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Cape York Partnership underwent 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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“Community members continue to step up and 
embrace opportunities to change their lives for 
the better.”

It has been another busy quarter as 2015 marches on. As usual, 
I have spent a great deal of time travelling across the Cape. I am 
grateful that I can do this, because it allows me to take the time 
to yarn with people about the way things were, the way they are 
now, and the way they want things to change into the future.  
I am always humbled by the stories I hear.

People talk about their visions for the future. They want their 
children to grow up happy and healthy, their families to be free 
�M�Y�V�T�� �I�H�K�� �P�U�Å�\�L�U�J�L�Z�� �S�P�R�L�� �N�Y�V�N�� �H�U�K�� �K�Y�\�N�Z���� �H�U�K�� �[�V�� �I�L�� �N�P�]�L�U�� �[�O�L��
chance to take hold of their own lives without the long arm of 
government stretching in and taking hold where it’s not needed. 
This is what strikes me most—so long as the opportunities 
are present, most people will embrace the chance to take the 
reins and make a better life for themselves. We must never 
�\�U�K�L�Y�L�Z�[�P�T�H�[�L���O�V�^���K�P�M�Ä�J�\�S�[���[�O�P�Z���P�Z����

It takes intense bravery and courage to break old habits and 
swim against the tide. It’s not easy to get up and go to work 
every day when most of those around you are not. It’s hard to 
insist that your children attend school, when others tell them 
not to bother. But even in the face of these challenges, we still 
see increasing numbers of courageous community members 
stepping up and taking hold of opportunities to change their 
lives for the better. They fearlessly demand more for themselves, 
and for those around them. Of course, it is only natural that 
people will experience hard times and slip ups, but it’s the way 
�^�L�� �W�P�J�R���V�\�Y�Z�L�S�]�L�Z�� �\�W���H�U�K���M�V�Y�N�L�� �H�O�L�H�K���[�O�H�[�� �K�L�Ä�U�L�Z�� �\�Z�"�� �P�[�»�Z�� �[�O�P�Z��
strength and resilience that sets the most important example for 
the generations to come.

We encourage people to take up Opportunity Products because 
we believe they offer a hand up—a step towards taking 
responsibility and wanting for a better life. We see people trying 
out one or two Opportunity Products to begin with, but once 
�[�O�L�`���M�L�L�S���[�O�L���I�L�U�L�Ä�[�Z�����[�O�L�`���[�L�U�K���[�V���Z�L�L�R���V�\�[���T�V�Y�L�����;�O�L�U���V�[�O�L�Y�Z��
hear about the successes, and try it for themselves. That’s why 
we see a gradual shift in terms of the total numbers of products 
each member is signed up to. 

�0�U���8�����^�L���O�H�K����� �����W�L�V�W�S�L���Z�P�N�U�L�K���\�W���[�V���[�^�V���V�Y���T�V�Y�L���W�Y�V�K�\�J�[�Z�"���P�U��
Q2 this has shifted slightly upwards to 842 people. We also have 

69 additional people signed up to one Opportunity Product—
this is the newest group to see if they can also experience the 
�I�L�U�L�Ä�[�Z���[�O�H�[���[�O�L�`�»�]�L���O�L�H�Y�K���H�I�V�\�[���M�Y�V�T���V�[�O�L�Y�Z����

It’s not just sign-up numbers that continue to impress us, but 
also the general level of active participation that community 
members show after they have joined.       

In terms of education, people continue to grasp opportunities 
provided through the Student Education Trust (SET) to support 
their students’ educational needs. This quarter, 15 new SET 
accounts were opened in addition to the 800 that remained 
open. That brings the total number of SET accounts ever 
opened to 915 (100 in total have been closed over the life of 
SET), meaning this many kids across the communities have now 
�I�L�U�L�Ä�[�[�L�K���M�Y�V�T���[�O�P�Z���6�W�W�V�Y�[�\�U�P�[�`���7�Y�V�K�\�J�[����

During Q2 a total of $71,983.55 was invested across all open 
accounts and SET donors spent $58,811.94 on educational 
items to ensure their kids were ready to attend and achieve at 
school. At the end of the quarter, there was just under $1 million 
sitting in all SET accounts—an incredible nest egg to support 
students’ future educational needs. 

I am always astounded by these numbers and the sheer impact 
that this reinvestment in children’s education is having. In only a 
few short years we have gone from seeing very little investment 
from families, who for the most part relied predominantly on the 
state system to provide all necessary goods (and if not, students 
went without), to parents and carers being amongst the primary 
investors. Again, this demonstrates that when people are given 
the opportunity, they will step up and do what’s needed to drive 
positive change. It’s a shift from passive indifference, to genuine 
active engagement.

It’s a similar story when we consider the Cape York Leaders 
Program (CYLP), which has gone from strength to strength over 
the last few years. We now support over 100 Cape students 

NUMBER OF OPPORTUNITY PRODUCTS
OUR PARTICIPANTS ARE SIGNED UP FOR

1 product

2 products

3 products

4 product

5 products

6 products

57%

24%

10%

6%

3%
1%

GENERAL MANAGER’S 
FOREWORD 
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as they study at prestigious secondary schools and universities 
across Queensland. We recently asked these students what the 
program meant to them and their responses were inspirational. 
One secondary student commented, “This scholarship has and 
will undoubtedly change my life for the better, it has given me 
countless opportunities that I will not take for granted on my 
path to a better, brighter future.” Other students’ responses 
were similarly inspiring, and are contained in the CYLP section 
of this report.  

These students have grabbed this educational opportunity with 
both hands and will become the leaders of tomorrow. I, for one, 
can’t wait to see what the future holds for them.      

In terms of ensuring a stable and nurturing family environment, 
the Cape York Partnership’s Strong Families program continues 
to work closely with members. We now have 319 people signed 
up, representing about 17 per cent of all adults (18+ years) 
across the four communities. During the quarter, we had a 
total of 349 people—both members and non-members of the 
program—access the program’s different components. These 
parents, carers, kin, family and other support networks have 
grasped the opportunity to create more positive and nurturing 
environments for their children to thrive in. Taking care of the 
family home is also critical to this end. 

Through the Home Pride aspect of Strong Families, we 
continue to support members to understand the importance of 
maintaining clean and tidy homes, and cooking healthy meals 
that support a balanced and nutritional diet. 

While Home Pride is focused more on the interior of the home, 
Pride of Place (POP) focuses on the exterior. It’s about assisting 
members to create healthy outdoor living spaces that promote 
overall family wellbeing. Overall, 308 people are now signed up to 
POP, 157 (51%) of whom accessed the program to improve their 
home maintenance and gardening capabilities during the quarter.  

Families are also stepping up and learning to manage their 
money so that they have everything they need to thrive, like good 
food, clean clothes and the bills paid. MPower assists families to 
build their money management skills so they can do all of these 
things, as well as build wealth to support them into the future.

We now have a total of 1,751 MPower members in total, which 
represents about 85 per cent of all community members aged 15+ 
years (the minimum age for sign-up to the program) living in the four 
communities. During Q2, 684 (39%) of these members accessed 
�4�7�V�^�L�Y�� �M�V�Y�� �Z�\�W�W�V�Y�[�� �P�U�� �I�\�P�S�K�P�U�N�� �[�O�L�P�Y�� �Ä�U�H�U�J�P�H�S�� �S�P�[�L�Y�H�J�`�� �H�U�K�� �T�V�U�L�`��
management capabilities. The stories we hear from members and 
our staff on the ground tell us that things are tracking in the right 
direction—members’ skills and capabilities are continuing to improve.  

Employment is also a large part of the picture when we consider 
what’s needed to empower Cape York people to achieve greater 
levels of economic participation. Cape York Employment has 
continued, during the quarter, to work closely with jobseekers in 
Aurukun and Coen to improve their work-readiness. However, a 
sudden change in government policy at the end of Q2 has been 
cause for concern. 

The government recently announced that, while jobseekers were 
previously required to report to Cape York Employment once a 
month and participate in up to 30 hours of activities per fortnight 
to be eligible for welfare payments, they will now (under the new 

system) need to be in contact with Cape York Employment by 

way of active job seeking, or ongoing activity participation for 

�Ä�]�L���O�V�\�Y�Z���W�L�Y���K�H� �̀����Ä�]�L���K�H�`�Z���W�L�Y���^�L�L�R�����0�M���[�O�L�`���K�V�U�»�[���K�V���Z�V�����*�H�W�L��

York Employment has been instructed that it needs to cut off 

�[�O�L�P�Y���^�L�S�M�H�Y�L���I�L�U�L�Ä�[�Z����

The Cape York Partnership has long been an advocate for a 

tough stance on meaningful participation for jobseekers, and 

at the end of Q1, Cape York Employment was continuing to 

surpass the national average for the number of sanctions placed 

on jobseekers who fail to participate. But this recent change 

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

time for job service providers or community members to adjust. 

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

and enduring barriers to employment that exist in Aurukun 

and Coen—not only in terms of the availability of employment 

opportunities, but also in terms of the deep personal barriers 

that many jobseekers in these remote communities face. 

Even though we continue to see green shoots of change 

in the communities we work in, it is still the case that mental 

illness, drug and alcohol dependency, intergenerational welfare 

dependency and other symptoms of entrenched disadvantage 

exist in Cape communities at rates that are disproportionate 

to the mainstream. This is why a great deal of Cape York 

Employment’s work with jobseekers revolves around addressing 

these personal barriers so that people can become work-ready. 

But this takes time and we are deeply concerned that by simply 

rolling out this new policy change at a whim, government has 

not properly thought through the consequences for people living 

in our region. We are profoundly concerned that this change will 

only serve to further compound the gap between the remote 

and mainstream. Regardless, we will continue to do all that we 

can within the constraints of this new system to provide ongoing 

meaningful support for jobseekers so that they can grasp 

opportunities to transition into employment, over time.          

Despite setbacks like this, the data contained in this report, as well 

as the stories we hear from people living in the Welfare Reform 

communities, are overwhelmingly positive. They show us that, when 

given the opportunity to step up and take the reins to drive towards 

a better future, people will generally do so. And we know that the 

efforts of these strong men and women do not go unnoticed. 

Children watch their parents take grasp of the opportunities 

they are given. Neighbours tell each other about the successes 

they’ve had and inspire others to do the same. This causes a 

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

themselves wanting to make similarly positive changes.

I feel incredibly proud when I hear stories of the growing number 

of people who are swimming against the tide and taking the 

tough steps needed to create better and brighter futures. It 

makes me feel a great sense of hope and excitement for the 

future, because I know that as long as people maintain their 

strength and stay committed, things will continue to improve.

FIONA JOSE
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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



7

FA
M

IL
Y

 E
M

P
O

W
E

R
M

E
N

T
 R

E
P

O
R

T

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 
�V�M�� �^�L�S�M�H�Y�L�� �W�H�`�T�L�U�[�Z�"�� �W�\�S�S�� �M�H�J�[�V�Y�Z�� �T�\�Z�[�� �P�U�J�S�\�K�L�� �W�Y�V�]�P�K�P�U�N��
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 Families Responsibilities Commission is 
also focused on restoring positive social norms and 
building individual and family capability. The Famiies 
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 programme.

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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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 PlaceSET
Student Education Trust

MPOWER
�7�Y�V�]�P�K�L�Z�� �Z�\�W�W�V�Y�[�� �[�V�� �T�H�U�H�N�L�� �T�V�U�L�`�� �M�V�Y�� �I�H�Z�P�J�� �T�H�[�L�Y�P�H�S�� �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�� �I�L�O�H�]�P�V�\�Y��
change, and to build assets through saving and disciplined money management. Through Wise Buys, MPower also provides 
support and advice around smart purchasing options. 
Launched: 2011 Membership: 1751

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: 915 Donors: 553

STRONG FAMILIES
A suite of specialised opportunities for parents and carers to learn how to best support a child’s physical, emotional, social 
and intellectual development from infancy to adulthood. Through Home Pride, families are also supported to create and 
maintain happy and healthy homes in which children can thrive. 
Launched: 2012 Membership: 319

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: 308

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
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The community has continued to show its support for the O-Hub 
during the quarter, with an average of 228 visits per week and 45 
partners per day. On average, 27 partners came in per week just 
for Strong Families. This level of engagement is a positive sign—
people are continuing to see value in the support we offer through 
our Opportunity Products.  

Strong Families staff held a Celebrating Family Day event at 
the Parenting Hub in late June, drawing a good crowd. There 
were many activities for children and attendees also tucked 
into a healthy lunch. These sorts of celebrations are helpful in 
encouraging families to spend positive time together, and getting 
people engaged in the more intensive parts of the Strong Families 
(parenting) program. 

A Wik community concert also lifted spirits during the quarter. It 
was a huge success, with performing artists, traditional dancing, 
and market stalls operating. A Student Education Trust (SET) fair 
also drew a good crowd, with parents, carers and their children 
coming along to browse educational items up for sale. A total of 
$2,839.96 worth of SET savings was spent on ensuring kids had 
what they needed for school.

O-Hub staff hosted the Aurukun Shire Council for a morning tea 
in mid-June and demonstrated the opportunities that community 
members can access through the O-Hub. Council staff members 
showed great interest and reported that they enjoyed the 
experience. Later that month, the O-Hub and Parenting staff were 
also invited to attend the Aurukun Shire Council chambers to 
provide further information about our work. 

Our staff continued to work closely with other local service providers 
during Q2, including the Families Responsibilities Commission, 
Cape York Academy (including Student Case Managers), 
Centrelink, Youth Justice, Apunipima, Men’s Shed, Cape York 
Employment, Police Citizens Youth Club, Community Justice 
Group and Queensland Indigenous Family Violence Legal Service.    

From May onwards the roads around Aurukun were upgraded, 
which made access to Weipa much easier for locals wanting to get 

away for the weekend. Importantly, quality fruit and vegetables are 
now being delivered to the community on a weekly basis. There 
is also a new incentive scheme where community members can 
purchase $20 worth of fruit and vegetables and get a further $10 
worth for free. We’ve noticed that this is working well and families 
are consuming more fresh produce.  

Unfortunately, the improvement of road access has also meant 
that there is a visible increase in the supply of drugs and alcohol in 
�[�O�L���J�V�T�T�\�U�P�[� �̀����(�Z���H���Y�L�Z�\�S�[�����J�V�T�T�\�U�P�[�`���[�L�U�Z�P�V�U���H�U�K���Ä�N�O�[�P�U�N���^�L�Y�L��
also ongoing during the period, and some events, like the Anzac 
Day Ceremony, were sadly cancelled as a result. The O-Hub has 
�O�H�K���[�V���J�S�V�Z�L���M�V�Y���Z�O�V�Y�[���W�L�Y�P�V�K�Z���V�M���[�P�T�L���K�\�L���[�V���J�V�T�T�\�U�P�[�`���Ä�N�O�[�P�U�N����
and other interruptions to service delivery were also experienced 
in mid-May due to Sorry Business. Telstra outages also made 
�V�W�L�Y�H�[�P�V�U�Z���K�P�M�Ä�J�\�S�[���P�U���(�W�Y�P�S����

We’re excited to welcome some new staff members this quarter, 
including two new MPower Graduates, a new POP Enabler, and 
�U�L�^�� �7�H�Y�L�U�[�P�U�N�� �*�V�U�Z�\�S�[�H�U�[���� �>�L�»�]�L�� �O�H�K�� �N�V�V�K�� �I�H�J�R�Ä�S�S�� �Z�\�W�W�V�Y�[��
from Cairns-based staff during the transition period, which 
has allowed us to carry on giving community members quality 
assistance and support. We look forward to working with these 
new staff into the future.

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 �;�O�L�Z�L���W�V�W�\�S�H�[�P�V�U���Ä�N�\�Y�L�Z���O�H�]�L���I�L�L�U���J�H�S�J�\�S�H�[�L�K���I�`���[�H�R�P�U�N���[�O�L�������������*�L�U�Z�\�Z���W�V�W�\�S�H�[�P�V�U�����H�U�K���H�W�W�S�`�P�U�N���[�O�L���W�L�Y�J�L�U�[�H�N�L���W�V�W�\�S�H�[�P�V�U���N�Y�V�^�[�O���P�U���(�\�Y�\�R�\�U���M�Y�V�T�����������¶���������H�J�J�V�Y�K�P�U�N���[�V���*�L�U�Z�\�Z���K�H�[�H����
as an annual rate. 

AURUKUN O-HUB  Q2 
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AURUKUN Q2
PARTNER PARTICIPATION SUMMARY

Partner participation remains strong in Aurukun with 817 community members signed up to at least one 
Opportunity Product and 35 per cent of those signed up to two or more products. Activities across all 
Opportunity Products have remained consistent as more people realise their benefits in improving capabilities 
and skills around money management, positive parenting, keeping healthy homes, and staying committed to 
meeting children’s educational needs. 

STUDENT EDUCATION TRUST (SET) to 
support children’s educational needs

�‹�� SET membership continues to rise—302 Aurukun students 
�O�H�]�L���U�V�^���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;����

�‹�� It is becoming the norm to put money aside for students’ 
educational needs, with 166 Aurukun adults now contributing 
to at least one SET account. 

�‹�� SET donors have saved $20,919.98 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 Aurukun students.

�‹�� These savings are being spent on purchases that help kids 
to be school-ready and learn. This quarter, the top four most 
purchased items were uniforms, stationery, educational toys/
games, and school bags.    

PRIDE OF PLACE (POP) to 
create healthier outdoor living spaces

�‹�� POP membership has continued to 
grow this quarter—there are now 88 
members from 82 households. By 
signing up to POP, these members 
are expressing a clear desire to create 
healthier outdoor living spaces. 

�‹�� During Q2, 31 community members 
accessed POP to improve their 
knowledge and skills. 

�‹�� One Garden Club event and 28 
Pop-up Visits were held to up-skill 
members, as well as provide them 
with general advice and support. 

�‹�� Work continued on eight Backyard 
Blitz projects during Q2. Eight 
community members have worked 
on these projects, contributing a 
total of 102 hours of sweat equity. 
One Blitz project was completed 
during the quarter.

