engine—each plays an important role 
in the functioning of the machine that drives our reform agenda.

While Cape York Partnership aims to get all of the cogs moving, this Report focuses on individual and family development, 
education and economic opportunity through observations from Cape York Employment, the Cape York Leaders Program, 
and also from our O-Hubs in the Cape York Welfare Reform communities of Aurukun, Coen, Hope Vale and Mossman Gorge.

development
INDIVIDUAL AND FAMILY
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INDIVIDUAL AND FAMILY DEVELOPMENT
“Children and families are at the heart of everything we do”

It is individuals and families, not communities, who are the 
key agents of change in the move from passive welfare to 
self-reliance and economic freedom.

From our beginning, in 2000, we have argued that social 
policy had been wrongly focused on the misguided concept 
of ‘community’ and that the individual and family are too 
frequently subsumed under the vague notion of ‘community 
development’. We felt the focus of innovation needed to 
be on family development and empowerment rather than 
‘community development’. Communities are uplifted only 
when widespread individual and family change occurs.

‘Push’ and ‘pull’ factors are needed to get individuals 
and families to change from passivity, dependence and 
dysfunction, to responsibility, self-reliance and functioning. 
Push factors might include increasing the conditionality 
of welfare payments; pull factors must include providing 
opportunities and investment in capability-building. Our 
innovation is in ‘opportunity’—creating opportunity for self-
reliance and responsibility rather than passive services that 
compound dependency.

INDIVIDUAL AND FAMILY DEVELOPMENT  
UNDER CAPE YORK WELFARE REFORM
As part of the Welfare Reform initiative Cape York 

Partnership established O-Hubs in communities which 

opted in to the reform agenda—Aurukun, Coen, Hope Vale 

and Mossman Gorge. 

Our O-Hub staff focus on empowering individuals and 

families, so they can change their own and their children’s 

lives. We recognise we can’t make change happen for 

people, but we can support, inspire, and assist people to 

learn and grow so they can do it themselves.

Some standard features of programmes and products 

include:

�‹�� real incentives like the chance at home improvement

�‹�� capability building through the transfer of knowledge 

and skills, and embedded responsibilities

�‹�� strategic conversations that empower individuals and 

families to imagine brighter futures and inspire them to 

take control of their journey 

�‹��working with individuals and families to move 

aspirations from ‘down there’ to ‘up here’

�‹��quid pro quo commitments on individuals and families 

to contribute their money, labour or time, e.g. by 

�T�H�P�U�[�H�P�U�P�U�N���Y�L�N�\�S�H�Y���Ä�U�H�U�J�P�H�S���J�V�U�[�Y�P�I�\�[�P�V�U�Z�����V�Y���W�Y�V�]�P�K�P�U�N��

‘sweat equity’.

The work of the Family Responsibilities Commission is 
also focused on restoring positive social norms and 
building individual and family capability. The Family 
Responsibilities Commission holds people to account 
when they breach key social norms, such as failing to 
get children to school, through conferencing led by local 
Commissioners. During conferencing, Commissioners 
talk with individuals and families about making changes 
in their lives, and refer people to the O-Hub and other 
support services to help them change their behaviour.

Our work is devoted to enabling the people of Cape York to make choices and have 

opportunities that improve their lives and their children’s lives. While we grasp the 

potential of individuals, we nurture the importance of strong and harmonious families.
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�6���/�\�I�Z�� �H�Z�Z�P�Z�[�� �M�H�T�P�S�P�L�Z�� �[�V�� �I�L�J�V�T�L�� �J�V�T�W�L�[�L�U�[�� �H�U�K�� �J�V�U�Ä�K�L�U�[�� �P�U�� �T�H�U�H�N�P�U�N�� �[�O�L�P�Y�� �T�V�U�L� �̀��� �H�U�K�� �J�H�Y�P�U�N�� �M�V�Y��
their family.They are a one-stop-shop for Opportunity Products designed to encourage and support 
�P�U�K�P�]�P�K�\�H�S�Z�� �H�U�K�� �M�H�T�P�S�P�L�Z�� �[�V�� �T�H�U�H�N�L�� �H�U�K�� �[�H�R�L�� �Y�L�Z�W�V�U�Z�P�I�P�S�P�[�`�� �M�V�Y�� �[�O�L�P�Y�� �Ä�U�H�U�J�L�Z���� �O�L�H�S�[�O�� �H�U�K�� �[�O�L�P�Y�� �J�O�P�S�K�Y�L�U�»�Z��
education. They have replaced the traditional welfare service centres that previously created dependency 
by delivering passive services to families.

Our O-Hub staff are seeing people take control of their lives and pursue bigger dreams and a better 
�L�_�P�Z�[�L�U�J�L�����0�[���T�P�N�O�[���I�L���[�O�H�[���[�O�L���Ä�Y�Z�[���Z�[�L�W���^�H�Z���[�H�R�P�U�N���J�V�U�[�Y�V�S���V�M���T�V�U�L�`���[�O�Y�V�\�N�O���4�7�V�^�L�Y�����V�Y���K�L�J�P�K�P�U�N���[�V���^�V�Y�R��
out how to have a more satisfying relationship with children through our parenting programmes.

The focus of the O-Hubs is to support welfare dependent individuals and families to live at a level of basic 
functionality through:

SUPPORTING FAMILIES 
TO TAKE RESPONSIBILITY

opportunity
HUBS FOR

�‹��Engaging in their children’s education

�‹��Positive parenting

�‹��Pride in the family home

�‹��Budgeting and income

�‹��Engaging in family health
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MPOWER
Provides support to manage money for basic material 
�U�L�L�K�Z���� �I�\�P�S�K�� �J�H�W�H�I�P�S�P�[�P�L�Z�� �[�O�Y�V�\�N�O�� �Ä�U�H�U�J�P�H�S�� �S�P�[�L�Y�H�J�`�� �H�U�K��
behavior change, and to build assets through saving and 
disciplined money management.
Launched: 2011 Membership: 1723

STUDENT EDUCATION TRUST
Student Education Trust (SET) supports parents to meet 
their child’s education and development needs from birth 
to graduation. Many family members can contribute to a 
child’s education trust, promoting positive reciprocity.
Launched: 2007 Students: 901 Donors: 570

WISE BUYS
A programme to assist people to identify value for 
money household goods and services and access  
them independently.
Launched: 2012  Membership: 337

STRONG FAMILIES PARENTING
A suite of specialised opportunities for parents and  
carers to learn how best to support a child’s physical, 
emotional, social and intellectual development from 
infancy to adulthood. 
Launched: 2012 Membership: 268

STRONG FAMILIES HOME PRIDE
An interior decorating do-it-yourself project designed to 
grow skills in running a household, strengthening family 
relationships, cooking healthy meals and maintaining  
a home.
Launched: 2013 Membership: 78

PRIDE OF PLACE
A backyard renovation project where families make a 
financial and physical contribution or ‘sweat equity’ and 
in return receive labour and materials to help complete 
their project.
Launched: 2010 Membership: 299

BUSH OWNER BUILDER 
An initiative that enables family members to collectively 
contribute financially and physically to build a shack on 
traditional homelands. Available in Hope Vale only.
Launched: 2011 Builds: 2 completed, 2 in progress

OPPORTUNITY PRODUCTS
Opportunity Products are designed to activate and encourage self-reliance and responsibility and often include quid pro quo 
commitments from individuals and families to contribute money, labour or time.

The products are in a constant state of review and improvement as community needs evolve.

Pride of Place

SET
Student Education Trust
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There is a sense of optimism in Aurukun, as we continued to see 
�W�V�Z�P�[�P�]�L�� �Å�V�^�� �V�U�� �L�M�M�L�J�[�Z�� �M�V�Y�� �[�O�V�Z�L�� �^�O�V�� �Z�L�L�R�� �V�\�[�� �H�Z�Z�P�Z�[�H�U�J�L�� �M�Y�V�T��
the O-Hub.

Wise Buys members have made smart purchasing decisions 
during the quarter, buying items that will assist them with potential 
or existing employment, such as cars. While those attending 
�4�7�V�^�L�Y�� �Z�L�Z�Z�P�V�U�Z�� �H�Y�L�� �Y�L�W�V�Y�[�P�U�N�� �P�T�W�Y�V�]�L�K�� �Ä�U�H�U�J�P�H�S�� �R�U�V�^�S�L�K�N�L��
and skills, we still hear many stories about too much money being 
spent on gambling and alcohol. There is obviously still work to do 
to arrest the impact of gambling and alcohol but there is plenty of 
evidence that MPower is supporting many to make lasting change 
in their lives. For example, before receiving assistance to establish 
a loan—particularly Payday, high-interest loans—MPower staff 
members require partners to complete Money Management 
Training sessions and a budget. In this way, MPower partners 
are building their capacity, which is helping them to make better 
money choices.   

We also see positive changes beginning to take root in family life 
and in the home with high numbers attending Strong Families 
sessions and activities during the quarter. In particular, an Easter 
hat parade drew a large crowd and offered a space for children 
and their families to relax and enjoy each other’s company. It 
was also an opportunity for Strong Families staff to engage with 
parents and carers about positive parenting practices and invite 
them into the Parenting Hub.

The Parenting Hub has continued to offer a place where parents 
and carers can drop in, relax and yarn with our staff, as well as 
with each other, about parenting experiences, challenges and 
techniques. We pay particular attention to the importance of 
school attendance, helping parents and carers to insist upon 
this with their children. Another way our parents are setting a 
good example to their children and others in the community is 
by prioritising education and signing up to the Student Education 
Trust. Our SET parents and donors speak very fondly about SET 
and the sense of pride they feel knowing the money is there when 
they need it to purchase educational items for school and home. A 
SET Fair was held in Aurukun during Q1 where students and their 
families were encouraged to attend and purchase educational 
items to prepare for the new school year.

AURUKUN O-HUB  Q1 
School basketball tournaments have proven popular this quarter, 
bringing together community members and various stakeholders 
to create a positive community atmosphere. Our own Strong 
�-�H�T�P�S�P�L�Z�� �J�V�U�Z�\�S�[�H�U�[�� �*�H�Y�S�� �O�H�Z�� �W�S�H�`�L�K�� �H�� �Z�P�N�U�P�Ä�J�H�U�[�� �Y�V�S�L�� �P�U�� �N�L�[�[�P�U�N��
children interested and involved by meeting on the basketball court 
every afternoon after school. The O-Hub joined the community’s 
Clean up Australia Day efforts in March, collecting rubbish and 
doing a general tidy of the township.  

The O-Hub staff have assisted the Aurukun Shire Council to 
facilitate a Wik Concert assisting wherever needed. Community 
events in Aurukun are unifying and in the past have resulted in 
a more settled contented community for periods surrounding 
events. Our O-Hub is preparing for our Celebrating Family Day to 
be held next quarter.

NOTABLE IMPACTS
�‹�� There was an attempted break-in at the O-Hub this quarter, 

which resulted in property damage and a short disruption  
to business.

�‹�� A new O-Hub Leader settled into the new role.
�‹�� �*�V�T�T�\�U�P�[�`���\�U�Y�L�Z�[�����P�U�J�S�\�K�P�U�N���]�P�Z�P�I�S�L���K�Y�\�U�R�L�U�U�L�Z�Z���H�U�K���Ä�N�O�[�P�U�N��

in the streets, impacted community spirit and at times, 
hindered service delivery.

�‹�� Telecommunication outages have again disrupted business 
during the quarter.

By Aurukun O-Hub Leader, Pauline Voase

DEMOGRAPHIC POPULATION 1

Overall 1431

Adult (15+) (MPower eligibility) 979

Adult (18+) 901

Youth (0–25) (SET eligibility) 731

Early childhood (0–4) 143

Primary school (5–11) 246

Secondary school (12–17) 140

Tertiary/further education (18–24) 202

Households 179

1 These population numbers have been calculated by applying the percentage population growth in Aurukun from 2006–2011 (according to Census data) as an annual rate. 
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AURUKUN Q1
PARTNER PARTICIPATION SUMMARY

The Aurukun O-Hub has been busy this quarter. Membership continues to grow across most of the Opportunity 
Products, indicating that Aurukun community members are increasingly dedicated to changing their lives for 
the better. Community members have been intensively engaged with the Strong Families Parenting programme 
this quarter to build positive parenting skills. Parents and carers also continue to put large sums of money 
away through SET to support their children’s educational needs. Participation rates show a strong start to the 
year in Aurukun, and we look forward to seeing the O-Hub get even busier over the coming months.

STUDENT EDUCATION TRUST (SET)

�‹�� SET membership continues to rise—297 Aurukun 
students now have a SET account. 

�‹�� It is becoming the norm to put money aside for 
students’ educational needs, with 165 Aurukun adults 
now contributing to at least one SET account. 

�‹�� SET donors have saved $21,736.72 during the 
�X�\�H�Y�[�L�Y�·�H���Z�P�N�U�P�Ä�J�H�U�[���Z�\�T���V�M���T�V�U�L�`���P�Z���I�L�P�U�N���W�\�[���H�Z�P�K�L��
to meet the educational needs of Aurukun students.   

PRIDE OF PLACE (POP)

�‹�� POP membership has remained stable this quarter at 83 
members from 79 households. By signing up to POP, these 
members are expressing a clear desire to create healthier outdoor 
living spaces. 

�‹�� No Garden Club events were scheduled for Q1, though POP staff 
conducted 14 Pop-up Visits to provide members with general 
advice and support. 

�‹�� Work continued on two Backyard Blitz projects during Q1. The 
two partners working on these projects contributed a total of 42 
hours of sweat equity. 

STRONG FAMILIES PARENTING 
IT TAKES A VILLAGE TO RAISE A CHILD

�‹�� Seventy-nine Aurukun community members 
are now signed up to Strong Families 
Parenting. These strong men and women are 
learning the skills they need to become the 
best parents they can be. 

�‹�� Nine positive parenting sessions were held 
during the quarter with 23 participants 
attending—some multiple times. O-Hub 
staff members also continue to provide 
additional ongoing family support, including 
by running women’s groups, workshops, 
home visits, and family support meetings.

STRONG FAMILIES HOME PRIDE 
IT TAKES A VILLAGE TO RAISE A CHILD

�‹�� There are currently 21 Home Pride members 
in Aurukun. These members are interested in 
making their homes happier and healthier for 
their families. 

WISE BUYS

�‹�� Wise Buys membership 
has increased again 
this quarter, reaching 
111 members overall. 
Aurukun adults have a 
clear desire to learn how 
they can make better 
purchasing decisions. 

�‹�� �;�O�L���Ä�]�L���>�P�Z�L���)�\�`�Z��
purchases made 
this quarter included 
‘need’ items such as 
�]�L�O�P�J�S�L�Z�����Å�P�N�O�[�Z���H�U�K��
accommodation.  

MPOWER

�‹�� MPower membership continues to 
increase—782 people are now signed 
up and are committed to improving 
�[�O�L�P�Y���Ä�U�H�U�J�P�H�S���R�U�V�^�S�L�K�N�L���H�U�K���Z�R�P�S�S�Z����

�‹�� During Q1, 398 community members 
accessed MPower a total of 2,795 
times, including to make use of self-
service internet and phone banking, 
participate in Money Management 
Training sessions, and receive 
�V�U�N�V�P�U�N���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���Z�\�W�W�V�Y�[����
This is an encouraging indication 
that these partners are taking 
�Y�L�Z�W�V�U�Z�P�I�P�S�P�[�`���M�V�Y���[�O�L�P�Y���V�^�U���Ä�U�H�U�J�L�Z����
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familySTORIES
PUTTING EDUCATION FIRST
“It helps me to provide…when I don’t have the money.”

Sharina Wolmby has education expenses covered with her SET contributions. 

When her daughter Kerry Hayley started boarding school, she purchased 
toiletries, bedding and clothing to set her up for the new school year.  The 
�W�\�Y�J�O�H�Z�L�� �^�H�Z���T�H�K�L�� �I�`�� �[�O�L�� �;�Y�H�U�Z�P�[�P�V�U���:�\�W�W�V�Y�[�� �6�M�Ä�J�L�Y���H�[�� �)�P�N���>�� �P�U���*�H�P�Y�U�Z����
and SET reimbursed her for her out of pocket expenses. 

“SET has helped me to buy school stuff for both of my daughters,” Sharina said.

“It made it easy to purchase boarding stuff for Kerry Hayley.

“It helps me to provide for my daughter’s school needs when l don’t have money.”

EMPOWERED  
WITH COMPUTER SKILLS
“I would like to sign my little girl up for SET”

Lillian Kawangka says that MPower has taught her to 
be computer literate and independent. “l have learnt my 
computer skills through MPower. I always use the phone 
at iBank to contact the public trustee to help me with my 
important needs. The people at MPower are so friendly, 
welcoming and respectful which makes it a lot easier for 
us. Now that l have a little girl, l would like to sign her up 
for SET.”

COMMISSIONER EDGAR 
KERINDUN SNR  
ENDORSES MPOWER
“They are doing a good job.”

FRC Local Commissioner Kerindun has given MPower 
the thumbs up. “MPower is good. l purchased my vehicle 
through Wise Buys. The workers are always helping people, 
they are doing a good job.”

Sharina Wolmby has a SET account for  
her daughter now at boarding school.

FRC Commissioner Kerindun uses MPower and Wisebuys 
to get ahead and achieve important purchases.

Lillian Kawangka says learning computer banking has 
�N�P�]�L�U���O�L�Y���J�V�U�Ä�K�L�U�J�L���H�U�K���T�H�K�L���O�L�Y���T�V�Y�L���P�U�K�L�W�L�U�K�L�U�[��
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MPOWER
MPower supports individuals and families to manage their money by: 
�‹�� enabling access to internet and phone banking facilities, with or without support from staff 

�‹�� �O�L�S�W�P�U�N���T�L�T�I�L�Y�Z���[�V���V�]�L�Y�J�V�T�L���L�]�L�Y�`�K�H�`���Ä�U�H�U�J�P�H�S���Z�[�Y�\�N�N�S�L�Z���[�O�Y�V�\�N�O���V�U�N�V�P�U�N���M�H�T�P�S�`���Z�\�W�W�V�Y�[��

�‹�� equipping members with knowledge and skills around budgeting, debt reduction, banking, wealth creation and bill payments.

1 Based on the percentage population growth in Aurukun from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Aurukun adult population (15+ years of 
age) has reached 979 in 2015.   

2 Coaching sessions follow a “strategic conversational” format, whereby participants are supported to set expectations for themselves and the sessions (session one), understand their current 
�Ä�U�H�U�J�P�H�S���Z�P�[�\�H�[�P�V�U�����Z�L�Z�Z�P�V�U���[�^�V�����¸�(���Z�W�H�J�L�¹�������H�Y�[�P�J�\�S�H�[�L���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���N�V�H�S�Z�����Z�L�Z�Z�P�V�U���[�O�Y�L�L�����¸�)���Z�W�H�J�L�¹�������K�L�J�P�K�L���\�W�V�U���H���Z�W�L�J�P�Ä�J���W�S�H�U���[�V���H�J�O�P�L�]�L���[�O�V�Z�L���N�V�H�S�Z�����Z�L�Z�Z�P�V�U�Z���M�V�\�Y���H�U�K���Ä�]�L�����¸�*���H�U�K���+��
spaces”) and receive ongoing support (session six onwards). The retention rates reported here do not exclude participants who have skipped ahead—for example, from session one to three.      

MEMBERSHIP
�‹�� Community members aged 15+ years can visit the O-Hub to sign-up. By signing up to MPower, members can be supported to 

�I�\�P�S�K���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���H�U�K���I�L�[�[�L�Y���T�H�U�H�N�L���[�O�L�P�Y���T�V�U�L� �̀���

�‹�� Membership continues to grow—there are now 782 community members signed up to MPower in Aurukun. This represents about 
80 per cent of all Aurukun adults (15+ years).1

�‹�� Most members who have joined MPower since Q1 2013 have been self- or family/friend-referred. People are spreading the good 
word about the help that MPower can give.   

HOW DOES MPOWER HELP MEMBERS TO IMPROVE THEIR FINANCIAL LITERACY? 

INTERNET AND PHONE BANKING,  
SELF-SERVICE AREA

�‹�� Members can come to the O-Hub at 
any time to use the self-service area for 
internet and phone banking. O-Hub 
staff are always available to assist 
and encourage members to build their 
internet and phone banking skills. 

�‹�� During Q1, members used the self-service 
area 2,233 times—an increase from the 
2,067 sessions held in Q4 2014.

BUILDING SPECIFIC SKILLS 
MONEY MANAGEMENT TOOL  
(MMT) SESSIONS
�‹�� Members can participate in MMT sessions to build 

�[�O�L�P�Y���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J� �̀����+�\�Y�P�U�N���[�O�L�Z�L���Z�L�Z�Z�P�V�U�Z�����T�L�T�I�L�Y�Z��
learn about banking, budgeting, debt reduction, 
internet and phone banking, loans, payments and 
wealth creation.  

�‹�� Members took part in 29 MMT sessions this quarter to 
learn about banking, budgeting, and debt reduction. 
Since Q1 2014, members have used all MMTs at least 
once with Internet and Phone Banking Support being 
used most often.

ONGOING FINANCIAL LITERACY SUPPORT

�4�L�T�I�L�Y�Z���J�H�U���I�\�P�S�K���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���[�O�Y�V�\�N�O���H���Y�H�U�N�L���V�M���V�U�N�V�P�U�N��
support sessions, including Little ‘a’, Simple Budget, and Coaching. 

