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Executive Summary 
 
 Considering the start of a new business entails a great deal 

of up-front planning and visualizing, testing assumptions and 

theories. The purpose of this report is to describe the business need, 

and to define the customer and his or her problems or concerns that 

could be addressed through specific services. 

 Citizen engagement that is authentic and meaningful is 

touted as desirable and worthwhile -- indeed, it is often legislatively 

mandated. It is also often approached by legislature and government 

agencies as a one-size-fits-all tactic, with token representation of the 

affected citizen (or customer). 

 The identified business need is for a skilled facilitator who 

can support government and citizens in coming together in 

meaningful ways at the start of policy and program development to 

address issues and concerns, and to share ideas and solutions. 

Supporting safe and productive interactions can result in citizen-

driven solutions that better meet their  interests and needs, and 

better meet government goals and objectives in a respectful and 

trusting partnership. In considering the diversity of stakeholders and potential customers, it became 

clear that the focus for this business proposition needed to be on how to best support a greater 

willingness and capacity on the part of government to seriously consider the voice of those people they 

were established to serve. 

 Government agencies routinely contract with private businesses to provide direct client services 

and program development services. Facilitation services are frequently contracted for by agencies who 

walk a tightrope between legislative mandate and customer need. The challenge is in positioning a new 

business focused on facilitating customer input through those often tricky conversations as a strong 

value-add in areas that many agencies can feel threatened by. But, in the long run, that's exactly what 

specialized facilitation services can offer: techniques, tactics and skills to support in-depth reflection and 

exploration of diverse experiences, interests, needs and agendas to come up with acceptable 

approaches and solutions to the legislative mandates and imperatives that drive agency actions.  

"Voice" is not homogeneous--
and the different voices 
emerging from society, 
including those of the poor or 
other vulnerable groups may 
not necessarily be 
complementary but may 
actually compete with one 
another. So, the struggle for 
greater voice, inclusion, 
accountability and 
representation is an ongoing 
process of negotiation, 
contestation, and even 
confrontation, and it is about 
nothing if it not about altering 
existing power relations. 

Alina Rocha Menocal 
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Defining the Need 
 

 
 While a multiplicity of 

communication channels would 

hopefully increase people's ability to 

share their insights and have a 

meaningful say in the process of 

deciding legislation, policy, and 

government programs and services , it 

appears to have the opposite effect. 

People have a hard time hearing one 

another through all the "noise" of the 

different communication channels. And 

when the "business" and the "customer" are not able to hear one another, the end product ends up not 

meeting the interests and needs of the customer or the business. 

 The efforts to encourage and support citizen engagement through the use of T4TAIs 

(Technology for Transparency and Accountability Initiatives) has been lauded as a way to help level the 

playing field for vulnerable and disenfranchised citizens. Designed for use with mass communication 

strategies, the results have been mixed. Of primary concern for this project is the idea that not only are 

the diverse channels ineffective at supporting authentic citizen engagement, they also are not successful 

in encouraging citizen engagement in the first place.  

 While this may seem counter-intuitive, Ruth Carlitz, Ph.D. candidate at UCLA, discusses the flaws 

in the expanding use of T4TAIs which were hailed as a means to improve civic participation. In her April 

4, 2014 blog post "Political Voice: Who's talking? Who's listening?" she states (emphasis mine): 

 

 " . . . many T4TAIs do not meet the initial ambitions of their designers in terms of 
 empowering ordinary people to raise their voices in new ways. Instead, the active 
 participants tend to be the ‘usual suspects’: men, urban dwellers and people with higher 
 levels of education and/or access to information. Such a bias risks empowering certain 
 citizens while further marginalising others, serving to entrench discrimination and social 
 exclusion rather than increase accountability to the broader public." 

http://www.developmentprogress.org/blog/2014/04/04/political-voice-transparency-accountability-T4TAI 

  

http://www.developmentprogress.org/blog/2014/04/04/political-voice-transparency-accountability-T4TAI
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 In order to develop policies, programs, and services that truly meet the need of the citizens, 

government officials (from elected representatives to agencies to contracted service providers) and 

citizens need to have deeper, more meaningful interaction.  

