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“Privilege is invisible to those

who have it”
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Why and what of co-production




Why and what of co-production
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The why and what of co-production

Disabled People’s Commission in Hammersmith and Fulham, based on the Think Local Act Personal (TLAP) Ladder of Participation A

A
Co-production

Co-design
Engagement
Consultation

Informing

Educating

Coercion
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Ice-breaker

A
Co-production
Where do you think Co-design
you are in the co-
production ladder? Engagement
(Vote)

Consultation
What do you think is
holding you back? Tell Informing
us on Jamboard

Educating

Coercion
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https://jamboard.google.com/d/1rYqWlJCAruf20CCaC-gnbbzwPGCiCfs1xeXWeb8oU2U/edit?usp=sharing

What are the results of co-production?

* feeling valued and empowered

Benefits for ®* improved confidence and a sense of purpose
individuals ® supporting outcomes like employability and wellbeing
® social connections and peer support.
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Reference: ‘What difference does co-production make?’ in “A Meeting of Minds”, The National Lottery Community
Fund, 2019.
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What are the results of co-production?
For practitioners

“I’m a pragmatist. | wanted it to be good.
Without involvement, we’re just guessing.”
(Commissioner)

“Working in partnership and getting others’
perspectives. In the past it was us and them.
Now we have all these people with a wealth of
experience and creative ideas. We are solving
problems a lot more effectively. Instead of ‘we
can’t do that’, we can find a solution.” (Staff
member)

Reference: ‘What difference does co-production make?’ in “A Meeting of Minds”, The National Lottery Community
Fund, 2019.; ‘Co-production in mental health: not just another guide’, Skills for Care, 2019

the social investment consultancy
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https://www.skillsforcare.org.uk/Documents/Topics/Mental-health/Co-production-in-mental-health.pdf

What are the results of co-production?

Social change
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“The steering group is more
than a team. It’s not just
creating a digital hub. It’s
creating community.” (Staff
member)

Reference: ‘Co-production

in mental health: not just l
another guide’, Skills for
Care, 2019; Colab Dudley

A

V


https://www.skillsforcare.org.uk/Documents/Topics/Mental-health/Co-production-in-mental-health.pdf
https://medium.com/colab-dudley/there-is-no-single-formula-for-co-production-5cf0fa4ceb3a

Existing barriers to co-production

* We have identified three types of barriers to co-production:

tEs
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Communication Attitudinal

Jamboard
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https://jamboard.google.com/d/1rYqWlJCAruf20CCaC-gnbbzwPGCiCfs1xeXWeb8oU2U/viewer?f=1

Physical barriers

* It can be expensive and difficult to gather thoughts and opinions of users

* Accessibility needs not considered
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Communication barriers

* Lack of easily accessible language
translating concepts

* Communications and marketing may
not fully consider inclusion

the SO
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Attitudinal barriers —among organisers
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“Beneficiaries” — or users?
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Attitudinal barriers - among users '
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m ; “I pushed myself to be part of this
'ﬁ " group and it’s given me
confidence.” (Person with lived
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https://www.skillsforcare.org.uk/Documents/Topics/Mental-health/Co-production-in-mental-health.pdf

Shifting power

Funders

Set out requirements Select grantees

\ \/

Organisations

| |
Define the project Execute the project
End-users
Have to accept Limited opportunities to
flawed interventior have an impact on the
project
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Shifting power

Understanding stakeholders
1. Recognise the existing power dynamics in your initiative.

2. ldentify stakeholders and facilitate an agreement on a collective vision of
participation.

3. Assess the Knowledge, Skills, Attitude (KSA) and Availabilities of
stakeholders
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Shifting power

Managing stakeholders

4.

Co-plan resource allocation. The success of co-production resides in careful
budget planning.

Co-define how users will be involved with a co-production plan from the
outset.

Co-define responsibilities and principles of engagement.
Design the project’s life cycle with stages and gates

Put in solutions to address gaps and/or barriers
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Co-production case studies

v

Planning Implementatlon Planning Implementatlon Plannlng Implementation

K Follow- up) KFOOW up) ‘ FoIIow up

Strongest use of co-production Co-production implemented but No co-production
to a lesser capacity
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Ageing Better’s Co-production programme

Welcome to
Stronger Together

A Festival of Co-production Learning

( Ageing 4
with Pride aceinG

BETTER ™
BIRMINGHAM

Ageing Better (National Lottery Community Fund)
co-produced with:

* people aged 50+ living or at risk of isolation

* volunteers

* stakeholders from the wider community

Launched 14 local partnerships to develop
community-led initiatives such as:

* Micro-funding

* Co-research

e Campaigns like #AgeeingwithPride

“The most successful form of co-design has been during delivery. Once participants have experienced the service in
action, they are often in a better position to engage in co-design. It also means that a broader range of voices can be
heard, over and above the limited number that can be reached during pre-delivery consultation.” — Ageing Better

programme manager
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https://www.youtube.com/watch?v=Lkd5F-Mzvkw
https://www.youtube.com/watch?v=O5yiOdYJgL4

Ageing Better’s Co-production programme

STRENGTHS

Planning group made of people with lived experience

Diversity

|
* Holistic approach
People with lived experience included in implementation
Follow-up: co-producers are part of the evaluating team
F
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Ageing Better’s Co-production programme

Example: LGBT Hub

* LGBT Local Action Plan was co-created with input from
stakeholders and the LGBT community, which included
#AgeingwithPride

“As simply a member of society it has very rewarding
to be involved on many levels, to support an area that
is important to me and influence the development
outcomes.” — Robert, member of Age Experience Group

the social investment consultancy




Ageing Better’s Co-production programme

GOING FURTHER

* The Age Experience group is involved in the integration of
learnings into the planning of new interventions

|
The co-productions were celebrated in the Stay Stronger virtual
festival, over three days in April and May 2021
This event hosted the launch of the “Stronger Together co-
. production toolkit”.

* This toolkit allows to build on learnings and further co-
production
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https://syha.sharepoint.com/sites/StrongerTogetherAco-productiontoolkitfromAgeingBetter/Stronger%20Together/Forms/AllItems.aspx?viewid=941d095f%2D6ea6%2D436d%2Dbafc%2D41051a750c54

What to expect in the next session

* How can we implement co-production in a festival context?
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Agenda- Part 2
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What is co-production?

Disabled People’s Commission in Hammersmith and Fulham, based on the Think Local Act Personal (TLAP) Ladder of Participation A
A
Co-production

Co-design
Engagement
Consultation

Informing

Educating

Coercion
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What does commitment to co-production
require?




What does commitment to co-production
require?
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Best practices in co-production

Types of barriers

Solutions

1. Make use of technology
2. Allocate budget accordingly
Physical 3. Take into account accessibility needs
4. Jargon alert
5. Project cycle check
°°° 6. Communicate how you are including user
voices using the Ladder of Participation
Communications
7. Use participatory research methods
@A @ 8. Increase self-awareness and humility
['\ 9. Incorporate feedback culture into
ol organisations
Attitudinal 10. Think of your end users as customer

the social investment consultancy




Co-production case studies
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Planning Implementatlon Planning Implementatlon PIannlng Implementatlon

K Follow- up) KFOOW up) ‘ FoIIow up

Co-production implemented but No co-production
to a lesser capacity

Strongest use of co-production
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The Good Life Festival

The Good Life Festival was organised in 2016
by the Salford Institute for Dementia (SIfD) in
partnership with the Alzheimer’s Society and
social enterprise Social Adventures.

They co-produced this one day festival with
people with dementia and carers.

“Dementia: our challenge, our adventure”

‘The festival was probably the most organised and well-thought-out festival event | have ever been to (as a festivals
researcher, I’'ve been to countless festival events), and this is to the credit of the organisers. They knew their audience
well and they planned the festival around the needs of the audience’ — Dr. Gary Kerr

the social investment consultancy


https://www.youtube.com/watch?v=Lkd5F-Mzvkw
https://www.youtube.com/watch?v=Lkd5F-Mzvkw

The Good Life Festival

STRENGTHS

Planning group with people with lived experience

Adjusted planning process to address the needs of users.

I
* QOutreach and promotion: clinics, peer groups, publicity stunts
* Theme, content and delivery
Follow up: planning group designed the survey for participants
F
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The Good Life Festival

LIMITATIONS

* Follow-up: Organisers could have come-back to participants
and co-producers on how their feedback was used

I
* Replication: Due to its success, The Good Life Festival Model
informed another event: The Dementia Awareness Festival in
Salford in 2017. It is unclear how the learnings were integrated
and if/how the same co-production group was involved.
F
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How do we apply co-production in different
ways and stages of our programmes?

* Interactive exercise on Jamboard.

the social investment consultancy


https://jamboard.google.com/d/1rYqWlJCAruf20CCaC-gnbbzwPGCiCfs1xeXWeb8oU2U/edit?usp=sharing

Q&A

* Any questions?

the social investment consultancy



Appendix: Definitions in co-production

ladder

‘copesiaung ™
ENGAGING
_ Doing
CONSULTING FOR
INFORMING
EDUCATING Doing
COERCING

business lab /-
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EXPLANATION

Yo give service users and ofher organisations
regular opportunilies to express their views i 2

.vuhqﬂuqmﬂqn\lﬂmmm

mmwwmwuu
In sunveys or attend meetings 1o say which proposal
Mlﬂw nmmm-mu

You inform people about your senvices and explain
mwmmmww

You educate people on the benefits and rationals of
YOUr Services. You may try to convince them to act
differanthy.