Little ‘a’ �Z�L�Z�Z�P�V�U�Z���H�Z�Z�P�Z�[���T�L�T�I�L�Y�Z���[�V���V�]�L�Y�J�V�T�L���Z�W�L�J�P�Ä�J��
�H�U�K���T�P�U�V�Y���Ä�U�H�U�J�P�H�S���W�Y�V�I�S�L�T�Z�����L���N�����W�H�`�P�U�N���H���I�P�S�S�������(�K�K�Y�L�Z�Z�P�U�N��
small problems prevents them from growing into larger, 
uncontrollable issues. In Q1, 104 Little ‘a’ sessions were held. 

Simple Budget  sessions teach members the 
importance of budgeting, and take them through the 

basics of drafting a budget for themselves. During Q1, 29 Simple 
Budget sessions were held.  

Coaching  consists of a series of structured sessions 
covering all aspects of money management and linking 

people with other opportunities (e.g. SET, POP etc.) to help them 
�I�\�P�S�K���Z�[�Y�V�U�N���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���H�U�K���P�T�W�Y�V�]�L���V�\�[�J�V�T�L�Z���H�J�Y�V�Z�Z���[�O�L�P�Y��
lives. During Q1, 37 Coaching sessions were held. Coaching 
participants have demonstrated steady progression over time:  

1 2 3 4 5 ONGOING

100% 59% 40% 31% 26% 13%

(n=238) (n=141) (n=96) (n=74) (n=62 (n=30)

COACHING SESSIONS2

During Q1, 398 community members 
accessed MPower 2,795 times.

O-HUB

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2013 2014
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1 Based on the percentage population growth in Aurukun from 2006-2011 (as per Census data), and applying it as an annual rate, we estimate that the Aurukun adult population (18+ years of 
age) has reached 901 in 2015.

2 ‘Needs’ include basic items such as food, shelter, clothing, white goods (e.g. washing machine/fridge), health (e.g. medicine, wellbeing), mattresses, transport (e.g. car necessary for 
employment opportunities). ‘Wants’ include items that are not an immediate need, including televisions and stereos.        

POSITIVE IMPACTS OF MPOWER ON COMMUNITY MEMBERS

INTERNET AND PHONE BANKING  
ASSISTANCE LEVELS

�‹�� Members can request internet and phone banking 
assistance from staff when using the self-service area. 

�‹�� In Aurukun, unassisted sessions are trending up and 
assisted sessions are trending down. While these 
�Ä�N�\�Y�L�Z���Å�\�J�[�\�H�[�L���H�Z���U�L�^���H�U�K���P�U�L�_�W�L�Y�P�L�U�J�L�K���T�L�T�I�L�Y�Z��
come on board, this is a good indication that users 
�H�Y�L���I�L�J�V�T�P�U�N���P�U�J�Y�L�H�Z�P�U�N�S�`���Z�L�S�M���Z�\�M�Ä�J�P�L�U�[���P�U���T�H�U�H�N�P�U�N��
�[�O�L�P�Y���Ä�U�H�U�J�L�Z����

WISE BUYS 
Through Wise Buys, members are enabled and supported to get value-for-money when purchasing 
household goods and services. Members receive support and advice around: 
�‹�� purchasing options (e.g. online versus local store)

�‹�� comparing prices to get best value

�‹�� understanding purchasing terms and conditions (e.g. warranties) 

�‹�� completing purchases when they are ready to do so.  

MEMBERSHIP
�‹�� Community members aged 18+ years visit the O-Hub to 

sign-up. By signing up to Wise Buys, community members 
are learning the knowledge and skills they need to make well-
informed purchasing decisions. 

�‹�� Membership continues to grow—there are now 111 community 
members signed up to Wise Buys in Aurukun. This represents 
about 12 per cent of all Aurukun adults (18+ years).1

HOW DOES WISE BUYS HELP MEMBERS TO MAKE BETTER PURCHASING DECISIONS? 

PURCHASING ASSISTANCE
�‹�� Members can come to the O-Hub at any time to use the 

MPower self-service area to research future purchases, 
receive general support around purchasing decisions, 
make a purchase and/or make a payment. O-Hub staff 
are always available to assist and encourage members to 
increase their purchasing power. 

�‹�� During Q1, eight Wise Buys members visited the O-Hub a total of 20 times to 
seek support. Most visits (55%) were to conduct research on future purchases. 

�‹�� �4�L�T�I�L�Y�Z���T�H�K�L���Ä�]�L���W�\�Y�J�O�H�Z�L�Z���[�O�Y�V�\�N�O���>�P�Z�L���)�\�`�Z���P�U���8�������P�U�J�S�\�K�P�U�N���M�V�\�Y��
need items and one want item.2���5�L�L�K���P�[�L�T�Z���P�U�J�S�\�K�L�K���]�L�O�P�J�S�L�Z�����Å�P�N�O�[�Z���H�U�K��
accommodation for travel to Cairns. 

O-HUB

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
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STUDENT EDUCATION TRUSTS 

1 Based on the percentage population growth in Aurukun from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the population of community members 
aged 0–25 years has reached 731 in 2015.

2 Based on the percentage population growth in Aurukun from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Aurukun adult population (18+ years of 
age) has reached 901 in 2015.      

The Student Education Trust (SET) programme promotes the value and importance of education by:    
�‹�� enabling and encouraging parents, carers, kin and others to regularly set aside money to pay for their children’s  

educational needs  

�‹�� assisting SET donors to purchase educational items for their children. 

MEMBERSHIP
Community members aged 18+ years visit the O-Hub to sign their children up to a SET account, and to commit themselves as donors.

TOTAL CHILDREN WITH SET ACCOUNTS

�‹�� Every child signed up to SET has a unique account. 

�‹�� By the end of Q1, a total of 297 Aurukun children had been 
signed up to a SET account. 

�‹�� This means about 41 per cent of all Aurukun children and 
�`�V�\�[�O�������¶�������`�L�H�Y�Z�����O�H�]�L���U�V�^���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;��1

�‹�� Of the 297 accounts that have been opened in Aurukun to 
date, 282 (95%) remained open at the end of Q1 and 15 (5%) 
had been closed. 

�‹�� Most (64%) of the 282 SET accounts remaining open are for 
primary school aged children (see below). 

�‹�� �;�O�L���[�V�[�H�S���H�J�J�V�\�U�[�Z���P�U���[�O�L���H�I�V�]�L���Ä�N�\�Y�L���K�V���U�V�[���H�K�K���[�V��
282 because the schooling status of 20 SET students is 
unknown. These students are aged between 14–17 years 
and have a total combined balance of $34,254.75. O-Hub 
staff will follow up with the donors for these accounts where 
possible to determine the schooling status of these students.

TOTAL SET DONORS

�‹�� Each SET account can have between one and three donors, 
including parents, carers, kin, friends and any others who 
wish to donate. By signing up to SET, men and women are 
showing that they are committed to supporting children’s 
educational needs. 

�‹�� The number of people donating to SET accounts continues 
to grow—there are now 165 community members signed up 
to SET in Aurukun. This represents about 18 per cent of all 
Aurukun adults (18+ years).2 

�‹�� Of these donors, 82 (50%) are contributing to one account, 
48 (29%) are contributing to two accounts, and 35 (21%) 
are contributing to three or more accounts. Donors are 
working together to share the load and make education 
more affordable. 

�‹�� Ninety-two per cent of Aurukun SET donors are female, 
most (77%) being the recipient’s mother. Aurukun women 
are setting a good example for their children and their 
community by making education a top priority.

�‹�� It is also critical that men support children’s educational 
needs. O-Hub staff continue to encourage men to take the 
same brave steps as Aurukun women in supporting their 
children’s education. 

�:�V���M�H�Y������� �����(�\�Y�\�R�\�U���J�O�P�S�K�Y�L�U���O�H�]�L���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;���H�U�K�����������H�K�\�S�[�Z���O�H�]�L���I�L�J�V�T�L���:�,�;���K�V�U�V�Y�Z��
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1 The balance of SET accounts is an outstanding balance of all trusts to the end of the quarter. It takes into consideration all contributions and purchases of each to date and thus, it is not a 
cumulative total.

HOW DOES SET HELP MEMBERS TO SUPPORT THEIR CHILDREN’S EDUCATIONAL NEEDS? 

SAVING SUPPORT

�‹�� O-Hub staff members encourage donors to maintain 
�Y�L�N�\�S�H�Y���Ä�U�H�U�J�P�H�S���J�V�U�[�Y�P�I�\�[�P�V�U�Z���[�V���[�O�L�P�Y���J�O�P�S�K�Y�L�U�»�Z���:�,�;��
accounts. Where contributions drop off or stop, 
O-Hub staff follow up with donors and support 
them to re-start their contributions. 

�‹�� During Q1, a total of $21,736.72 was contributed to 
SET accounts in Aurukun. This is roughly the same amount 
that has been contributed each quarter since Q1 2014 and 
represents a large sum of money being put aside to fund 
student educational needs.

PURCHASING EDUCATIONAL ITEMS

�‹�� Donors can make educational purchases from 
their children’s SET account at any time and are 
assisted by O-Hub staff to do so. 

�‹�� The O-Hub also regularly runs SET Fairs to 
encourage donors to purchase educational 
materials to support their children.    

�‹�� During Q1 a total of 95 purchases were made from SET 
accounts. The total value of these purchases was $7,582.24.

�‹�� As a result of these consistent savings, SET account 
balances in Aurukun continue to stay high, sitting at 
$438,022.84 at the end of Q1. 

�‹�� High account balances are a positive sign—they mean 
donors are putting away nest eggs to support their children’s 
future educational needs. We also hope to see these 
balances go up and down over time, as donors spend funds 
�V�U���L�K�\�J�H�[�P�V�U�H�S���N�V�V�K�Z���[�O�H�[���I�L�U�L�Ä�[���[�O�L�P�Y���J�O�P�S�K�Y�L�U����

�‹�� The top four most common purchases during Q1 were: 

SCHOOL UNIFORMS

SCHOOL FEES

SCHOOL BAGS

STATIONERY

O-HUB

POSITIVE IMPACTS OF STUDENT EDUCATION TRUST ON COMMUNITY MEMBERS

WHAT ARE MEMBERS SAYING?

“The books were so good… the kids can learn. Made me feel 
happy [and] the kids were happy as well.” �(�<�9�<�2�<�5���4�6�;�/�,�9

“Helped them learn more at school with 
the right equipment.” �(�<�9�<�2�<�5���4�6�;�/�,�9

“[SET] made it easier and less 
stressful.” �(�<�9�<�2�<�5���4�6�;�/�,�9

“It made me feel good having a SET account… [rather than] looking around 
for money to buy uniforms.” �(�<�9�<�2�<�5���.�9�(�5�+�4�6�;�/�,�9

65 
95 

414 

TOTAL NUMBER OF PURCHASES MADE USING SET
Q1 2013 TO Q1 2015
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BALANCE OF SET ACCOUNTS1

Q1 2014 TO Q1 2015
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2015

$18,783.62 $20,332.28 $20,332.95 $21,862.75$21,736.72
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ENGAGEMENT ACTIVITIES
�‹�� Members and non-members can participate in 

�H�U�K���I�L�U�L�Ä�[���M�Y�V�T���V�U�N�V�P�U�N���L�U�N�H�N�L�T�L�U�[���H�J�[�P�]�P�[�P�L�Z����
like informal discussions, information sessions, 
home visits, community events and workshops on 
different aspects of positive parenting.

�‹�� During Q1, 32 engagement activities were undertaken. 

MEMBERSHIP
�‹�� Community members aged 18+ years visit the Parenting Hub 

to sign-up. By signing up to Strong Families, men and women 
are learning the skills they need to become the best parents 
and carers they can be. 

�‹�� Membership continues to grow—there are now 79 community 
members signed up to Strong Families in Aurukun. This 
represents about nine per cent of all Aurukun adults (18+ years).1  

STRONG FAMILIES—PARENTING

HOW DOES STRONG FAMILIES HELP PARENTS AND CARERS? 

POSITIVE PARENTING SESSIONS
�‹�� Members participate in ‘Triple P’, Positive 

Parenting Program, training sessions to build 
their parenting knowledge and skills.

�‹�� During Q1, 23 community members 
participated in nine sessions overall, including: 

eight Strong Families sessions (for at-risk families), and one 
Baby College session (where expectant parents socialise and 
learn together).

�‹�� This quarter, members learned about: spending special time 
with children, including talking and playing together; key 
parenting roles and responsibilities; and appropriate forms 
of discipline. 

ONGOING FAMILY SUPPORT
�‹�� Members can visit the Parenting Hub at any time to receive 

practical and emotional support with daily parenting and family 
matters, as well as being referred to other local services. 

�‹�� This quarter, three family support meetings were held. 

1 Based on the percentage population growth in Aurukun from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Aurukun adult population (18+ years of 
age) has reached 901 in 2015.      

56 people, including members and non-members, accessed Strong Families  
to improve their parenting skills during Q1.

POSITIVE IMPACTS OF STRONG FAMILIES PARENTING ON COMMUNITY MEMBERS

The member joined Strong Families 
because they wanted to improve their 
parenting strategies, but were also 
worried about the negative impact/s of 
�V�\�[�Z�P�K�L���P�U�Å�\�L�U�J�L�Z���V�U���[�O�L�P�Y���J�O�P�S�K�Y�L�U��

By engaging with all aspects of Strong Families, the member has learned 
how to employ more suitable and effective parenting strategies. They have 
worked with staff to make sure their home is a safe, secure and engaging 
environment for their children. Even though the member reached their 
goal of graduating from the programme last year, they still come back 
regularly to seek ongoing advice and support.    

PERSONAL PROGRESS STORY

PARENTING 
HUB

Strong Families Parenting encourages and promotes positive parenting by: 
�‹�� creating opportunities for families to positively engage with each other and other community members

�‹�� equipping parents and carers with the knowledge and skills they need to effectively care for their children through 
positive parenting sessions 

�‹�� supporting families in everyday parenting struggles through ongoing family support. 

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2013 2014
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79 
Aurukun Strong Families 

Parenting members
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Q1

TOTAL STRONG FAMILIES PARENTING MEMBERS
Q1 2013 TO Q1 2015
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ENGAGEMENT ACTIVITIES
�‹�� �4�L�T�I�L�Y�Z���J�H�U���W�H�Y�[�P�J�P�W�H�[�L���P�U���H�U�K���I�L�U�L�Ä�[���M�Y�V�T��

ongoing engagement activities, like: home visits; 
workshops focusing on building a range of skills, 
like sewing or cooking; and informal discussions 
to receive general advice and support. 

�‹�� During Q1, 28 engagement activities were 
undertaken. Most (96%) were workshops about healthy 
cooking, sewing and beading. We look forward to 
seeing activities increase as the programme matures.  

STRONG FAMILIES—HOME PRIDE

1 Based on the percentage population growth in Aurukun from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Aurukun adult population (18+ years of 
age) has reached 901 in 2015.       

Strong Families Home Pride assists families to build the knowledge and skills they need to create happy 
and healthy homes for their children, through:
�‹�� healthy cooking classes

�‹�� �P�U�M�V�Y�T�H�[�P�V�U���Z�L�Z�Z�P�V�U�Z���H�I�V�\�[���[�O�L���I�L�U�L�Ä�[�Z���V�M���T�H�P�U�[�H�P�U�P�U�N���H���J�S�L�H�U���H�U�K���O�L�H�S�[�O�`���O�V�T�L

�‹�� support with DIY ‘do-it-yourself’ home improvement projects. 

MEMBERSHIP
�‹�� Community members visit the Parenting Hub to sign-up. 

By signing up to Home Pride, men and women are learning 
the skills they need to create happy and healthy home 
environments for their children. 

�‹�� Membership continues to grow—there are now 21 community 
members signed up to Home Pride in Aurukun. This represents 
about two per cent of all Aurukun adults (18+ years).1

HOW DOES ITAV HELP PARENTS AND CARERS TO BUILD HAPPY, HEALTHY HOMES?

STRATEGIES FOR CREATING 
HAPPIER AND HEALTHIER HOMES
�‹�� Members sign up to Home Maker elements 

to learn about the importance of maintaining a 
safe, healthy and clean home and how to go 
about it. For example, through meal planning, 
healthy cooking classes, making DIY cleaning 
products and setting routines for children. 

�‹�� During Q1, one Home Maker session  
was held. 

DIY HOME IMPROVEMENT 
�‹�� Members can choose to do House Blitz DIY projects on one or more rooms in their home to make healthier living spaces for their 

families. O-Hub staff members support them to plan, design and complete their House Blitz projects.    

�‹�� Because Home Pride is relatively new, we have so far seen one member begin their House Blitz journey. They remain in the planning 
�Z�[�H�N�L�Z�����I�\�[���H�Y�L���P�U�[�L�U�K�P�U�N���[�V���Ä�_���\�W���[�O�L�P�Y���L�U�[�P�Y�L���O�V�\�Z�L�����P�U�J�S�\�K�P�U�N���[�O�L�P�Y���J�O�P�S�K�Y�L�U�»�Z���Y�V�V�T����

28 people, including members and non-members, accessed Home Pride to improve their homes in Q1.

PARENTING 
HUB
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TOTAL STRONG FAMILIES HOME PRIDE MEMBERS
Q1 2013 TO Q1 2015

21 
Aurukun Strong Families 

Home Pride members
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1421

TOTAL POP-UP VISITS
Q1 2014 TO Q1 2015
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TOTAL POP MEMBERS
Q1 2013 TO Q1 2015

83 
Aurukun POP 

 members

PRIDE OF PLACE

1 Partners are required to have skin in the game by contributing ‘sweat equity’—that is, physical labour and money—to the completion of their POP projects. This ensures that partners build 
capabilities and skills through participation in the program.

2 Based on the percentage population growth in Aurukun from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Aurukun adult population (18+ years of 
age) has reached 901 in 2015.       

Pride of Place (POP) helps families to create healthier outdoor living spaces where they can spend quality 
time together. POP assists by:
�‹�� supporting members to undertake Backyard Blitzes (backyard renovation projects), for which members contribute  

money and ‘sweat equity’ 1

�‹�� providing members with information about caring for their gardens and outdoor living spaces through Garden Clubs  
and Pop-up Visits. 

MEMBERSHIP
�‹�� Community members aged 18+ years visit the O-Hub to sign-

up. By signing up to POP, men and women are learning the 
skills they need to create healthier outdoor living spaces for 
their families and community. 

�‹�� Membership continues to grow—there are now 83 community 
members signed up to POP in Aurukun. This represents about 
nine per cent of all Aurukun adults (18+ years).2 

�‹�� These members live in 79 separate Aurukun households.

out of 10  of all Aurukun households 
are now signed up to POP4

ENGAGEMENT AND SKILL-BUILDING ACTIVITIES
�‹�� �4�L�T�I�L�Y�Z���H�U�K���U�V�U���T�L�T�I�L�Y�Z���J�H�U���W�H�Y�[�P�J�P�W�H�[�L���P�U���H�U�K���I�L�U�L�Ä�[��

from ongoing engagement activities, like: Garden Club 
events, where participants learn gardening and maintenance 
skills in an interactive setting; and Pop-up Visits, where 
members receive general advice and support.  

HOW DOES POP HELP MEMBERS TO CREATE HEALTHIER OUTDOOR LIVING SPACES?

BACKYARD RENOVATIONS
�‹�� Members receive support to undertake 

Backyard Blitzes—backyard renovation 
projects that aim to create healthier 
outdoor living spaces. 

�‹�� Members contribute by saving $1,000 
each towards their renovations and 
putting in ‘sweat equity’ labour to 
complete their project.  

�‹�� This year, seven people have signed up 
to do a Backyard Blitz and have so far 
saved $6,400 towards their combined 
target contribution of $7,000. 

�‹�� During Q1, two members worked 
on their Backyard Blitz projects, 
contributing 42 hours of sweat equity. 
They have been busily building garden 
arches, latticework, swing sets, garden 
beds, and potting plants. 

O-HUB

�‹�� During Q1, 14 engagement activities were undertaken, all of which were 
Pop-up Visits. No Garden Clubs events were held this quarter. 

�‹�� The annual POP schedule typically has the team focusing on backyard 
renovation projects at the beginning and end of each year, so we see a 
drop in engagement and skill building activities at these times.     

11 community members accessed POP to improve their knowledge and skills during Q1.
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The wet season combined with the collapse of Skytrans airline 

stymied the delivery of regular essential services such as food, 

fuel and mail to Coen during Q1. Although Tuxworth & Woods 

Carriers came as often as they could and West Wing took over 

�[�O�L���Å�P�N�O�[���Z�L�Y�]�P�J�L�Z�����T�H�U�`���I�\�Z�P�U�L�Z�Z�L�Z���M�L�S�[���K�P�Z�H�K�]�H�U�[�H�N�L�K������

Despite the seasonal impacts, we started 2015 with a very 

successful Student Education Trust (SET) Back to School Fair 

in January. Parents and other SET donors purchased a wide 

range of educational items for their children including uniforms, 

shoes, socks, school hats, lunchboxes, raincoats, laptops, 

bedding and toiletries packs for those attending boarding 

schools. We have received great feedback from parents of 

�Ä�Y�Z�[���[�P�T�L�� �I�V�H�Y�K�P�U�N�� �Z�[�\�K�L�U�[�Z�� �^�O�V�� �^�L�Y�L�� �T�V�Z�[�� �N�Y�H�[�L�M�\�S�� �M�V�Y�� �[�O�L��

advice and support they have received through SET so far. Our 

�Z�[�\�K�L�U�[�Z���^�L�Y�L���O�H�W�W�`���H�U�K���W�Y�V�\�K���[�V���[�\�Y�U���\�W���V�U���[�O�L�P�Y���Ä�Y�Z�[���K�H�`���V�M��

school with everything they needed.  