 Traditional approaches of waving signs and slogans, attending rallies, and organizing protest 

actions spark interest and garner attention for citizen interests. However, participation in crafting 

solutions often stops at that point. Filling out surveys, "liking" a post on Facebook, re-tweeting a sound 

bite message, or SnapChatting an opinion also serve as a 

means for sparking interest but do not substitute for 

direct, participatory democracy. Town hall meetings, 

legislative hearings, neighborhood meetings get closer to 

the mark. However, a common complaint is that these 

meetings lack sufficient time to share concerns or 

suggestions. And as frustrations mount with inadequate 

opportunities to take a meaningful part in the decision 

process, these venues can erupt into free-for-all of taking 

a stand.  

 But what happens after the lines have been drawn, the sentiments freely expressed, and the 

heart-felt emotions continue to simmer? How can a diverse people craft just and equitable solutions 

that better meet the needs of the people they are designed to serve, and the expectations of the 

funders and policy makers? In the absence of face-to-face communication founded on respect and trust, 

the solutions will struggle time and again to meet the mark on all levels.   

 Supporting people with vastly different backgrounds, life experiences and goals to come 

together and explore the interests, concerns and desired results is critical to participatory democracy. It 

can also be very uncomfortable and intimidating for participants. Helping folks to sit in the discomfort of 

confronting self and others while exploring issues and solutions is critical work, and is the missing piece 

in supporting authentic give-and-take conversations in participatory democracy.   

 When people do not feel heard, trusted or respected, the ability to respond with respect, 

curiosity and an openness to consider other points of view takes a back seat to the urge to immediately 

fire back. Readings for Diversity and Social Justice,  2nd Ed, states that "multicultural competence 

incorporates knowledge and skills that enable people to engage in culturally responsive ways of 

interacting and functioning in the world. . . and includes the capacity for self-awareness and the ability 

to model that behavior" (2010, p. 134). 

Multicultural competence 

incorporates knowledge and 

skills that enable people to 

engage in culturally 

responsive ways of 

interacting and functioning 

in the world. . . and includes 

the capacity for self-

awareness and the ability to 

model that behavior. 
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 Citizen participation is the "process" link between policy, program and service development and 

the wider community. Skilled facilitation can help: 

 Government agencies and contracted service providers identify the voices they need at the 

table, especially the missing voices of the marginalized or disenfranchised people, whose 

input is critical to developing policies and services that meet their interests and needs. 

 Support honest and respectful dialogue that allows safe exploration of different 

perspectives and encourages openness to and curiosity about new ideas and approaches to 

concerns and issues. 

 The goal, of course, is to empower all citizens to both fully take part in and realize the fruits of 

their participation in crafting the programs and policies that have such significant impact on individual 

lives and communities. Sherry Arnstein in 1969 described varying rungs of citizen participation, from 

rungs with no power to rungs of citizen power. In George Julian's January 22, 2013 blogpost, Social 

Media and Citizen Engagement, she describes the top rungs of Arnstein's ladder as "partnerships . . . 

[which] . . . allow citizens to negotiate, engage and trade with those in authority, whereas delegated 

power and citizen control sees a genuine transfer of power and decision-making capabilities to citizens." 

She also writes clearly about the 

potential as well as the pitfalls of 

social media and its impact on 

citizen and government 

relationships, warning the reader 

that while "social media could be a 

useful tool to support engagement 

. . . if we’re not careful we’ll be 

using social media to claim 

increased engagement, when 

actually we’re just hanging around 

those bottom rungs and 

broadcasting at people."                         http://www.georgejulian.co.uk/2013/01/22/social-media-and-citizen-engagement/ 

 
 
 
 
 
 
 
 

http://www.georgejulian.co.uk/2013/01/22/social-media-and-citizen-engagement/
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Research Summary 
 

 To test the validity of assumptions driving the development of customer personas and possible 

services, interviews were conducted 10/5 - 10/10/2015. Key ideas are summarized below to help 

illustrate the diversity of perspective and approach. (See Appendix A for complete individual interviews.) 