STRONG FAMILIES to build positive parenting skills and 
create happier, healthier homes

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

�‹�� During Q2, 115 people—both members and non-members—
accessed Strong Families to build positive parenting skills and 
create healthier homes. 

�‹�� Although no positive parenting sessions were held during the 
quarter, O-Hub staff members continued to provide additional 
ongoing family advice and support through 14 family support 
meetings, and 121 engagement activities (e.g. women’s groups, 
workshops, home visits, and information sessions).

�‹�� Ten Home Maker sessions were also held during the quarter to 
teach partners about meal planning, healthy cooking, cleaning 
and setting routines for children.

�‹�� Partners constantly tell us that Strong Families gives them the tools 
�[�O�L�`���U�L�L�K���[�V���T�V�Y�L���J�V�U�Ä�K�L�U�[�S�`���T�H�U�H�N�L���[�O�L�P�Y���J�O�P�S�K�Y�L�U�»�Z���W�Y�V�I�S�L�T��
behaviours, and create happier and healthier homes for their families.  

MPOWER to build money 
management skills

�‹�� MPower membership continues to 
increase—798 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 Q2, 407 community members 
accessed MPower a total of 3,034 
times, including to make use of self-
service internet and phone banking, 
participate in Money Management 
Training sessions, receive ongoing 
�Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`���Z�\�W�W�V�Y�[���H�U�K���T�H�R�L��
purchases through Wise Buys. 

�‹�� The amount of support partners  
need when using the self-service 
banking area is reducing all the time—
they are becoming independent  
money managers.
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familySTORIES
CELEBRATING  
FAMILY DAY 
A Celebrating Family Day event held by Strong Families 
in June was a big hit. Games and activities were a good 
way for families to spend positive time together.   

A MOTHER’S LOVE
Kailung Hudson is a mother of 12 children. In 2012, she 
self-referred to the Strong Families program to get some 
support and advice around learning positive parenting tips 
and dealing with Child Safety. 

“I worked very close with the consultant on different 
strategies to help get my children back. I attended every 
day, doing activities and meeting other women and 
sharing stories.”

In May 2014, Kailung had the heart ache of losing her 
young daughter to suicide. 

“This had a huge impact in my life as I was so lost and felt 
that I could not handle or cope with her not being here with 
me. I stopped coming to the centre because I was in the 
grieving process… In April 2015, the Parenting consultant 
came to see me as I was on the FRC list… It turned out 
the consultant was my father’s youngest sister Mama 
Eileen. Since then, I have grown close to her and shared 
my stories of what I have been through… [She] has been a 
good listener and is supporting me through talking, helping 
me to make the right decisions for myself…”

Kailung has had an incredibly tough journey, but things 
are improving. “Since coming [back] to the centre, I have 
been able to receive support in organising my daughter’s 
Traditional Ceremonial House Opening in September… 
[and the consultant] has also shown me the different 
products that [the] O-Hub has to offer, such as Wise Buys 
and POP and SET for my younger children.

“Since coming back to the centre I feel happier and less 
stressful… it has made me come out of the house and 
made me think clearly.”

Kailung Hudson is committed to maintaining a stable 
and happy life for herself and her family. 

Kids got stuck in and enjoyed the activities.

SET FOR SUCCESS AT 
BOARDING SCHOOL
“I’m excited to get my new laptop through SET.”
Angela Chevathun started boarding school this year. 
She now attends All Souls St Gabriel’s school in 
Charters Towers and is enjoying it so far.  

Recently, Angela ordered a laptop through SET to help 
with her studies. Angela’s mum was assisted by O-Hub 
staff to arrange for the purchase of the laptop using 
her daughter’s SET funds and not long after, Angela 
collected her new computer after the Aurukun SET fair.  

Angela is very happy with the purchase. “I’m excited to 
get my laptop through SET.  Thank you.”

Angela and her mum, Kaylene Chevathun. Angela is now 
SET for success at school.
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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

�‹�� providing support and advice around smart purchasing options, as well as understanding terms and conditions of purchase.

1 Based on the percentage population growth in Aurukun from 2006–11 (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 �-�V�Y���[�O�L���Ä�Y�Z�[���[�P�T�L�����4�7�V�^�L�Y���H�U�K���>�P�Z�L���)�\�`�Z���T�L�T�I�L�Y�Z�O�P�W�Z���H�Y�L���I�V�[�O���P�S�S�\�Z�[�Y�H�[�L�K���O�L�Y�L���H�Z���H���J�V�T�I�P�U�L�K���T�L�T�I�L�Y�Z�O�P�W���[�V�[�H�S�����-�V�Y���[�O�P�Z���Y�L�H�Z�V�U�����T�L�T�I�L�Y�Z�O�P�W���U�\�T�I�L�Y�Z���^�P�S�S���H�W�W�L�H�Y���Z�S�P�N�O�[�S�`���K�P�M�M�L�Y�L�U�[���[�V��
what has been reported in previous quarters. These membership data include, therefore, 113 people who are signed up to Wise Buys and MPower simultaneously, as well as one additional 
member who is only signed up to Wise Buys and not MPower. 

3 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���+���Z�W�H�J�L�Z�¹����
and receive ongoing support to (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 798 community members signed up to MPower in Aurukun. This represents about 
82 per cent of all Aurukun adults (15+ years).1

�‹�� Most members who have joined MPower since Q2 2013 have been self- or family/friend-referred. People are spreading the good 
word about the help that MPower can give.   

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

�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���S�L�H�Y�U���H�I�V�\�[��
banking, budgeting, debt reduction, internet and phone 
banking, loans, payments and wealth creation.

�‹�� Members took part in eight MMT sessions this quarter to 
learn about banking, budgeting, and loans. Since Q2 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’  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 Q2, 141 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 Q2, 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 
�O�L�S�W���[�O�L�T���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��
across their lives. During Q2, 16 Coaching sessions were held. 
Coaching participants have demonstrated steady progression 
over time:  

COACHING SESSIONS3

O-HUB

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.

�‹�� Between Q1 2013 and Q1 2015, members 
participated in an average of 2,114 self-service sessions 
per quarter. During Q2, members used the self-service area 
2,530 times—busier than the average quarterly period.

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2013 2014

800

600

400

200

0

798 
Aurukun MPower 

members

2015

TOTAL MPOWER MEMBERS2 
Q2 2013 TO Q2 2015

Q2

FRC referred

Family/Friend/Self

Unknown

O-Hub staff/Centrelink

REFERRAL SOURCES FOR MPOWER     
Q2 2013 TO Q2 2015

30
%

8%
9%

54% 

Number of sessions: 1 2 3 4 5 ONGOING

Partners  
attending:

% 100% 60% 40% 31% 26% 13%

No. 242 144 97 74 62 31
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WISE BUYS PURCHASING ASSISTANCE
�‹�� Wise Buys supports members 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), and completing purchases when they are ready to do so.  

�‹�� During Q2, 16 members visited the O-Hub a total of 37 times to seek support. Most 
visits (68%) were to conduct research on future purchases. 

�‹�� Members made seven purchases through Wise Buys in Q2, including four need 
items and three want items.1���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���H���]�L�O�P�J�S�L��
roadside assistance membership. 

1 ‘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

O-HUB

HOW DOES MPOWER HELP MEMBERS TO IMPROVE THEIR FINANCIAL LITERACY? CONTINUED

�‹�� Members are regularly using the internet and 
phone banking self-service area to pay bills, check 
balances and do their general banking.

�‹�� Members can request assistance from staff when 
using the self-service area. In Aurukun, unassisted 
sessions are trending up and assisted sessions 
are trending down (see right)�����>�O�P�S�L���[�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���T�L�T�I�L�Y�Z���J�V�T�L��
on board, this is a good indication that users are 
�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��������

HOW DOES MPOWER CAUSE POSITIVE CHANGE?

COMMUNITY MEMBERS ARE BECOMING RESPONSIBLE, INDEPENDENT MONEY MANAGERS

19%

14%

68%

General 
support

Research  
on purchase

Purchase

WISE BUYS ACTIVITIES UNDERTAKEN BY 
MEMBERS WHO VISITED THE O-HUB
DURING Q2 AS A PROPORTION (%)  
OF TOTAL VISITS (N=37)

100%

80%

60%

40%

20%

0%
Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2011 2012 20142013
Q2 Q3 Q4 Q1

2015

UNASSISTED AND ASSISTED SESSIONS  
AS A PROPORTION (%) OF TOTAL SESSIONS 
Q2 2011 TO Q2 2015

Q2

Unassisted

Assisted

48%

52%

During Q2, 407 community members accessed MPower 3,034 times  
�[�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� �̀�

�0�T�W�Y�V�]�L�K���Ä�U�H�U�J�P�H�S��
behaviours

Improved  
�Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`

Responsible money 
management and 

economic participation

Community members sign-up to MPower; 
they participate in skill-building activities and 
regularly use the self-service banking area. 

COMMUNITY MEMBERS ARE IMPROVING THEIR FINANCIAL LITERACY

Staff consistently report that members are continuing to improve their understanding about the value of money, including being able to identify 
how much they spend and make informed money management decisions. The below partner progress story is a good example of this.   

The member later returned to the O-Hub to redo the MMT 
so they could make sure they understood it properly. After 
completing the MMT a second time, they achieved 100 per cent 
on a subsequent mini quiz. They walked away equipped with the 
knowledge they needed to choose a savings account that would 
best suit their needs. 

One partner came to the O-Hub to talk about 
setting up a savings account. The discussion 
prompted the partner to do an MMT session 
to learn about options for saving accounts, 
but after completing it they found that they 
still had more to learn.   

PARTNER PROGRESS STORY
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STUDENT EDUCATION TRUST 

1 Based on the percentage population growth in Aurukun from 2006–11 (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 2006–11 (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.

3 �;�O�L���[�V�[�H�S���J�O�P�S�K�Y�L�U���I�L�U�L�Ä�[�[�P�U�N���M�Y�V�T���:�,�;���P�U�J�S�\�K�L�Z���[�O�V�Z�L���^�O�V���H�Y�L���J�\�Y�Y�L�U�[�S�`���I�L�U�L�Ä�[�[�P�U�N���[�O�Y�V�\�N�O���V�W�L�U���H�J�J�V�\�U�[�Z�����H�U�K���[�O�V�Z�L���^�O�V���O�H�]�L���I�L�U�L�Ä�[�[�L�K���P�U���[�O�L���W�H�Z�[�����H�U�K���^�O�V�Z�L���H�J�J�V�\�U�[�Z���H�Y�L���U�V�^���J�S�V�Z�L�K��

The Student Education Trust (SET) program 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. 

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

�‹�� By the end of Q2, a total of 302 Aurukun children had been 
signed up to a SET account (see above). 

�‹�� 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 302 accounts that have been opened in Aurukun to 
date, 286 (95%) remained open at the end of Q2 and 16 (5%) 
had been closed. 

�‹�� Most (63%) of the 286 SET accounts remaining open are for 
primary school aged children (see below). 
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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. 

�‹�� Each SET account can have between 1–3 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 166 community members signed up 
to SET in Aurukun. This represents about 18 per cent of all 
Aurukun adults (18+ years).2 

�‹�� Of these donors, 80 (48%) are contributing to one account, 
49 (30%) are contributing to two accounts, and 37 (22%) 
are contributing to three or more accounts. Donors are 
working together to share the load and make education 
more affordable.

�‹�� Ninety-three per cent of Aurukun SET donors are female, 
most (80%) 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. 

So far, 302 Aurukun children3���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��

�‹�� �;�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 20 SET students is unknown. 
These students are aged between 14–17 years and have a 
total combined balance of $34,230.79. O-Hub staff will follow 
up with the donors for these accounts where possible to 
determine the schooling status of these students.

SET ACCOUNTS SET DONORS
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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.

�‹�� 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 Q2, a total of $20,919.98 was contributed to 
SET accounts in Aurukun. This is roughly the same amount 
that has been contributed each quarter since Q2 2014 and 
represents a large sum of money being put aside to fund 
student educational needs.

�‹�� The top four most common purchases during Q2 were: 

SCHOOL UNIFORMS

STATIONERY

EDUCATIONAL TOYS 
AND GAMES

SCHOOL BAGS

O-HUB

POSITIVE IMPACTS OF STUDENT EDUCATION TRUST ON COMMUNITY MEMBERS

PURCHASING EDUCATIONAL ITEMSSAVING SUPPORT

�‹�� 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 

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

�‹�� As a result of these consistent savings, SET account 
balances in Aurukun continue to stay high, sitting at 
$448,866.68 at the end of Q2. 

�‹�� 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����
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$20,332.28 $20,332.95 $21,862.75 $21,736.72$20,919.98

materials to support their children. A SET Fair was held in Q2 
during which 15 donors—parents, carers and kin—attended 
the O-Hub to browse, discuss and purchase educational 
items with funds from 26 different SET accounts.

�‹�� During Q2 a total of 145 purchases were made from 
SET accounts. The total value of these purchases was 
$11,755.89. 

145

95 

414 

TOTAL NUMBER OF PURCHASES MADE USING SET
Q2 2013 TO Q2 2015
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School 
participation 

increases

School  
readiness 
increases

Educational  
outcomes  
improve

Parents/carers sign up to SET; they make regular 
contributions to students’ SET accounts and are 

more able to purchase necessities for school.

HOW DOES SET CAUSE POSITIVE CHANGE?

PARENTS AND CARERS ARE ENGAGED IN THEIR 
CHILDREN’S EDUCATION
Overall, 31 per cent of SET accounts had some level of activity 
during Q2 (i.e. at least one contribution and/or purchase)—
parents and carers are regularly engaged with SET. 

CHILDREN ARE MORE SCHOOL READY AND 
PARENTS/CARERS ARE LESS STRESSED
Our donors constantly tell us that SET means their kids feel like 
they have what they need to succeed at school. Donors know 
the money is there for their children, so they feel less stressed.
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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 women’s 
group activities and workshops on different 
aspects of positive parenting and home 
maintenance.

�‹�� Between Q1 2013 and Q1 2015, the team 
conducted an average of 73 engagements per 
quarter. During Q2, 121 engagement activities 
were undertaken—much busier than the 
average quarterly period. 

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 100 community 
members signed up to Strong Families in Aurukun. This 
represents about 11 per cent of all Aurukun adults (18+ years).1

STRONG FAMILIES

HOW DOES STRONG FAMILIES HELP PARENTS AND CARERS? 

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, 14 family support meetings were held. 

1 Based on the percentage population growth in Aurukun from 2006–11 (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 �-�V�Y���[�O�L���Ä�Y�Z�[���[�P�T�L�����/�V�T�L���7�Y�P�K�L���H�U�K���7�H�Y�L�U�[�P�U�N���T�L�T�I�L�Y�Z�O�P�W�Z���H�Y�L���I�V�[�O���P�S�S�\�Z�[�Y�H�[�L�K���O�L�Y�L���H�Z���H���J�V�T�I�P�U�L�K���T�L�T�I�L�Y�Z�O�P�W���[�V�[�H�S�����-�V�Y���[�O�P�Z���Y�L�H�Z�V�U�����T�L�T�I�L�Y�Z�O�P�W���U�\�T�I�L�Y�Z���^�P�S�S���H�W�W�L�H�Y���Z�S�P�N�O�[�S�`���K�P�M�M�L�Y�L�U�[���[�V��
what has been reported in previous quarters. Therefore, these membership data include, 76 people who are signed up to Parenting only, three people signed up to Parenting and Home 
Pride simultaneously, and 21 people who are signed up to Home Pride only.         

Overall, 115 people—including members and non-members—accessed Strong Families to 
improve their parenting skills and create healthier homes during Q2.

PARENTING 
HUB

Strong Families 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

�‹�� assisting families to create happy and healthy homes for their children. 
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Q2 2013 TO Q2 2015

Q2

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

training sessions to build their parenting knowledge and skills. 

�‹�� Although there was strong participant involvement in sessions 
during Q1, no sessions were held in Q2. Instead, members spent 
time participating in engagement activities and receiving ongoing 
�M�H�T�P�S�`���Z�\�W�W�V�Y�[���[�V���Y�L�J�L�P�]�L���P�T�T�L�K�P�H�[�L���H�Z�Z�P�Z�[�H�U�J�L���^�P�[�O���Z�W�L�J�P�Ä�J��
parenting or family issues. 

HOME PRIDE—TO CREATE HAPPIER AND HEALTHIER HOMES
�‹�� Home Pride assists families to build the knowledge and skills they need to create happy and healthy homes for their children, 

�[�O�Y�V�\�N�O�!���O�L�H�S�[�O�`���J�V�V�R�P�U�N���J�S�H�Z�Z�L�Z�����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�����H�U�K���Z�\�W�W�V�Y�[���^�P�[�O��
‘do-it-yourself’ home improvement projects. In Q2, 62 people accessed Home Pride to create happier and healthier homes.

Home Maker:  Skill-building sessions 
around meal planning, healthy cooking, 
cleaning, and setting routines for children.

House Blitz:  Comprehensive DIY projects to create healthier 
living spaces—one room at a time, or a whole home.

In Q2, 10 sessions were held.
Although there were no House Blitz activities undertaken this quarter, 
we look forward to seeing further activities in the coming months. 
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1 �:�V�T�L���K�L�[�H�P�S�Z���O�H�]�L���I�L�L�U���H�S�[�L�Y�L�K���[�V���L�U�Z�\�Y�L���[�O�P�Z���W�H�Y�[�U�L�Y���J�H�U�U�V�[���I�L���P�K�L�U�[�P�Ä�L�K��
2 Based on the percentage population growth in Aurukun from 2006–11 (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
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’
�‹�� providing members with information about caring for their gardens and outdoor living spaces through Garden Clubs and 

Pop-up Visits 
�‹�� support with ‘do-it-yourself’ home improvement projects. 

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 88 community 
members signed up to POP in Aurukun. This represents about 
10 per cent of all Aurukun adults (18+ years).2 

�‹�� These members live in 82 separate Aurukun households.

POSITIVE IMPACTS OF STRONG FAMILIES ON COMMUNITY MEMBERS

HOW DOES STRONG FAMILIES CAUSE POSITIVE CHANGE?