Our biggest challenge so far this year has been engaging 

community members to participate in our Strong Families and 

Pride of Place programmes. Stigma still exists around ‘parenting 

classes’, but we are working hard to turn this around. Part of 

our strategy lies in employing local staff, even though this can 

present capacity issues. We are addressing this problem with 

�Z�[�H�M�M�� �[�Y�H�P�U�P�U�N���� �Y�L�J�Y�\�P�[�T�L�U�[�� �H�U�K�� �Y�V�[�H�[�P�V�U�Z���� �^�O�L�Y�L�� �V�M�Ä�J�L�Y�Z�� �M�Y�V�T��

�V�[�O�L�Y�� �[�O�L�� �6���/�\�I�Z�� �Ä�S�S�� �H�U�`�� �N�H�W�Z���� �)�\�Z�P�U�L�Z�Z�� �O�H�Z�� �H�S�Y�L�H�K�`�� �Z�S�V�^�S�`��

�Z�[�H�Y�[�L�K���[�V���W�P�J�R���\�W���[�V�^�H�Y�K�Z���[�O�L���L�U�K���V�M���[�O�L���Ä�Y�Z�[���X�\�H�Y�[�L�Y������

Throughout Q1, the Coen O-Hub team has worked towards 

�I�\�P�S�K�P�U�N���H���Z�[�Y�H�[�L�N�P�J���H�U�K���H�J�[�P�]�P�[�`���W�S�H�U���M�V�Y���������������>�L���H�Y�L���J�V�U�Ä�K�L�U�[��

that, with a concentrated team effort, we will provide the 

support needed by our community to build strong, healthy and 

happy families.

By Coen O-Hub Leader, Lenore Casey

COEN O-HUB  Q1 

DEMOGRAPHIC POPULATION 1

Overall 337

Adult (15+) (MPower eligibility) 217

Adult (18+) 202

Youth (0–25) (SET eligibility) 192

Early childhood (0–4) 56

Primary school (5–11) 46

Secondary school (12–17) 33

Tertiary/further education (18–24) 56

Households 47

1 These population numbers have been calculated by applying the percentage population growth in Coen from 2006–2011 (according to Census data) as an annual rate. 
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WISE BUYS

�‹�� Wise Buys membership 
has increased again this 
quarter, reaching 50 
members overall. Coen 
adults have a clear 
desire to learn how 
they can make better 
purchasing decisions. 

�‹�� The three Wise Buys 
purchases made 
this quarter included 
‘need’ items such as a 
washing machine and 
mobile phone.  

MPOWER

�‹�� MPower membership continues to 
increase—206 people are now signed 
up and committed to improving their 
�Ä�U�H�U�J�P�H�S���R�U�V�^�S�L�K�N�L���H�U�K���Z�R�P�S�S�Z����

�‹�� During Q1, 40 community members 
accessed MPower a total of 107 
times, including to make use of self-
service internet and phone banking, 
participate in Money Management 
Training sessions, and receive 
�V�U�N�V�P�U�N���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���Z�\�W�W�V�Y�[����
This is an encouraging indication 
that these partners are taking 
�Y�L�Z�W�V�U�Z�P�I�P�S�P�[�`���M�V�Y���[�O�L�P�Y���V�^�U���Ä�U�H�U�J�L�Z��

COEN Q1
PARTNER PARTICIPATION SUMMARY

Coen community members have continued to benefit from participation at the O-Hub this quarter, with overall 
membership continuing to increase. O-Hub staff members have supported community members to build 
skills and knowledge across all facets of their lives—a necessary aspect of any comprehensive development 
agenda. Although SET donations have been slightly lower than normal, purchases have been consistently 
high. Students are continuing to get the support they need to achieve at school. Strong Families Parenting 
staff members have also been busily working with participants to do formal parenting training, but also to 
provide the day-to-day support families need to thrive. We look forward to seeing the Coen O-Hub continue 
to build on this level of activity over the coming months.    

STUDENT EDUCATION TRUST (SET)

�‹�� SET membership continues to rise—205 Coen 
students now have a SET account. 

�‹�� It is becoming the norm to put money aside for 
students’ educational needs, with 148 Coen adults 
now contributing to at least one SET account. 

�‹�� SET donors have saved $13,622.02 during the 
�X�\�H�Y�[�L�Y�·�H���Z�P�N�U�P�Ä�J�H�U�[���Z�\�T���V�M���T�V�U�L�`���P�Z���I�L�P�U�N���W�\�[���H�Z�P�K�L��
to meet the educational needs of Coen students.   

PRIDE OF PLACE (POP)

�‹�� One new member has signed up to POP this quarter, 
bringing the total membership to 47 from 44 households. 
By signing up to POP, these members are expressing a 
clear desire to create healthier outdoor living spaces. 

�‹�� No Garden Club events were scheduled for Q1, though 
the two members signed up to complete Backyard Blitz 
projects this year have continued to contribute towards 
�T�L�L�[�P�U�N���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���[�H�Y�N�L�[�Z���V�M�����������������L�H�J�O�����:�V���M�H�Y�����[�O�L�`��
have saved a combined total of $1,970. 

STRONG FAMILIES PARENTING 
IT TAKES A VILLAGE TO RAISE A CHILD

�‹�� Forty-eight Coen community members are 
now signed up to Strong Families Parenting. 
These strong men and women are learning 
the skills they need to become the best 
parents they can be. 

�‹�� Three positive parenting sessions were 
held during the quarter with 15 participants 
attending—some multiple times. O-Hub staff 
members also continue to provide additional 
ongoing family support, including by running 
women’s groups, workshops, home visits, 
and family support meetings.

STRONG FAMILIES HOME PRIDE 
IT TAKES A VILLAGE TO RAISE A CHILD

�‹�� There are currently 15 Home Pride members 
in Coen. These members are interested in 
making their homes happier and healthier for 
their families. 
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familySTORIES
OLIVE’S AN ONLINE CONVERT
“I’m less stressed because I can pay my bills online.”

It was through the Coen grapevine that Olive Pratt heard about MPower 
and online banking. “Other friends and family members are signed up for 
MPower and a few other products. I wanted to be able to do my banking 
online and research for things to buy online.

“Before MPower I was a bit uncomfortable when using the computer 
because I had never used it before. I am now more comfortable using 
the computer and have more knowledge. I have learned how to do online 
banking and shopping—the basics,” Olive explained. 

“It has helped me in many ways like transferring money to other family 
members that needed extra money. 

“I’m less stressed because I can pay my bills online. It has made me feel good. 

“I am a donor for SET and I plan to sign up for Pride of Place. I want to show 
other people that internet banking is easy and I’d like to bring my Mum in to 
start a savings transfer to save for chairs and tables and a washing machine.”

Olive wants to introduce others to  
internet banking through MPower.

EVERYTHING WE NEED FOR BOARDING SCHOOL
“Keishia is so excited she posted her room set up on Facebook.”

Jeniece Pratt and her husband started SET accounts for their 
daughters several years ago and haven’t looked back. 

“I had been seeing kids on SET purchasing things from the book fair 
�H�U�K���P�[���^�H�Z���H�S�^�H�`�Z���K�P�M�Ä�J�\�S�[���[�V���N�L�[���T�V�U�L� �̀����0���N�V�[���[�H�S�R�P�U�N���[�V���*�@�7���Z�[�H�M�M���H�U�K��
�^�L���Z�W�V�R�L���H�I�V�\�[���[�O�L���I�L�U�L�Ä�[�Z���V�M���:�,�;�����Z�V���0���Z�P�N�U�L�K���\�W���T�`���M�V�\�Y���K�H�\�N�O�[�L�Y�Z��
with the help of my husband.

“We signed up about four years ago to help me with extra costs, 
especially for boarding school.

“Because of SET I’m able to afford the costs of boarding and having 
funds available to purchase whatever my child needs while at boarding 
school.

�¸�4�`�� �L�S�K�L�Z�[�� �K�H�\�N�O�[�L�Y�� �P�Z�� �P�U�� �O�L�Y�� �Ä�Y�Z�[�� �`�L�H�Y�� �H�[�� �I�V�H�Y�K�P�U�N�� �Z�J�O�V�V�S���� �:�O�L�� �^�H�Z��
able to go to school with everything she needed, so she didn’t feel out 
of place. She was able to choose her own bedding, towels, and linen. 

“It made me feel proud to be able to send my kid off to boarding school with everything she needed and wanted.” 

Jeniece said she wants to increase her contributions for her second daughter’s trust so she can get her daughter 
everything she needs including laptops.   

“I was stressing out about how to get everything for my daughter when I took her to school at the beginning of the year. 
The O-Hub helped me by helping Keishia choose her own back to school pack, ordering it all online and paying for it 
straight away. Keishia was so happy and excited to be going to school with everything she needed.”

Jeneice said that Keishia was so excited about her room, that she took a photo of her room and put it on Facebook 
when she was all set-up. “This speaks volumes for how excited Keishia was,” her Mum added. 

Keishia has made a home-away-from-home at 
boarding school with the help of her SET account. 
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MPOWER
MPower supports individuals and families to manage their money by: 
�‹�� enabling access to internet and phone banking facilities, with or without support from staff 

�‹�� �O�L�S�W�P�U�N���T�L�T�I�L�Y�Z���[�V���V�]�L�Y�J�V�T�L���L�]�L�Y�`�K�H�`���Ä�U�H�U�J�P�H�S���Z�[�Y�\�N�N�S�L�Z���[�O�Y�V�\�N�O���V�U�N�V�P�U�N���M�H�T�P�S�`���Z�\�W�W�V�Y�[��

�‹�� equipping members with knowledge and skills around budgeting, debt reduction, banking, wealth creation and bill payments.

1 Based on the percentage population growth in Coen from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Coen adult population (15+ years of age) 
has reached 217 in 2015.       

2 Coaching sessions follow a “strategic conversational” format, whereby participants are supported to set expectations for themselves and the sessions (session one), understand their current 
�Ä�U�H�U�J�P�H�S���Z�P�[�\�H�[�P�V�U�����Z�L�Z�Z�P�V�U���[�^�V�����¸�(���Z�W�H�J�L�¹�������H�Y�[�P�J�\�S�H�[�L���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���N�V�H�S�Z�����Z�L�Z�Z�P�V�U���[�O�Y�L�L�����¸�)���Z�W�H�J�L�¹�������K�L�J�P�K�L���\�W�V�U���H���Z�W�L�J�P�Ä�J���W�S�H�U���[�V���H�J�O�P�L�]�L���[�O�V�Z�L���N�V�H�S�Z�����Z�L�Z�Z�P�V�U�Z���M�V�\�Y���H�U�K���Ä�]�L�����¸�*���H�U�K���+��
spaces”) and receive ongoing support (session six onwards). The retention rates reported here do not exclude participants who have skipped ahead—for example, from session one to three.      

MEMBERSHIP
�‹�� Community members aged 15+ years can visit the O-Hub to sign-up. By signing up to MPower, members can be supported to 

�I�\�P�S�K���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���H�U�K���I�L�[�[�L�Y���T�H�U�H�N�L���[�O�L�P�Y���T�V�U�L� �̀���

�‹�� Membership continues to grow—there are now 206 community members signed up to MPower in Coen. This represents about 
95 per cent of all Coen adults (15+ years).1

�‹�� The largest proportion of members who have joined MPower since Q1 2013 have been self- or family/friend-referred. People are 
spreading the good word about the help that MPower can give.   

HOW DOES MPOWER HELP MEMBERS TO IMPROVE THEIR FINANCIAL LITERACY? 

INTERNET AND PHONE BANKING,  
SELF-SERVICE AREA

�‹�� Members can come to the O-Hub at 
any time to use the self-service area for 
internet and phone banking. O-Hub 
staff are always available to assist 
and encourage members to build their 
internet and phone banking skills. 

�‹�� During Q1, members used the self-service 
area 74 times—a slight decrease from the 
89 sessions held in Q4 2014. 

BUILDING SPECIFIC SKILLS 
MONEY MANAGEMENT TOOL  
(MMT) SESSIONS
�‹�� Members can participate in MMT sessions to build 

�[�O�L�P�Y���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J� �̀����+�\�Y�P�U�N���[�O�L�Z�L���Z�L�Z�Z�P�V�U�Z�����T�L�T�I�L�Y�Z��
learn about banking, budgeting, debt reduction, 
internet and phone banking, loans, payments and 
wealth creation.  

�‹�� No MMT sessions were held during Q1 2015. However, 
since Q1 2014, members have used most MMTs at 
least once, except for Debt Reduction Support, Wealth 
Creation and Loan Support, with Internet and Phone 
Banking Support being used most often.    

ONGOING FINANCIAL LITERACY SUPPORT

�4�L�T�I�L�Y�Z���J�H�U���I�\�P�S�K���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���[�O�Y�V�\�N�O���H���Y�H�U�N�L���V�M���V�U�N�V�P�U�N��
support sessions, including Little ‘a’, Simple Budget, and Coaching. 

Little ‘a’ sessions assist members to overcome 
�Z�W�L�J�P�Ä�J���H�U�K���T�P�U�V�Y���Ä�U�H�U�J�P�H�S���W�Y�V�I�S�L�T�Z�����L���N�����W�H�`�P�U�N���H���I�P�S�S������
Addressing small problems prevents them from growing 
into larger, uncontrollable issues.  In Q1, eight Little ‘a’ 
sessions were held. 

Simple Budget  sessions teach members the 
importance of budgeting, and take them through the 

basics of drafting a budget for themselves. During Q1, three Simple 
Budget sessions were held.    

Coaching  consists of a series of structured sessions 
covering all aspects of money management and linking 

people with other opportunities (e.g. SET, POP etc.) to help them 
�I�\�P�S�K���Z�[�Y�V�U�N���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���H�U�K���P�T�W�Y�V�]�L���V�\�[�J�V�T�L�Z���H�J�Y�V�Z�Z���[�O�L�P�Y���S�P�]�L�Z����
Participants progress through a “strategic conversation” to understand 
�[�O�L�P�Y���J�\�Y�Y�L�U�[���Ä�U�H�U�J�P�H�S���I�L�O�H�]�P�V�\�Y�Z�����Z�L�[���N�V�H�S�Z�����H�U�K���W�S�H�U���M�V�Y���I�L�[�[�L�Y���M�\�[�\�Y�L�Z����
Although no coaching sessions were held in Q1, coaching participants 
have demonstrated steady progression over time:  

1 2 3 4 5 ONGOING

100% 82% 66% 37% 63% 42%

(n=38) (n=31) (n=25) (n=14) (n=24) (n=16)

COACHING SESSIONS2

�+�\�Y�P�U�N���8�������������J�V�T�T�\�U�P�[�`���T�L�T�I�L�Y�Z���H�J�J�L�Z�Z�L�K���4�7�V�^�L�Y�����������[�P�T�L�Z���[�V���P�T�W�Y�V�]�L���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J� �̀�

O-HUB
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1 Based on the percentage population growth in Coen from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Coen adult population (18+ years of age) 
has reached 202 in 2015.

2 ‘Needs’ include basic items such as food, shelter, clothing, white goods (e.g. washing machine/fridge), health (e.g. medicine, wellbeing), mattresses, transport (e.g. car necessary for 
employment opportunities). ‘Wants’ include items that are not an immediate need, including televisions and stereos.

3 Percentages do not total 100% due to rounding.

POSITIVE IMPACTS OF MPOWER ON COMMUNITY MEMBERS

INTERNET AND PHONE BANKING  
ASSISTANCE LEVELS

�‹�� Members can request internet and phone banking 
assistance from staff when using the self-service area. 

�‹�� The trend in Coen is less clear than for other 
communities, probably because of the smaller 
population. Over time, we hope to see unassisted 
trend upwards and assisted sessions trend 
downwards as partners become more independent 
�H�[���T�H�U�H�N�P�U�N���[�O�L�P�Y���Ä�U�H�U�J�L�Z����

WISE BUYS 
Through Wise Buys, members are enabled and supported to get value-for-money when purchasing 
household goods and services. Members receive support and advice around: 
�‹�� purchasing options (e.g. online versus local store)

�‹�� comparing prices to get best value

�‹�� understanding purchasing terms and conditions (e.g. warranties) 

�‹�� completing purchases when they are ready to do so.  

MEMBERSHIP
�‹�� Community members aged 18+ years visit the O-Hub to 

sign-up. By signing up to Wise Buys, community members 
are learning the knowledge and skills they need to make well-
informed purchasing decisions. 

�‹�� Membership continues to grow—there are now 50 community 
members signed up to Wise Buys in Coen. This represents 
about 25 per cent of all Coen adults (18+ years).1

HOW DOES WISE BUYS HELP MEMBERS TO MAKE BETTER PURCHASING DECISIONS? 

PURCHASING ASSISTANCE
�‹�� Members can come to the O-Hub at any time to use the 

MPower self-service area to research future purchases, 
receive general support around purchasing decisions, 
make a purchase and/or make a payment. O-Hub staff 
are always available to assist and encourage members to 
increase their purchasing power. 

�‹�� During Q1, 11 Wise Buys members visited the O-Hub a total of 16 times to seek 
support. Most visits (69%) were to conduct research on future purchases. 

�‹�� Members made three purchases through Wise Buys in Q1, including two need items 
and one want item.2 Need items included a washing machine and mobile phone. 

O-HUB
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STUDENT EDUCATION TRUSTS 

1 Based on the percentage population growth in Coen from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the population of community members aged 
���¶�������`�L�H�Y�Z���O�H�Z���Y�L�H�J�O�L�K����� �����P�U���������������)�H�Z�L�K���V�U���[�O�L���[�V�[�H�S���U�\�T�I�L�Y���V�M���J�O�P�S�K�Y�L�U���^�O�V���O�H�]�L���U�V�^���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;�����U�$�������������[�O�L���H�J�[�\�H�S���U�\�T�I�L�Y���V�M���*�V�L�U���Y�L�Z�P�K�L�U�[�Z���^�P�[�O�P�U���[�O�P�Z���H�N�L���Y�H�U�N�L���V�I�]�P�V�\�Z�S�`��
exceeds our conservative estimate.  

2 Based on the percentage population growth in Coen from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Coen adult population (18+ years of age) 
has reached 202 in 2015.       

The Student Education Trust (SET) programme promotes the value and importance of education by:    
�‹�� enabling and encouraging parents, carers, kin and others to regularly set aside money to pay for their children’s  

educational needs  

�‹�� assisting SET donors to purchase educational items for their children. 

MEMBERSHIP
Community members aged 18+ years visit the O-Hub to sign their children up to a SET account, and to commit themselves as donors.

TOTAL CHILDREN WITH SET ACCOUNTS

�‹�� Every child signed up to SET has a unique account. 

�‹�� By the end of Q1, a total of 205 Coen children had been 
signed up to a SET account. 

�‹�� This means that 100 per cent of all Coen children and youth 
�����¶�������`�L�H�Y�Z�����O�H�]�L���U�V�^���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;��1

�‹�� Of the 205 accounts that have been opened in Coen to date, 
155 (76%) remained open at the end of Q1 and 50 (24%) had 
been closed. 

�‹�� The largest proportion (45%) of the 155 SET accounts remaining 
open are for primary school aged children (see below). 

�‹�� �;�O�L���[�V�[�H�S���H�J�J�V�\�U�[�Z���P�U���[�O�L���H�I�V�]�L���Ä�N�\�Y�L���K�V���U�V�[���H�K�K���[�V����������
because the schooling status of two SET students is 
unknown. These students are 16 years of age and have a 
total combined balance of $1,484.88. O-Hub staff will follow 
up with the donors for these accounts where possible to 
determine the schooling status of these students.

TOTAL SET DONORS

�‹�� Each SET account can have between one and three donors, 
including parents, carers, kin, friends and any others who 
wish to donate. By signing up to SET, men and women are 
showing that they are committed to supporting children’s 
educational needs.

�‹�� The number of people donating to SET accounts has 
decreased this quarter, despite new accounts continuing to 
be opened. This is likely a result of O-Hub staff following up 
with donors who are not regularly contributing to their SET 
accounts. These donors are encouraged to either re-start 
their contributions or remove themselves as donors. Despite 
some disengaging at this point, the total number of donors 
still remains high—there are now 148 community members 
signed up to SET in Coen. This represents about 73 per 
cent of all Coen adults (18+ years).2

�‹�� Of these donors, 72 (49%) are contributing to one account, 
41 (28%) are contributing to two accounts, and 35 (24%) 
are contributing to three or more accounts. Donors are 
working together to share the load and make education 
more affordable. 

�‹�� Thirty-six per cent of Coen donors are male, most (69%) 
being the recipient’s father. Coen men and women are both 
stepping up to set good examples for their children and their 
community by making education a top priority.

�:�V���M�H�Y�������������*�V�L�U���J�O�P�S�K�Y�L�U���O�H�]�L���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;���H�U�K�����������H�K�\�S�[�Z���O�H�]�L���I�L�J�V�T�L���:�,�;���K�V�U�V�Y�Z����
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STATIONERY

1 The balance of SET accounts is an outstanding balance of all trusts to the end of the quarter. It takes into consideration all contributions and purchases of each to date and thus, it is not a 
cumulative total.

HOW DOES SET HELP MEMBERS TO SUPPORT THEIR CHILDREN’S EDUCATIONAL NEEDS? 