 

Participation Barriers 
 

 
 

Participation Supports 
 

 

Community  
Advocates 

•Include  more diverse 
voices. Don't rely on the 
same person -- that 
tokenizes them.  

•Prejudices, preconceived 
ideas and classism get in 
the way of being heard. 

Non-
government 

entities 

•Fear is a big barrier. 
Fear of retaliation after 
speaking up. 

•Businesses sit on ideas 
and input; they aren't 
responsive. 

Government 
entities 

•Money ends up 
substituting for action. 

•We're trying to sell 
ideas or services to the 
customer that didn't 
come from them.  

Community  
Advocates 

•Ask, be available and really 
listen. 

•We need a culture shift 
away from classism; relate 
on a human level.  

Non-
government 

entities 

 

•Include the customer at 
the beginning!  

•Ask them about their 
goals, what they want. 

 

Government 
entities 

 

•Think through long-term 
impacts; be willing to 
revisit issues and 
decisions. 

•Leadership needs to take 
time  to sit with people 
who know the history 
and learn from them. 
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Customer Personas 
 
 The original personas were based on over two decades of experience in government, and direct 

service and advocacy efforts. The interviews validated much, and suggested additional areas to explore.  

Of key importance was watching for blind spots in understanding each customer segment.  

 For state agencies, the key conundrum is in clearly identifying the customer they serve. They 

answer to the legislature, the governor's office, or in some cases the electorate. The direction, 

expectations and resources are determined by  executive leadership. However, the policies, programs 

and projects are expected to benefit the citizenry. Finding ways to address these realities is a consistent 

challenge in state government. 

 In considering future business opportunities, it will be more effective to focus on one segment, 

while developing a deeper understanding of the other two segments and how they interact. This 

understanding is critical to developing flexible and responsive facilitation services for the primary 

customer, and (in this case) the primary customer's customers. 

 
 

City and State Government: Mid-Management Executives 
 

Additional Considerations 
 

 

Common Traits 

 Extensive organizational and 
systemic knowledge 

 Generally in their mid-40's 
through early 60's 

 Post-baccalaureate education 

 Married with children  

 Comfortable with Internet for 
research, email 

 Uses word processing, Excel, 
Power Point  

 Developing comfort with 
advanced phone technology 

Key Attributes 

 Focused on results and externally 
driven deadlines 

 Fiscal and legal concerns tend to 
trump creativity and invention 

 Tend to be a consistent presence 
in the agency 

Top Motivators 

 Return on investment can be 
shown up front 

 Policy mandates and earmarked 
budget drive decisions 

 Tension inherent in navigating 
between external and internal 
customers. 

  Well-known or familiar 
citizens, NGOs or politicians 
considered representative of 
the client base and are 
frequently called upon to 
speak on behalf of 
populations, rather than 
reaching out to a wider 
customer base. 

 The requirement to show 
return on investment 
overrides the imperative for 
slow and citizen-involved 
development. 

 Dynamics can be problematic 
when internal and external 
customers come together 
without an intermediary. 

 Even within certain broad 
population definitions, there 
are multiple sub-groups with 
their own interests and 
agendas. 

 

 
Deadlines and the  

Bottom Line: 
 

It's All About Results 
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Policy Development Specialists 
 
 
 

 

Common Traits 

 Tend to be highly educated with backgrounds in law and research  

 Frequently transfer between organizations, agencies and projects 

 Prefer working alone; nature of job requires multiple team players 

 Comfortable with advanced word processing applications 

 Skilled in formal writing techniques 

 Savvy to the quirks of political timing, interests and pressures 
Key Attributes 

 Detail oriented; perfectionistic tendencies 

 Strong research and analytic capacity 

 Super-focused on the word of law, as opposed to the impact or 
practical application 

Top Motivators 

 Show benefits of up-front participation in the rule-making process 

 Prefer information and input in organized, final fashion for analysis and 
editing, rather than gathering input and creating content.  