Increased use of 
positive parenting 

techniques at home

Increase of knowledge 
around positive 

parenting techniques

Happier and 
healthier children 

and families

Community members sign up to Strong 
Families; they actively participate in handicrafts, 

skill-building activities, Home Pride activities 
and Triple P positive parenting sessions. 

PARENTS AND CARERS ARE BUILDING THEIR SKILLS AND CONFIDENCE

�4�L�T�I�L�Y�Z���^�O�V���H�J�[�P�]�L�S�`���L�U�N�H�N�L���^�P�[�O���:�[�Y�V�U�N���-�H�T�P�S�P�L�Z���J�V�U�Z�P�Z�[�L�U�[�S�`���[�L�S�S���\�Z���[�O�H�[���[�O�L�`���[�H�R�L���H�^�H�`���[�O�L���[�V�V�S�Z���[�O�L�`���U�L�L�K���[�V���I�L���T�V�Y�L���J�V�U�Ä�K�L�U�[���P�U��
managing their children’s problem behaviours. For example, the personal progress story below tells how one member is beginning to 
learn the skills they need to be the best parent they can be.

Through Strong Families, the partner has learned positive 
parenting skills that they’ve now put into practice. Staff members 
have seen the member interact differently with their children–they 
�H�Y�L���N�P�]�P�U�N���T�V�Y�L���W�Y�H�P�Z�L���[�O�H�U���I�L�M�V�Y�L�����H�U�K���O�H�]�L���N�Y�L�H�[�L�Y���J�V�U�Ä�K�L�U�J�L��
�K�L�H�S�P�U�N���^�P�[�O���[�H�U�[�Y�\�T�Z���H�U�K���Ä�N�O�[�Z�����;�O�L�`���H�Y�L���H�S�Z�V���W�Y�L���W�S�H�U�U�P�U�N��
outings now, so that they are careful not to interrupt the 
children’s schooling time. With further hard work, these positive 
results will continue. 

When one member joined Strong Families 
over two years ago, they were looking 
for help with their children’s problem 
behaviours. The member was stressed 
about their own children, as well as other 
children in their care who weren’t going to 
school, were regularly throwing tantrums 
�H�U�K���Ä�N�O�[�P�U�N������

PARTNER PROGRESS STORY1

out of 10  of all Aurukun households 
are now signed up to POP.5AROU

N
D
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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 
�Z�R�P�S�S�Z���P�U���H�U���P�U�[�L�Y�H�J�[�P�]�L���Z�L�[�[�P�U�N�"���H�U�K���7�V�W���\�W���=�P�Z�P�[�Z�����^�O�L�Y�L��
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. 

O-HUB

�‹�� During Q2, 29 engagement activities were undertaken, 
including 28 Pop-up Visits and one Garden Club event. Eight 
members participated in the Garden Club, discussing weeding 
and strategies for general garden up-keep.  

31 community members accessed POP to improve their knowledge and skills during Q2.

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

�‹�� Currently, twelve people are signed up to do a Backyard 
Blitz and have so far saved $11,100.00 towards their 
combined target contribution of $12,000.00. 

�‹�� During Q2, eight community members worked to progress 
these Backyard Blitz projects, contributing a total of 102 
hours sweat equity. They have been busily painting, paving 
and building garden beds, playgrounds, outdoor furniture 
and lattice screens. 

�‹�� One member completed their Backyard Blitz project during the 
quarter and can now enjoy their new outdoor living space. 

TOTAL POP-UP VISITS
Q2 2014 TO Q2 2015
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POSITIVE IMPACTS OF POP ON COMMUNITY MEMBERS

HOW DOES POP CAUSE POSITIVE CHANGE?

Increased desire 
to maintain and 
beautify home  

and garden

Increase of 
knowledge and 

skills around home 
maintenance

Healthier outdoor 
living spaces 
contribute to 

families’ wellbeing

Community members sign up to POP; they participate 
in skill-building activities and save the money necessary 
to undertake a Backyard Blitz. They complete the Blitz 

by providing sweat equity in the form of labour. 

MEMBERS ARE BUILDING KNOWLEDGE AND 
SKILLS AROUND HOME MAINTENANCE
Members constantly tell us that they pick up gardening and 
home maintenance tips that help them to care for their homes. 
Some members go away, do their research, and feed gardening 
tips back to our staff too. 

MEMBERS ARE MAINTAINING AND CARING FOR 
THEIR HOMES AND GARDENS
After completing Backyard Blitzes, members continue to check in 
with us about maintenance tips so that they can continue to care 
for their homes and gardens properly. We see evidence of this in the 
communities—most of the POP houses are visibly better cared for. 

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.
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This quarter has been busy at the Coen O-Hub, with community 

members more active overall than the last. For MPower alone, 

more people attended the O-Hub and participated in skill-building 

sessions than in Q1. Overall, 47 people engaged with MPower a 

total of 158 times to improve their skills and capabilities. 

Our staff members have continued to actively support the 

community, including by maintaining close links with other local 

service providers so that we can work in unison to produce positive 

outcomes. During the quarter, O-Hub staff met with representatives 

from the Wellbeing Centre, Families Responsibilities Commission, 

Cape York Academy (CYA), Centrelink, Kalan Rangers, Cape 

York Employment and Community Justice Group to discuss and 

manage the provision of services in the community. 

A Senior Executive from Triple P International also visited the 

community in late May and spoke with Strong Families staff 

about the positive parenting program. The visit gave the team 

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

best practice approaches to parenting support, which they will 

continue to apply locally in Coen. 

In mid-May, some O-Hub staff gave a presentation to the CYA 

school teachers about the Student Education Trust, including 

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

presentation was well-received.

A Police Citizens Youth Club basketball carnival was held in 

Coen this quarter and drew a good crowd. An Empowered 

Communities information session was also held in April with a 

good range of community members attending. Many attendees 

commented that they were excited to hear about the initiative and 

wanted to learn more about it over the coming months.          

Staff members at the O-Hub also attended and assisted at other 

�Z�P�N�U�P�Ä�J�H�U�[���*�H�W�L���L�]�L�U�[�Z�����S�P�R�L���[�O�L���*�H�W�L���@�V�Y�R���:�\�T�T�P�[�����P�U���L�H�Y�S�`���4�H�`����

and Laura Aboriginal Dance Festival (in late June). 

Although things were busy overall during the quarter, there have 

also been some quieter times. There appear to be a larger number 

of community members than usual working on the outstations 

surrounding Coen and who are, therefore, away from town for 

much of the time. This is a fantastic sign that people are taking up 

and remaining in jobs: greater economic participation is steadily 

becoming a reality.   

In April, Sorry Business also meant the community was quiet for 

at least a week, and school holidays, which began at the end 

of June, are also typically quieter periods. Lots of children and 

families leave town at this time, including to participate in the 

Junior Ranger programs with the Kalan and Lama Lama Rangers.  

We’re looking forward to the end of the school holiday period 

so we can get stuck into another busy quarter in the months 

to come.

By Coen O-Hub Leader, Lenore Casey

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 �;�O�L�Z�L���W�V�W�\�S�H�[�P�V�U���Ä�N�\�Y�L�Z���O�H�]�L���I�L�L�U���J�H�S�J�\�S�H�[�L�K���I�`���[�H�R�P�U�N���[�O�L�������������*�L�U�Z�\�Z���W�V�W�\�S�H�[�P�V�U�����H�U�K���H�W�W�S�`�P�U�N���[�O�L���W�L�Y�J�L�U�[�H�N�L���W�V�W�\�S�H�[�P�V�U���N�Y�V�^�[�O���P�U���*�V�L�U���M�Y�V�T�����������¶���������H�J�J�V�Y�K�P�U�N���[�V���*�L�U�Z�\�Z���K�H�[�H�����H�Z��
an annual rate. 

COEN O-HUB  Q2 
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COEN Q2
PARTNER PARTICIPATION SUMMARY

Partner participation remains strong in Coen with 252 community members signed up to at least one 
Opportunity Product and 61 per cent of those signed up to two or more products. Activities across all 
Opportunity Products have remained consistent as more people realise their benefits in improving capabilities 
and skills around money management, positive parenting, keeping healthy homes, and staying committed to 
meeting children’s educational needs.

STUDENT EDUCATION TRUST (SET) to 
support children’s educational needs

�‹�� SET membership continues to rise—206 Coen students have 
�U�V�^���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;����

�‹�� It is becoming the norm to put money aside for students’ 
educational needs, with 126 Coen adults now contributing to 
at least one SET account. 

�‹�� SET donors have saved $13,486.47 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 Coen students.

�‹�� These savings are being spent on purchases that help kids 
to be school-ready and learn. This quarter, the top four 
most purchased items were uniforms, school bags, laptop 
computers/software and educational toys/games.

PRIDE OF PLACE (POP) to create 
healthier outdoor living spaces

�‹�� There are now 63 members from 41 
households signed up to POP. By joining POP, 
these members are expressing a clear desire 
to create healthier outdoor living spaces. 

�‹�� During Q2, 29 community members 
accessed POP to improve their knowledge 
and skills. 

�‹�� Forty-three Pop-up Visits were held to up-
skill members, as well as provide them with 
general advice and support during the quarter. 

�‹�� Seven people are currently signed up to 
complete Backyard Blitz projects and are 
continuing to save so that they can meet 
�[�O�L�P�Y���Y�L�X�\�P�Y�L�K���Ä�U�H�U�J�P�H�S���J�V�U�[�Y�P�I�\�[�P�V�U���H�T�V�\�U�[�Z����

�‹�� Work was undertaken to complete one 
Backyard Blitz during the quarter. Indigenous 
employer, Bama Services, provided labour to 
assist in the completion of the project.

STRONG FAMILIES to build positive parenting skills and 
create happier, healthier homes

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

�‹�� During Q2, 62 people—both members and non-members—
accessed Strong Families to build positive parenting skills and 
create healthier homes. 

�‹�� This quarter, 13 positive parenting sessions were held. O-Hub 
staff members also continued to provide additional ongoing family 
advice and support through 21 family support meetings, and 57 
engagement activities (e.g. women’s groups, workshops, home 
visits, and information sessions).

�‹�� Five Home Maker sessions were also held during the quarter to 
teach partners about meal planning, healthy cooking, cleaning 
and setting routines for children.

�‹�� Partners constantly tell us that Strong Families gives them the tools 
�[�O�L�`���U�L�L�K���[�V���T�V�Y�L���J�V�U�Ä�K�L�U�[�S�`���T�H�U�H�N�L���[�O�L�P�Y���J�O�P�S�K�Y�L�U�»�Z���W�Y�V�I�S�L�T��
behaviours, and create happier and healthier homes for their families.

MPOWER to build money 
management skills

�‹�� MPower membership continues to 
increase—207 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 Q2, 47 community members 
accessed MPower a total of 158 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�����Y�L�J�L�P�]�L���V�U�N�V�P�U�N���Ä�U�H�U�J�P�H�S��
literacy support and make purchases 
through Wise Buys. 

�‹�� The amount of support partners  
need when using the self-service 
banking area is reducing all the time—
they are becoming independent  
money managers.
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familySTORIES
GETTING IN TOUCH WITH 
THEIR CREATIVE SIDES
Amelia Gordon, Marilyn Kepple and Josephine Kulla Kulla took part in a 
handicraft session, run by Strong Families, during the quarter. They created 
some colourful, abstract artworks using melted crayons and canvas. 

The activity allowed the women to take some time out, relax and explore 
their creative sides.  Their feedback was positive: “Very interesting.”, 
“Exciting I’ve learn[ed] something new.”, “Enjoyable, for people like me who 
can’t paint, I like it.”  

Amelia Gordon, Marilyn Kepple  and 
Josephine Kulla Kulla with their artworks. 

CRAFTY KIDS
Strong Families staff member, Selina 
Bowen, worked with the Wellbeing Centre 
to assist in delivering art lessons at the 
Coen campus of CYA during the quarter. 

Children got stuck in, got their hands 
dirty and enjoyed making artworks to take 
home. They were proud of the end result.

Micky Thompson, Bryon Pratt and Genai Fa’Aoso enjoy art lessons at Coen school.

SET FAIR SALES SHOW 
STRONG COMMITMENT
The Coen SET Fair drew a good crowd this quarter, with 
educational items being purchased for 24 different children. Nearly 
$3,000 was spent.

The ongoing commitment of Coen families to SET is outstanding— 
a sure sign that they are serious about supporting their children’s 
educational needs.    
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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

�‹�� providing support and advice around smart purchasing options, as well as understanding terms and conditions of purchase.

1 Based on the percentage population growth in Coen from 2006–11 (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 �-�V�Y���[�O�L���Ä�Y�Z�[���[�P�T�L�����4�7�V�^�L�Y���H�U�K���>�P�Z�L���)�\�`�Z���T�L�T�I�L�Y�Z�O�P�W�Z���H�Y�L���I�V�[�O���P�S�S�\�Z�[�Y�H�[�L�K���O�L�Y�L���H�Z���H���J�V�T�I�P�U�L�K���T�L�T�I�L�Y�Z�O�P�W���[�V�[�H�S�����;�O�L�Z�L���T�L�T�I�L�Y�Z�O�P�W���K�H�[�H���P�U�J�S�\�K�L�����[�O�L�Y�L�M�V�Y�L�����������W�L�V�W�S�L���^�O�V���H�Y�L���Z�P�N�U�L�K���\�W���[�V��
Wise Buys and MPower simultaneously.  

3 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���+���Z�W�H�J�L�Z�¹����
and receive ongoing support to (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 207 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 Q2 2013 have been self- or family/friend-referred. People are 
spreading the good word about the help that MPower can give.   

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

�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���S�L�H�Y�U���H�I�V�\�[��
banking, budgeting, debt reduction, internet and phone 
banking, loans, payments and wealth creation.  

�‹�� Members took part in four MMT sessions this quarter to learn 
about banking and payments. Since Q2 2014, members have 
used most MMTs at least once, except for Debt Reduction, 
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 Q2, 12 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 Q2, seven 
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. Although no coaching sessions were held in Q2, coaching 
participants have demonstrated steady progression over time: 

COACHING SESSIONS3

O-HUB

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.

�‹�� Between Q1 2013 and Q1 2015, members 
participated in an average of 152 self-service sessions 
per quarter. During Q2, members used the self-
service area 98 times—slightly fewer than the average 
quarterly period. 

250
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207 
Coen MPower 

members

TOTAL MPOWER MEMBERS2 
Q2 2013 TO Q2 2015

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2013 2014 2015

Q2

FRC referred

Family/Friend/Self

Unknown

O-Hub staff/Centrelink

REFERRAL SOURCES FOR MPOWER     
Q2 2013 TO Q2 2015 50%

7%

40% 

3%

Number of sessions: 1 2 3 4 5 ONGOING

Partners  
attending:

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

No. 38 31 25 14 24 16
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WISE BUYS PURCHASING ASSISTANCE
�‹�� Wise Buys supports members 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), and completing 
purchases when they are ready to do so.  

�‹�� During Q2, six members visited the O-Hub a total of 14 times to seek support. 
Most visits (57%) were to conduct research on future purchases. 

�‹�� Members made six purchases through Wise Buys in Q2, all of which were need 
items.1 These items included mattresses, a bed, washing machine and clothes.  

1 ‘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.

2 Because Coen is a relatively small community, clear trends around levels of assistance cannot be gleaned from the smaller sample of internet and phone banking sessions. Therefore, only 
averages are reported for this community, despite longitudinal trend lines being reported for Aurukun, Hope Vale and Mossman Gorge, which have much larger session counts. 

POSITIVE IMPACTS OF MPOWER ON COMMUNITY MEMBERS

O-HUB

HOW DOES MPOWER HELP MEMBERS TO IMPROVE THEIR FINANCIAL LITERACY? CONTINUED

�‹�� Members regularly use the internet and phone banking self-service area to pay bills, check balances and do their general banking. 
Many of our members now do this independently, without the assistance of staff: between Q2 2014 and Q2 2015 an average of 
54 per cent of all self-service sessions were unassisted.2 

HOW DOES MPOWER CAUSE POSITIVE CHANGE?

COMMUNITY MEMBERS ARE BECOMING RESPONSIBLE, INDEPENDENT MONEY MANAGERS

During Q2, 47 community members accessed MPower 158 times  
�[�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� �̀�

�0�T�W�Y�V�]�L�K���Ä�U�H�U�J�P�H�S��
behaviours

Improved  
�Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`

Responsible money 
management and 

economic participation

Community members sign-up to MPower; 
they participate in skill-building activities and 
regularly use the self-service banking area. 

COMMUNITY MEMBERS ARE IMPROVING THEIR FINANCIAL LITERACY

Staff consistently report that members are continuing to improve their understanding about the value of money, including being able to identify 
how much they spend and make informed money management decisions. The below partner progress story is a good example of this.       

The partner did an MMT session to learn how to pay the bill and also worked with 
MPower staff to do a budget so that they could get a better understanding of where their 
money was going. The partner was assisted to start a payment plan so that they could 
gradually get on top of their existing bills, and worked with staff to make better plans for 
future bill payments. The partner now has a better understanding of how they can get on 
top of their bills and avoid late fees in future.  

One partner came 
into the O-Hub to 
talk about problems 
they were having 
paying a bill. The bill 
was overdue. 

PARTNER PROGRESS STORY

57%43%

General 
support

Research  
on purchase

Purchase

WISE BUYS ACTIVITIES UNDERTAKEN BY 
MEMBERS WHO VISITED THE O-HUB
DURING Q2 AS A PROPORTION (%)  
OF TOTAL VISITS (N=14)
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STUDENT EDUCATION TRUST 

1 Based on the percentage population growth in Coen from 2006–11 (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 population estimate. 

2 Based on the percentage population growth in Coen from 2006–11 (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.

3 �;�O�L���[�V�[�H�S���J�O�P�S�K�Y�L�U���I�L�U�L�Ä�[�[�P�U�N���M�Y�V�T���:�,�;���P�U�J�S�\�K�L�Z���[�O�V�Z�L���^�O�V���H�Y�L���J�\�Y�Y�L�U�[�S�`���I�L�U�L�Ä�[�[�P�U�N���[�O�Y�V�\�N�O���V�W�L�U���H�J�J�V�\�U�[�Z�����H�U�K���[�O�V�Z�L���^�O�V���O�H�]�L���I�L�U�L�Ä�[�[�L�K���P�U���[�O�L���W�H�Z�[�����H�U�K���^�O�V�Z�L���H�J�J�V�\�U�[�Z���H�Y�L���U�V�^���J�S�V�Z�L�K��

The Student Education Trust (SET) program 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. 