SAVING SUPPORT

�‹�� O-Hub staff members encourage donors to maintain 
�Y�L�N�\�S�H�Y���Ä�U�H�U�J�P�H�S���J�V�U�[�Y�P�I�\�[�P�V�U�Z���[�V���[�O�L�P�Y���J�O�P�S�K�Y�L�U�»�Z���:�,�;��
accounts. Where contributions drop off or stop, 
O-Hub staff follow up with donors and support 
them to re-start their contributions. 

�‹�� During Q1, a total of $13,622.02 was contributed to 
SET accounts in Coen. This is slightly less than the usual 
quarterly contributions since Q1 2014, even though the 
actual number of open trusts has only reduced slightly 
(from 160 in Q1 2014 to 155 in Q1 2015). However, this still 
represents a large sum of money being put aside to fund 
student educational needs. 

PURCHASING EDUCATIONAL ITEMS

�‹�� Donors can make educational purchases from 
their children’s SET account at any time and are 
assisted by O-Hub staff to do so. 

�‹�� The O-Hub also regularly runs SET Fairs to 
encourage donors to purchase educational 
materials to support their children.    

�‹�� During Q1 a total of 249 purchases were made from  
SET accounts. The total value of these purchases  
was $22,664.80. 

�‹�� As a result of these consistent savings, SET account 
balances in Coen continue to stay relatively high, sitting at 
$241,596.17 at the end of Q1. 

�‹�� High account balances are a positive sign—they mean 
donors are putting away nest eggs to support their children’s 
future educational needs. We also hope to see these 
balances go up and down over time, as donors spend funds 
�V�U���L�K�\�J�H�[�P�V�U�H�S���N�V�V�K�Z���[�O�H�[���I�L�U�L�Ä�[���[�O�L�P�Y���J�O�P�S�K�Y�L�U����

�‹�� The top four most common purchases during Q1 were: 

SCHOOL UNIFORMS

SCHOOL FEES

O-HUB

POSITIVE IMPACTS OF STUDENT EDUCATION TRUST ON COMMUNITY MEMBERS

WHAT ARE MEMBERS SAYING?

“I bought one book… at a SET Fair. I used to read it to the 
boys at home and now I read to the kids at school and kindy... 
I talk about the old days, things that were different back then. 
It’s about a non-Indigenous girl, following in the footsteps, 
drawing in the sand…” �*�6�,�5���4�6�;�/�,�9“[SET made it] less stressful.” �*�6�,�5���4�6�;�/�,�9

“I’ve bought books and art stuff at the 
SET Fair that the [kids] really liked. 
They’re really artistic.” �*�6�,�5���4�6�;�/�,�9

LUNCHBOXES AND 
DRINK BOTTLES

$2
48

,3
82

.8
8 

$2
47

,9
00

.4
0 

$2
49

,5
61

.0
0 

$2
52

,3
09

.1
7 

$2
41

,5
96

.1
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$16,708.78 $23,222.23 $19,366.27 $15,715.50$13,622.02
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ENGAGEMENT ACTIVITIES
�‹�� Members and non-members can participate in and 

�I�L�U�L�Ä�[���M�Y�V�T���V�U�N�V�P�U�N���L�U�N�H�N�L�T�L�U�[���H�J�[�P�]�P�[�P�L�Z�����S�P�R�L��
informal discussions, information sessions, home visits, 
community events and workshops on different aspects of 
positive parenting.

�‹�� During Q1, 23 engagement activities were undertaken. Most 
were informal discussions, but women’s group activities, 
workshops, and home visits were also undertaken.

MEMBERSHIP
�‹�� Community members aged 18+ years visit the Parenting Hub 

to sign-up. By signing up to Strong Families, men and women 
are learning the skills they need to become the best parents 
they can be. 

�‹�� Membership continues to grow—there are now 48 community 
members signed up to Strong Families in Coen. This 
represents about 24 per cent of all Coen adults (18+ years).1 

STRONG FAMILIES—PARENTING

HOW DOES STRONG FAMILIES HELP PARENTS AND CARERS? 

POSITIVE PARENTING SESSIONS
�‹�� Members participate in ‘Triple P’, Positive 

Parenting Program, training sessions to 
build their parenting knowledge and skills.

�‹�� During Q1, 15 community members 
participated in three sessions overall, all of 
which were Strong Families sessions (for 
at-risk families).

�‹�� This quarter members shared experiences 
about: how parenting practices have 
changed over time, including how they 
have changed for better and worse and 
how they can be improved to ensure 
children grow up in safe, nurturing and 
happy households. 

ONGOING FAMILY SUPPORT
�‹�� Members can visit the Parenting Hub at any time to receive practical and emotional 

support with daily parenting and family matters, as well as being referred to other 
local services. 

�‹�� �;�O�P�Z���X�\�H�Y�[�L�Y�����Ä�]�L���M�H�T�P�S�`���Z�\�W�W�V�Y�[���T�L�L�[�P�U�N�Z���^�L�Y�L���O�L�S�K����

1 Based on the percentage population growth in Coen from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Coen adult population (18+ years of age) 
has reached 202 in 2015.       

44 people, including members and non-members, accessed Strong Families to improve 
their parenting skills during Q1.

POSITIVE IMPACTS OF STRONG FAMILIES PARENTING ON COMMUNITY MEMBERS

Partner came to the Parenting Hub 
stressed and wanting to learn about 
setting up routines and strategies that 
would make their household run more 
smoothly and improve their relationship 
with their children. They were also 
concerned about one child, who was 
bullying other children.

The partner learned about positive role modelling for children, 
and the importance of not allowing one’s own negative childhood 
�L�_�W�L�Y�P�L�U�J�L�Z�� �H�K�]�L�Y�Z�L�S�`�� �P�U�Å�\�L�U�J�L�� �[�O�L�P�Y�� �V�^�U�� �W�H�Y�L�U�[�P�U�N�� �H�W�W�Y�V�H�J�O�L�Z����
Now, the partner realises the importance of expressing emotions to 
their children and has become very good at telling them how much 
they are loved and cared for. They make time to read and talk with 
their children. Things are continuing to improve. 

PERSONAL PROGRESS STORY

PARENTING 
HUB

Strong Families Parenting encourages and promotes positive parenting by: 
�‹�� creating opportunities for families to positively engage with each other and other community members

�‹�� equipping parents and carers with the knowledge and skills they need to effectively care for their children through 
positive parenting sessions 

�‹�� supporting families in everyday parenting struggles through ongoing family support. 
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ENGAGEMENT ACTIVITIES
�‹�� �4�L�T�I�L�Y�Z���J�H�U���W�H�Y�[�P�J�P�W�H�[�L���P�U���H�U�K���I�L�U�L�Ä�[���M�Y�V�T��

ongoing engagement activities, like: home visits; 
workshops focusing on building a range of skills, 
like sewing or cooking; and informal discussions 
to receive general advice and support. 

�‹�� During Q1, one engagement activity was 
undertaken—a healthy cooking workshop.  

STRONG FAMILIES—HOME PRIDE

1 Based on the percentage population growth in Coen from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Coen adult population (18+ years of age) 
has reached 202 in 2015.       

Strong Families Home Pride assists families to build the knowledge and skills they need to create happy 
and healthy homes for their children, through:
�‹�� healthy cooking classes

�‹�� �P�U�M�V�Y�T�H�[�P�V�U���Z�L�Z�Z�P�V�U�Z���H�I�V�\�[���[�O�L���I�L�U�L�Ä�[�Z���V�M���T�H�P�U�[�H�P�U�P�U�N���H���J�S�L�H�U���H�U�K���O�L�H�S�[�O�`���O�V�T�L

�‹�� support with DIY ‘do-it-yourself’ home improvement projects. 

MEMBERSHIP
�‹�� Community members visit the Parenting Hub to sign-up. 

By signing up to Home Pride, men and women are learning 
the skills they need to create happy and healthy home 
environments for their children. 

�‹�� Membership continues to grow—there are now 15 community 
members signed up to Home Pride in Coen. This represents 
about seven per cent of all Coen adults (18+ years).1 

HOW DOES ITAV HELP PARENTS AND CARERS TO BUILD HAPPY, HEALTHY HOMES?

STRATEGIES FOR CREATING 
HAPPIER AND HEALTHIER HOMES
�‹�� Members sign up to Home Maker elements 

to learn about the importance of maintaining a 
safe, healthy and clean home and how to go 
about it. For example, through meal planning, 
healthy cooking classes, making DIY cleaning 
products and setting routines for children. 

�‹�� During Q1, one Home Maker session was held. 

DIY HOME IMPROVEMENT 
�‹�� Members can choose to do House Blitz DIY projects on one or more rooms in their home to make healthier living spaces for their 

families. O-Hub staff members support them to plan, design and complete their House Blitz projects.    

�‹�� During Q1, members participated in one strategic conversation to plan their DIY project, seven House Blitz sessions to begin their 
projects and two DIY sessions.  

12 people, including members and non-members, accessed Home Pride to improve their homes in Q1.

PARENTING 
HUB

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2013 2014

15

10

5

0

2015
Q1

TOTAL STRONG FAMILIES HOME PRIDE MEMBERS
Q1 2013 TO Q1 2015

15 
Coen Strong Families  
Home Pride members
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PRIDE OF PLACE

1 Partners are required to have skin in the game by contributing ‘sweat equity’—that is, physical labour and money—to the completion of their POP projects. This ensures that partners build 
capabilities and skills through participation in the program.

2 Based on the percentage population growth in Coen from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Coen adult population (18+ years of age) 
has reached 202 in 2015.       

Pride of Place (POP) helps families to create healthier outdoor living spaces where they can spend quality 
time together. POP assists by:
�‹�� supporting members to undertake Backyard Blitzes (backyard renovation projects), for which members contribute  

money and ‘sweat equity’ 1

�‹�� providing members with information about caring for their gardens and outdoor living spaces through Garden Clubs  
and Pop-up Visits. 

MEMBERSHIP
�‹�� Community members aged 18+ years visit the O-Hub to sign-

up. By signing up to POP, men and women are learning the 
skills they need to create healthier outdoor living spaces for 
their families and community. 

�‹�� Membership continues to grow—there are now 47 community 
members signed up to POP in Coen. This represents about 23 
per cent of all Coen adults (18+ years).2 

�‹�� These members live in 44 separate Coen households.

out of 10  of all Coen households are 
now signed up to POP9

ENGAGEMENT AND SKILL-BUILDING ACTIVITIES
�‹�� Members and non-members can participate in and 

�I�L�U�L�Ä�[���M�Y�V�T���V�U�N�V�P�U�N���L�U�N�H�N�L�T�L�U�[���H�J�[�P�]�P�[�P�L�Z�����S�P�R�L�!�� 
Garden Club events, where participants learn gardening 
and maintenance skills in an interactive setting; and  
Pop-up Visits, where members receive general advice 
and support.  

HOW DOES POP HELP MEMBERS TO CREATE HEALTHIER OUTDOOR LIVING SPACES?

BACKYARD RENOVATIONS
�‹�� Members receive support to undertake 

Backyard Blitzes—backyard renovation 
projects that aim to create healthier 
outdoor living spaces. 

�‹�� Members contribute by saving $1,000 
each towards their renovations and 
putting in ‘sweat equity’ labour to 
complete their project.  

�‹�� This year, two people have signed up 
to do a Backyard Blitz and have so far 
saved $1,970 towards their combined 
target contribution of $2,000. 

�‹�� During Q1, no work was undertaken 
on Backyard Blitz projects as partners 
are still working towards accumulating 
their savings. We look forward to 
seeing these projects get underway in 
the coming months. 

O-HUB

�‹�� During Q1, no engagement activities were undertaken. 
�‹�� The annual POP schedule typically has the team focusing on backyard 

renovation projects at the beginning and end of each year, so we see 
a drop in engagement and skill building activities at these times.   
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to resume their donations so that their children have everything 

they need to achieve at school.     

Collectively, these initiatives are causing a ripple effect of positive 

change in the community, but community members must remain 

steadfastly committed if we are to see results continue to improve. 

Ultimately, it’s up to the choices of individuals and families to take 

grasp of their futures, and their children’s futures, and change 

them for the better. Hub staff will continue to walk alongside 

community members, ever ready to offer the support needed to 

help them to take further powerful steps towards positive change. 

NOTABLE IMPACTS
�‹�� During the severe weather that Hope Vale experienced as a 

result of Tropical Cyclone Nathan, some Hub staff members 

�M�V�\�U�K���[�O�L�T�Z�L�S�]�L�Z���J�\�[���V�M�M���M�Y�V�T���[�O�L���[�V�^�U�Z�O�P�W���I�`���H���Å�V�V�K�L�K��

river. These individuals were unable to attend work for a short 

time, which negatively affected Hub operations.

�‹�� Power and telecommunications were temporarily cut at 

the O-Hub as a result of fallen trees and swollen rivers; the 

Parenting Hub experienced a telecommunications outage for 

almost a month.

By Hope Vale O-Hub Leader, Audrey Deemal

Many have recently remarked that there is a new season upon us 

in Cape York: the fog is lifting and we are beginning to see some 

real evidence of positive change. Hope Vale is a good example of 

this. This quarter has seen partners remain vigilant in attending the 

O-Hub, despite the community being pummelled by heavy rain 

and wind and being twice threatened by Severe Tropical Cyclone 

Nathan in mid-March. Hub activities carried on regardless, with 

partners continuing their hard work to build capabilities and draw 

the strength needed to improve their lives.      

Amid the chaos, MPower members were incredibly active, with 

155 members participating in a total of 530 program activities. 

Strong Families staff also recorded a steady level of engagement 

with partners and a high number of positive parenting sessions. 

In total, 96 partners accessed Strong Families in Q1, many 

multiple times. Seventeen new members also signed up— 

a further indication that Hope Vale parents and carers are actively 

taking steps to learn the skills and strategies they need to make 

parenting easier. The capacity of our local Indigenous staff can 

also be attributed to these pleasing participation rates.

A good education sets a kid up for life, so part of being a 

responsible parent is encouraging kids to attend school. 

Sometimes this means having hard conversations and dealing 

with troublesome behaviour and Strong Families staff assisted 

�W�H�Y�[�U�L�Y�Z���[�V���Ä�U�K���Z�[�Y�H�[�L�N�P�L�Z���[�O�H�[���^�V�Y�R���M�V�Y���[�O�L�T�����:�[�H�M�M���T�L�T�I�L�Y�Z���O�H�]�L��

also been liaising with workers from a new Catholic secondary 

school due to open in nearby Cooktown later this year to identify 

spots for Hope Vale children. It’s great to have another secondary 

option so close to the community.

SET is also aimed at encouraging community members to 

make education a top priority. We had new sign-ups and a high 

number of back-to-school purchases this quarter, which shows 

us that this program is continuing to have the desired effect. 

Staff also worked closely with a handful of existing SET members 

whose contributions had lapsed, successfully encouraging them 

HOPE VALE O-HUB  Q1 

DEMOGRAPHIC POPULATION 1

Overall 1138

Adult (15+) (MPower eligibility) 791

Adult (18+) 737

Youth (0–25) (SET eligibility) 601

Early childhood (0–4) 110

Primary school (5–11) 164

Secondary school (12–17) 127

Tertiary/further education (18–24) 200

Households 208

1 These population numbers have been calculated by applying the percentage population growth in Hope Vale from 2006–2011 (according to Census data) as an annual rate. 
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WISE BUYS

�‹�� Wise Buys membership 
has increased again this 
quarter, reaching 81 
members overall. Hope 
Vale adults have a clear 
desire to learn how 
they can make better 
purchasing decisions. 

�‹�� The two Wise Buys 
purchases made this 
quarter included one 
‘need’ item—a toolkit— 
to support a member 
in their carpentry 
apprenticeship.  

MPOWER

�‹�� MPower membership continues to 
increase—559 people are now signed 
up and are committed to improving their 
�Ä�U�H�U�J�P�H�S���R�U�V�^�S�L�K�N�L���H�U�K���Z�R�P�S�S�Z����

�‹�� During Q1, 155 community members 
accessed MPower a total of 530 times, 
including to make use of self-service 
internet and phone banking, participate 
in Money Management Training 
�Z�L�Z�Z�P�V�U�Z�����H�U�K���Y�L�J�L�P�]�L���V�U�N�V�P�U�N���Ä�U�H�U�J�P�H�S��
literacy support. This is an encouraging 
indication that these partners are taking 
�Y�L�Z�W�V�U�Z�P�I�P�S�P�[�`���M�V�Y���[�O�L�P�Y���V�^�U���Ä�U�H�U�J�L�Z��

HOPE VALE Q1
PARTNER PARTICIPATION SUMMARY

Membership continues to grow in Hope Vale as more community members join the reform agenda to build 
better futures for themselves and their families. A high number of Strong Families Parenting sessions were 
held during the quarter as a means of building participants’ positive parenting skills. Home Pride participants 
have also continued to learn the skills they need to make their home environments safer and healthier for their 
children and families. Nine POP projects have continued this quarter, with participants providing strong levels 
of sweat equity to get their project work completed. We are proud of community members’ achievements this 
quarter and look forward to seeing their strong levels of commitment continue into the future.          

STUDENT EDUCATION TRUST (SET)

�‹�� SET membership continues to rise —239 Hope Vale 
students now have a SET account. 

�‹�� It is becoming the norm to put money aside for 
students’ educational needs, with 157 Hope Vale adults 
now contributing to at least one SET account. 

�‹�� SET donors have saved $17,771.01 during the 
�X�\�H�Y�[�L�Y�·�H���Z�P�N�U�P�Ä�J�H�U�[���Z�\�T���V�M���T�V�U�L�`���P�Z���I�L�P�U�N���W�\�[���H�Z�P�K�L��
to meet the educational needs of Hope Vale students.   

PRIDE OF PLACE (POP)

�‹�� Three new members have signed up to POP this quarter, bringing 
the total membership to 137 from 110 households. By signing up 
to POP, these members are expressing a clear desire to create 
healthier outdoor living spaces. 

�‹�� One Garden Club event was held in Q1, with 12 participants 
learning how to propagate cuttings, create compost bins and use 
recycled products (e.g. soft drink bottles and tins) for potting. POP 
staff also conducted a total of 53 Pop-up Visits—slightly fewer 
than the 57 conducted last quarter.   

�‹�� Members who are signed up to do Backyard Blitz projects this 
year have met their target contributions and begun work. So far, 
the nine participating members have contributed 98.5 hours of 
sweat equity.  

STRONG FAMILIES PARENTING 
IT TAKES A VILLAGE TO RAISE A CHILD

�‹�� One hundred and two Hope Vale community 
members are now signed up to Strong 
Families Parenting. These strong men and 
women are learning the skills they need to 
become the best parents they can be. 

�‹�� �;�O�P�Y�[�`���Ä�]�L���W�V�Z�P�[�P�]�L���W�H�Y�L�U�[�P�U�N���Z�L�Z�Z�P�V�U�Z���^�L�Y�L��
held during the quarter with 29 participants 
attending—some multiple times. O-Hub staff 
members also continue to provide additional 
ongoing family support, including by running 
women’s groups, workshops, home visits, 
and family support meetings.

STRONG FAMILIES HOME PRIDE 
IT TAKES A VILLAGE TO RAISE A CHILD

�‹�� There are currently 28 Home Pride members 
in Hope Vale. These members are interested 
in making their homes happier and healthier 
for their families. 
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KEEPING COOL  
IN TOUGH TIMES
“It’s my goal to be independent and not rely 
on family.”

Leah Kerr’s MPower journey is both extraordinary and 
inspirational. 

When her fridge broke down she had no way of storing her 
lifesaving insulin, or food and bottles for her two year-old. 
Unable to afford a new fridge, she resorted to using the freezer 
and removed insulin and bottles before they started to freeze.

“I was stressed and worried where the next fridge would come 
from because I didn’t want to go through Rent the Roo. 

�¸�)�L�P�U�N���H���Z�P�U�N�S�L���T�V�[�O�L�Y�����P�[�»�Z���O�H�Y�K���[�V���Z�H�]�L�����Ä�U�H�U�J�P�H�S�S�`���K�P�M�Ä�J�\�S�[��
to save at times.”

MPower Coach-Consultant Zeila Wallace heard of Leah’s 
situation and introduced her to NILS (No Interest Loan Scheme). 

“I was overjoyed because I could buy food to store. I no 
longer had to store things in the freezer and remove them 
throughout the day.

“Through MPower I learned that there are other advances, 
and ways of getting items, without paying back a high 
payment with no excess fees or extra costs. 

“And you don’t have to worry about the money coming out 
of your account. It’s done automatically and will stop when 
the fridge is paid off. 

“I am so proud to own a brand new stainless steel fridge. I 
found the payments affordable.”

“I found the application process good. Everything was 
accessible online. 

“I’m also signed up to SET, Handicraft, Home Pride, Wise 
Buys and have nearly completed Pride of Place,” Leah 
explained.

Adorning Leah’s new fridge are hand cut-outs featuring 
inspirational quotes she crafted at Strong Families workshops. 

“It’s my goal to be independent, not rely on family, and to 
provide a better life for my son.”

Her quote to live by: “Believe in yourself and you can 
achieve your goals.”

With the support of MPower, Leah has a new fridge  
to store her life-saving medication.

familySTORIES

AMAZING SAVING
“My educational expenses are taken care of.”

Vivian Pearson has a SET account for her nine year-old 
daughter, Chuva May. The account was established two 
years ago (April 2013), and Vivian has been consistently 
contributing ever since. 

When Vivian checked Chuva’s trust balance recently, she was 
amazed at how much she’s already saved—“Really, is that 
her balance?” 