 

Policy and Procedural  
Think Tanks: 

Putting the Puzzle Pieces 
Together 

 

Local Community Social Justice Advocacy Organizations  
 

 

Common Traits 

 Membership is around a common cause, experience or belief 

 Education and work/professional experience levels vary widely 

 Income levels, access to housing, nutrition, health care, transportation  
vary widely 

 Approach to projects, platforms, actions, communications driven by life 
experiences 

Key Attributes 

 Passion for addressing issue energizes membership; focus is rarely on 
the end result 

 Action takes place in the context of the here-and-now; long-term 
strategizing takes the back burner frequently. 

Top Motivators 

 The sense of contributing to an important cause, in being heard by the 
people who have the power to impact programs and policies. 

 Meeting basic needs for strong, healthy communities and individuals. 

 Community belonging and support. 

 

If there's peace and justice  
in this world,  
it's because  

we fight for it! 

 
 Policy development often happens in isolation from the realities of implementation. There is no 

substitute for hands' on experience. These internal customers strive for excellence and meeting 

management's requirements. If management sets the tone for greater attentiveness to customer input 

at the start of development, there would be less need to solve identified problems through additional 

policy development. Local communities with their feet on the ground and hands in the air have energy 

and passion. They are articulate and hold their vision high in the air. Once the rallies are over and the 

posters and signs taken down, only a small percentage continue to address the issues. The need here is 

how to support meaningful, ongoing involvement. Change doesn't happen overnight. 
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Brand Concept & Brand Platform 
 
 In developing a brand concept and platform, the first imperative is to clearly define the issue or 

need that the business model will address. In this case, supporting more authentic interactions between 

government and citizens at the "boots on the ground" level has been identified. It's critical to have the 

customer involved at the start of the development process. However, this approach can run afoul of 

competing priorities and agendas, impeding honest and respectful dialogue about the issues. Facilitation 

can help with these road blocks. 

 For example, in order to usefully talk about the issues, they need to be seen clearly first. This 

requires leading people through a process to either create a new language or agree on a common 

language or description of the issue, and then to goal-setting and defining the solutions. This takes deep 

conversation that allows participants to clearly identify stuck points and leverage points, and to weigh 

the options and possibilities for themselves and each other. Before acceptable compromise can be 

achieved, all parties must learn to sit more comfortably with ideas, goals, concerns and experiences that 

may be radically different from their own. Skilled facilitation can help with that process, by working with 

participants to create the safe container so critical to allowing all parties at the table to have those 

conversations, acknowledging each person's unique perspective on the issues and solutions.  

  The reality is that government agencies most frequently serve the function of an intermediary 

market, writing policies in response to legislation that in turn drives the development of programs and 

budgets, which are then accomplished through contracts with businesses external to the agency. The 

customer is often considered peripherally, if at all, in the development of programs or projects -- and 

usually only through the squeaky wheel approach. When advisory committees are formed, the customer 

base invited to participate look surprisingly similar to the policy makers, program developers and 

contract managers. The government tends to take a 

one-size fits all approach to seeking citizen input, and 

that is an approach that is severely outdated. Skilled 

facilitation services can assist in identifying and 

supporting authentic participation of the customers, 

external and internal. The presence of an outside 

facilitator can raise up two of the most important 

questions in citizen engagement: who's talking and 

who's listening? 

Efforts to increase political voice risk 
creating mere echo chambers that do little 

or nothing to advance development progress 
if we fail to ask two key questions:  
who's talking and who's listening? 

Ruth Carlitz, 2014 
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Appendix: Research documents 
 
Interview #1 

Question Response  

Who is your customer? How do you 
know? 

My customers are the hearing impaired and deaf -- I know because they are the 
people having the conversation. The state has the attitude that they don't have 
customers; non-profits have creative ideas but need business ideas. 

Is there a contradiction how the 
customer is defined (i.e., who the 
agency ultimately reports to such as the 
governor or legislative body  vs. who 
you think they should report to?) 

Yes. Between the customers being served and reporting to the FCC. For example, 
unrealistic rules on how can use video phone services -- they are not taking into 
account the wide usage of services. Another is that the "deaf person is always right" -- 
callers can be abusive to each other but not to the interpreters, but it still happens and 
the interpreters don't get government protection. 