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

�‹�� By the end of Q2, a total of 206 Coen children had been 
signed up to a SET account (see above). 

�‹�� This means that 100% of all Coen children and youth (0–25 
�`�L�H�Y�Z�����O�H�]�L���U�V�^���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;��1

�‹�� Of the 206 accounts that have been opened in Coen to date, 
151 (73%) remained open at the end of Q2 and 55 (27%) had 
been closed. 

�‹�� The largest proportion (46%) of the 151 SET accounts remaining 
open are for primary school aged children (see below). 

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. 

�‹�� Each SET account can have between 1–3 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 
�K�L�J�Y�L�H�Z�L�K���[�O�P�Z���X�\�H�Y�[�L�Y�����I�L�J�H�\�Z�L���Ä�]�L���H�J�J�V�\�U�[�Z���O�H�]�L���I�L�L�U��
closed. There are now 126 community members signed 
up to SET in Coen. This represents about 62 per cent of all 
Coen adults (18+ years).2

�‹�� Of these donors, 61 (48%) are contributing to one account, 
32 (25%) are contributing to two accounts, and 33 (26%) 
are contributing to three or more accounts. Donors are 
working together to share the load and make education 
more affordable.  

�‹�� Thirty-two per cent of Coen donors are male, most (88%) 
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.

So far, 206 Coen children3���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����

�‹�� �;�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 $3,401.09. O-Hub staff will follow 
up with the donors for these accounts where possible to 
determine the schooling status of these students.

1
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CHILDREN WITH OPEN SET ACCOUNTS BY LEVEL OF SCHOOLING
Q2 2015
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LAPTOP COMPUTERS/
SOFTWARE

�‹�� 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 Q2, a total of $13,486.47 was contributed to SET 
accounts in Coen. This is slightly less than the usual quarterly 
contributions since Q2 2014, even though the actual number 
of open trusts has only decreased slightly (from 162 in Q2 2014 
to 151 in Q2 2015). However, this still represents a large sum of 
money being put aside to fund student educational needs. 

�‹�� The top four most common purchases during Q2 were: 

SCHOOL BAGS

EDUCATIONAL TOYS 
AND GAMES

O-HUB

SCHOOL UNIFORMS

POSITIVE IMPACTS OF STUDENT EDUCATION TRUST ON COMMUNITY MEMBERS

PURCHASING EDUCATIONAL ITEMSSAVING SUPPORT

�‹�� 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 

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

�‹�� As a result of these consistent savings, SET account 
balances in Coen continue to stay relatively high, sitting at 
$237,168.01 at the end of Q2. 

�‹�� 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����

materials to support their children. A SET Fair was held in Q2 
during which 12 donors—parents, carers and kin—attended 
the O-Hub to browse, discuss and purchase educational 
items with funds from 24 different SET accounts. 

�‹�� During Q2 a total of 188 purchases were made from  
SET accounts. The total value of these purchases  
was $18,119.50. 

School 
participation 

increases

School  
readiness 
increases

Educational  
outcomes  
improve

Parents/carers sign up to SET; they make regular 
contributions to students’ SET accounts and are 

more able to purchase necessities for school.

HOW DOES SET CAUSE POSITIVE CHANGE?

PARENTS AND CARERS ARE ENGAGED IN THEIR 
CHILDREN’S EDUCATION
Overall, 24 per cent of SET accounts had some level of activity 
during Q2 (i.e. at least one contribution and/or purchase)—
parents and carers are regularly engaged with SET. 

CHILDREN ARE MORE SCHOOL READY AND 
PARENTS/CARERS ARE LESS STRESSED
Our donors constantly tell us that SET means their kids feel like 
they have what they need to succeed at school. Donors know 
the money is there for their children, so they feel less stressed.  
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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��
ongoing engagement activities, like 
informal discussions, information 
sessions, home visits, community 
events, women’s group activities 
and workshops on different 
aspects of positive parenting.

�‹�� Between Q1 2013 and Q1 2015, 
the team conducted an average 
of 57 engagements per quarter. 
During Q2, 49 engagement 
activities were undertaken—only 
slightly fewer than the average. 

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. 

�‹�� A new member signed up in Q2. There are now 52 community 
members signed up to Strong Families in Coen. This 
represents about 26 per cent of all Coen adults (18+ years).1 

STRONG FAMILIES

HOW DOES STRONG FAMILIES HELP PARENTS AND CARERS? 

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�����������M�H�T�P�S�̀ ���Z�\�W�W�V�Y�[���T�L�L�[�P�U�N�Z���̂ �L�Y�L���O�L�S�K�·�H�U���P�U�J�Y�L�H�Z�L���M�Y�V�T���[�O�L���Ä�]�L���O�L�S�K���K�\�Y�P�U�N���8������

1 Based on the percentage population growth in Coen from 2006–11 (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 �-�V�Y���[�O�L���Ä�Y�Z�[���[�P�T�L�����/�V�T�L���7�Y�P�K�L���H�U�K���7�H�Y�L�U�[�P�U�N���T�L�T�I�L�Y�Z�O�P�W�Z���H�Y�L���I�V�[�O���P�S�S�\�Z�[�Y�H�[�L�K���O�L�Y�L���H�Z���H���J�V�T�I�P�U�L�K���T�L�T�I�L�Y�Z�O�P�W���[�V�[�H�S�����-�V�Y���[�O�P�Z���Y�L�H�Z�V�U�����T�L�T�I�L�Y�Z�O�P�W���U�\�T�I�L�Y�Z���^�P�S�S���H�W�W�L�H�Y���Z�S�P�N�O�[�S�`���K�P�M�M�L�Y�L�U�[���[�V��
what has been reported in previous quarters. Therefore, these membership data include, 36 people who are signed up to Parenting only, 11 people signed up to Parenting and Home Pride 
�Z�P�T�\�S�[�H�U�L�V�\�Z�S� �̀����H�U�K���Ä�]�L���W�L�V�W�S�L���^�O�V���H�Y�L���Z�P�N�U�L�K���\�W���[�V���/�V�T�L���7�Y�P�K�L���V�U�S� �̀�

Overall, 62 people—including members and non-members—accessed Strong Families to 
improve their parenting skills and create healthier homes during Q2.

PARENTING 
HUB

Strong Families 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

�‹�� assisting families to create happy and healthy homes for their children. 

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

training sessions to build their parenting knowledge and skills.

�‹�� During Q2, seven community members participated in 13 
sessions overall, including 11 Strong Families sessions (for at-
risk families) and two Baby College sessions (where expectant 
parents socialise and learn together).

�‹�� This quarter, members learned about: the causes of childhood 
behaviours, including the importance of developing positive 
relationships with children so they feel safe and secure.  

HOME PRIDE—TO CREATE HAPPIER AND HEALTHIER HOMES
�‹�� Home Pride assists families to build the knowledge and skills they need to create happy and healthy homes for their children, 

�[�O�Y�V�\�N�O�!���O�L�H�S�[�O�`���J�V�V�R�P�U�N���J�S�H�Z�Z�L�Z�����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�����H�U�K���Z�\�W�W�V�Y�[���^�P�[�O��
‘do-it-yourself’ home improvement projects. In Q2, 12 people accessed Home Pride to create happier and healthier homes.

Home Maker:  Skill-building sessions 
around meal planning, healthy cooking, 
cleaning, and setting routines for children.

House Blitz:  Comprehensive DIY projects to create healthier 
living spaces—one room at a time, or a whole home.

�0�U���8�������Ä�]�L���Z�L�Z�Z�P�V�U�Z���^�L�Y�L���O�L�S�K��
One member remains in the planning stages of their House Blitz. 
�;�O�L�`���W�S�H�U���[�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�»�Z���Y�V�V�T��������
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1 �:�V�T�L���K�L�[�H�P�S�Z���O�H�]�L���I�L�L�U���H�S�[�L�Y�L�K���[�V���L�U�Z�\�Y�L���[�O�P�Z���W�H�Y�[�U�L�Y���J�H�U�U�V�[���I�L���P�K�L�U�[�P�Ä�L�K����
2 Based on the percentage population growth in Coen from 2006–11 (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.  
3 An internal audit of POP data undertaken at the end of Q2 revealed that some memberships were previously underreported. The data presented here—including longitudinal membership 

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

PRIDE OF PLACE
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’
�‹�� providing members with information about caring for their gardens and outdoor living spaces through Garden Clubs and 

Pop-up Visits 
�‹�� support with ‘do-it-yourself’ home improvement projects. 

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 63 community 
members signed up to POP in Coen. This represents about 31 
per cent of all Coen adults (18+ years).2 

�‹�� These members live in 41 separate Coen households.

POSITIVE IMPACTS OF STRONG FAMILIES ON COMMUNITY MEMBERS

HOW DOES STRONG FAMILIES CAUSE POSITIVE CHANGE?

Increased use of 
positive parenting 

techniques at home

Increase of knowledge 
around positive 

parenting techniques

Happier and 
healthier children 

and families

Community members sign up to Strong 
Families; they actively participate in handicrafts, 

skill-building activities, Home Pride activities 
and Triple P positive parenting sessions. 

PARENTS AND CARERS ARE BUILDING THEIR SKILLS AND CONFIDENCE

�4�L�T�I�L�Y�Z���^�O�V���H�J�[�P�]�L�S�`���L�U�N�H�N�L���^�P�[�O���:�[�Y�V�U�N���-�H�T�P�S�P�L�Z���J�V�U�Z�P�Z�[�L�U�[�S�`���[�L�S�S���\�Z���[�O�H�[���[�O�L�`���[�H�R�L���H�^�H�`���[�O�L���[�V�V�S�Z���[�O�L�`���U�L�L�K���[�V���I�L���T�V�Y�L���J�V�U�Ä�K�L�U�[���P�U��
managing their children’s problem behaviours. For example, the personal progress story below tells how one member is beginning to 
learn the skills they need to be the best parent they can be. 

The partner recently re-engaged with parenting and has attended 
a record number of sessions over the past couple of months. 
They have learned about building positive relationships with 
their children and the importance of a calm and nurturing family 
environment. The member is now committed—they share their 
own stories and talk about how their experiences affect the way 
they parent their own children. With continued hard work, things 
will keep improving. 

One member came to the Parenting Hub 
�M�V�Y���[�O�L���Ä�Y�Z�[���[�P�T�L���U�L�H�Y�S�`���[�^�V���`�L�H�Y�Z���H�N�V�����(�[��
that time, they were stressed, tired and 
unwell. They came in to receive general 
support with their children’s behavioural 
problems, but after attending a couple of 
times, their engagement dropped off due 
to personal reasons.   

PARTNER PROGRESS STORY1

out of 10  of all Coen households  
are now signed up to POP.9AROU
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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 
�Z�R�P�S�S�Z���P�U���H�U���P�U�[�L�Y�H�J�[�P�]�L���Z�L�[�[�P�U�N�"���H�U�K���7�V�W���\�W���=�P�Z�P�[�Z�����^�O�L�Y�L��
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. 

O-HUB

�‹�� During Q2, 43 engagement activities were undertaken, all of 
which were Pop-up Visits. No Garden Club events were held 
this quarter. 

29 community members accessed POP to improve their knowledge and skills during Q2.

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

�‹�� Currently, seven people are signed up to do a Backyard Blitz 
and have so far saved $4,840.00 towards their combined 
target contribution of $7,000.00. 

�‹�� During Q2, Indigenous employer Bama Services provided labour 
to assist in the completion of one Backyard Blitz project—an 
outside patio. The family who saved up the funds to pay for this 
Blitz can now enjoy their new outdoor living space.  

�‹�� We look forward to seeing the remaining projects get 
underway in the coming months. 

POSITIVE IMPACTS OF POP ON COMMUNITY MEMBERS

HOW DOES POP CAUSE POSITIVE CHANGE?

Increased desire 
to maintain and 
beautify home  

and garden

Increase of 
knowledge and 

skills around home 
maintenance

Healthier outdoor 
living spaces 
contribute to 

families’ wellbeing

Community members sign up to POP; they participate 
in skill-building activities and save the money necessary 
to undertake a Backyard Blitz. They complete the Blitz 

by providing sweat equity in the form of labour. 

MEMBERS ARE BUILDING KNOWLEDGE AND 
SKILLS AROUND HOME MAINTENANCE
Members constantly tell us that they pick up gardening and 
home maintenance tips that help them to care for their homes. 
Some members go away, do their research, and feed gardening 
tips back to our staff too.

MEMBERS ARE MAINTAINING AND CARING FOR 
THEIR HOMES AND GARDENS
After completing Backyard Blitzes, members continue to check in 
with us about maintenance tips so that they can continue to care 
for their homes and gardens properly. We see evidence of this in the 
communities—most of the POP houses are visibly better cared for. 

TOTAL POP-UP VISITS
Q2 2014 TO Q2 2015
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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.
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community’s ongoing challenges. We also welcomed some staff 
on secondment through Jawun to assist with a project to design 
a fundraising strategy for the local St John Lutheran Church in 
May. The funding strategy also included a community fundraising 
event, which drew donations from near and far. It’s been 
fantastic to see local people as well as people from beyond the 
community step up to show their support for the local church.   

Power outages in June made service delivery at the O-Hub more 
�K�P�M�Ä�J�\�S�[���M�V�Y���H���Z�O�V�Y�[���[�P�T�L�����H�U�K���:�V�Y�Y�`���)�\�Z�P�U�L�Z�Z���H�S�Z�V���Y�L�Z�\�S�[�L�K���P�U���H��
quieter period in late May. Some staff attended the Laura Dance 
Festival in mid-June to help out, including manning a CYP stall, 
which was lots of fun and enabled us to demonstrate our work 
to people from other parts of the Cape.   

The O-Hub has remained closely connected to other service 
providers in the community during the quarter, including 
the Cooktown Clinic, Hope Vale Congress, Hope Vale Shire 
Council, local police, Child Safety, Wellbeing Centre, Families 
Responsibilities Commission, St John Church, Apunipima, 
Cape York Academy, Hope Vale Congress Rangers, Catholic 
Education Cooktown Special Assistance School, the local 
Kindergarten, and the Indigenous Knowledge Centre. We’re 
looking forward to another busy period in the months to come. 

By Hope Vale O-Hub Leader, Audrey Deemal

The quarter got off to a good start with a Student Education 
Trust (SET) Fair being held in April. It drew a fantastic crowd of 
adults and children who browsed through educational items for 
sale, and purchased goods to the value of $4,135.23 for a total 
of 39 separate SET accounts. Overall, SET activity has been 
good, with continued high contributions and purchases—a good 
indication of the ongoing level of commitment that families have 
towards supporting their children’s educational needs.  

The Parenting Hub has been busy during the quarter, holding a 
number of events starting with a Mother’s Day Luncheon in early 
May. The event was held at the Indigenous Knowledge Centre 
at the local Library and drew a fantastic crowd. Participants 
enjoyed activities, quizzes and games, and staff also put on a 
play for the children, which followed the story of Cinderella and 
was presented in local language. Participants said that they 
really enjoyed attending.   

In June, the Parenting Hub also ran a Family Fun Day, which 
had a similarly good turnout. Stalls were set up and community 
members enjoyed line and traditional dancing, and participated 
in games and other fun activities before settling down in the 
early evening to watch a movie and enjoy some food. These 
events are a fantastic opportunity for family members to get 
together, share positive experiences, and just have some fun. 
The events also provide a good platform from which Parenting 
staff can increase their engagement with community members, 
talk about the Strong Families program, and invite people to the 
O-Hub. People have been asking when the next events will be 
scheduled—they are looking forward to them already.   

A ‘Clean up the Beach’ day was held in late May, and brought 
volunteers from within and beyond the community to remove 
rubbish and debris from Cape Bedford. Preparations were also 
ongoing during the quarter for NAIDOC week celebrations, to be 
held in July.  

O-Hub staff presented to a group of Jawun Emerging Leaders in 
early June, describing and demonstrating the work undertaken 
at the O-Hub, as well as discussing stories of success and the 

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 �;�O�L�Z�L���W�V�W�\�S�H�[�P�V�U���Ä�N�\�Y�L�Z���O�H�]�L���I�L�L�U���J�H�S�J�\�S�H�[�L�K���I�`���[�H�R�P�U�N���[�O�L�������������*�L�U�Z�\�Z���W�V�W�\�S�H�[�P�V�U�����H�U�K���H�W�W�S�`�P�U�N���[�O�L���W�L�Y�J�L�U�[�H�N�L���W�V�W�\�S�H�[�P�V�U���N�Y�V�^�[�O���P�U���/�V�W�L���=�H�S�L���M�Y�V�T�����������¶���������H�J�J�V�Y�K�P�U�N���[�V���*�L�U�Z�\�Z���K�H�[�H����
as an annual rate. 

HOPE VALE O-HUB  Q2 
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HOPE VALE Q2
PARTNER PARTICIPATION SUMMARY

Partner participation remains strong in Hope Vale with 635 community members signed up to at least one 
Opportunity Product and 43 per cent of those signed up to two or more products. Activities across all 
Opportunity Products have remained consistent as more people realise their benefits in improving capabilities 
and skills around money management, positive parenting, keeping healthy homes, and staying committed to 
meeting children’s educational needs.

STUDENT EDUCATION TRUST (SET)  
to support children’s educational needs

�‹�� SET membership continues to rise–246 Hope Vale students 
�O�H�]�L���U�V�^���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;������

�‹�� 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 $23,101.84 during the quarter–a 
�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 Hope Vale students.

�‹�� These savings are being spent on purchases that help kids 
to be school-ready and learn. This quarter, the top four most 
purchased items were educational toys/games, uniforms, 
stationery and books/readers.