“It’s great that I don’t have to worry about saving for 
educational expenses because it’s already taken care of.” Vivian couldn’t believe how much she had saved  

for Chuva’s education.
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NO MORE  
MONEY WORRIES
“I’m just enjoying life one day at 
a time.”

Juunju Warra Elder Mrs Ella Woibo was 
‘restless’ stressing about paying off a water 
pump for the farm house and came to 
MPower for advice.

“My husband and I are on a pension and 
were worried about paying off the water 
pump. I thought about MPower and that I 
might get help, so I did.

“I was so excited that I got help to make the 
payment. I didn’t need to worry about the 
payments coming out, I could just sit back 
happy knowing the payments were coming out 
of my account each fortnight (via direct debit).

“I feel good, proud and happy now that I have no more bills and the payments are all done so I have money for myself 
�[�V���Z�W�L�U�K�����0���^�H�Z���H�I�S�L���[�V���I�\�K�N�L�[���H�Y�V�\�U�K���[�O�L���W�H�`�T�L�U�[�Z�����4�L���H�U�K���T�`���O�\�Z�I�H�U�K���T�H�U�H�N�L�K���Ä�U�L���V�U���[�O�L���T�V�U�L�`���^�L���O�H�K����

“I learned that I could stick to my payments and now I want to buy items for my house for after the renovation. I’m 
looking forward to having my house renovated and decorating it with new items.”

In the meantime Mrs Woibo is living life to the full, enjoying time with the ladies at Strong Families Handicraft and 
having smoko and lunch, and yarning. “I like the sewing.”

“I’m just enjoying life one day at a time. I’d like to continue clan outings, and spending time with family and friends, 
and to keep attending church and fellowship.

“I enjoy singing hymns and reading the church booklet and listening to the words of Pastor David Spanagel.”

Mrs Woibo, 82, says she and her husband, 87, are blessed to be married for 64 years this year.  

MPower supported Mrs Woibo to set up stress-free payments for  
their new water pump on the farm.

INTERNET CREATES INDEPENDENCE
“Internet banking and budgeting are my biggest achievement.” 

�+�V�Y�L�L�U���7�L�H�Y�Z�V�U���Q�V�P�U�L�K���4�7�V�^�L�Y���[�V���O�L�S�W���O�L�Y���N�L�[���V�U���[�V�W���V�M���O�L�Y���Ä�U�H�U�J�L�Z��������

“When I got money I used to spend it foolishly and didn’t have a budget. Money used to 
come and go,” she said.  

“I know my budget now and spend wisely. I understand money and how to save.

“I’ve learned internet banking, how to talk to banks and budgeting.

“I can do Internet banking myself with little help from the MPower team.

“I didn’t know anything about computers before but I’ve learned the basics for internet 
banking. It’s quite an achievement.”

Doreen’s advice to others: “Other young people should join MPower and learn 
about budgeting and money.”

Computer banking is the 
best according to MPower 
member Doreen Pearson.
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MPOWER
MPower supports individuals and families to manage their money by: 
�‹�� enabling access to internet and phone banking facilities, with or without support from staff 

�‹�� �O�L�S�W�P�U�N���T�L�T�I�L�Y�Z���[�V���V�]�L�Y�J�V�T�L���L�]�L�Y�`�K�H�`���Ä�U�H�U�J�P�H�S���Z�[�Y�\�N�N�S�L�Z���[�O�Y�V�\�N�O���V�U�N�V�P�U�N���M�H�T�P�S�`���Z�\�W�W�V�Y�[��

�‹�� equipping members with knowledge and skills around budgeting, debt reduction, banking, wealth creation and bill payments.

1 Based on the percentage population growth in Hope Vale from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Hope Vale adult population (15+ 
years of age) has reached 791 in 2015.       

2 Coaching sessions follow a “strategic conversational” format, whereby participants are supported to set expectations for themselves and the sessions (session one), understand their current 
�Ä�U�H�U�J�P�H�S���Z�P�[�\�H�[�P�V�U�����Z�L�Z�Z�P�V�U���[�^�V�����¸�(���Z�W�H�J�L�¹�������H�Y�[�P�J�\�S�H�[�L���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���N�V�H�S�Z�����Z�L�Z�Z�P�V�U���[�O�Y�L�L�����¸�)���Z�W�H�J�L�¹�������K�L�J�P�K�L���\�W�V�U���H���Z�W�L�J�P�Ä�J���W�S�H�U���[�V���H�J�O�P�L�]�L���[�O�V�Z�L���N�V�H�S�Z�����Z�L�Z�Z�P�V�U�Z���M�V�\�Y���H�U�K���Ä�]�L�����¸�*���H�U�K���+��
spaces”) and receive ongoing support (session six onwards). The retention rates reported here do not exclude participants who have skipped ahead—for example, from session one to three.      

MEMBERSHIP
�‹�� Community members aged 15+ years can visit the O-Hub to sign-up. By signing up to MPower, members can be supported to 

�I�\�P�S�K���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���H�U�K���I�L�[�[�L�Y���T�H�U�H�N�L���[�O�L�P�Y���T�V�U�L� �̀���

�‹�� Membership continues to grow —there are now 559 community members signed up to MPower in Hope Vale. This represents 
about 71 per cent of all Hope Vale adults (15+ years).1

�‹�� The largest proportion of members who have joined MPower since Q1 2013 have been self- or family/friend-referred. People are 
spreading the good word about the help that MPower can give.   

HOW DOES MPOWER HELP MEMBERS TO IMPROVE THEIR FINANCIAL LITERACY? 

INTERNET AND PHONE BANKING,  
SELF-SERVICE AREA

�‹�� Members can come to the O-Hub at 
any time to use the self-service area for 
internet and phone banking. O-Hub 
staff are always available to assist 
and encourage members to build their 
internet and phone banking skills. 

�‹�� During Q1, members used the self-service 
area 460 times—an increase from the 405 
sessions held in Q4 2014.  

BUILDING SPECIFIC SKILLS 
MONEY MANAGEMENT TOOL  
(MMT) SESSIONS
�‹�� Members can participate in MMT sessions to build 

�[�O�L�P�Y���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J� �̀����+�\�Y�P�U�N���[�O�L�Z�L���Z�L�Z�Z�P�V�U�Z�����T�L�T�I�L�Y�Z��
learn about banking, budgeting, debt reduction, 
internet and phone banking, loans, payments and 
wealth creation.  

�‹�� Seven MMT sessions were held during Q1 2015, 
where members learned about banking (including 
internet and phone banking), budgeting and loans. 
Since Q1 2014, members have used all MMTs at least 
once, except for Wealth Creation and Debt Reduction 
Support, with Internet and Phone Banking Support 
being used most often.    

ONGOING FINANCIAL LITERACY SUPPORT

�4�L�T�I�L�Y�Z���J�H�U���I�\�P�S�K���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���[�O�Y�V�\�N�O���H���Y�H�U�N�L���V�M���V�U�N�V�P�U�N��
support sessions, including Little ‘a’, Simple Budget, and Coaching. 

Little ‘a’ sessions assist members to overcome 
�Z�W�L�J�P�Ä�J���H�U�K���T�P�U�V�Y���Ä�U�H�U�J�P�H�S���W�Y�V�I�S�L�T�Z�����L���N�����W�H�`�P�U�N���H���I�P�S�S������
Addressing small problems prevents them from growing 
into larger, uncontrollable issues.  In Q1, 27 Little ‘a’ 
sessions were held.

Simple Budget  sessions teach members the 
importance of budgeting, and take them through the 

basics of drafting a budget for themselves. During Q1, 14 Simple 
Budget sessions were held.    

Coaching  consists of a series of structured sessions 
covering all aspects of money management and linking 

people with other opportunities (e.g. SET, POP etc.) to help them 
�I�\�P�S�K���Z�[�Y�V�U�N���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���H�U�K���P�T�W�Y�V�]�L���V�\�[�J�V�T�L�Z���H�J�Y�V�Z�Z���[�O�L�P�Y��
lives. Participants progress through a “strategic conversation” to 
�\�U�K�L�Y�Z�[�H�U�K���[�O�L�P�Y���J�\�Y�Y�L�U�[���Ä�U�H�U�J�P�H�S���I�L�O�H�]�P�V�\�Y�Z�����Z�L�[���N�V�H�S�Z�����H�U�K���W�S�H�U���M�V�Y��
better futures. During Q1, 16 coaching sessions were held. Coaching 
participants have demonstrated steady progression over time:  

1 2 3 4 5 ONGOING

100% 82% 66% 37% 63% 42%

(n=38) (n=31) (n=25) (n=14) (n=24) (n=16)

COACHING SESSIONS2

�+�\�Y�P�U�N�� �8������ �������� �J�V�T�T�\�U�P�[�`�� �T�L�T�I�L�Y�Z�� �H�J�J�L�Z�Z�L�K�� �4�7�V�^�L�Y�� �������� �[�P�T�L�Z�� �[�V�� �P�T�W�Y�V�]�L�� �[�O�L�P�Y�� �Ä�U�H�U�J�P�H�S�� �S�P�[�L�Y�H�J� �̀�

O-HUB
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1 Based on the percentage population growth in Hope Vale from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Hope Vale adult population (18+ 
years of age) has reached 737 in 2015.

2 ‘Needs’ include basic items such as food, shelter, clothing, white goods (e.g. washing machine/fridge), health (e.g. medicine, wellbeing), mattresses, transport (e.g. car necessary for 
employment opportunities). ‘Wants’ include items that are not an immediate need, including televisions and stereos.

POSITIVE IMPACTS OF MPOWER ON COMMUNITY MEMBERS

INTERNET AND PHONE BANKING  
ASSISTANCE LEVELS

�‹�� Members can request internet and phone  
banking assistance from staff when using the  
self-service area. 

�‹�� In Hope Vale, unassisted sessions began to outstrip 
assisted sessions in late 2011 and since then, have 
�N�Y�H�K�\�H�S�S�`���P�U�J�Y�L�H�Z�L�K�����/�V�^�L�]�L�Y�����H�Z���P�U�Å�\�_�L�Z���V�M���U�L�^��
�T�L�T�I�L�Y�Z���J�V�T�L���[�O�Y�V�\�N�O�����H�Z�Z�P�Z�[�H�U�J�L���S�L�]�L�S�Z���Å�\�J�[�\�H�[�L�·
new members likely require more assistance.  

WISE BUYS 
Through Wise Buys, members are enabled and supported to get value-for-money when purchasing 
household goods and services. Members receive support and advice around: 
�‹�� purchasing options (e.g. online versus local store)

�‹�� comparing prices to get best value

�‹�� understanding purchasing terms and conditions (e.g. warranties) 

�‹�� completing purchases when they are ready to do so.  

MEMBERSHIP
�‹�� Community members aged 18+ years visit the O-Hub to 

sign-up. By signing up to Wise Buys, community members 
are learning the knowledge and skills they need to make well-
informed purchasing decisions. 

�‹�� Membership continues to grow —there are now 81 community 
members signed up to Wise Buys in Hope Vale. This represents 
about 11 per cent of all Hope Vale adults (18+ years).1

HOW DOES WISE BUYS HELP MEMBERS TO MAKE BETTER PURCHASING DECISIONS? 

PURCHASING ASSISTANCE
�‹�� Members can come to the O-Hub at any time to use the 

MPower self-service area to research future purchases, 
receive general support around purchasing decisions, make 
a purchase and/or make a payment. O-Hub staff are always 
available to assist and encourage members to increase their 
purchasing power. 

�‹�� During Q1, 32 Wise Buys members visited the O-Hub a total of 58 
times to seek support. Most visits (50%) were to receive general support. 

�‹�� Members made two purchases through Wise Buys in Q1, including one need item 
and one want item.2 The need item was a toolkit to support a member in their 
carpentry apprenticeship. 

O-HUB
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STUDENT EDUCATION TRUSTS 

1 Based on the percentage population growth in Hope Vale from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the population of community members 
aged 0-25 years has reached 601 in 2015.  

2 Based on the percentage population growth in Hope Vale from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Hope Vale adult population (18+ 
years of age) has reached 737 in 2015.       

The Student Education Trust (SET) programme promotes the value and importance of education by:    
�‹�� enabling and encouraging parents, carers, kin and others to regularly set aside money to pay for their children’s  

educational needs  

�‹�� assisting SET donors to purchase educational items for their children. 

MEMBERSHIP
Community members aged 18+ years visit the O-Hub to sign their children up to a SET account, and to commit themselves as donors. 

TOTAL CHILDREN WITH SET ACCOUNTS

�‹�� Every child signed up to SET has a unique account. 

�‹�� By the end of Q1, a total of 239 Hope Vale children had been 
signed up to a SET account. 

�‹�� This means that 40 per cent of all Hope Vale children and 
�`�V�\�[�O�������¶�������`�L�H�Y�Z�����O�H�]�L���U�V�^���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;��1

�‹�� Of the 239 accounts that have been opened in Hope Vale to 
date, 224 (94%) remained open at the end of Q1 and 15 (6%) 
had been closed. 

�‹�� The largest proportion (50%) of the 224 SET accounts remaining 
open are for primary school aged children (see below). 

�‹�� �;�O�L���[�V�[�H�S���H�J�J�V�\�U�[�Z���P�U���[�O�L���H�I�V�]�L���Ä�N�\�Y�L���K�V���U�V�[���H�K�K���[�V����������
because the schooling status of eight SET students is 
unknown. These students are aged between 14–16 and 
have a total combined balance of $1,100.68. O-Hub staff will 
follow up with the donors for these accounts where possible 
to determine the schooling status of these students.

TOTAL SET DONORS

�‹�� Each SET account can have between one and three donors, 
including parents, carers, kin, friends and any others who 
wish to donate. By signing up to SET, men and women are 
showing that they are committed to supporting children’s 
educational needs.  

�‹�� The number of people donating to SET accounts has 
continued to grow—there are now 157 community 
members signed up to SET in Hope Vale. This represents 
about 21 per cent of all Hope Vale adults (18+ years).2

�‹�� Of these donors, 74 (47%) are contributing to one account, 
57 (36%) are contributing to two accounts, and 26 (17%) 
are contributing to three or more accounts. Donors are 
working together to share the load and make education 
more affordable.

�‹�� Eighty-four per cent of Hope Vale donors are female, most 
(80%) being the recipient’s mother. Hope Vale women 
are setting a good example for their children and their 
community by making education a top priority.

�‹�� It is also critical that men support children’s educational 
needs. O-Hub staff continue to encourage men to take the 
same brave steps as Hope Vale women in supporting their 
children’s education.  

�:�V���M�H�Y��������� ���/�V�W�L���=�H�S�L���J�O�P�S�K�Y�L�U���O�H�]�L���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;���H�U�K�����������H�K�\�S�[�Z���O�H�]�L���I�L�J�V�T�L���:�,�;���K�V�U�V�Y�Z��
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STATIONERY

1 The balance of SET accounts is an outstanding balance of all trusts to the end of the quarter. It takes into consideration all contributions and purchases of each to date and thus, it is not a 
cumulative total.

HOW DOES SET HELP MEMBERS TO SUPPORT THEIR CHILDREN’S EDUCATIONAL NEEDS? 

SAVING SUPPORT

�‹�� O-Hub staff members encourage donors to 
�T�H�P�U�[�H�P�U���Y�L�N�\�S�H�Y���Ä�U�H�U�J�P�H�S���J�V�U�[�Y�P�I�\�[�P�V�U�Z���[�V���[�O�L�P�Y��
children’s SET accounts. Where contributions drop 
off or stop, O-Hub staff follow up with donors and 
support them to re-start their contributions. 

�‹�� During Q1, a total of $17,771.01 was contributed 
to SET accounts in Hope Vale. This is slightly less than 
the amounts being contributed over the last half of 2014, 
but is typical for the start of the year. This still represents 
a large sum of money being put aside to fund student 
educational needs. 

PURCHASING EDUCATIONAL ITEMS

�‹�� Donors can make educational purchases from 
their children’s SET account at any time and are 
assisted by O-Hub staff to do so. 

�‹�� The O-Hub also regularly runs SET Fairs to 
encourage donors to purchase educational 
materials to support their children.

�‹�� During Q1 a total of 303 purchases were made from SET 
accounts. The total value of these purchases  
was $22,094.89.   

�‹�� As a result of these consistent savings, SET account 
balances in Hope Vale continue to stay relatively high, sitting 
at $183,142.41 at the end of Q1. 

�‹�� High account balances are a positive sign—they mean 
donors are putting away nest eggs to support their children’s 
future educational needs. We also hope to see these 
balances go up and down over time, as donors spend funds 
�V�U���L�K�\�J�H�[�P�V�U�H�S���N�V�V�K�Z���[�O�H�[���I�L�U�L�Ä�[���[�O�L�P�Y���J�O�P�S�K�Y�L�U����

�‹�� The top four most common purchases during Q1 were: 

SCHOOL UNIFORMS

READERS AND BOOKS

O-HUB

POSITIVE IMPACTS OF STUDENT EDUCATION TRUST ON COMMUNITY MEMBERS

WHAT ARE MEMBERS SAYING?

“Lets me come to the SET Fair and select items 
I want to buy and [I] don’t have to worry about 
having money on me to buy the things… At a 
SET Fair, I got books and puzzles for my son as 
he likes that kind of stuff.” �/�6�7�,���=�(�3�,���4�6�;�/�,�9“I love SET. I think SET is really good.” �/�6�7�,���=�(�3�,���-�(�;�/�,�9

“I think it’s good for those people that have trouble with 
budgeting, have problem with other people misusing 
their money.” �/�6�7�,���=�(�3�,���.�9�,�(�; ���.�9�(�5�+�4�6�;�/�,�9

EDUCATIONAL TOYS 
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ENGAGEMENT ACTIVITIES
�‹�� Members and non-members can 

�W�H�Y�[�P�J�P�W�H�[�L���P�U���H�U�K���I�L�U�L�Ä�[���M�Y�V�T���V�U�N�V�P�U�N��
engagement activities, like informal 
discussions, information sessions, home 
visits, community events and workshops on 
different aspects of positive parenting.

MEMBERSHIP
�‹�� Community members aged 18+ years visit the Parenting Hub 

to sign-up. By signing up to Strong Families, men and women 
are learning the skills they need to become the best parents 
they can be. 

�‹�� Membership continues to grow—there are now 102 community 
members signed up to Strong Families in Hope Vale. This 
represents about 14 per cent of all Hope Vale adults (18+ years).1

STRONG FAMILIES—PARENTING

HOW DOES STRONG FAMILIES HELP PARENTS AND CARERS? 

POSITIVE PARENTING SESSIONS
�‹�� Members participate in ‘Triple P’, Positive Parenting 

Program, training sessions to build their parenting 
knowledge and skills.

�‹�� During Q1, 29 community members participated in 35 
sessions overall, including 32 Strong Families sessions 
(for at-risk families) and three Baby College sessions 
(where expectant parents socialise and learn together).

�‹�� This quarter, members learned about: how parenting 
practices have changed over time; the importance 
of spending special time and talking with children; 
techniques for giving clear and calm instructions; 
�H�U�K���[�O�L���Z�P�N�U�P�Ä�J�H�U�J�L���V�M���N�V�V�K���U�\�[�Y�P�[�P�V�U�����H�Z���^�L�S�S���H�Z���O�V�^��
developing eating routines and planning meals can help.  

ONGOING FAMILY SUPPORT
�‹�� Members can visit the Parenting Hub at any time to receive practical and 

emotional support with daily parenting and family matters, as well as 
being referred to other local services. 

�‹�� This quarter, 67 family support meetings were held. 

1 Based on the percentage population growth in Hope Vale from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Hope Vale adult population (18+ 
years of age) has reached 737 in 2015.       

96 people, including members and non-members, accessed Strong Families to improve 
their parenting skills during Q1.

POSITIVE IMPACTS OF STRONG FAMILIES PARENTING ON COMMUNITY MEMBERS

Partner came to the Parenting 
Hub to learn about how they 
could better cope with their 
children’s behaviour. The partner 
struggles with addiction, which 
affects their relationship with their 
children and impacts negatively 
on their family life. 

The partner was initially shy about speaking with the Strong Families staff, but 
began to feel more comfortable after a couple of sessions. The partner has 
been referred to services that can help with their addictions and has learned 
the importance of setting a good example for their children to follow. They have 
set some positive goals for themselves, and are clear about a plan of attack 
to improve their own health, and to become a better parent to their children. 
There’s a lot of work to be done, but this partner is showing good intent and is 
on the right track.     

PERSONAL PROGRESS STORY

PARENTING 
HUB

Strong Families Parenting encourages and promotes positive parenting by: 
�‹�� creating opportunities for families to positively engage with each other and other community members

�‹�� equipping parents and carers with the knowledge and skills they need to effectively care for their children through 
positive parenting sessions 

�‹�� supporting families in everyday parenting struggles through ongoing family support. 

�‹�� During Q1, 62 engagement activities were undertaken. Most were 
informal discussions, but home visits, women’s group activities, 
workshops and a community event were also undertaken. 
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ENGAGEMENT ACTIVITIES
�‹�� �4�L�T�I�L�Y�Z���J�H�U���W�H�Y�[�P�J�P�W�H�[�L���P�U���H�U�K���I�L�U�L�Ä�[���M�Y�V�T��

ongoing engagement activities, like: home visits; 
workshops focusing on building a range of skills, 
like sewing or cooking; and informal discussions 
to receive general advice and support. 

�‹�� During Q1, 63 engagement activities were undertaken. 
Most were informal discussions, but home visits and 
workshops, including for sewing and cooking, were 
also undertaken.  