You require people 1o Use your senvice of do
something without understanding their true wants
and needi.

Credit to Sherry Arnstesn, the Mew Economics Foundation, MESTA and Think Local Aot Personal

EXAMPLES

Amulm
regular events mmum
and better cater to thelr needs when leaving school.

A local council comes up with three aptions for
me'ummmwm
residents 1o vote on their preferred choice.

A charity sends a manthly e-newsletter 1o former
senvice users 1o let them know about new
mhmm

The head office of a nationwide charity records a
podcast to shase success storkes and new
approaches with staff in the regoins.

A government depariment requires perople to look
for work or attend study to receive a financial
benefit.
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. Appendix: Ageing Better’s Co-
K) production programme

* Who? Co-produced by Ageing Better (National Lottery Community Fund) with people
aged 50+ living or at risk of isolation, volunteers and stakeholders from the wider
community. Among the participants 1 in 22 are LGBT+, 22% are carers and 1 in 4 are
Black, Asian or minority ethnic.

* What? Ageeing Better launched 14 local partnerships to work with people aged 50+.
Examples of the initiatives developed include:

> Micro-funding, enabling people to design, deliver and fund local projects (“We’re investing in
communities, not delivering services”) . This was implemented across the 14 areas.

o Co-research where people and partners from across the community are involved at all levels of
a project, including its evaluation and research. Community researchers played a key role in the
evaluation projects by Bristol Ageing Better (BAB) and the University of West England. As older

people themselves, the community researchers brought valuable lived experience to the v

research project.

o Co-production of campaigns such as #AgeingwithPride (showcasing the perspectives from the
LGBT+ community) or the Age Proud (addressing ageism, which led to the creation of an Age
Friendly Charter and business guide).

the social investment consultancy A v




. Appendix: Ageing Better’s Co-
\F production programme

* Results: After participating in the co-production, 57% of participants said they had
greater wellbeing, 51% said they felt less lonely and less isolated.

* Legacy: The co-productions were celebrated in the Stay Stronger virtual festival, over
three days in April and May 2021

* This event hosted the launch of the “Stronger Together co-production toolkit”.

* Evaluation: co-producers are part of the team evaluating the different initiatives.
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‘& 4) Appendix: The Good Life Festival

* Inception: In 2016, the Salford Institute for Dementia (SIfD) teamed up with the
Alzheimer’s Society and social enterprise Social Adventures to co-produce an event “for
and by people affected by dementia”.

The planning group consisted of two people diagnosed with dementia, three carers and
three representatives from the partner organisations. The small planning group ensured
that meetings could remain person centred and a democratic approach was
encouraged around defining the working process.

* Theme: The group chose an event theme of celebrating different ways people live well
with dementia, in aim to inspire others affected by dementia, especially those who
were recently diagnosed, by delivering an event to showcase user-led initiatives that
help people to live well. It was very important to the volunteers that this event should
be different to other dementia related events they had attended, not just, as one co-
producer said, ‘dishing out leaflets’.

* The Festival adopted the tagline ‘Dementia: our challenge, our adventure’ to illustrate
how people have reframed dementia as a challenge that could lead to new
opportunities.

the social investment consultancy A




‘& ) Appendix: The Good Life Festival

* Promotion: The event was promoted through different platforms to reach new people and
encourage inclusion (clinics, peer groups, publicity stunt led by people with dementia).

* Implementation: the programme featured a series of interactive workshops to promote
dementia-friendly initiatives. Each session included people living with dementia talking
about their personal experiences. Efforts were made to make every aspect of the day
dementia friendly (plenty of breaks and a dedicated quiet room). Dementia Champions
wore bright yellow sashes and hoodies, they were easy to identify and had time to talk to
and support attendees. A talk by cartoonist Tony Husband was one of the highlights of the
day. After his talk, attendees were invited to have their favourite memories turned into
drawings to take home .

evaluation tool and a post event debriefing and reflection. Attendees were invited to
complete a dementia friendly tool designed by the group. 35 out of 80 participants
responded. 100% said they enjoyed the day, 91% said they learnt something new. 77%
people stated feeling more positive about living with dementia.

* Evaluation: The planning group and the event delivery were evaluated by both an vl

* Due to its success, The Good Life Festival Model has informed another event: The
Dementia Awareness Festival in Salford in 2017.
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