PRIDE OF PLACE (POP) to create 
healthier outdoor living spaces

�‹�� There are now 120 members from 95 
households signed up to POP. By joining POP, 
these members are expressing a clear desire to 
create healthier outdoor living spaces. 

�‹�� During Q2, 72 community members accessed 
POP to improve their knowledge and skills. 

�‹�� One-hundred-and-twenty Pop-up Visits were held 
to up-skill members, as well as provide them with 
general advice and support during the quarter. 

�‹�� Twenty-one people are currently signed up 
to complete Backyard Blitz projects and are 
continuing to save so that they can meet their 
�Y�L�X�\�P�Y�L�K���Ä�U�H�U�J�P�H�S���J�V�U�[�Y�P�I�\�[�P�V�U���H�T�V�\�U�[�Z����

�‹�� Work continued on nine Backyard Blitz projects 
during Q2. Nine community members have 
worked on these projects, contributing a total 
of 134 hours of sweat equity. Six Blitz projects 
were completed during the quarter. 

STRONG FAMILIES to build positive parenting skills 
and create happier, healthier homes

�‹�� Overall, 118 Hope Vale community members are now signed 
up to Strong Families Parenting and Home Pride. These 
strong men and women are learning the skills they need to 
become the best parents they can be.

�‹�� During Q2, 98 people—both members and non-members—
accessed Strong Families to build positive parenting skills 
and create healthier homes. 

�‹�� This quarter, 32 positive parenting sessions were held. 
O-Hub staff members also continued to provide additional 
ongoing family advice and support through 30 family support 
meetings, and 118 engagement activities (e.g. women’s 
groups, workshops, home visits, and information sessions).

�‹�� Three House Blitz sessions were also held during the quarter to 
help partners plan their projects to create healthier living spaces.

�‹�� Partners constantly tell us that Strong Families gives them 
�[�O�L���[�V�V�S�Z���[�O�L�`���U�L�L�K���[�V���T�V�Y�L���J�V�U�Ä�K�L�U�[�S�`���T�H�U�H�N�L���[�O�L�P�Y��
children’s problem behaviours, and create happier and 
healthier homes for their families.

MPOWER to build money 
management skills

�‹�� MPower membership continues to 
increase—565 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 Q2, 142 community members 
accessed MPower a total of 569 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�����Y�L�J�L�P�]�L���V�U�N�V�P�U�N���Ä�U�H�U�J�P�H�S��
literacy support and make purchases 
through Wise Buys. 

�‹�� The amount of support partners  
need when using the self-service 
banking area is reducing all the time—
they are becoming independent  
money managers.
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15 PARENTING IS HARD  
BUT IMPORTANT WORK 
There’s “…not enough family time” these days.

�9�L�Å�L�J�[�P�U�N�� �V�U�� �[�O�L�� �K�P�M�M�L�Y�L�U�J�L�Z�� �I�L�[�^�L�L�U�� �^�O�L�U�� �Z�O�L�� �N�Y�L�^�� �\�W���� �H�U�K�� �O�V�^�� �[�O�P�U�N�Z�� �H�Y�L��
today, Grace Rosendale admits “There are a lot of differences… They were hard 
days but it never seemed like it at the time… Because we didn’t have electricity I 
had to wash by hand.”

Grace says, “We had respect and that’s what’s lost today—so much back chat.”

When we asked what she thought parents could do more of today, Grace said 
“Kids come home late, there’s too many things going on–not enough family time.” 

Grace has children and grandchildren of her own. She is a member of SET so she 
can help contribute money towards educational goods for her grandchildren. She’s 
also a member of other Opportunity Products, like MPower, Wise Buys and POP. �.�Y�H�J�L���9�V�Z�L�U�K�H�S�L���Y�L�Å�L�J�[�Z���V�U�� 

parenting now and in the past.

familySTORIES

HARD WORK IS PAYING OFF 
If “...you’ve got commitment you can reach your goal.”

Lynesse Ludwick is the owner of Lynz Coffee and Food Bar, which 
she registered as a business in January after spotting a gap in the 
local market. 

“I do wraps, rolls, salads, grilled foods… I also bake cakes. But I’m 
famous for my chips and wedges—people love chips.” 

Lynesse is also a member of MPower and SET—she is clearly a 
savvy money manager and with continued hard work, hopes to see 
her business grow. 

“Everything is basically out of my pocket,” said Lynesse. “Cape 
York Partnership has been a great help on the mentoring side.”

Lynesse is also supporting the community by encouraging locals 
to sell their home grown vegetables through the café. She admits 
that running her own business is hard work, but says “...as long as 
you’ve got commitment you can reach your goal.”

Lynesse Ludwick outside of Lynz Coffee and Food 
Bar (top) ; the café, open for service (bottom) .  

A VERY POPULAR CATERPILLAR
Community members worked together on a POP project this quarter to create a 
new playground piece for the local school children to enjoy—a caterpillar made 
from recycled tyres and marine plywood. Participants enjoyed the process and felt 
proud of what they’d achieved. 

The Hope Vale POP Enabler says, “Working on the caterpillar was a blast. [I got] 
to see and witness how something so simple can have so much effect on children. 
Special thanks to all CYP staff, teachers and children that took part in this project 
that will exist for years to come.”  

The POP caterpillar now sits 
proudly in the local school 

playground for children to enjoy.
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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

�‹�� providing support and advice around smart purchasing options, as well as understanding terms and conditions of purchase.

1 Based on the percentage population growth in Hope Vale from 2006–11 (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 �-�V�Y���[�O�L���Ä�Y�Z�[���[�P�T�L�����4�7�V�^�L�Y���H�U�K���>�P�Z�L���)�\�`�Z���T�L�T�I�L�Y�Z�O�P�W�Z���H�Y�L���I�V�[�O���P�S�S�\�Z�[�Y�H�[�L�K���O�L�Y�L���H�Z���H���J�V�T�I�P�U�L�K���T�L�T�I�L�Y�Z�O�P�W���[�V�[�H�S�����-�V�Y���[�O�P�Z���Y�L�H�Z�V�U�����T�L�T�I�L�Y�Z�O�P�W���U�\�T�I�L�Y�Z���^�P�S�S���H�W�W�L�H�Y���Z�S�P�N�O�[�S�`���K�P�M�M�L�Y�L�U�[���[�V���^�O�H�[���O�H�Z��
been reported in previous quarters. These membership data include, therefore, 88 people who are signed up to Wise Buys and MPower simultaneously.  

3 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���+���Z�W�H�J�L�Z�¹����
and receive ongoing support to (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 build 

�[�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 565 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 Q2 2013 have been self- or family/friend-referred. People are 
spreading the good word about the help that MPower can give. 

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

�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���S�L�H�Y�U���H�I�V�\�[��
banking, budgeting, debt reduction, internet and phone 
banking, loans, payments and wealth creation.  

�‹�� Members took part in 12 MMT sessions this quarter to 
learn about banking, budgeting, and loans. Since Q2 2014, 
members have used all MMTs at least once, except for Wealth 
Creation 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 Q2, 32 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 Q2, 21 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 Q2, eight coaching sessions were held. Coaching 
participants have demonstrated steady progression over time:  

COACHING SESSIONS3

O-HUB

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. 

�‹�� Between Q1 2013 and Q1 2015, members 
participated in an average of 459 self-service 
sessions per quarter. During Q2, members used the 
self-service area 369 times—fewer than the average 
quarterly period. 

32% 8%3%

57% 

FRC referred

Family/Friend/Self

Unknown

O-Hub staff/Centrelink

REFERRAL SOURCES FOR MPOWER     
Q2 2013 TO Q2 2015

600

400

200

0

TOTAL MPOWER MEMBERS2 
Q2 2013 TO Q2 2015

565 
Hope Vale MPower 

members
Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2013 2014 2015
Q2

Number of sessions: 1 2 3 4 5 ONGOING

Partners  
attending:

% 100% 92% 63% 39% 60% 38%

No. 149 137 94 58 90 57
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WISE BUYS PURCHASING ASSISTANCE
�‹�� Wise Buys supports members 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), and completing 
purchases when they are ready to do so.  

�‹�� During Q2, 26 members visited the O-Hub a total of 54 times to seek support. 
Most visits (52%) were to conduct research on future purchases. 

�‹�� Members made three purchases through Wise Buys in Q2, all of which were need 
items1�����P�U�J�S�\�K�P�U�N���H���I�L�K�����Å�P�N�O�[�Z���H�U�K���M�\�Y�U�P�[�\�Y�L����

POSITIVE IMPACTS OF MPOWER ON COMMUNITY MEMBERS 2

O-HUB

HOW DOES MPOWER HELP MEMBERS TO IMPROVE THEIR FINANCIAL LITERACY? CONTINUED

�‹�� Members are regularly using the internet and phone 
banking self-service area to pay bills, check balances 
and do their general banking.

�‹�� Members can request assistance from staff when 
using the self-service area. In Hope Vale, unassisted 
sessions outstripped assisted sessions in late 
2011 and since then, have gradually increased (see 
right)�����>�O�P�S�L���[�O�L�Z�L���Ä�N�\�Y�L�Z���Å�\�J�[�\�H�[�L���H�Z���U�L�^���H�U�K��
inexperienced members come on board, this is a 
good indication that users are becoming increasingly 
�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��������

HOW DOES MPOWER CAUSE POSITIVE CHANGE?

COMMUNITY MEMBERS ARE BECOMING RESPONSIBLE, INDEPENDENT MONEY MANAGERS

During Q2, 142 community members accessed MPower 569 times  
�[�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� �̀�

�0�T�W�Y�V�]�L�K���Ä�U�H�U�J�P�H�S��
behaviours

Improved  
�Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`

Responsible money 
management and 

economic participation

Community members sign-up to MPower; 
they participate in skill-building activities and 
regularly use the self-service banking area. 

COMMUNITY MEMBERS ARE IMPROVING THEIR FINANCIAL LITERACY

Staff consistently report that members are continuing to improve their understanding about the value of money, including being able to identify 
how much they spend and make informed money management decisions. The below partner progress story is a good example of this.       

The partner worked with MPower staff to complete a budget so they could get a 
better understanding of where their money was going. They contacted the biller to 
arrange an immediate payment and entered into a plan to get on top of the loan 
repayments. The partner managed to get back up to date with their payments, and 
is now continuing to make their ongoing payments independently. They have since 
come in to the O-Hub again to double check that their payments are up to date.  

One partner came to the 
O-Hub with an outstanding 
payment notice for a personal 
loan. The partner was worried 
about the notice, but wasn’t 
sure what to do.  

PARTNER PROGRESS STORY

Unassisted

Assisted

UNASSISTED AND ASSISTED SESSIONS  
AS A PROPORTION (%) OF TOTAL SESSIONS 
Q2 2011 TO Q2 2015

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2011 2012 20142013

Q2 Q3 Q4 Q1
2015

Q2

100%

80%

60%

40%

20%

0%

56%

44%

1 ‘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.  

6%
52%

43%

General 
support

Research  
on purchase

Purchase

WISE BUYS ACTIVITIES UNDERTAKEN BY 
MEMBERS WHO VISITED THE O-HUB
DURING Q2 AS A PROPORTION (%)  
OF TOTAL VISITS (N=54)
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STUDENT EDUCATION TRUST 

The Student Education Trust (SET) program 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. 

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

�‹�� By the end of Q2, a total of 246 Hope Vale children had been 
signed up to a SET account (see above). 

�‹�� This means that around 41 per cent of all Hope Vale children 
�H�U�K���`�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 246 accounts that have been opened in Hope Vale to 
date, 231 (94%) remained open at the end of Q2 and 15 (6%) 
had been closed. 

�‹�� The largest proportion (48%) of the 231 SET accounts remaining 
open are for primary school aged children (see below). 

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. 

�‹�� Each SET account can have between 1–3 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 
remained stable this quarter—there are currently 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, 78 (50%) are contributing to one account, 
49 (31%) are contributing to two accounts, and 30 (19%) 
are contributing to three or more accounts. Donors are 
working together to share the load and make education 
more affordable.  

�‹�� Eighty-two per cent of Hope Vale donors are female, most 
(82%) 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.  

So far, 246 Hope Vale children3���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��

�‹�� �;�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��
231 because the schooling status of 14 SET students is 
unknown. These students are aged between 14–17 and 
have a total combined balance of $5,067.76. O-Hub staff will 
follow up with the donors for these accounts where possible 
to determine the schooling status of these students.

250

200

150

100

50

0

TOTAL CHILDREN WITH SET ACCOUNTS
Q2 2013 TO Q2 2015

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2013 2014 2015

Q2

246 
Hope Vale children 
with SET accounts

200
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100

50

0

157 
Hope Vale SET  

account donors

TOTAL SET DONORS
Q2 2013 TO Q2 2015

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2013 2014 2015

Q2

1 Based on the percentage population growth in Hope Vale from 2006–11 (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 2006–11 (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.

3 �;�O�L���[�V�[�H�S���J�O�P�S�K�Y�L�U���I�L�U�L�Ä�[�[�P�U�N���M�Y�V�T���:�,�;���P�U�J�S�\�K�L�Z���[�O�V�Z�L���^�O�V���H�Y�L���J�\�Y�Y�L�U�[�S�`���I�L�U�L�Ä�[�[�P�U�N���[�O�Y�V�\�N�O���V�W�L�U���H�J�J�V�\�U�[�Z�����H�U�K���[�O�V�Z�L���^�O�V���O�H�]�L���I�L�U�L�Ä�[�[�L�K���P�U���[�O�L���W�H�Z�[�����H�U�K���^�O�V�Z�L���H�J�J�V�\�U�[�Z���H�Y�L���U�V�^���J�S�V�Z�L�K��
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CHILDREN WITH OPEN SET ACCOUNTS BY LEVEL OF SCHOOLING
Q2 2015
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STATIONERY

�‹�� 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 Q2, a total of $23,101.84 was contributed 
to SET accounts in Hope Vale. This is relatively consistent 
with the amounts being contributed since Q2 2014, and 
represents a large sum of money being put aside to fund 
student educational needs. 

�‹�� The top four most common purchases during Q2 were: 

O-HUB

SCHOOL UNIFORMS

READERS AND BOOKS

POSITIVE IMPACTS OF STUDENT EDUCATION TRUST ON COMMUNITY MEMBERS

PURCHASING EDUCATIONAL ITEMSSAVING SUPPORT

�‹�� 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 

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

�‹�� As a result of these consistent savings, SET account 
balances in Hope Vale continue to stay relatively high, sitting 
at $191,210.16 at the end of Q2. 

�‹�� 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 on 
�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����

materials to support their children. A SET Fair was held in Q2 
during which 24 donors—parents, carers and kin—attended 
the O-Hub to browse, discuss and purchase educational 
items with funds from 39 different SET accounts. 

�‹�� During Q2 a total of 125 purchases were made from SET 
accounts. The total value of these purchases  
was $16,479.64. 

School 
participation 

increases

School  
readiness 
increases

Educational  
outcomes  
improve

Parents/carers sign up to SET; they make regular 
contributions to students’ SET accounts and are 

more able to purchase necessities for school.

HOW DOES SET CAUSE POSITIVE CHANGE?

PARENTS AND CARERS ARE ENGAGED IN THEIR 
CHILDREN’S EDUCATION
Overall, 34 per cent of SET accounts had some level of activity 
during Q2 (i.e. at least one contribution and/or purchase)—
parents and carers are regularly engaged with SET. 

CHILDREN ARE MORE SCHOOL READY AND 
PARENTS/CARERS ARE LESS STRESSED
Our donors constantly tell us that SET means their kids feel like 
they have what they need to succeed at school. Donors know 
the money is there for their children, so they feel less stressed.  
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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��
ongoing engagement activities, like 
informal discussions, information 
sessions, home visits, community 
events and workshops on different 
aspects of positive parenting.

�‹�� Between Q1 2013 and Q1 2015, 
the team conducted an average 
of 118 engagements per quarter. 
During Q2, 236 engagement 
activities were undertaken— 
much busier than the average 
quarterly period.  

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 118 community 
members signed up to Strong Families in Hope Vale. This 
represents about 16 per cent of all Hope Vale adults (18+ years).1  

STRONG FAMILIES

HOW DOES STRONG FAMILIES HELP PARENTS AND CARERS? 

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, 30 family support meetings were held. 

1 Based on the percentage population growth in Hope Vale from 2006–11 (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 �-�V�Y���[�O�L���Ä�Y�Z�[���[�P�T�L�����/�V�T�L���7�Y�P�K�L���H�U�K���7�H�Y�L�U�[�P�U�N���T�L�T�I�L�Y�Z�O�P�W�Z���H�Y�L���I�V�[�O���P�S�S�\�Z�[�Y�H�[�L�K���O�L�Y�L���H�Z���H���J�V�T�I�P�U�L�K���T�L�T�I�L�Y�Z�O�P�W���[�V�[�H�S�����-�V�Y���[�O�P�Z���Y�L�H�Z�V�U�����T�L�T�I�L�Y�Z�O�P�W���U�\�T�I�L�Y�Z���^�P�S�S���H�W�W�L�H�Y���Z�S�P�N�O�[�S�`���K�P�M�M�L�Y�L�U�[���[�V��
what has been reported in previous quarters. Therefore, these membership data include, 85 people who are signed up to Parenting only, 22 people signed up to Parenting and Home Pride 
simultaneously, and 11 who are signed up to Home Pride only.        

Overall, 98 people—including members and non-members—accessed Strong Families to 
improve their parenting skills during Q2.

PARENTING 
HUB

Strong Families 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

�‹�� assisting families to create happy and healthy homes for their children. 

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

training sessions to build their parenting knowledge and skills.

�‹�� During Q1, 28 community members participated in 32 sessions 
overall, including 30 Strong Families sessions (for at-risk 
families) and two Baby College sessions (where expectant 
parents socialise and learn together).

�‹�� This quarter, members learned about: keeping children busy 
with activities, as well as the importance of spending dedicated 
time with children and praising them for good behaviour.  