STRONG FAMILIES—HOME PRIDE

1 Based on the percentage population growth in Hope Vale from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Hope Vale adult population (18+ 
years of age) has reached 737 in 2015.       

Strong Families Home Pride assists families to build the knowledge and skills they need to create happy 
and healthy homes for their children, through:
�‹�� healthy cooking classes

�‹�� �P�U�M�V�Y�T�H�[�P�V�U���Z�L�Z�Z�P�V�U�Z���H�I�V�\�[���[�O�L���I�L�U�L�Ä�[�Z���V�M���T�H�P�U�[�H�P�U�P�U�N���H���J�S�L�H�U���H�U�K���O�L�H�S�[�O�`���O�V�T�L

�‹�� support with DIY ‘do-it-yourself’ home improvement projects. 

MEMBERSHIP
�‹�� Community members visit the Parenting Hub to sign-up. 

By signing up to Home Pride, men and women are learning 
the skills they need to create happy and healthy home 
environments for their children. 

�‹�� Membership continues to grow—there are now 28 community 
members signed up to Home Pride in Hope Vale. This represents 
about four per cent of all Hope Vale adults (18+ years).1

HOW DOES ITAV HELP PARENTS AND CARERS TO BUILD HAPPY, HEALTHY HOMES?

STRATEGIES FOR CREATING HAPPIER 
AND HEALTHIER HOMES
�‹�� Members sign up to Home Maker elements to 

learn about the importance of maintaining a safe, 
healthy and clean home and how to go about 
it. For example, through meal planning, healthy 
cooking classes, making DIY cleaning products 
and setting routines for children. 

�‹�� During Q1, two Home Maker sessions were held. 

DIY HOME IMPROVEMENT 
�‹�� Members can choose to do House Blitz DIY projects on one or more rooms in their home to make healthier living spaces for their 

families. O-Hub staff members support them to plan, design and complete their House Blitz projects.    

�‹�� During Q1, members participated in two strategic conversations to plan their DIY projects, 17 House Blitz sessions to begin their 
�W�Y�V�Q�L�J�[�Z���H�U�K���M�V�\�Y���+�0�@���Z�L�Z�Z�P�V�U�Z���[�V���S�L�H�Y�U���Z�W�L�J�P�Ä�J���Z�R�P�S�S�Z���P�U���Z�L�^�P�U�N���H�U�K���H�Z�Z�L�T�I�S�P�U�N���M�\�Y�U�P�[�\�Y�L������

71 people, including members and non-members, accessed Home Pride to improve their homes in Q1.

PARENTING 
HUB
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PRIDE OF PLACE

1 Partners are required to have skin in the game by contributing ‘sweat equity’—that is, physical labour and money—to the completion of their POP projects. This ensures that partners build 
capabilities and skills through participation in the program.

2 Based on the percentage population growth in Hope Vale from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Hope Vale adult population (18+ 
years of age) has reached 737 in 2015.       

Pride of Place (POP) helps families to create healthier outdoor living spaces where they can spend quality 
time together. POP assists by:
�‹�� supporting members to undertake Backyard Blitzes (backyard renovation projects), for which members contribute  

money and ‘sweat equity’ 1

�‹�� providing members with information about caring for their gardens and outdoor living spaces through Garden Clubs  
and Pop-up Visits. 

MEMBERSHIP
�‹�� Community members aged 18+ years visit the O-Hub to sign-

up. By signing up to POP, men and women are learning the 
skills they need to create healthier outdoor living spaces for 
their families and community. 

�‹�� Membership continues to grow—there are now 137 community 
members signed up to POP in Hope Vale. This represents about 
19 per cent of all Hope Vale adults (18+ years).2 

�‹�� These members live in 110 separate Hope Vale households.

out of 10  of all Hope Vale households 
are now signed up to POP6

ENGAGEMENT AND SKILL-BUILDING ACTIVITIES

HOW DOES POP HELP MEMBERS TO CREATE HEALTHIER OUTDOOR LIVING SPACES?

BACKYARD RENOVATIONS
�‹�� Members receive support to undertake 

Backyard Blitzes—backyard renovation 
projects that aim to create healthier outdoor 
living spaces. 

�‹�� Members contribute by saving $1,000 each 
towards their renovations and putting in ‘sweat 
equity’ labour to complete their project.

�‹�� This year, nine people have signed up to 
do a Backyard Blitz and have so far saved 
$9,830.00 towards their combined target 
contribution of $9,000.00—two participants 
have exceeded their required contributions. 

�‹�� During Q1, members began work on their 
Backyard Blitz projects, with 10 people 
contributing a total of 98.5 hours of sweat 
equity. They have been busy building 
garden beds, timber edging and carrying 
out mulching. 

O-HUB

�‹�� During Q1, 54 engagement activities were undertaken, 
including 53 Pop-up Visits and one Garden Club event. 

38 community members accessed POP to improve their knowledge and skills during Q1.

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2013 2014

150

100

50

0

2015
Q1

TOTAL POP MEMBERS
Q1 2013 TO Q1 2015

137 
Hope Vale POP  

members

TOTAL POP-UP VISITS
Q1 2014 TO Q1 2015

80

60

40

20

0

53

18

Q2 Q3 Q4 Q1
2014 2015

Q1

15

66 57

�‹�� Members and non-members can participate in 
�H�U�K���I�L�U�L�Ä�[���M�Y�V�T���V�U�N�V�P�U�N���L�U�N�H�N�L�T�L�U�[���H�J�[�P�]�P�[�P�L�Z����
like: Garden Club events, where participants learn 
gardening and maintenance skills in an interactive 
setting; and Pop-up Visits, where members receive 
general advice and support.  

�‹�� The annual POP schedule typically has the team focusing on backyard 
renovation projects at the beginning and end of each year, but despite this, 
engagement and skill building activities have remained strong this quarter.
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SET has been the main driver of visitors to the O-Hub during 

Q1. The beginning of the year is traditionally an eventful period 

for SET as all parents in the community are busy preparing their 

�R�P�K�Z�� �[�V�� �Y�L�[�\�Y�U�� �[�V�� �Z�J�O�V�V�S���� �;�O�P�Z�� �P�Z�� �Y�L�Å�L�J�[�L�K�� �P�U�� �[�O�L�� �[�V�[�H�S�� �U�\�T�I�L�Y�� �V�M��

purchases being made, which have again spiked—similar to the 

last two years. This is also the time when we get to check that all 

SET donors are making regular SET contributions. O-Hub staff 

members have continued to follow up with and encourage those 

less active donors to re-start their contributions. This ensures 

that all students are getting the support they need to succeed 

at school. 

The Mossman Gorge Board (Bamanga Bubu Ngadimunku Inc., 

BBN) held the opening of the new community playground this 

quarter. The event was a big success with representatives of all 

community stakeholders attending, including Billy Gordon (MP 

for Cook as well as Douglas Shire) and Mayor Julia Leu. Pride 

of Place played a big part in the construction of the community 

playground by utilising funds from Community Action Network 

Funds to build the garden, retaining walls and lay the new grass. 

O-Hub staff members have continued to negotiate with BBN 

for funding support for another community project: painting the 

local council building. If provided, these funds would be used 

to employ four young men or women from the community to 

assist with the painting, while also building their capabilities and 

job-readiness.  

Queensland Housing has started renovating homes in Mossman 

Gorge. Cape York Partnership’s Bama Services has been awarded 

contracts to restore four of the eight homes, which is a boon for 

Indigenous employment. Home Pride staff members have already 

been engaging with the residents of these eight homes, assisting 

them to choose colours for the interior and exterior painting 

(following the Queensland Housing renovation guidelines). 

O-Hub staff will continue to engage with these residents after 

MOSSMAN GORGE O-HUB  Q1 
their renovations are complete, including to support those who 

have expressed an interest in using Wise Buys to purchase new 

whitegoods and furniture. 

O-Hub staff members have also been working with Ergon 

Energy throughout Q1 to raise community awareness around the 

availability of an energy rebate for homes that use Power Cards. 

Ergon Energy has only recently made these cards available to 

community members after much discussion. 

MPower staff members met with the local Family Responsibilities 

Commission (FRC) commissioners during Q1 to discuss future 

referrals. The FRC commissioners have agreed to strengthen 

referrals to MPower, which has already led to a 100 per cent 

engagement rate for those attending FRC conferences in Q1. 

�;�O�P�Z���P�Z���[�O�L���Ä�Y�Z�[���[�P�T�L�����������W�L�Y���J�L�U�[���L�U�N�H�N�L�T�L�U�[���O�H�Z���I�L�L�U���Y�L�H�J�O�L�K��

for FRC clients being referred to MPower—an excellent sign of 

progress. In light of this success, Strong Families staff members 

will also seek out opportunities to further strengthen relationships 

with the FRC.

By Mossman Gorge O-Hub Leader, Reggie Jackson

DEMOGRAPHIC POPULATION 1

Overall 98

Adult (15+) (MPower eligibility) 77

Adult (18+) 77

Youth (0–25) (SET eligibility) 35

Early childhood (0–4) 5

Primary school (5–11) 13

Secondary school (12–17) 3

Tertiary/further education (18–24) 14

Households 31

1 These population numbers have been calculated by applying the percentage population growth in Mossman Gorge from 2006–2011 (according to Census data) as an annual rate. 
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WISE BUYS

�‹�� Wise Buys membership 
has increased again 
this quarter, reaching 
95 members overall. 
Mossman Gorge adults 
have a clear desire to 
learn how they can 
make better purchasing 
decisions. 

�‹�� The three Wise Buys 
purchases made 
this quarter included 
one ‘need’ item: a 
refrigerator. 

MPOWER

�‹�� MPower membership continues to 
increase—176 people are now signed up 
�H�U�K���H�Y�L���J�V�T�T�P�[�[�L�K���[�V���P�T�W�Y�V�]�P�U�N���[�O�L�P�Y���Ä�U�H�U�J�P�H�S��
knowledge and skills. 

�‹�� During Q1, 71 community members accessed 
MPower a total of 587 times, including to make 
use of self-service internet and phone banking, 
participate in Money Management Training 
�Z�L�Z�Z�P�V�U�Z�����H�U�K���Y�L�J�L�P�]�L���V�U�N�V�P�U�N���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`��
support. This is an encouraging indication that 
these partners are taking responsibility for their 
�V�^�U���Ä�U�H�U�J�L�Z����

MOSSMAN GORGE Q1
PARTNER PARTICIPATION SUMMARY

Mossman Gorge has continued to see increased participation across most Opportunity Products throughout 
Q1. Community members remain resolutely dedicated to improving their skills and capabilities as a means 
of building brighter futures. The level of commitment to SET in Mossman Gorge has always been particularly 
high. Despite the size of the community, there are a huge number of donors regularly contributing amounts 
that are similar to those committed in Aurukun and Hope Vale—communities that are both about nine to 10 
times the size of Mossman Gorge. This places Mossman Gorge students in good stead to succeed at school. 
Similarly, the level of commitment to MPower in Mossman Gorge is also incredibly strong. We are optimistic 
that membership and participation will continue to grow even stronger over the coming months and years.     

STUDENT EDUCATION TRUST (SET)

�‹�� SET membership continues to rise—160 Mossman 
Gorge students now have a SET account. 

�‹�� It is becoming the norm to put money aside for 
students’ educational needs, with 100 Mossman Gorge 
adults now contributing to at least one SET account. 

�‹�� SET donors have saved $13,182.90 during the quarter— 
�H���Z�P�N�U�P�Ä�J�H�U�[���Z�\�T���V�M���T�V�U�L�`���P�Z���I�L�P�U�N���W�\�[���H�Z�P�K�L���[�V���T�L�L�[���[�O�L��
educational needs of Mossman Gorge students.   

PRIDE OF PLACE (POP)

�‹�� POP membership has remained stable this quarter at 32 
members from 26 households. By signing up to POP, 
these members are expressing a clear desire to create 
healthier outdoor living spaces. 

�‹�� No Garden Club events were scheduled for Q1, though 
POP staff conducted four Pop-up Visits to provide 
members with general advice and support. 

�‹�� Work continued on two Backyard Blitz projects during Q1. 
The two partners working on these projects contributed a 
total of 28 hours of sweat equity. One member completed 
their project in Q1—a great effort.  

STRONG FAMILIES PARENTING 
IT TAKES A VILLAGE TO RAISE A CHILD

�‹�� Thirty-nine Mossman Gorge community 
members are now signed up to Strong 
Families Parenting. These strong men and 
women are learning the skills they need to 
become the best parents they can be. 

�‹�� Twenty-three positive parenting sessions 
were held during the quarter with 17 
participants attending—some multiple 
times. O-Hub staff members also continue 
to provide additional ongoing family 
support, including by running women’s 
groups, workshops, home visits, and family 
support meetings.

STRONG FAMILIES HOME PRIDE 
IT TAKES A VILLAGE TO RAISE A CHILD

�‹�� There are currently 14 Home Pride members 
in Mossman Gorge. These members are 
interested in making their homes happier and 
healthier for their families. 
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familySTORIES
TACKLING MONEY  
PROBLEMS HEAD ON
Bernadette Ross-Kelly had wanted to get a better 
car so went and saw a car dealership in Cairns to 
trade in her old one and upgrade to a newer model.

“Back in Mossman I set up payroll deduction 
to begin paying off the car. The repayments that  
�0���O�H�K���H�N�Y�L�L�K���[�V���^�P�[�O���[�O�L���Ä�U�H�U�J�L���J�V�T�W�H�U�`���^�L�Y�L���[�V�V��
big, and I was worried that I wouldn’t be able to 
manage the payments.”   

Bernadette works full time at the Mossman Gorge 
Gateway. Her employer referred her to MPower for 
�H�Z�Z�P�Z�[�H�U�J�L�� �H�Z�� �Z�O�L�� �K�P�K�� �U�V�[�� �^�H�U�[�� �[�V�� �N�L�[�� �P�U�[�V�� �Ä�U�H�U�J�P�H�S��
trouble so soon after buying the car. With the support 
of MPower, Bernadette completed a simple budget 
to work out what she could afford and was able to 
negotiate a 30 per cent reduction in her repayments 
with the bank. 

�)�L�Y�U�H�K�L�[�[�L���O�H�Z���Q�\�Z�[���H�J�J�L�W�[�L�K���H���U�L�^���Z�P�_���T�V�U�[�O���Z�L�J�V�U�K�T�L�U�[���P�U���(�S�P�J�L���:�W�Y�P�U�N�Z�����H�U�K���P�Z���J�V�U�Ä�K�L�U�[���[�O�H�[���Z�O�L���J�H�U���H�M�M�V�Y�K���[�V���J�V�U�[�P�U�\�L��
to pay off her car while also gaining valuable experiences in her new job.  

MPower budgeting support helped Bernadette to sort out  
a stressful money problem.  

MY KIDS WANT  
TO GO TO SCHOOL 
“The kids get to pick the school stuff they want…”

Gerald Nandy of Mossman Gorge has two SET accounts for his 
children, which he has used predominantly to purchase school 
uniforms, school bags, shoes and socks, and books. 

“Usually I get normal stuff but my kids like to pick their own 
school bags. When the kids get to pick the school stuff they 
want, it makes them happy and it satisfies their needs and 
emotions. It makes my kids want to go to school because they 
have what other kids have, and they have what they need and 
they don’t complain to me that they do not have the things they 
need for school.”

SET makes it easier for Gerald to afford the uniforms and 
materials his children need for school. “I do not have to worry 
if the money is there.” 

He said he is proud of what he’s doing for his children through 
SET—“It makes me feel good that I did something for them.” Gerald says the money is there for education  

when he needs it.
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MPOWER GRADUATE MAKES NEW CAREER
“I found it easy to stay on track.”

Anastasia took the MPower journey and now 
works as an MPower consultant.

WOMEN’S CIRCLE— BREATH WORKSHOP
Strong Families hosted a breath workshop to support women with management 
of stress and emotions. Strong Families consultant Julie Williams said it’s a tool 
the women can use anywhere any time to promote their wellbeing.  

“Loved it because the room 
�P�Z�� �H�S�^�H�`�Z�� �Ä�S�S�L�K�� �^�P�[�O�� �W�V�Z�P�[�P�]�P�[� �̀���
really gave me something to 
think about.” STACY LANGTREE   

“For me this session was 
very important, as we shared 
our breathing exercise with 
each other, how to breath 
properly, and got the chance 
to practice.” KAY LANGTREE

“I enjoy coming along to the 
circles, I liked the information 
we shared tonight.” LINDY OUI 

“This information is valuable 
for Bama.” LORNA SHUAN

Anastasia Sagaukaz signed up for MPower and Wise buys to 
learn to budget her money, to help with her family and to make 
a good lifestyle.

“I joined MPower to pursue a better life with my little family and I 
want to be a good role model for my son as he grows up.”

Anastasia’s MPower goal is “to save for a house and a car.” 

She now works as an MPower Graduate, a role which she found 
out about by word of mouth when asking around for work. 

“I have been in this role for four months and am enjoying every 
minute of it; I enjoy everything about this job.” 

“I enjoy meeting new people, learning other cultural backgrounds, 
gaining new skills and knowledge in the O-Hub community and 
workplace; and helping people in my community.”

“I am happy and excited—this is a new environment for me—I 
�O�H�]�L�� �U�L�]�L�Y�� �^�V�Y�R�L�K�� �P�U�� �H�U�� �V�M�Ä�J�L�� �I�L�M�V�Y�L���� �0�� �I�H�Z�P�J�H�S�S�`�� �K�V�� �K�P�M�M�L�Y�L�U�[��
things every day, meeting new people and getting to know my 
community more.”

Anastasia has the following tips for others wanting to get ahead 
like this: “stay positive, pursue your goals, achieve your dreams 
and never look back.”

“I found it easy to stay on track with the support of family, 
�M�Y�P�L�U�K�Z�����H�U�K���Z�[�H�`�P�U�N���W�V�Z�P�[�P�]�L���H�U�K���J�V�U�Ä�K�L�U�[���¹
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MPOWER
MPower supports individuals and families to manage their money by: 
�‹�� enabling access to internet and phone banking facilities, with or without support from staff 

�‹�� �O�L�S�W�P�U�N���T�L�T�I�L�Y�Z���[�V���V�]�L�Y�J�V�T�L���L�]�L�Y�`�K�H�`���Ä�U�H�U�J�P�H�S���Z�[�Y�\�N�N�S�L�Z���[�O�Y�V�\�N�O���V�U�N�V�P�U�N���M�H�T�P�S�`���Z�\�W�W�V�Y�[��

�‹�� equipping members with knowledge and skills around budgeting, debt reduction, banking, wealth creation and bill payments.

1 Based on the percentage population growth in Mossman Gorge from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Mossman Gorge adult 
population (15+ years of age) has reached 77 in 2015. Based on the total number of MPower members, the actual number of Mossman Gorge residents within this age range obviously 
exceeds our conservative estimate.        

2 Coaching sessions follow a “strategic conversational” format, whereby participants are supported to set expectations for themselves and the sessions (session one), understand their current 
�Ä�U�H�U�J�P�H�S���Z�P�[�\�H�[�P�V�U�����Z�L�Z�Z�P�V�U���[�^�V�����¸�(���Z�W�H�J�L�¹�������H�Y�[�P�J�\�S�H�[�L���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���N�V�H�S�Z�����Z�L�Z�Z�P�V�U���[�O�Y�L�L�����¸�)���Z�W�H�J�L�¹�������K�L�J�P�K�L���\�W�V�U���H���Z�W�L�J�P�Ä�J���W�S�H�U���[�V���H�J�O�P�L�]�L���[�O�V�Z�L���N�V�H�S�Z�����Z�L�Z�Z�P�V�U�Z���M�V�\�Y���H�U�K���Ä�]�L�����¸�*���H�U�K���+��
spaces”) and receive ongoing support (session six onwards). The retention rates reported here do not exclude participants who have skipped ahead—for example, from session one to three.      

MEMBERSHIP
�‹�� Community members aged 15+ years can visit the O-Hub to sign-up. By signing up to MPower, members can be supported to 

�I�\�P�S�K���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���H�U�K���I�L�[�[�L�Y���T�H�U�H�N�L���[�O�L�P�Y���T�V�U�L� �̀���

�‹�� Membership continues to grow—there are now 176 community members signed up to MPower in Mossman Gorge. This 
represents about 100 per cent of all Mossman Gorge adults (15+ years).1

�‹�� The largest proportion of members who have joined MPower since Q1 2013 have been self- or family/friend-referred. People are 
spreading the good word about the help that MPower can give.   

HOW DOES MPOWER HELP MEMBERS TO IMPROVE THEIR FINANCIAL LITERACY? 

INTERNET AND PHONE BANKING,  
SELF-SERVICE AREA

�‹�� Members can come to the O-Hub at 
any time to use the self-service area for 
internet and phone banking. O-Hub 
staff are always available to assist 
and encourage members to build their 
internet and phone banking skills. 

�‹�� During Q1, members used the self-service 
area 460 times—an increase from the 405 
sessions held in Q4, 2014.

BUILDING SPECIFIC SKILLS 
MONEY MANAGEMENT TOOL  
(MMT) SESSIONS
�‹�� Members can participate in MMT sessions to build 

�[�O�L�P�Y���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J� �̀����+�\�Y�P�U�N���[�O�L�Z�L���Z�L�Z�Z�P�V�U�Z�����T�L�T�I�L�Y�Z��
learn about banking, budgeting, debt reduction, 
internet and phone banking, loans, payments and 
wealth creation.  

�‹�� Six MMT sessions were held during Q1 2015, where 
members learned about banking (including internet 
and phone banking). Since Q1 2014, members have 
used all MMTs at least once, except for Loan Support, 
with Banking Support being used most often. 

ONGOING FINANCIAL LITERACY SUPPORT

�4�L�T�I�L�Y�Z���J�H�U���I�\�P�S�K���[�O�L�P�Y���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���[�O�Y�V�\�N�O���H���Y�H�U�N�L���V�M���V�U�N�V�P�U�N��
support sessions, including Little ‘a’, Simple Budget, and Coaching. 

Little ‘a’ sessions assist members to overcome 
�Z�W�L�J�P�Ä�J���H�U�K���T�P�U�V�Y���Ä�U�H�U�J�P�H�S���W�Y�V�I�S�L�T�Z�����L���N�����W�H�`�P�U�N���H���I�P�S�S������
Addressing small problems prevents them from growing 
into larger, uncontrollable issues.  In Q1, 19 Little ‘a’ 
sessions were held. 

Simple Budget  sessions teach members the 
importance of budgeting, and take them through the 

basics of drafting a budget for themselves. During Q1, 12 Simple 
Budget sessions were held.    

Coaching  consists of a series of structured sessions 
covering all aspects of money management and linking 

people with other opportunities (e.g. SET, POP etc.) to help them 
�I�\�P�S�K���Z�[�Y�V�U�N���Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���H�U�K���P�T�W�Y�V�]�L���V�\�[�J�V�T�L�Z���H�J�Y�V�Z�Z���[�O�L�P�Y��
lives. Participants progress through a “strategic conversation” to 
�\�U�K�L�Y�Z�[�H�U�K���[�O�L�P�Y���J�\�Y�Y�L�U�[���Ä�U�H�U�J�P�H�S���I�L�O�H�]�P�V�\�Y�Z�����Z�L�[���N�V�H�S�Z�����H�U�K���W�S�H�U���M�V�Y��
better futures. During Q1, 16 coaching sessions were held. Coaching 
participants have demonstrated steady progression over time:  

1 2 3 4 5 ONGOING

100% 65% 50% 37% 38% 42%

(n=52) (n=34) (n=26) (n=19) (n=20) (n=22)

COACHING SESSIONS2

�+�\�Y�P�U�N�� �8������ ������ �J�V�T�T�\�U�P�[�`�� �T�L�T�I�L�Y�Z�� �H�J�J�L�Z�Z�L�K�� �4�7�V�^�L�Y�� �������� �[�P�T�L�Z�� �[�V�� �P�T�W�Y�V�]�L�� �[�O�L�P�Y�� �Ä�U�H�U�J�P�H�S�� �S�P�[�L�Y�H�J� �̀�

O-HUB
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1 Based on the percentage population growth in Mossman Gorge from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Mossman Gorge adult 
population (18+ years of age) has reached 77 in 2015. Based on the total number of Wise Buys members, the actual number of Mossman Gorge residents within this age range obviously 
exceeds our conservative estimate.

2 ‘Needs’ include basic items such as food, shelter, clothing, white goods (e.g. washing machine/fridge), health (e.g. medicine, wellbeing), mattresses, transport (e.g. car necessary for 
employment opportunities). ‘Wants’ include items that are not an immediate need, including televisions and stereos.

POSITIVE IMPACTS OF MPOWER ON COMMUNITY MEMBERS

INTERNET AND PHONE BANKING  
ASSISTANCE LEVELS

�‹�� Members can request internet and phone banking 
assistance from staff when using the self-service area. 

�‹�� In Mossman Gorge, unassisted sessions are trending 
up and assisted sessions are trending down. While 
�[�O�L�Z�L���Ä�N�\�Y�L�Z���Å�\�J�[�\�H�[�L���H�Z���U�L�^���H�U�K���P�U�L�_�W�L�Y�P�L�U�J�L�K��
members come on board, this is a good indication 
�[�O�H�[���\�Z�L�Y�Z���H�Y�L���I�L�J�V�T�P�U�N���P�U�J�Y�L�H�Z�P�U�N�S�`���Z�L�S�M���Z�\�M�Ä�J�P�L�U�[���P�U��
�T�H�U�H�N�P�U�N���[�O�L�P�Y���Ä�U�H�U�J�L�Z����

WISE BUYS 
Through Wise Buys, members are enabled and supported to get value-for-money when purchasing 
household goods and services. Members receive support and advice around: 
�‹�� purchasing options (e.g. online versus local store)

�‹�� comparing prices to get best value

�‹�� understanding purchasing terms and conditions (e.g. warranties) 

�‹�� completing purchases when they are ready to do so.  

MEMBERSHIP
�‹�� Community members aged 18+ years visit the O-Hub to 

sign-up. By signing up to Wise Buys, community members 
are learning the knowledge and skills they need to make well-
informed purchasing decisions. 

�‹�� Membership continues to grow—there are now 95 community 
members signed up to Wise Buys in Mossman Gorge. This 
represents 100 per cent of all Mossman Gorge adults (18+ years).1

HOW DOES WISE BUYS HELP MEMBERS TO MAKE BETTER PURCHASING DECISIONS? 

PURCHASING ASSISTANCE
�‹�� Members can come to the O-Hub at any time to use the 

MPower self-service area to research future purchases, 
receive general support around purchasing decisions, make 
a purchase and/or make a payment. O-Hub staff are always 
available to assist and encourage members to increase their 
purchasing power. 

�‹�� During Q1, 26 Wise Buys members visited the O-Hub a total of 
37 times to seek support. Most visits (49%) were to research potential  
future purchases. 

�‹�� Members made three purchases through Wise Buys in Q1, including one need 
item and two want items.2 The need item was a fridge. 

O-HUB
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STUDENT EDUCATION TRUSTS 

1 Based on the percentage population growth in Mossman Gorge from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the population of community 
members aged 0–25 years has reached 35 in 2015. Based on the total number of children now signed up to SET, the actual number of Mossman Gorge residents within this age range 
obviously exceeds our conservative estimate.  

2 Based on the percentage population growth in Mossman Gorge from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Mossman Gorge adult 
population (18+ years of age) has reached 77 in 2015.       

The Student Education Trust (SET) programme promotes the value and importance of education by:    
�‹�� enabling and encouraging parents, carers, kin and others to regularly set aside money to pay for their children’s  

educational needs  

�‹�� assisting SET donors to purchase educational items for their children. 

MEMBERSHIP
Community members aged 18+ years visit the O-Hub to sign their children up to a SET account, and to commit themselves as donors.  

TOTAL CHILDREN WITH SET ACCOUNTS

�‹�� Every child signed up to SET has a unique account. 

�‹�� By the end of Q1, a total of 160 Mossman Gorge children 
had been signed up to a SET account. 

�‹�� This means that 100% of all Mossman Gorge children and 
�`�V�\�[�O�������¶�������`�L�H�Y�Z�����O�H�]�L���U�V�^���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;��1

�‹�� Of the 160 accounts that have been opened in Mossman 
Gorge to date, 146 (91%) remained open at the end of Q1 
and 14 (9%) had been closed. 

�‹�� The largest proportion (55%) of the 146 SET accounts remaining 
open are for primary school aged children (see below). 

�‹�� �;�O�L���[�V�[�H�S���H�J�J�V�\�U�[�Z���P�U���[�O�L���H�I�V�]�L���Ä�N�\�Y�L���K�V���U�V�[���H�K�K���[�V����������
because the schooling status of four SET students is 
unknown. These students are aged between 15–16 and have 
a total combined balance of $455.65. O-Hub staff will follow 
up with the donors for these accounts where possible to 
determine the schooling status of these students.

TOTAL SET DONORS

�‹�� Each SET account can have between one and three donors, 
including parents, carers, kin, friends and any others who 
wish to donate. By signing up to SET, men and women are 
showing that they are committed to supporting children’s 
educational needs.  

�‹�� The number of people donating to SET accounts has 
continued to grow—there are now 100 community members 
signed up to SET in Mossman Gorge. This represents 100% 
of all Mossman Gorge adults (18+ years).2

�‹�� Of these donors, 48 (48%) are contributing to one account, 
30 (30%) are contributing to two accounts, and 22 (22%) 
are contributing to three or more accounts. Donors are 
working together to share the load and make education 
more affordable.  

�‹�� Eighty per cent of Mossman Gorge donors are female, most 
(76%) being the recipient’s mother. Mossman Gorge women 
are setting a good example for their children and their 
community by making education a top priority.

�‹�� It is also critical that men support children’s educational 
needs. O-Hub staff continue to encourage men to take the 
same brave steps as Mossman Gorge women in supporting 
their children’s education.

�:�V���M�H�Y�������������4�V�Z�Z�T�H�U���.�V�Y�N�L���J�O�P�S�K�Y�L�U���O�H�]�L���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;���H�U�K�����������H�K�\�S�[�Z���O�H�]�L���I�L�J�V�T�L���:�,�;���K�V�U�V�Y�Z����
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WHAT ARE MEMBERS SAYING?

STATIONERY

1 The balance of SET accounts is an outstanding balance of all trusts to the end of the quarter. It takes into consideration all contributions and purchases of each to date and thus, it is not a 
cumulative total.

HOW DOES SET HELP MEMBERS TO SUPPORT THEIR CHILDREN’S EDUCATIONAL NEEDS? 

SAVING SUPPORT

�‹�� O-Hub staff members encourage donors to 
�T�H�P�U�[�H�P�U���Y�L�N�\�S�H�Y���Ä�U�H�U�J�P�H�S���J�V�U�[�Y�P�I�\�[�P�V�U�Z���[�V���[�O�L�P�Y��
children’s SET accounts. Where contributions drop 
off or stop, O-Hub staff follow up with donors and 
support them to re-start their contributions. 

�‹�� During Q1, a total of $13,182.90 was contributed to 
SET accounts in Mossman Gorge. This is slightly less than 
the amounts being contributed over the last half of 2014, 
but is typical for the start of the year. This still represents 
a large sum of money being put aside to fund student 
educational needs. 

PURCHASING EDUCATIONAL ITEMS

�‹�� Donors can make educational purchases from 
their children’s SET account at any time and are 
assisted by O-Hub staff to do so. 

�‹�� The O-Hub also regularly runs SET Fairs to 
encourage donors to purchase educational 
materials to support their children.

�‹�� During Q1 a total of 322 purchases were made from SET 
accounts. The total value of these purchases  
was $27,690.05.

�‹�� As a result of these consistent savings, SET account 
balances in Mossman Gorge continue to stay relatively high, 
sitting at $106,702.01 at the end of Q1. 

�‹�� High account balances are a positive sign—they mean 
donors are putting away nest eggs to support their children’s 
future educational needs. We also hope to see these 
balances go up and down over time, as donors spend funds 
�V�U���L�K�\�J�H�[�P�V�U�H�S���N�V�V�K�Z���[�O�H�[���I�L�U�L�Ä�[���[�O�L�P�Y���J�O�P�S�K�Y�L�U����

�‹�� The top four most common purchases during Q1 were: 

SCHOOL UNIFORMS

SCHOOL BAGS

O-HUB

POSITIVE IMPACTS OF STUDENT EDUCATION TRUST ON COMMUNITY MEMBERS

“My kids like to pick their own school 
bags. When the kids get to pick the 
school stuff they want it makes them 
happy… [and] it makes me feel good 
that I did something for them.”  
�4�6�:�:�4�(�5 ���.�6�9�.�, ���-�(�;�/�,�9

“I’m proud that I pay into SET as I never ever have to worry about 
�^�O�L�Y�L���0���O�H�]�L���[�V���Ä�U�K���[�O�L���T�V�U�L� �̀��¹���4�6�:�:�4�(�5 ���.�6�9�.�, ���4�6�;�/�,�9

“[SET] makes my kids want to go to school because they have what 
other kids have… it has made me proud.” �4�6�:�:�4�(�5 ���.�6�9�.�, ���4�6�;�/�,�9

READERS AND BOOKS
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ENGAGEMENT ACTIVITIES
�‹�� Members and non-members can 

�W�H�Y�[�P�J�P�W�H�[�L���P�U���H�U�K���I�L�U�L�Ä�[���M�Y�V�T���V�U�N�V�P�U�N��
engagement activities, like informal 
discussions, information sessions, home 
visits, community events and workshops on 
different aspects of positive parenting.

MEMBERSHIP
�‹�� Community members aged 18+ years visit the Parenting Hub 

to sign-up. By signing up to Strong Families, men and women 
are learning the skills they need to become the best parents 
they can be. 

�‹�� Membership continues to grow—there are now 39 community 
members signed up to Strong Families in Mossman Gorge. 
This represents about 51 per cent of all Mossman Gorge 
adults (18+ years).1  

STRONG FAMILIES—PARENTING

HOW DOES STRONG FAMILIES HELP PARENTS AND CARERS? 

POSITIVE PARENTING SESSIONS
�‹�� Members participate in ‘Triple P’, Positive Parenting 

Program, training sessions to build their parenting 
knowledge and skills.

�‹�� During Q1, 17 community members participated in 
23 sessions overall, all of which were Strong Families 
sessions (for at-risk families).

�‹�� This quarter, members learned about: how parenting 
practices have changed over time; the importance 
of spending special time and talking with children; 
techniques for giving clear and calm instructions; the 
value of behaviour management techniques, like quiet 
time for misbehaviour; and the importance of setting 
clear house rules to guide children’s behaviour at home.  

ONGOING FAMILY SUPPORT
�‹�� Members can visit the Parenting Hub at any time to receive practical and 

emotional support with daily parenting and family matters, as well as 
being referred to other local services. 

�‹�� This quarter, 61 family support meetings were held. 

1 Based on the percentage population growth in Mossman Gorge from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Mossman Gorge adult 
population (18+ years of age) has reached 77 in 2015.       

51 people, including members and non-members, accessed Strong Families to improve 
their parenting skills during Q1.

POSITIVE IMPACTS OF STRONG FAMILIES PARENTING ON COMMUNITY MEMBERS

The partner came to the 
Parenting Hub to learn different 
strategies for managing their 
children’s misbehaviour. They 
also wanted to build a stronger 
and more positive relationship 
with their children. 

The partner has attended Triple P sessions and received ongoing emotional support 
and advice through family support meetings with Strong Families staff. The partner 
is now using different behaviour management techniques with their children and is 
already seeing positive changes. They have also made more of an effort to spend 
special time with their children to make sure that they feel nurtured and loved. The 
partner has noticed their children helping out more around the house and they are 
having more fun together as a family. The partner is positive and Strong Familes 
�J�V�U�Z�\�S�[�H�U�[�Z���H�Y�L���J�V�U�Ä�K�L�U�[���[�O�H�[���^�P�[�O���V�U�N�V�P�U�N���O�H�Y�K���^�V�Y�R�����[�O�P�U�N�Z���^�P�S�S���J�V�U�[�P�U�\�L���[�V���P�T�W�Y�V�]�L������    

PERSONAL PROGRESS STORY

PARENTING 
HUB

Strong Families Parenting encourages and promotes positive parenting by: 
�‹�� creating opportunities for families to positively engage with each other and other community members

�‹�� equipping parents and carers with the knowledge and skills they need to effectively care for their children through 
positive parenting sessions 

�‹�� supporting families in everyday parenting struggles through ongoing family support. 

�‹�� During Q1, 78 engagement activities were undertaken. Most were 
informal discussions, but home visits, women’s group activities, 
workshops and a community event were also undertaken. 
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ENGAGEMENT ACTIVITIES
�‹�� �4�L�T�I�L�Y�Z���J�H�U���W�H�Y�[�P�J�P�W�H�[�L���P�U���H�U�K���I�L�U�L�Ä�[���M�Y�V�T��

ongoing engagement activities, like: home visits; 
workshops focusing on building a range of skills, 
like sewing or cooking; and informal discussions 
to receive general advice and support. 

�‹�� During Q1, 22 engagement activities were undertaken. 
Most were informal discussions, but home visits and 
workshops, including for sewing and cooking, were 
also undertaken.  

STRONG FAMILIES—HOME PRIDE

1 Based on the percentage population growth in Mossman Gorge from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Mossman Gorge adult 
population (18+ years of age) has reached 77 in 2015.       

Strong Families Home Pride assists families to build the knowledge and skills they need to create happy 
and healthy homes for their children, through:
�‹�� healthy cooking classes

�‹�� �P�U�M�V�Y�T�H�[�P�V�U���Z�L�Z�Z�P�V�U�Z���H�I�V�\�[���[�O�L���I�L�U�L�Ä�[�Z���V�M���T�H�P�U�[�H�P�U�P�U�N���H���J�S�L�H�U���H�U�K���O�L�H�S�[�O�`���O�V�T�L

�‹�� support with DIY ‘do-it-yourself’ home improvement projects. 

MEMBERSHIP
�‹�� Community members visit the Parenting Hub to sign-up. 

By signing up to Home Pride, men and women are learning 
the skills they need to create happy and healthy home 
environments for their children. 

�‹�� Membership continues to grow—there are now 14 community 
members signed up to Home Pride in Mossman Gorge. This 
represents about 18 per cent of all Mossman Gorge adults 
(18+ years).1 

HOW DOES ITAV HELP PARENTS AND CARERS TO BUILD HAPPY, HEALTHY HOMES?

STRATEGIES FOR CREATING HAPPIER 
AND HEALTHIER HOMES
�‹�� Members sign up to Home Maker elements to 

learn about the importance of maintaining a safe, 
healthy and clean home and how to go about 
it. For example, through meal planning, healthy 
cooking classes, making DIY cleaning products 
and setting routines for children. 

�‹�� No Home Maker sessions were held during Q1. 

DIY HOME IMPROVEMENT 
�‹�� Members can choose to do House Blitz DIY projects on one or more rooms in their home to make healthier living spaces for their 

families. O-Hub staff members support them to plan, design and complete their House Blitz projects.    

�‹�� �+�\�Y�P�U�N���8�������T�L�T�I�L�Y�Z���W�H�Y�[�P�J�P�W�H�[�L�K���P�U���[�^�V���/�V�\�Z�L���)�S�P�[�a���Z�L�Z�Z�P�V�U�Z���[�V���I�L�N�P�U���[�O�L�P�Y���W�Y�V�Q�L�J�[�Z���H�U�K���L�P�N�O�[���+�0�@���Z�L�Z�Z�P�V�U�Z���[�V���S�L�H�Y�U���Z�W�L�J�P�Ä�J���Z�R�P�S�S�Z��
necessary for completing their projects.  

17 people, including members and non-members, accessed Home Pride to improve their homes in Q1.

PARENTING 
HUB
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PRIDE OF PLACE

1 Partners are required to have skin in the game by contributing ‘sweat equity’—that is, physical labour and money—to the completion of their POP projects. This ensures that partners build 
capabilities and skills through participation in the program.

2 Based on the percentage population growth in Mossman Gorge from 2006–2011 (as per Census data), and applying it as an annual rate, we estimate that the Mossman Gorge adult 
population (18+ years of age) has reached 77 in 2015.       

Pride of Place (POP) helps families to create healthier outdoor living spaces where they can spend quality 
time together. POP assists by:
�‹�� supporting members to undertake Backyard Blitzes (backyard renovation projects), for which members contribute  

money and ‘sweat equity’ 1

�‹�� providing members with information about caring for their gardens and outdoor living spaces through Garden Clubs  
and Pop-up Visits. 

MEMBERSHIP
�‹�� Community members aged 18+ years visit the O-Hub to 

sign-up. By signing up to POP, men and women are learning 
the skills they need to create healthier outdoor living spaces 
for their families and community. 

�‹�� Membership has remained stable since late 2013 with a total 
of 32 community members signed up to POP in Mossman 
Gorge. This represents about 42 per cent of all Mossman 
Gorge adults (18+ years).2

�‹�� These members live in 26 separate Mossman Gorge households.

out of 10  of all Mossman Gorge 
households are now signed up to POP8

ENGAGEMENT AND SKILL-BUILDING ACTIVITIES

HOW DOES POP HELP MEMBERS TO CREATE HEALTHIER OUTDOOR LIVING SPACES?

BACKYARD RENOVATIONS
�‹�� Members receive support to undertake 

Backyard Blitzes—backyard renovation  
projects that aim to create healthier outdoor 
living spaces. 

�‹�� Members contribute by saving $1,000 each 
towards their renovations and putting in ‘sweat 
equity’ labour to complete their project. 

�‹�� This year, two people have signed up to do a 
Backyard Blitz and have so far saved $2,040 
towards their combined target contribution of 
$2,000—one participant has exceeded their 
required contributions. 

�‹�� During Q1, two partners continued work on 
their Backyard Blitz projects, contributing a total 
of 28 hours of sweat equity. They have been 
busy laying paving and building a swing set. 

�‹�� One of the two ongoing Backyard Blitz projects 
was completed in Q1—a great effort. 

O-HUB

�‹�� During Q1, four engagement activities were undertaken, all of 
which were Pop-up Visits. No Garden Club events were held this quarter. 

�‹�� The annual POP schedule typically has the team focusing on backyard 
renovation projects at the beginning and end of each year, so we see a drop 
in engagement and skill building activities at these times.     

Three community members accessed POP to improve their knowledge and skills during Q1.