HOME PRIDE—TO CREATE HAPPIER AND HEALTHIER HOMES
�‹�� Home Pride assists families to build the knowledge and skills they need to create happy and healthy homes for their children, 

�[�O�Y�V�\�N�O�!���O�L�H�S�[�O�`���J�V�V�R�P�U�N���J�S�H�Z�Z�L�Z�����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�����H�U�K���Z�\�W�W�V�Y�[���^�P�[�O��
‘do-it-yourself’ home improvement projects. In Q2, 62 people accessed Home Pride to create happier and healthier homes.

Home Maker:  Skill-building sessions around meal 
planning, healthy cooking, cleaning, and setting routines 
for children.

House Blitz:  Comprehensive DIY projects to create 
healthier living spaces—one room at a time, or a whole home.

In Q2, no sessions were held, but we look forward to 
seeing session activity increase in the coming months.

Three House Blitz sessions were held this quarter, including 
two design sessions and one action planning session. 

120

90

60

30

0

118 
Hope Vale Strong  

Families members

TOTAL STRONG FAMILIES MEMBERS2

Q2 2013 TO Q2 2015

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
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1 �:�V�T�L���K�L�[�H�P�S�Z���O�H�]�L���I�L�L�U���H�S�[�L�Y�L�K���[�V���L�U�Z�\�Y�L���[�O�P�Z���W�H�Y�[�U�L�Y���J�H�U�U�V�[���I�L���P�K�L�U�[�P�Ä�L�K����
2 Based on the percentage population growth in Hope Vale from 2006–11 (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.
3 �(�U���P�U�[�L�Y�U�H�S���H�\�K�P�[���V�M���7�6�7���K�H�[�H���^�H�Z���\�U�K�L�Y�[�H�R�L�U���K�\�Y�P�U�N���8�����^�O�P�S�L���*�@�7���[�Y�H�U�Z�P�[�P�V�U�L�K���[�O�L���W�Y�V�K�\�J�[���P�U�[�V���P�[�Z���J�L�U�[�Y�H�S���-�H�T�P�S�`���,�T�W�V�^�L�Y�T�L�U�[���+�H�[�H�I�H�Z�L�����+�\�Y�P�U�N���[�O�P�Z���H�\�K�P�[�����Z�V�T�L���K�\�W�S�P�J�H�[�L���Ä�S�L�Z���^�L�Y�L��

�P�K�L�U�[�P�Ä�L�K���H�U�K���Y�L�T�V�]�L�K�����;�O�L�Y�L�M�V�Y�L�����[�O�L���7�6�7���T�L�T�I�L�Y�Z�O�P�W���N�Y�H�W�O���O�H�Z���I�L�L�U���H�K�Q�\�Z�[�L�K���H�J�J�V�Y�K�P�U�N�S�`�"���[�O�L�Z�L���K�H�[�H���^�P�S�S���K�P�M�M�L�Y���Z�S�P�N�O�[�S�`���[�V���[�O�V�Z�L���Y�L�W�V�Y�[�L�K���P�U���W�Y�L�]�P�V�\�Z���-�H�T�P�S�`���,�T�W�V�^�L�Y�T�L�U�[���9�L�W�V�Y�[�Z��������������������

PRIDE OF PLACE
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’
�‹�� providing members with information about caring for their gardens and outdoor living spaces through Garden Clubs and 

Pop-up Visits 
�‹�� support with ‘do-it-yourself’ home improvement projects. 

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 were three new 
members signed up during Q2, taking total membership to 
120. This represents about 16 per cent of all Hope Vale adults 
(18+ years).2 

�‹�� These members live in 95 separate Hope Vale households.

POSITIVE IMPACTS OF STRONG FAMILIES ON COMMUNITY MEMBERS

HOW DOES STRONG FAMILIES CAUSE POSITIVE CHANGE?

Increased use of 
positive parenting 

techniques at home

Increase of knowledge 
around positive 

parenting techniques

Happier and 
healthier children 

and families

Community members sign up to Strong 
Families; they actively participate in handicrafts, 

skill-building activities, Home Pride activities 
and Triple P positive parenting sessions. 

PARENTS AND CARERS ARE BUILDING THEIR SKILLS AND CONFIDENCE

�4�L�T�I�L�Y�Z���^�O�V���H�J�[�P�]�L�S�`���L�U�N�H�N�L���^�P�[�O���:�[�Y�V�U�N���-�H�T�P�S�P�L�Z���J�V�U�Z�P�Z�[�L�U�[�S�`���[�L�S�S���\�Z���[�O�H�[���[�O�L�`���[�H�R�L���H�^�H�`���[�O�L���[�V�V�S�Z���[�O�L�`���U�L�L�K���[�V���I�L���T�V�Y�L���J�V�U�Ä�K�L�U�[���P�U��
managing their children’s problem behaviours. For example, the personal progress story below tells how one member is beginning to 
learn the skills they need to be the best parent they can be. 

The partner began regularly attending Strong Families sessions and 
learned strategies for coping with their children’s misbehaviour. After 
they started using behaviour charts, they noticed positive outcomes 
at home. They also learned about the impact that parental aggression 
can have on children and have tried very hard to control their own 
anger, as well as limit their children’s exposure to others who cannot. 
The partner has had the courage to change their own behaviours so 
�[�O�L�`���J�H�U���Z�L�[���H���I�L�[�[�L�Y���L�_�H�T�W�S�L���M�V�Y���[�O�L�P�Y���J�O�P�S�K�Y�L�U�·�H���M�H�U�[�H�Z�[�P�J���Ä�Y�Z�[���Z�[�L�W������������

One partner came to Strong Families 
after being referred by Child Safety. 
They were worried about their home 
environment, and the impact it was 
having on their children. They were 
also worried about their children’s 
misbehaviour, and weren’t sure how to 
deal with it.    

PARTNER PROGRESS STORY1

out of 10  of all Hope Vale households  
are now signed up to POP.5AROU
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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 
�Z�R�P�S�S�Z���P�U���H�U���P�U�[�L�Y�H�J�[�P�]�L���Z�L�[�[�P�U�N�"���H�U�K���7�V�W���\�W���=�P�Z�P�[�Z�����^�O�L�Y�L��
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. 

O-HUB

�‹�� During Q2, 121 engagement activities were undertaken, including 
120 Pop-up Visits and one Garden Club event. Eleven people 
attended the Garden Club event to discuss weed management, 
garden pruning and preparing plants to survive through winter.   

72 community members accessed POP to improve their knowledge and skills during Q2.

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

�‹�� Currently, 21 people are signed up to do a Backyard Blitz and 
have so far saved $18,600.00 towards their combined target 
contribution of $21,000.00. 

�‹�� During Q2, nine community members worked to progress 
these Backyard Blitz projects, contributing a total of 
134 hours sweat equity. They have been busily building 
outdoor settings, BBQs and garden beds, as well as 
mulching and planting.

�‹�� Six members completed their Backyard Blitz projects during 
the quarter and can now enjoy their new outdoor living spaces. 

POSITIVE IMPACTS OF POP ON COMMUNITY MEMBERS

HOW DOES POP CAUSE POSITIVE CHANGE?

Increased desire 
to maintain and 
beautify home  

and garden

Increase of 
knowledge and 

skills around home 
maintenance

Healthier outdoor 
living spaces 
contribute to 

families’ wellbeing

Community members sign up to POP; they participate 
in skill-building activities and save the money necessary 
to undertake a Backyard Blitz. They complete the Blitz 

by providing sweat equity in the form of labour. 

MEMBERS ARE BUILDING KNOWLEDGE AND 
SKILLS AROUND HOME MAINTENANCE
Members constantly tell us that they pick up gardening and 
home maintenance tips that help them to care for their homes. 
Some members go away, do their research, and feed gardening 
tips back to our staff too.

MEMBERS ARE MAINTAINING AND CARING FOR 
THEIR HOMES AND GARDENS
After completing Backyard Blitzes, members continue to check in 
with us about maintenance tips so that they can continue to care 
for their homes and gardens properly. We see evidence of this in the 
communities—most of the POP houses are visibly better cared for. 

66

TOTAL POP-UP VISITS
Q2 2014 TO Q2 2015
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120

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.
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This quarter has again been busy as Mossman Gorge community 

members continue to do the hard work required to improve 

their capabilities. We’ve seen membership grow for Opportunity 

Products as well as more self-service sessions and Wise Buys 

purchases than last quarter. What stands out is that community 

members are using their discretionary funds after paying bills to 

make purchases through Wise Buys, with expenditure topping 

last quarter. Most if not all of these purchases are for items we 

classify as ‘wants’ because in these cases, people’s ‘needs’ are 

already being met—a very positive sign.

The O-Hub Strong Families team held a Family Fun Day during the 

quarter, which drew a good crowd of participants and included 

fun activities to foster positive interactions between parents, 

carers and children.    

Quarter Two also saw Bama Services renovate four houses in 

Mossman Gorge on behalf of Queensland Housing. It’s great to 

see young Indigenous men take up this kind of work and set a 

good example for other community members. Bama Services is 

an Indigenous employer, offering employment, traineeships and 

full wraparound support to Indigenous youth as part of the Cape 

York Partnership’s economic engagement strategy. 

Preparations recently got underway for NAIDOC week 

celebrations, planned for July. Community members and O-Hub 

staff are looking forward to the local events that are being planned, 

which will include a ‘Deadliest Baby’ competition. We’ll continue 

to help out where we can to make these celebrations a success.     

The O-Hub has remained closely connected to other service 

providers in the community during the quarter, having had 

continued contact with the Families Responsibilities Commission, 

Apunipima, Police Citizens Youth Club, Douglas Shire Council, 

Bamanga Bubu Ngadimunku Inc. (BBN), Cape York Leaders 

Program, Parent and Community Engagement program, 

Queensland Housing representatives, Centrelink, Wellbeing 

Centre, and Mossman State High School, amongst others. It is 

critical that we all remain closely connected and work together to 

�H�J�O�P�L�]�L���W�V�Z�P�[�P�]�L���J�O�H�U�N�L���P�U���4�V�Z�Z�T�H�U���.�V�Y�N�L�"���^�L���S�V�V�R���M�V�Y�^�H�Y�K���[�V��

working with these partners into the future.

�;�O�L�Y�L���^�L�Y�L���U�V���Z�P�N�U�P�Ä�J�H�U�[���L�]�L�U�[�Z���[�V���O�P�U�K�L�Y���[�O�L���K�L�S�P�]�L�Y�`���V�M���Z�L�Y�]�P�J�L�Z��

this quarter, though there were some quieter times with family 

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

Overall, it’s been a very positive quarter. We look forward to 

continuing our support for community members, and seeing what 

the coming months will bring.  

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 �;�O�L�Z�L���W�V�W�\�S�H�[�P�V�U���Ä�N�\�Y�L�Z���O�H�]�L���I�L�L�U���J�H�S�J�\�S�H�[�L�K���I�`���[�H�R�P�U�N���[�O�L�������������*�L�U�Z�\�Z���W�V�W�\�S�H�[�P�V�U�����H�U�K���H�W�W�S�`�P�U�N���[�O�L���W�L�Y�J�L�U�[�H�N�L���W�V�W�\�S�H�[�P�V�U���N�Y�V�^�[�O���P�U���4�V�Z�Z�T�H�U���.�V�Y�N�L���M�Y�V�T�����������¶���������H�J�J�V�Y�K�P�U�N���[�V��
Census data) as an annual rate. 

MOSSMAN GORGE O-HUB  Q2 
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MOSSMAN GORGE Q2
PARTNER PARTICIPATION SUMMARY

Partner participation remains strong in Mossman Gorge with 232 community members signed up to at least 
one Opportunity Product and 54 per cent of those signed up to two or more products. Activities across all 
Opportunity Products have remained consistent as more people realise their benefits in improving capabilities 
and skills around money management, positive parenting, keeping healthy homes, and staying committed to 
meeting children’s educational needs.

STUDENT EDUCATION TRUST (SET) 
to support children’s educational needs

�‹�� SET membership continues to rise—161 Mossman 
�.�V�Y�N�L���Z�[�\�K�L�U�[�Z���O�H�]�L���U�V�^���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;����

�‹�� It is becoming the norm to put money aside for 
students’ educational needs, with 104 Mossman Gorge 
adults now contributing to at least one SET account. 

�‹�� SET donors have saved $14,475.26 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�\�[��
aside to meet the educational needs of Mossman 
Gorge students.

�‹�� These savings are being spent on purchases that 
help kids to be school-ready and learn. This quarter, 
the top four most purchased items were uniforms, 
fees, school photos and school bags.

PRIDE OF PLACE (POP) to create 
healthier outdoor living spaces

�‹�� There are now 37 members from 28 
households signed up to POP. By joining POP, 
these members are expressing a clear desire to 
create healthier outdoor living spaces. 

�‹�� During Q2, 25 community members accessed 
POP to improve their knowledge and skills. 

�‹�� �-�V�Y�[�`���Ä�]�L���7�V�W���\�W���=�P�Z�P�[�Z���^�L�Y�L���O�L�S�K���[�V���\�W���Z�R�P�S�S��
members, as well as provide them with general 
advice and support during the quarter. 

�‹�� Two people are currently signed up to complete 
Backyard Blitz projects and have saved enough 
�[�V���T�L�L�[���[�O�L�P�Y���Y�L�X�\�P�Y�L�K���Ä�U�H�U�J�P�H�S���J�V�U�[�Y�P�I�\�[�P�V�U��
amounts. We look forward to seeing work begin 
on these projects in the coming months.

STRONG FAMILIES to build positive parenting 
skills and create happier, healthier homes

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

�‹�� During Q2, 74 people—both members and non-
members—accessed Strong Families to build positive 
parenting skills and create healthier homes. 

�‹�� This quarter, eight positive parenting sessions were 
held. O-Hub staff members also continued to provide 
additional ongoing family advice and support through 56 
family support meetings, and 127 engagement activities 
(e.g. women’s groups, workshops, home visits, and 
information sessions).

�‹�� Partners constantly tell us that Strong Families gives 
�[�O�L�T���[�O�L���[�V�V�S�Z���[�O�L�`���U�L�L�K���[�V���T�V�Y�L���J�V�U�Ä�K�L�U�[�S�`���T�H�U�H�N�L��
their children’s problem behaviours, and create happier 
and healthier homes for their families.

MPOWER to build money 
management skills

�‹�� MPower membership continues to 
increase—181 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 Q2, 88 community members 
accessed MPower a total of 702 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�����Y�L�J�L�P�]�L���V�U�N�V�P�U�N���Ä�U�H�U�J�P�H�S��
literacy support and make purchases 
through Wise Buys. 

�‹�� The amount of support partners  
need when using the self-service 
banking area is reducing all the time—
they are becoming independent  
money managers.
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familySTORIES

STRONG FAMILIES STAFF TAKE THEIR  
POSITIVE PARENTING MESSAGE TO LAURA

READY, SET, GROW.
Getting ready for summer with fresh fruit and 
vegie crops.

Several members of the Mossman Gorge POP Garden Club 
recently tackled the necessary ground work to produce what 
will hopefully be a bumper crop of salad vegies later this year.

Kim Missionary, Irene Johnstone and Janice Ransom 
spent a busy day weeding the four vegie beds in the 
community garden.

They removed old plants from last year’s crops and 
replaced them with a variety of new seedlings including 
tomatoes, chives, cucumber, rocket salad, lettuce, and 
strawberries as well.

Winter is the prime time to plant crops on the Cape. In a few 
months’ time, these dedicated gardeners will be harvesting 
the rewards: plenty of fresh vegies ideal for summer salads.Kim Missionary and Irene Johnstone working in the  

community vegie patch.

Festival attendees came in droves to 
the O-Hub activity tent to learn about 
the types of support offered through 
the Strong Families program.

Strong Families staff from all four Welfare Reform 
communities converged on the Laura Aboriginal 
Dance Festival in June to spread the word about 
positive parenting. An activity tent was set up so 
that families could take time out from the festival, 
participate in fun activities, and yarn with staff about 
the types of support on offer through the program. 
Families appreciated the change tables, shady 
seating area and activities for children, like drawing 
and colouring.   

Mossman Gorge Parenting Consultant, Julie Williams, 
exhibited her creative skills at the face painting stall. 
Children loved it and patiently queued to await their turn. 

The festival was a great experience for Cape 
community members, who came from far and wide 
to celebrate Aboriginal dance and culture. Our staff 
are already looking forward to the next one.   
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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

�‹�� providing support and advice around smart purchasing options, as well as understanding terms and conditions of purchase.

1 Based on the percentage population growth in Mossman Gorge from 2006–11 (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 �-�V�Y���[�O�L���Ä�Y�Z�[���[�P�T�L�����4�7�V�^�L�Y���H�U�K���>�P�Z�L���)�\�`�Z���T�L�T�I�L�Y�Z�O�P�W�Z���H�Y�L���I�V�[�O���P�S�S�\�Z�[�Y�H�[�L�K���O�L�Y�L���H�Z���H���J�V�T�I�P�U�L�K���T�L�T�I�L�Y�Z�O�P�W���[�V�[�H�S�����-�V�Y���[�O�P�Z���Y�L�H�Z�V�U�����T�L�T�I�L�Y�Z�O�P�W���U�\�T�I�L�Y�Z���^�P�S�S���H�W�W�L�H�Y���Z�S�P�N�O�[�S�`���K�P�M�M�L�Y�L�U�[���[�V���^�O�H�[��
has been reported in previous quarters. These membership data include, therefore, 85 people who are only signed up to MPower, 89 people who are signed up to Wise Buys and MPower 
simultaneously, and seven additional members who are only signed up to Wise Buys and not MPower. 

3 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���+���Z�W�H�J�L�Z�¹����
and receive ongoing support to (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 build 

�[�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 181 community members signed up to MPower in Mossman Gorge. This represents 
100 per cent of all Mossman Gorge adults (15+ years).1

�‹�� Most members who have joined MPower since Q2 2013 have been self- or family/friend-referred. People are spreading the good 
word about the help that MPower can give.   

BUILDING SPECIFIC SKILLS 
MONEY MANAGEMENT TOOL  
(MMT) SESSIONS
�‹�� �4�L�T�I�L�Y�Z���J�H�U���W�H�Y�[�P�J�P�W�H�[�L���P�U���4�4�;���Z�L�Z�Z�P�V�U�Z���[�V���I�\�P�S�K���[�O�L�P�Y���Ä�U�H�U�J�P�H�S��

literacy. During these sessions, members learn about banking, 
budgeting, debt reduction, internet and phone banking, loans, 
payments and wealth creation.  