�‹�� Members and non-members can participate in 
�H�U�K���I�L�U�L�Ä�[���M�Y�V�T���V�U�N�V�P�U�N���L�U�N�H�N�L�T�L�U�[���H�J�[�P�]�P�[�P�L�Z����
like: Garden Club events, where participants learn 
gardening and maintenance skills in an interactive 
setting; and Pop-up Visits, where members receive 
general advice and support.  
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As the Remote Jobs and Communities Program (RJCP) provider in the Aurukun/
Coen region, Cape York Employment (CYE) seeks to move people from welfare 
dependency to employment, by: 
�‹�� supporting jobseekers to build work capabilities and improved social norms, including a 

strong work ethic

�‹�� identifying job opportunities and assisting jobseekers to transition into employment.

NUMBER OF JOBSEEKERS 1     

493 jobseekers are now receiving support through Cape York Employment.

�‹�� Community members who receive welfare are required, as a condition of their welfare payments, to build their work skills and 
readiness with CYE. Men and women who engage with CYE are supported to build the capabilities they need to move away from 
passive welfare dependence and take hold of their futures.   

�‹�� CYE began working in Aurukun/Coen in September 2013. By the end of Q1 2015, CYE had commenced 493 jobseekers, 
representing 96 per cent of eligible jobseekers in the region—much higher than the average national commencement rate of 84 per 
cent. Most of these jobseekers (n=488, 99%) are Indigenous.

�‹�� Most jobseekers are from Aurukun (n=413, 84%) and Coen (n=63, 13%), but some are also from Port Stewart (n=2, 0.4%) or other 
remote locations across the region (n=9, 2%).2 

A WORK OPPORTUNITY NETWORK

Cape York Employment provides training, job opportunities and wellbeing support for staff in remote areas of Cape York.  
We recognise the limited opportunities currently within the Cape York economy and seek work readiness training and 
employment in areas beyond Cape York.

Training opportunities for  
work readiness

�‹�� Job placement

�‹�� Wellbeing support

�‹�� RJCP contract in Aurukun and Coen

Orbiting

�‹�� Short and long term

�‹�� Job placement away from home

�‹�� Social support and wellbeing

Job Seeker Development

�‹�� Health and wellbeing

�‹�� Foundational classes/skills

�‹�� Personal work skills

�‹�� Life skills

�‹�� Getting job ready

�‹�� Training and jobs

This report focuses on the activities delivered under our RJCP contract in the communities of Aurukun and Coen.

Vicky calling on community to clean 
up before the Wik Rock Concert!!!

Jobseekers preparing  artefacts for the stall.

Margaret 
with her 
creations.

Community pride clean up.

CYE employees Adelaide and Vicki, and Margaret at 
the women’s stall with hand crafted jewellery, screen 
prints and handbags.

Jobseekers creating 
products for sale.

CYE PARTICIPANTS HAND CRAFTED GOODS TO SELL AT THEIR WIK CONCERT STALL.
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1  All CYE data reported here have been collected up until 23 March 2015, unless stated otherwise. 
2  These data do not add to 100 per cent because location details are unavailable for six (1%) jobseekers.

HOW DOES CYE HELP JOBSEEKERS TO BUILD WORK CAPABILITIES AND FIND JOBS? 

ONGOING SUPPORT

�‹�� Jobseekers receive ongoing 
support and advice from the  
CYE team, including through 
regular meetings.

�‹�� During Q1, CYE initiated 1,796 
meetings with jobseekers, 
of which 54 per cent were 
attended. This is higher than 
the national average of 40.6 
per cent.   

JOBSEEKER CAPABILITY-BUILDING

�‹�� Jobseekers are required to participate in a series of structured activities, which aim to build their work readiness and capabilities. 
�(�J�[�P�]�P�[�P�L�Z���P�U�J�S�\�K�L���H�J�J�Y�L�K�P�[�L�K���[�Y�H�P�U�P�U�N�����J�V�T�T�\�U�P�[�`���W�H�Y�[�P�J�P�W�H�[�P�V�U���H�J�[�P�]�P�[�P�L�Z���[�V���I�\�P�S�K���Z�W�L�J�P�Ä�J���^�V�Y�R���Z�R�P�S�S�Z�����H�U�K���O�L�H�S�[�O���H�U�K���^�L�S�S�I�L�P�U�N��
support programmes. 

�‹�� At the end of Q1, 372 (76%) jobseekers were participating in a range of meaningful activities aimed at building their capabilities 
�H�U�K���N�L�[�[�P�U�N���[�O�L�T���Y�L�H�K�`���M�V�Y���^�V�Y�R�����P�U�J�S�\�K�P�U�N�!���[�Y�H�P�U�P�U�N���X�\�H�S�P�Ä�J�H�[�P�V�U�Z�����M�V�V�K���O�H�U�K�S�P�U�N���J�V�\�Y�Z�L�"���*�L�Y�[�P�Ä�J�H�[�L���0���P�U���)�\�Z�P�U�L�Z�Z�"���*�L�Y�[�P�Ä�J�H�[�L���0�0��
in Civil Construction, Horticulture, Construction, Work Skills and Business); and job-ready activities, including through Aurukun/
�*�V�L�U���*�V�T�T�\�U�P�[�`���7�Y�P�K�L�����T�H�P�U�[�L�U�H�U�J�L���H�U�K���I�L�H�\�[�P�Ä�J�H�[�P�V�U���V�M���J�V�T�T�\�U�P�[�`���W�H�Y�R�Z���H�U�K���N�H�Y�K�L�U�Z�����Y�L�J�`�J�S�P�U�N���V�M���S�V�J�H�S���T�H�[�L�Y�P�H�S�Z�������(�\�Y�\�R�\�U��
Building Blocks (renovation of properties, including painting and general maintenance), Aurukun/Coen Engaging Women (cooking, 
catering, arts, crafts, basket weaving and sewing), and Aurukun Grass Roots (lawn and garden maintenance using a fee-for-
service model).  

�‹�� CYE encourages jobseekers to actively participate as a means of building the capabilities they need to improve their lives. Where 
jobseekers fail to participate without a reasonable excuse, CYE applies an appropriate breach. By the end of Q1, CYE had lodged 
980 separate ‘participation reports’, of which 74 per cent were applied—higher than the national average of 71 per cent. 

EMPLOYER PARTNERSHIPS AND JOB PLACEMENTS

�‹�� CYE works with employers within and beyond Aurukun and Coen to 
identify work opportunities and transition jobseekers into employment.  
�;�O�P�Z���P�Z���Y�L�Z�\�S�[�P�U�N���P�U���Q�V�I�Z�L�L�R�L�Y�Z���Ä�U�K�P�U�N���H�U�K���Z�[�H�`�P�U�N���P�U���L�T�W�S�V�`�T�L�U�[�·�Z�V�T�L��
�M�V�Y���[�O�L���Ä�Y�Z�[���[�P�T�L���P�U���[�O�L�P�Y���S�P�]�L�Z����

�‹�� By the end of Q1, CYE had placed a total of 168 jobseekers into employment. 

Since Cape York Employment began work in September 2013, 168 people have been placed into jobs

CYE HUB

168 113 86
jobseekers  

placed so far
remained in 

their jobs seven 
weeks later

(51%) remained 
in their jobs 13 

weeks later

27
(16%) have  

remained in their jobs 
for over 26 weeks

CYE’s 16 per cent  employment retention rate  
exceeds  the national average of 14.18 per cent

Lancen Peemuggina completed his 
heavy machinery training. “It’s the 
best training I’ve done. I can see 

that it will set me up for a good job.”
CYE jobseeker catching up 

on Cape news.Cape York Employment Heavy Machinery Training in Aurukun.
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The Cape York Leaders Program (CYLP) 
supports the development of current and future 
leaders, through four phases of leadership:  

�‹�� Academic Leaders , who are offered scholarships to 
attend secondary schools and tertiary institutions 
across Queensland while receiving intensive support 
from dedicated CYLP staff 

�‹�� Youth Leaders , aged 18–24, who are assisted 
over 2–4 years to build the capabilities and skills 
necessary to gain employment, or progress within 
their current jobs

�‹�� Skilling Leaders , aged 25+,  who are supported 
over 2–4 years to undertake training in management, 
governance and personal development, allowing them 
to become role models and achieve their personal and 
professional goals

�‹�� Excelling Leaders , aged 25+, who are currently 
in—or aspiring to be in—leadership roles, and who 
are supported over 2–4 years to build or extend their 
leadership skills and become strong and resilient 
leaders in their families, communities and/or in a 
professional capacity. 

MEMBERSHIP

CYLP has supported individuals to improve their 
�S�L�H�K�L�Y�Z�O�P�W���Z�R�P�S�S�Z�����I�\�P�S�K���[�O�L�P�Y���J�V�U�Ä�K�L�U�J�L�����H�U�K���I�L�J�V�T�L��

strong and proud employees, family members, 
community members and leaders, since 2005. 

�‹�� Each year, CYLP recruits new Leaders based on an 
application process from across the four phases of 
leadership. At the end of Q1, the total membership across the 
four phases, including new and existing members, was 164.   

�‹�� Our Leaders have cultural connections to Cape York, Palm 
Island, the Mossman area and Yarrabah. They orbit from 
these areas to attend training and support workshops in 
Cairns, and to spend time boarding at academic institutions 
throughout Queensland. By orbiting across the state, these 
�3�L�H�K�L�Y�Z���H�Y�L���S�L�H�Y�U�P�U�N���[�V���^�H�S�R�����^�P�[�O���J�V�U�Ä�K�L�U�J�L�����P�U���[�^�V���^�V�Y�S�K�Z��������������

�‹�� The program is also supported by an Indigenous Steering 
Committee, populated by current and alumni members. The 
Steering Committee plays a central role in assisting CYLP 
staff to ensure the program remains relevant and continues to 
provide high-quality support to Leaders.  

�‹�� Our program retention rates are consistently high. So far, 
retention rates between 2014 and the beginning of 2015 are: 

120

90

60

30

0

109

7

33
15

CURRENT CYLP MEMBERS ACROSS ALL LEADERSHIP PHASES
Q1 2015

Academic 
Leaders

Youth 
Leaders

Skilling  
Leaders

Excelling
Leaders

Academic Leaders Youth Leaders 

Skilling Leaders Excelling Leaders 

Mentorship  Trained as mentors w
ith the skills in m

entoring and bi-cultural aw
areness

Provides Indigenous people 
25 years and over with key 
managerial and leadership 
skills to apply in the 
home, community and 
workforce.

Supports high-calibre, 
emerging Indigenous 

leaders, 25 years and over, 
to extend their leadership 

skills and engage others 
in their vision for 

the future.

BAMAGA

WEIPA
NAPRANUM

AURUKUN

COEN

PORMPURAAW

COOKTOWN
HOPE VALE

CAIRNS

MOSSMAN

WUJAL WUJAL

NEW MAPOON

OLD MAPOON

INJINOO

YARRABAH
PALM ISLAND

ACADEMIC LEADERS YOUTH  
LEADERS

SKILLING 
LEADERS 

EXCELLING  
LEADERSSECONDARY TERTIARY

100% 76% 58% 100% 100%
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HOW DOES CYLP HELP ACADEMIC LEADERS ACHIEVE SUCCESS AT SCHOOL AND UNIVERSITY? 

SETTING HIGH EXPECTATIONS

�‹�� We demand the best from students 
and their parents and thus, require that 
both parties sign a binding agreement 
upon entry to the program, holding them 
to a high standard of behaviour and 
commitment to education.   

INVOLVEMENT IN SCHOOL AND UNIVERSITY LIFE
�‹�� As a means of ensuring they have ‘skin in the game’, parents are 

required to contribute funds so that students can participate in a 
range of extra-curricular activities that enrich their learning. 

�‹�� During Q1 2015, students have participated in a range of 
extra-curricular activities including music and dance tuition, 
work experience, club sports (e.g. fencing, women’s rugby and 
volleyball) linoleum printmaking, a trip to the USA to participate 
in a Cultural Performance Tour, and a trip to Canberra to attend 
the National School Constitutional Convention. If not for the 
support provided through the program, these students may not 
have otherwise had the chance to participate. 

LEADERSHIP CAMPS AND WORKSHOPS

�‹�� Academic Leaders are encouraged to attend CYLP 
camps and workshops, which offer them a chance 
to network with other students on the program 
so that they can learn and achieve together. 
These events also assist participants to improve 
their study skills, career planning, motivation and 
leadership skills. 

�‹�� During Q1, CYLP held a student camp on the 
Sunshine Coast to build Academic Leaders’ skills 
and capabilities. Seventy-nine secondary students 
participated and six tertiary students also attended 
to provide supervision and support.  

CYLP

WHAT ARE MEMBERS SAYING?

“The Cape York Leaders Program helped me to have 
[the] courage to gain knowledge to go a long way in life, 
to have me set goals.”  �(�*�(�+�,�4�0�*���3�,�(�+�,�9

“Try as hard as you can, you might get homesick, 
but it’s all worth it in the end.”  �(�*�(�+�,�4�0�*���3�,�(�+�,�9

“If I need help, as in school-wise, the Cape York Leaders 
Program was always there.”  �(�*�(�+�,�4�0�*���3�,�(�+�,�9

“The Cape York Leaders Program has helped me 
to get a better idea of what I want to do in  
the future.”  �(�*�(�+�,�4�0�*���3�,�(�+�,�9

POSITIVE IMPACTS OF CYLP ON ACADEMIC LEADERS

With the support of CYLP, our Academic Leaders continue to achieve outstanding success in both their personal and professional lives:   

 -  taken on leadership roles in their schools, including as House Captains and Prefects   
 -  enjoyed success at school-, state- and national-level sporting competitions, 

including in the Indigenous Marathon Project
 -  completed work experience with a range of employers
 -  attended the National School Constitutional Convention in Canberra
 -  travelled to the USA for a Cultural Performance Tour
 -  been recognised for excellent behaviour and teamwork by being selected for school 

awards, including Boarder of the Week  

OUR 
SECONDARY 
LEADERS 
HAVE…

 -  graduated with degrees in Nursing, Law, Business, Arts, and much more
 - ���M�H�J�P�S�P�[�H�[�L�K���H�U�K���W�H�Y�[�P�J�P�W�H�[�L�K���P�U���J�V�U�M�L�Y�L�U�J�L�Z���P�U���[�O�L�P�Y���Ä�L�S�K�Z
 -  commenced tertiary study at Bond University

OUR 
TERTIARY 
LEADERS 
HAVE… 

PARENTING CONFERENCES

�‹�� �:�[�\�K�L�U�[���:�\�W�W�V�Y�[���6�M�Ä�J�L�Y�Z���N�P�]�L���J�V�U�[�P�U�\�V�\�Z���Z�\�W�W�V�Y�[���[�V��
parents and carers, assisting them to work with schools 
so their children achieve educational outcomes.

�‹�� Biennial parenting conferences bring together parents, 
students and school staff so that all parties can work 
together to get the best outcomes for students. EMOTIONAL AND PRACTICAL SUPPORT

�‹�� Academic Leaders receive constant and  
ongoing support from a team of dedicated 
�:�[�\�K�L�U�[���:�\�W�W�V�Y�[���6�M�Ä�J�L�Y�Z���^�O�V���H�Z�Z�P�Z�[���I�`�!��
providing emotional and practical support 
to students and their families; liaising with 
academic institutions, including around 
opportunities for tutoring and academic 
assistance; identifying employment opportunities 
and assisting students to enter the workforce. 

�‹�� Q1 has seen our staff continue to provide a 
high-level of intensive support to students and 
their families.
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Ninety-one students ranging Year Seven to 12 from Hope Vale, 
Bamaga, Pormpuraaw, Aurukun, Coen, Mossman, Yarrabah, 
Palm Island, Kowanyama, Mapoon and Weipa attended camp, 
which provides a relaxed introduction into a new life at boarding 
school. New boarding students met existing students as they got 
back into routine after a long holiday break.

The students discussed the challenges, such as home sickness, 
they might face and helped each other with ways to deal with them.

The students participated in self-esteem, team building, and 
personal leadership development exercises and had plenty of fun 
along the way. The seniors headed south a day early to join talks 
with universities. 

Past secondary students from Old Mapoon, Bamaga, Aurukun, 
Mossman, Yarrabah and Palm Island, now in their second year of 
tertiary studies, played an important role as supervisors.  

Getting ready for high ropes.

Years 10, 11 and 12 students 
discuss university life with 
University of the Sunshine 

Coast’s Nicole Copley.

Senior Academic Leaders 
mentoring juniors.

Surf’s up!

Even the rain couldn’t dampen the 
fun of this team building activity.

Noel speaking about 
Recognition in the Constitution.

Past graduates give tips about 
boarding to younger students.

Mentoring and Transition Coordinator, Bernard Salbadi,  
with students at the University Information Day.

Twilight pool party.

Senior boys rehearse for the Talent Show night.

CYLP LEADERSHIP CAMP 2015
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HOW DOES CYLP HELP YOUTH, SKILLING AND EXCELLING LEADERS ACHIEVE SUCCESS? 

EMOTIONAL AND PRACTICAL SUPPORT

�‹�� Leaders receive constant and ongoing support 
throughout their journey on the program. Below are 
examples of the types of support provided to leaders 
during  2014 and up until the end of Q1, 2015: 

MENTORING SUPPORT

�‹�� Leaders are partnered with mentors from other phases of the  
program so that they can receive advice and support, and build  
strong networks amongst peers.     

�‹�� At the end of Q1 2015, all 55 Leaders were in mentoring partnerships.   

LEADERSHIP WORKSHOPS

�‹�� Leaders are encouraged to attend 
CYLP workshops, which offer them a 
chance to network with other program 
participants while learning the skills and 
capabilities needed to: improve their 
leadership capacity; gain employment, 
or progress within their current jobs; 
and achieve educational outcomes 
that contribute to their personal and 
professional development.  

�‹�� During Q1, CYLP held eight workshops 
to build Leaders’ skills and capabilities. 
Two involved accredited training 
���*�L�Y�[�P�Ä�J�H�[�L���0�0���)�\�Z�P�U�L�Z�Z�����*�L�Y�[�P�Ä�J�H�[�L���0�0�0��
�4�P�J�Y�V���)�\�Z�P�U�L�Z�Z���6�W�L�Y�H�[�P�V�U�Z���"���Ä�]�L���^�L�Y�L��
non-accredited and focused on building 
natural leadership qualities as well as 
career skills; and one sought to develop 
participants’ executive leadership skills. 

CYLP

POSITIVE IMPACTS OF CYLP ON YOUTH, SKILLING AND EXCELLING LEADERS

WHAT ARE MEMBERS SAYING?

“Really made me think and be aware of what comes 
�^�P�[�O���S�L�H�K�L�Y�Z�O�P�W�����4�`���Ä�Y�Z�[���[�P�T�L���[�V���H�[�[�L�U�K���H�U�K���M�V�\�U�K���P�[���M�\�U���¹   
�@�6�<�;�/���3�,�(�+�,�9

“I joined the programme because I have a passion for 
leadership and I wish to further my skills and knowledge 
to take back and demonstrate in my community.”    
�@�6�<�;�/���3�,�(�+�,�9

“Enjoyed every minute of the two-day workshop. 
Thought it was great.”   �@�6�<�;�/���3�,�(�+�,�9

 - coping with loss and grief
 - relationships
 - health concerns
 - workplace communication 

issues

 - religious or  
spiritual needs

 - support and advice  
to deal with other  
staff and people.

TRANSITIONS INTO  
FURTHER EDUCATION AND EMPLOYMENT

�‹�� Leaders are supported to transition into further education and/or employment 
if they are unemployed, or if they already have employment, progress within 
their current jobs.

�‹�� Of the 55 Leaders who are currently enrolled, twenty-one (38%) are 
employed within Cape York Regional Organisations like Cape York 
Partnership, Cape York Land Council, Cape York Employment, the Family 
Responsibilities Commission and Bama Services. 

�‹�� Many of our Leaders have also successfully transitioned into work during or 
after completing the program. Following are examples of our members who 
have successfully transitioned so far:

 -  commenced employment with Bama Services, Hope 
Vale School, Cape York Employment, Rio Tinto and more

 - ���P�U�[�L�Y�]�P�L�^�L�K���M�V�Y���[�O�L���Y�V�S�L���V�M���7�V�S�P�J�L���3�P�H�P�Z�V�U���6�M�Ä�J�L�Y���P�U���H�� 
Cape community 

 -  commenced tertiary study at Bond University.

OUR 
LEADERS 
HAVE…

BUSINESS AND GOVERNANCE 
TRAINING TO IMPROVE 
PROFESSIONAL OPPORTUNITIES

�‹�� Leaders are supported to build business 
and governance skills by completing 
�*�L�Y�[�P�Ä�J�H�[�L���S�L�]�L�S���Z�[�\�K�P�L�Z���P�U���I�\�Z�P�U�L�Z�Z���H�U�K��
management.  

�‹�� At the end of Q1 2015, all 55 Youth, 
Skilling and Excelling Leaders’ were 
�^�V�Y�R�P�U�N���[�V�^�H�Y�K�Z���H�[���S�L�H�Z�[���V�U�L���*�L�Y�[�P�Ä�J�H�[�L��
level outcome in business and 
management.  

“I chose this phase because I would like to acquire 
�[�O�L���J�V�U�Ä�K�L�U�J�L���H�U�K���Z�R�P�S�S�Z���[�V���K�L�]�L�S�V�W���W�Y�V�M�L�Z�Z�P�V�U�H�S�S�`��
within the workforce as well as to gain the skills 
I need to become a future community leader.”   
�@�6�<�;�/���3�,�(�+�,�9

“You see it happening in front of you. 
That ‘light bulb moment’…that shift, 
that change when someone realises 
they have learned something, they 

have achieved something,” 
CAPE YORK LEADERS PROGRAM TRAINING AND 

DEVELOPMENT CO-ORDINATOR
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