�‹�� �4�L�T�I�L�Y�Z���[�V�V�R���W�H�Y�[���P�U���Ä�]�L���4�4�;���Z�L�Z�Z�P�V�U�Z���[�O�P�Z���X�\�H�Y�[�L�Y���[�V��
learn about banking, budgeting, and loans. Since Q2 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 Q2, 26 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 Q2, 15 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 Q2, 17 Coaching sessions were held. Coaching 
participants have demonstrated steady progression over time:  

COACHING SESSIONS3

O-HUB

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. 

�‹�� Between Q1 2013 and Q1 2015, members 
participated in an average of 401 self-service sessions per 
quarter. During Q2, members used the self-service area 
518 times—busier than the average quarterly period.

48%
4% 4%

43% 
FRC referred

Family/Friend/Self

Unknown

O-Hub staff/Centrelink

REFERRAL SOURCES FOR MPOWER     
Q2 2013 TO Q2 2015
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181 
Mossman Gorge 

MPower members

TOTAL MPOWER MEMBERS2 
Q2 2013 TO Q2 2015

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2013 2014 2015

Q2

Number of sessions: 1 2 3 4 5 ONGOING

Partners  
attending:

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

No. 52 34 26 19 20 22
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WISE BUYS PURCHASING ASSISTANCE
�‹�� Wise Buys supports members 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), and completing 
purchases when they are ready to do so.  

�‹�� During Q2, 24 members visited the O-Hub a total of 40 times to seek support. 
Most visits (50%) were to conduct research on future purchases. 

�‹�� Members made 11 purchases through Wise Buys in Q2, including seven need 
items and four want items.1 Need items included washing machines, a dining 
table, a bed, and lounge suites. 

POSITIVE IMPACTS OF MPOWER ON COMMUNITY MEMBERS 2

O-HUB

HOW DOES MPOWER HELP MEMBERS TO IMPROVE THEIR FINANCIAL LITERACY? CONTINUED

�‹�� Members are regularly using the internet and phone 
banking self-service area to pay bills, check balances 
and do their general banking.

�‹�� Members can request assistance from staff when 
using the self-service area. In Mossman Gorge, 
unassisted sessions are trending up and assisted 
sessions are trending down (see right). 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��������

HOW DOES MPOWER CAUSE POSITIVE CHANGE?

COMMUNITY MEMBERS ARE BECOMING RESPONSIBLE, INDEPENDENT MONEY MANAGERS

During Q2, 88 community members accessed MPower 702 times  
�[�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� �̀�

�0�T�W�Y�V�]�L�K���Ä�U�H�U�J�P�H�S��
behaviours

Improved  
�Ä�U�H�U�J�P�H�S���S�P�[�L�Y�H�J�`

Responsible money 
management and 

economic participation

Community members sign-up to MPower; 
they participate in skill-building activities and 
regularly use the self-service banking area. 

COMMUNITY MEMBERS ARE IMPROVING THEIR FINANCIAL LITERACY

Staff consistently report that members are continuing to improve their understanding about the value of money, including being able to identify 
how much they spend and make informed money management decisions. The below partner progress story is a good example of this.       

The partner now regularly comes in to use the self-service area 
not only to check their balance, but also to pay their bills. They 
are now consistently paying their bills on time and avoiding late 
payment fees—a clear sign of progress. 

One partner initially started coming to 
the O-Hub to check their bank balance 
through the internet and telephone banking 
self-service area. 

PARTNER PROGRESS STORY

1 ‘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. 

50
%

22%

28%

General 
support

Research  
on purchase

Purchase

WISE BUYS ACTIVITIES UNDERTAKEN BY 
MEMBERS WHO VISITED THE O-HUB
DURING Q2 AS A PROPORTION (%)  
OF TOTAL VISITS (N=40)

Unassisted

Assisted

UNASSISTED AND ASSISTED SESSIONS  
AS A PROPORTION (%) OF TOTAL SESSIONS 
Q2 2011 TO Q2 2015

Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1
2011 2012 20142013

Q2 Q3 Q4 Q1
2015

Q2

100%

80%

60%

40%

20%

0%

39%

61%



45

FA
M

IL
Y

 E
M

P
O

W
E

R
M

E
N

T
 R

E
P

O
R

T
 Q

2 
20

15

STUDENT EDUCATION TRUST 

The Student Education Trust (SET) program 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. 

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

�‹�� By the end of Q2, a total of 161 Mossman Gorge children 
had been signed up to a SET account (see above). 

�‹�� This means 100 per cent 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 161 accounts that have been opened in Mossman 
Gorge to date, 147 (91%) remained open at the end of Q2 
and 14 (9%) had been closed. 

�‹�� Most (54%) of the 147 SET accounts remaining open are for 
primary school aged children (see below). 

SET ACCOUNTS SET DONORS

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. 

�‹�� Each SET account can have between 1–3 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 104 community members signed 
up to SET in Mossman Gorge. This represents 100% of all 
Mossman Gorge adults (18+ years).2 

�‹�� Of these donors, 50 (48%) are contributing to one 
account, 36 (35%) are contributing to two accounts, and 
18 (17%) are contributing to three or more accounts. 
Donors are working together to share the load and make 
education more affordable.  

�‹�� Seventy-eight per cent of Mossman Gorge SET donors are 
female, most (79%) 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. 

So far, 161 Mossman Gorge children3���O�H�]�L���I�L�U�L�Ä�[�[�L�K���M�Y�V�T���:�,�;���H�U�K�� 
104 adults have become SET donors. 

�‹�� �;�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����������
�I�L�J�H�\�Z�L���[�O�L���Z�J�O�V�V�S�P�U�N���Z�[�H�[�\�Z���V�M���Ä�]�L���:�,�;���Z�[�\�K�L�U�[�Z���P�Z��
unknown. These students are aged between 15–16 years 
and have a total combined balance of $495.04. O-Hub staff 
will follow up with the donors for these accounts where 
possible to determine the schooling status of these students.
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TOTAL CHILDREN WITH SET ACCOUNTS
Q2 2013 TO Q2 2015

161 
Mossman Gorge  

children with SET accounts
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TOTAL SET DONORS
Q2 2013 TO Q2 2015
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Q2

1 Based on the percentage population growth in Mossman Gorge from 2006–11 (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 2006–11 (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 SET donors to date, the actual number of Mossman Gorge residents within this age range obviously 
exceeds our conservative estimate.

3 �;�O�L���[�V�[�H�S���J�O�P�S�K�Y�L�U���I�L�U�L�Ä�[�[�P�U�N���M�Y�V�T���:�,�;���P�U�J�S�\�K�L�Z���[�O�V�Z�L���^�O�V���H�Y�L���J�\�Y�Y�L�U�[�S�`���I�L�U�L�Ä�[�[�P�U�N���[�O�Y�V�\�N�O���V�W�L�U���H�J�J�V�\�U�[�Z�����H�U�K���[�O�V�Z�L���^�O�V���O�H�]�L���I�L�U�L�Ä�[�[�L�K���P�U���[�O�L���W�H�Z�[�����H�U�K���^�O�V�Z�L���H�J�J�V�\�U�[�Z���H�Y�L���U�V�^���J�S�V�Z�L�K��
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SCHOOL FEES

�‹�� 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 Q2, a total of $14,475.26 was contributed to 
SET accounts in Mossman Gorge. This is roughly the same 
amount that has been contributed each quarter since Q2 
2014 and represents a large sum of money being put aside 
to fund student educational needs. 

�‹�� The top four most common purchases during Q2 were: 

O-HUB

SCHOOL UNIFORMS

SCHOOL BAGS

POSITIVE IMPACTS OF STUDENT EDUCATION TRUST ON COMMUNITY MEMBERS

PURCHASING EDUCATIONAL ITEMSSAVING SUPPORT

�‹�� 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. 

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

�‹�� As a result of these consistent savings, SET account 
balances in Mossman Gorge continue to stay high, sitting at 
$109,306.20 at the end of Q2. 

�‹�� 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����

�‹�� During Q2 a total of 98 purchases were made from SET 
accounts. The total value of these purchases was $12,456.91. 

School 
participation 

increases

School  
readiness 
increases

Educational  
outcomes  
improve

Parents/carers sign up to SET; they make regular 
contributions to students’ SET accounts and are 

more able to purchase necessities for school.

HOW DOES SET CAUSE POSITIVE CHANGE?

PARENTS AND CARERS ARE ENGAGED IN THEIR 
CHILDREN’S EDUCATION
Overall, 41 per cent of SET accounts had some level of activity 
during Q2 (i.e. at least one contribution and/or purchase)—
parents and carers are regularly engaged with SET. 

CHILDREN ARE MORE SCHOOL READY AND 
PARENTS/CARERS ARE LESS STRESSED
Our donors constantly tell us that SET means their kids feel like 
they have what they need to succeed at school. Donors know 
the money is there for their children, so they feel less stressed.  
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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 women’s 
group activities and workshops on 
different aspects of positive parenting 
and home maintenance.

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 has remained stable this quarter–there are 
currently 49 community members signed up to Strong Families 
in Mossman Gorge. This represents about 64 per cent of all 
Mossman Gorge adults (18+ years).1 

STRONG FAMILIES

HOW DOES STRONG FAMILIES HELP PARENTS AND CARERS? 

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, 56 family support meetings were held. 

1 Based on the percentage population growth in Mossman Gorge from 2006–11 (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.

2 �-�V�Y���[�O�L���Ä�Y�Z�[���[�P�T�L�����/�V�T�L���7�Y�P�K�L���H�U�K���7�H�Y�L�U�[�P�U�N���T�L�T�I�L�Y�Z�O�P�W�Z���H�Y�L���I�V�[�O���P�S�S�\�Z�[�Y�H�[�L�K���O�L�Y�L���H�Z���H���J�V�T�I�P�U�L�K���T�L�T�I�L�Y�Z�O�P�W���[�V�[�H�S�����-�V�Y���[�O�P�Z���Y�L�H�Z�V�U�����T�L�T�I�L�Y�Z�O�P�W���U�\�T�I�L�Y�Z���^�P�S�S���H�W�W�L�H�Y���Z�S�P�N�O�[�S�`���K�P�M�M�L�Y�L�U�[���[�V��
�^�O�H�[���O�H�Z���I�L�L�U���Y�L�W�V�Y�[�L�K���P�U���W�Y�L�]�P�V�\�Z���X�\�H�Y�[�L�Y�Z�����;�O�L�Y�L�M�V�Y�L�����[�O�L�Z�L���T�L�T�I�L�Y�Z�O�P�W���K�H�[�H���P�U�J�S�\�K�L�����������W�L�V�W�S�L���^�O�V���H�Y�L���Z�P�N�U�L�K���\�W���[�V���7�H�Y�L�U�[�P�U�N���V�U�S� �̀����Ä�]�L���W�L�V�W�S�L���Z�P�N�U�L�K���\�W���[�V���7�H�Y�L�U�[�P�U�N���H�U�K���/�V�T�L���7�Y�P�K�L��
simultaneously, and nine people who are signed up to Home Pride only.        

Overall, 74 people—including members and non-members—accessed Strong Families to 
improve their parenting skills and create healthier homes during Q2.

PARENTING 
HUB

Strong Families 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

�‹�� assisting families to create happy and healthy homes for their children. 

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

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

�‹�� During Q2, eight sessions were held. During these 
sessions, members learned about the importance of setting 
rules at home, providing clear and calm instructions and 
giving children positive attention for good behaviour.  

HOME PRIDE—TO CREATE HAPPIER AND HEALTHIER HOMES
�‹�� Home Pride assists families to build the knowledge and skills they need to create happy and healthy homes for their children, 

�[�O�Y�V�\�N�O�!���O�L�H�S�[�O�`���J�V�V�R�P�U�N���J�S�H�Z�Z�L�Z�����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�����H�U�K���Z�\�W�W�V�Y�[���^�P�[�O��
‘do-it-yourself’ home improvement projects. 

Home Maker:  Skill-building sessions around meal 
planning, healthy cooking, cleaning, and setting routines 
for children.

House Blitz:  Comprehensive DIY projects to create 
healthier living spaces—one room at a time, or a whole home.

In Q2, no sessions were held, but we look forward to 
seeing greater session activity in the coming months.

Although there were no House Blitz activities undertaken 
this quarter, we look forward to seeing further activities in 
the coming months. 

50
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TOTAL STRONG FAMILIES MEMBERS2

Q2 2013 TO Q2 2015

49 
Mossman Gorge Strong 

Families members
Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2013 2014 2015
Q2

�‹�� Between Q1 2013-Q1 2015, the 
team conducted an average of 112 
engagements per quarter. During Q2, 127 
engagement activities were undertaken—
busier than the average quarterly period. 
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1 �:�V�T�L���K�L�[�H�P�S�Z���O�H�]�L���I�L�L�U���H�S�[�L�Y�L�K���[�V���L�U�Z�\�Y�L���[�O�P�Z���W�H�Y�[�U�L�Y���J�H�U�U�V�[���I�L���P�K�L�U�[�P�Ä�L�K����
2 Based on the percentage population growth in Mossman Gorge from 2006–11 (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
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’
�‹�� providing members with information about caring for their gardens and outdoor living spaces through Garden Clubs and 

Pop-up Visits 
�‹�� support with ‘do-it-yourself’ home improvement projects. 

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 37 community 
members signed up to POP in Mossman Gorge. This 
represents about 48 per cent of all Mossman Gorge adults 
(18+ years).2 

�‹�� These members live in 28 separate Mossman Gorge households.

POSITIVE IMPACTS OF STRONG FAMILIES ON COMMUNITY MEMBERS

HOW DOES STRONG FAMILIES CAUSE POSITIVE CHANGE?

Increased use of 
positive parenting 

techniques at home

Increase of knowledge 
around positive 

parenting techniques

Happier and 
healthier children 

and families

Community members sign up to Strong 
Families; they actively participate in handicrafts, 

skill-building activities, Home Pride activities 
and Triple P positive parenting sessions. 

PARENTS AND CARERS ARE BUILDING THEIR SKILLS AND CONFIDENCE

�4�L�T�I�L�Y�Z���^�O�V���H�J�[�P�]�L�S�`���L�U�N�H�N�L���^�P�[�O���:�[�Y�V�U�N���-�H�T�P�S�P�L�Z���J�V�U�Z�P�Z�[�L�U�[�S�`���[�L�S�S���\�Z���[�O�H�[���[�O�L�`���[�H�R�L���H�^�H�`���[�O�L���[�V�V�S�Z���[�O�L�`���U�L�L�K���[�V���I�L���T�V�Y�L���J�V�U�Ä�K�L�U�[���P�U��
managing their children’s problem behaviours. For example, the personal progress story below tells how one member is beginning to 
learn the skills they need to be the best parent they can be. 

After a few months, things were already improving. The partner said their 
�J�O�P�S�K�Y�L�U���^�L�Y�L���U�V�^���N�V�P�U�N���[�V���I�L�K���V�U���[�P�T�L���H�U�K���^�L�Y�L�U�»�[���H�Y�N�\�P�U�N���H�Z���T�\�J�O�"��
they felt less stressed. Two years down the track and, though there are still 
some challenges, things have continued to get better. The partner now feels 
like they can use the strategies they have learned to better cope with their 
children’s challenging behaviours. They have a clear action plan and know 
that, as long as they stick to it, they will see further improvements. 

When one partner came to 
Strong Families over two 
years ago, they were regularly 
experiencing anxiety and panic 
attacks. They reported that they 
were not coping well with the 
demands of parenting.   

PARTNER PROGRESS STORY1

out of 10  of all Mossman Gorge  
households are now signed up to POP.9AROU

N
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TOTAL POP MEMBERS
Q2 2013 TO Q2 2015

37 
Mossman Gorge  

POP members
Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

2013 2014 2015
Q2



49

FA
M

IL
Y

 E
M

P
O

W
E

R
M

E
N

T
 R

E
P

O
R

T
 Q

2 
20

15

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 
�P�U���H�U���P�U�[�L�Y�H�J�[�P�]�L���Z�L�[�[�P�U�N�"���H�U�K���7�V�W���\�W���=�P�Z�P�[�Z�����^�O�L�Y�L���T�L�T�I�L�Y�Z��
receive general advice and support.  

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

O-HUB

�‹�� During Q2, 45 engagement activities were undertaken, all of which were 
Pop-up Visits. No Garden Club events were scheduled this quarter. 
�;�^�L�U�[�`���Ä�]�L���T�L�T�I�L�Y�Z���W�H�Y�[�P�J�P�W�H�[�L�K���P�U���[�O�L���7�V�W���\�W���=�P�Z�P�[�Z������

25 community members accessed POP to improve their knowledge and skills during Q2.

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

�‹�� Currently, two people are signed up to do a 
Backyard Blitz and have so far saved $2,500.00 
towards their combined target contribution of 
$2,000.00—one member has exceeded their target. 

�‹�� No work was undertaken on Backyard Blitzes during 
the quarter, but we look forward to seeing work 
begin again in the coming months. 

POSITIVE IMPACTS OF POP ON COMMUNITY MEMBERS

HOW DOES POP CAUSE POSITIVE CHANGE?

Increase of 
knowledge and 

skills around home 
maintenance

Community members sign up to POP; they participate 
in skill-building activities and save the money necessary 
to undertake a Backyard Blitz. They complete the Blitz 

by providing sweat equity in the form of labour. 

MEMBERS ARE BUILDING KNOWLEDGE AND 
SKILLS AROUND HOME MAINTENANCE
Members constantly tell us that they pick up gardening and 
home maintenance tips that help them to care for their homes. 
Some members go away, do their research, and feed gardening 
tips back to our staff too.

MEMBERS ARE MAINTAINING AND CARING FOR 
THEIR HOMES AND GARDENS
After completing Backyard Blitzes, members continue to check in 
with us about maintenance tips so that they can continue to care 
for their homes and gardens properly. We see evidence of this in the 
communities—most of the POP houses are visibly better cared for. 

TOTAL POP-UP VISITS
Q2 2014 TO Q2 2015
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45

BACKYARD RENOVATIONS
�‹�� Members receive support to 

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

Increased desire 
to maintain and 
beautify home  

and garden

Healthier outdoor 
living spaces 
contribute to 

families’ wellbeing

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.
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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.

473 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 by visiting 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 and Coen in September 2013. By the end of Q2 2015, CYE had commenced 473 jobseekers 
living across the region, representing 92 per cent of eligible jobseekers in the region—much higher than the average national 
commencement rate of 84 per cent. 

�‹�� These jobseekers are from Aurukun, Coen, Port Stewart and other immediately surrounding remote communities.

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

ONGOING SUPPORT

�‹�� Jobseekers receive 
ongoing support 
and advice from 
the CYE team, 
including through 
regular meetings.

�‹�� A total of 1,227 
appointments were 
scheduled during Q2, and 
jobseekers attended 53 per 
cent of the time—higher 
than the national average of 
40.6 per cent.   

CYE HUB

EMPLOYER PARTNERSHIPS AND JOB PLACEMENTS
�‹�� CYE partners closely with employers within and beyond Aurukun to identify work 

opportunities and transition jobseekers into employment. This is resulting in jobseekers 
�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 Q2 77.57 per cent of all commenced CYE jobseekers had completed  
Job Plans. 

�‹�� Since CYE began work in late 2013, it has placed a total of 211 jobseekers into employment. 

211
jobseekers  

placed  
so far

55
(26%) remained 

in their jobs seven 
weeks later

55
(26%) remained 

in their jobs  
13 weeks later

351

(17%) have remained 
in their jobs for over 

26 weeks

CYE’s 23.4 per cent  employment anchor rate2 exceeds  the 
national average of 18.4 per cent.

1 �;�O�L�Z�L���Ä�N�\�Y�L�Z���Y�L�Å�L�J�[���[�O�L���[�V�[�H�S���U�\�T�I�L�Y���V�M���Q�V�I�Z�L�L�R�L�Y�Z���*�@�,���O�H�Z���I�L�L�U���H�I�S�L���[�V���T�H�R�L���V�\�[�J�V�T�L���J�S�H�P�T�Z���M�V�Y�����I�\�[���[�O�L�Y�L���H�Y�L���H�K�K�P�[�P�V�U�H�S���Q�V�I�Z�L�L�R�L�Y�Z���^�O�V���O�H�]�L���H�S�Z�V���Y�L�T�H�P�U�L�K���P�U���L�T�W�S�V�`�T�L�U�[���I�\�[���^�O�V���H�Y�L��
�U�V�[���Y�L�Å�L�J�[�L�K���P�U���[�O�L�Z�L���Ä�N�\�Y�L�Z���M�V�Y���H���]�H�Y�P�L�[�`���V�M���Y�L�H�Z�V�U�Z�����P�U�J�S�\�K�P�U�N�!���*�@�,���P�Z���Z�V�T�L�[�P�T�L�Z���\�U�H�I�S�L���[�V���J�V�S�S�L�J�[���Z�\�M�Ä�J�P�L�U�[���Z�\�W�W�V�Y�[�P�U�N���L�]�P�K�L�U�J�L���M�Y�V�T���L�T�W�S�V�`�L�Y�Z�"���L�T�W�S�V�`�L�L�Z���Z�V�T�L�[�P�T�L�Z���M�H�P�S���[�V���Y�L�W�V�Y�[���[�O�L�P�Y��
�L�T�W�S�V�`�T�L�U�[���Z�[�H�[�\�Z���I�H�J�R���[�V���*�L�U�[�Y�L�S�P�U�R���H�U�K���*�@�,�����;�O�L�Y�L�M�V�Y�L�����P�U���Y�L�H�S�P�[�`���[�O�L�Z�L���Ä�N�\�Y�L�Z���H�Y�L���S�P�R�L�S�`���[�V���I�L���O�P�N�O�L�Y���[�O�H�U���^�O�H�[���P�Z���Y�L�W�V�Y�[�L�K���O�L�Y�L��������

2 CYE’s ‘anchor rate’ is calculated using the total number of jobseekers it has ever placed in employment (n=211, by the end of Q2) against the total number of jobseekers it has ever commenced.   

NUMBER OF JOBSEEKERS      

HOW DOES CYE HELP JOBSEEKERS TO BUILD WORK CAPABILITIES AND FIND JOBS? 

Jobseekers undertaking training 
towards Cert I and II in Business

Jobseekers upgraded a footpath 
from the O-Hub to the Council 

Chambers in Aurukun

Jobseekers undertake community 
maintenance work as part of the 
Aurukun Grass Roots program
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CYE AT LAURA
Cape York Employment took its 
food van to the Laura Aboriginal 
Dance Festival in June. Jobseekers 
and staff enjoyed the experience, 
serving healthy and wholesome food, 
including curry, chicken and rice 
dishes up to eager festival-goers.

JOBSEEKER CAPABILITY-BUILDING
�‹�� Jobseekers are required to participate in a series of structured activities, which aim to build their work readiness 

�H�U�K���J�H�W�H�I�P�S�P�[�P�L�Z�����(�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��
skills, and health and wellbeing support programs.  

�‹�� By the end of Q2, jobseekers had participated in a range of meaningful activities aimed at building their 
�J�H�W�H�I�P�S�P�[�P�L�Z���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�!���^�V�Y�R���L�_�W�L�Y�P�L�U�J�L���^�P�[�O���H���Y�H�U�N�L���V�M���S�V�J�H�S���L�T�W�S�V�`�L�Y�Z�"��

Since Cape York Employment began work in September 2013, 211 people have been placed into jobs

HOW DOES CYE HELP JOBSEEKERS TO BUILD WORK CAPABILITIES AND FIND JOBS? CONTINUED 

CYE HUB

�[�Y�H�P�U�P�U�N���X�\�H�S�P�Ä�J�H�[�P�V�U�Z�����*�L�Y�[�P�Ä�J�H�[�L�Z���0���H�U�K���0�0���P�U���)�\�Z�P�U�L�Z�Z�"���*�L�Y�[�P�Ä�J�H�[�L���0�0���P�U���*�P�]�P�S���*�V�U�Z�[�Y�\�J�[�P�V�U�����/�V�Y�[�P�J�\�S�[�\�Y�L�����*�V�U�Z�[�Y�\�J�[�P�V�U�����>�V�Y�R���:�R�P�S�S�Z���H�U�K��
�)�\�Z�P�U�L�Z�Z���"���H�U�K���Q�V�I���Y�L�H�K�`���H�J�[�P�]�P�[�P�L�Z�����P�U�J�S�\�K�P�U�N���[�O�Y�V�\�N�O���(�\�Y�\�R�\�U���*�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�[�`��
parks and gardens, recycling of local materials), Aurukun 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).  

�‹�� By the end of Q2, 290 jobseekers (roughly 61% of the current caseload) had commenced in a structured activity and were actively 
engaged in a variety of projects around their community. 

�‹�� �+�\�Y�P�U�N���8�������������Q�V�I���Z�L�L�R�L�Y�Z���J�V�T�T�L�U�J�L�K���[�Y�H�P�U�P�U�N���H�U�K���L�K�\�J�H�[�P�V�U���W�Y�V�N�Y�H�T�Z�"���������������������J�V�T�W�S�L�[�L�K���[�O�L�P�Y���W�Y�V�N�Y�H�T�Z���I�`���[�O�L���L�U�K���V�M���[�O�L��
�X�\�H�Y�[�L�Y�����:�P�U�J�L���T�P�K�����������������������Q�V�I���Z�L�L�R�L�Y�Z���J�V�T�T�L�U�J�L�K���[�Y�H�P�U�P�U�N���H�U�K���L�K�\�J�H�[�P�V�U���W�Y�V�N�Y�H�T�Z�"����� ���������������O�H�K���J�V�T�W�S�L�[�L�K���[�O�L�P�Y���W�Y�V�N�Y�H�T�Z���I�`��
the end of Q2. 

�‹�� 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. 

POSITIVE IMPACTS OF CYE ON JOBSEEKERS

HOW DOES CYE CAUSE POSITIVE CHANGE?

Improved 
wellbeing and 
�J�V�U�Ä�K�L�U�J�L

Jobseekers are engaged by Cape York Employment: they 
actively engage, receiving wellbeing support, participating 
in skill building activities, and moving into job placements

Improved work-
related skills and 
work readiness

Improved ability to 
obtain and remain 

in employment

DRIVING TOWARDS 
SUCCESS
Murray Korkatain was placed by 
CYE with Rio Tinto at Batavia 
Downs Station. 
Initially, he participated in a six month Kinnection 
Program, which supported him with literacy 
and numeracy training, establishing work-ready 
behaviours, and getting his driver’s licence. 
He has now transitioned to full-time employment 
with Rio Tinto at Weipa, and has now been 
employed for a total of eight months. 

CYE also has a further six jobseekers currently 
placed with Rio Tinto at Batavia Downs Station. 

�3�,�-�;�!���4�\�Y�Y�H�`���^�P�[�O���O�P�Z���.�Y�L�L�U���7���7�S�H�[�L���S�P�J�L�U�J�L���J�L�Y�[�P�Ä�J�H�[�L���� 
RIGHT: Austin Marpoondin, Emilio Ornyengaia, Ivan Wolmby, Mark 

Yunkaporta, Mario Walmbeng, Murray Korkatain, and Derek Yunkaporta
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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. At the end of Q2, 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 beginning of 2015 are: 

120

90

60

30

0

109

7

33
15

CURRENT CYLP MEMBERS ACROSS ALL LEADERSHIP PHASES
Q2 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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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 Q2 2015, students have participated in a range of extra-
curricular activities including music and dance tuition, drama, 
work experience, vocational placements, club sports (e.g. 
fencing, women’s rugby, AFL, netball, javelin, basketball and 
volleyball), a writer’s club, and a self-passage tour sailing trip. 
The extra support provided through the program has assisted 
these students to participate in such a broad range of activities. 

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 Q2, CYLP facilitated a small group of senior students 
to obtain their Learner Driver permits. Four outstanding 
students were also selected to attend the Murrup Barak 
Experience camp at the Melbourne University—a week-long 
camp for prospective future students.   

CYLP

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 in supporting students to achieve.

EMOTIONAL AND PRACTICAL SUPPORT

�‹�� Academic Leaders receive constant and ongoing support 
�M�Y�V�T���H���[�L�H�T���V�M���K�L�K�P�J�H�[�L�K���:�[�\�K�L�U�[���:�\�W�W�V�Y�[���6�M�Ä�J�L�Y�Z���^�O�V��
assist by: providing emotional and practical support to 
�Z�[�\�K�L�U�[�Z���H�U�K���[�O�L�P�Y���M�H�T�P�S�P�L�Z�"���S�P�H�P�Z�P�U�N���^�P�[�O���H�J�H�K�L�T�P�J���P�U�Z�[�P�[�\�[�P�V�U�Z����
including around opportunities for tutoring and academic 
�H�Z�Z�P�Z�[�H�U�J�L�"���P�K�L�U�[�P�M�`�P�U�N���L�T�W�S�V�`�T�L�U�[���V�W�W�V�Y�[�\�U�P�[�P�L�Z���H�U�K��
assisting students to enter the workforce. 

�‹�� Q2 has seen our staff continue to provide a high-level of 
care and support to students and their families. Recently, 
�:�\�W�W�V�Y�[���6�M�Ä�J�L�Y�Z���H�J�J�V�T�W�H�U�P�L�K���Z�L�U�P�V�Y���Z�[�\�K�L�U�[�Z���[�V���H�[�[�L�U�K���H��
range of university information sessions to determine future 
study opportunities. Our staff also continue to build contacts 
with prospective future employers so that students can be 
assisted to transition into apprenticeships and employment 
�^�O�L�U���[�O�L�`���Ä�U�P�Z�O���Z�J�O�V�V�S������������

HOW DOES CYLP HELP ACADEMIC LEADERS ACHIEVE SUCCESS AT SCHOOL AND UNIVERSITY? 

POSITIVE IMPACTS OF CYLP ON ACADEMIC LEADERS

HOW DOES CYLP CAUSE POSITIVE CHANGE?

School attendance and 
take-up of extra-curricular 

activities increases

Increased 
�J�V�U�Ä�K�L�U�J�L��

orbiting for school

Educational 
outcomes 
improve

Cape York students apply for and are accepted into 
the Cape York Leaders Program; they actively engage 

and take up the support and opportunities on offer.

WHAT ARE MEMBERS AND STAFF SAYING

“[the program] has provided great experiences that I would not be able to 
participate in unless I had the support of CYLP.”    
ACADEMIC SECONDARY LEADER

“What does the… Program mean 
to me? It means hope for a bright 
future, one that will be achieved 
through the education I will receive 
from the school I have been sent 
to by CYLP…”  ACADEMIC LEADER

“I have been privileged to witness the personal 
development and leadership growth of these 
outstanding students from various communities 
throughout Cape York as they have been on their 
CYLP journey. To know that we are part of this 
amazing work and to support them along the way 
has been one of the most rewarding aspects of 
the program. We are preparing future leaders, how 
exciting is that.” 
SHARON PHINEASA, STUDENT SUPPORT OFFICER

“This scholarship has given me 
opportunities that I would not 
be able to get at home, such 
as the best education possible 
with support to achieve the best 
grades possible…”    
ACADEMIC SECONDARY LEADER
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Academic Leaders have participated in a range of activities during the quarter, and excelled at school.

POSITIVE IMPACTS OF CYLP ON ACADEMIC LEADERS CONTINUED

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 
 - presented at school NAIDOC Day ceremonies, which have been an opportunity to showcase their culture
 - been recognised for outstanding leadership, receiving some of the highest awards available at their schools     
 -  received sought after scholarships to attend the Queensland Academy of Sport 
 -  attended the Murrup Barak Experience camp at the University of Melbourne, run for prospective future students
 - enjoyed success at school-, state- and national-level sporting competitions
 - collaborated with a well-known Indigenous artist to create an art installation 
 - �J�V�T�W�S�L�[�L�K���*�L�Y�[�P�Ä�J�H�[�L���X�\�H�S�P�Ä�J�H�[�P�V�U�Z���[�O�Y�V�\�N�O���=�,�;���P�U���Z�J�O�V�V�S���[�Y�H�P�U�P�U�N
 - played lead roles in school drama presentations. 

OUR 
SECONDARY 
LEADERS 
HAVE…

OUR 
TERTIARY 
LEADERS 
HAVE… 

 - recently completed internships with large corporate employers, including Westpac bank 
 -  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��

Brisbane Boys College students Leon 
Yeatman of Yarrabah and Elisha Tamwoy 
of Aurukun display proudly their Rugby 
Jersey on game day.

Davis Hobson of Coen is awarded Boarder 
of the week at Marist Ashgrove College.

Stuartholme girls Lorraine Jaffer and Schascle Bassini of Coen and Jasmine Holroyd and Mirinda 
Bulsey from Rockhampton Girls Grammar attended the Murrup Barak Experience Camp at 
University of Melbourne to experience life at University and in Melbourne.

Brisbane Grammar School students perform traditional dance 
for the school to celebrate ‘National Close The Gap Day’ with 
�:�[�\�K�L�U�[���:�\�W�W�V�Y�[���6�M�Ä�J�L�Y�Z���1�L�Z�Z�L���.�Y�L�L�U���H�U�K���2�H�H�]�H���>�H�[�Z�V�U��

�*�S�H�`�Ä�L�S�K��
College student 
Ellen McIvor 
of Cooktown 
performing in 
her school play.
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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 Q2, 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.     

LEADERSHIP WORKSHOPS, 
BUSINESS AND GOVERNANCE 
TRAINING

�‹�� 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: 
�P�T�W�Y�V�]�L���[�O�L�P�Y���S�L�H�K�L�Y�Z�O�P�W���J�H�W�H�J�P�[�`�"��
gain employment, or progress within 
�[�O�L�P�Y���J�\�Y�Y�L�U�[���Q�V�I�Z�"���H�U�K���H�J�O�P�L�]�L��
educational outcomes that contribute 
to their personal and professional 
development.  

�‹�� During Q2, CYLP held four 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��
Micro Business Operations), and two 
were non-accredited and focused on 
building cultural awareness, as well as 
workplace leadership skills. Overall, 26 
Leaders participated in these sessions. 

CYLP

POSITIVE IMPACTS OF CYLP ON YOUTH, SKILLING AND EXCELLING LEADERS

 - coping with loss and grief
 - relationships
 - health concerns
 - workplace communication 

issues

 - religious or  
spiritual needs

 - support and advice around 
working with others.  

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 Families 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:

WHAT ARE MEMBERS SAYING?

“…it has been the perfect combination for me… being taught 
about leadership and business as well.”   YOUTH LEADER

���¸�0�[���O�H�Z���T�H�K�L���T�L���I�L�[�[�L�Y���H�[���W�\�I�S�P�J���Z�W�L�H�R�P�U�N���H�U�K���T�V�Y�L���J�V�U�Ä�K�L�U�[����
I’m not as nervous as I used to be.”   YOUTH LEADER

“Understanding who you are as an individual, 
where you come from, your triggers, 
understanding others and how you react and 
respond to them. I think it’s the best thing 
that ever happened to me—I started believing 
in myself.”   EXCELLING LEADER

 - commenced and continued employment with Bama Services, Cape York Partnership, Cape York Land Council, 
Hope Vale School, Cape York Employment, Rio Tinto and more

 -  received awards and accolades, including one Leader who was recognised as Far North Queensland’s Trainee 
of the Year.

OUR 
LEADERS 
HAVE…

HOW DOES CYLP CAUSE POSITIVE CHANGE?

Improved leadership 
ability and work 

readiness

Increased 
�J�V�U�Ä�K�L�U�J�L���H�U�K��

work skills

Increased 
�M�\�S�Ä�S�T�L�U�[���V�M��

leadership roles

Community members apply for and are accepted into the 
Cape York Leaders Program; they actively engage, attending 
skill-building workshops and taking up work opportunities.