How important is it to work with the 
customer in designing the 
program/policy or implementing the 
law? 

It's really important and it's really difficult. Labor issues impact the customer. For 
example, 26 other states have interpreter licensure and WA State is trying to do this 
right now. However, the customer is not well-educated enough about the issue to 
understand how the law works. How do you sort out petty grudges and enforce the 
law? The details are difficult. The population needs to be asked what are their goals, 
what do they want, for their feedback. So does the labor force.  

At what point in the process should the 
customer be involved? 

From the beginning! Having that education/knowledge tips the balance. It's best if 
people know what will benefit the rest. 

What resources/supports does your 
agency offer in getting the customers 
input? what barriers are there? What 
would make getting the customers input 
easier? 

Customers can make suggestions and are listened to, but there aren't really any 
resources or supports. It takes the company a long time to decide an idea is a good 
one. The organization sits on ideas, both customer and employee. As an employee, 
want to recognized/treated as an adult with interests and needs that are also critical 
to the org. 

ROI (return on investment) is pivotal for 
lawmakers and budgeters -- but can be 
extremely difficult to show, especially in 
the soft science field (social work, etc). 
How can it be better shown to get better 
buy-in from lawmakers and budget 
makers? 

Show how money is being saved. People tend to be lousy at explaining things. Figure 
out the top one or two talking points and then say them in at least 7 different ways. 
You have to break it down to a 3rd grade level so anyone can understand what you are 
saying. Get rid of jargon. Show the if we do, then this results . . . you might have the 
right answer, but why is it right? You must also answer the question of why it is 
morally correct. 

Interview #2 

Question Response 

Who is your customer? How do you 
know? 

They are international students who want into the American education system. I know 
because they say that's what they want. The identified a barrier to getting what they 
want (i.e., ESL) and enrolled in the program. 

Is there a contradiction how the 
customer is defined (i.e., who the 
agency ultimately reports to such as the 
governor or legislative body  vs. who 
you think they should report to?) 

They don't want to be customers -- they want to be students. YET! at the same time, 
they are really satisfied about the service they are getting -- even though they 
comment about the expense, they are okay with it because they get the goods-n-
services they want in return. I know this because students leave other ESL programs in 
the community and come to ours -- we help them achieve their stated goal. 
 
Addt'l q: why is your program more successful than others in helping students meet 
their goal? Because I've been where they are, as a language learner -- so I have a lot of 
empathy, compassion, respect for the challenges they are facing -- and it's a huge 
challenge. I feel honored I get to assist them and be a part of that journey. 

How important is it to work with the 
customer in designing the 
program/policy or implementing the 
law? 

It's only modestly important. We're the experts. We know what their goal is, but we 
have the complete roadmap to get there; language learning takes tremendous 
motivation, professional help. 
 
They are involved every term through a customer satisfaction survey. Once/year, they 
evaluate the course content. Every term, they evaluate the instructor. If your delivery 
system sucks then the content doesn't matter.  
 
The instructors also have a monthly mentor/mentoree program to sit down and spend 

At what point in the process should the 
customer be involved? 

What resources/supports does your 
agency offer in getting the customers 
input? what barriers are there? What 
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would make getting the customers input 
easier? 

time in strategic planning, brainstorming -- what's working, not working. 
 
Fear is a big barrier for students. They are afraid that if they speak up there will be 
retaliation.  
 
Generally, non-profit orgs don't ask and they don't want to hear. Remember -- if 
you're not offering something that meets their needs, folks will self-identify as not 
competent or not good enough; organizations know this and instead of listening about 
how to better serve, they blow 'em off and put energy into incompetency. 

ROI (return on investment) is pivotal for 
lawmakers and budgeters -- but can be 
extremely difficult to show, especially in 
the soft science field (social work, etc). 
How can it be better shown to get better 
buy-in from lawmakers and budget 
makers? 

In the non-profit world, it ends up being not about the client; there is a lack of trust, 
donors want to see facts and figures and don't trust the service provider, they also 
have a poor opinion of the clients. Donor need and policy perspectives have nothing to 
do with the customer/client and they both get in the way of the NGO services. Why? 
Because service providers and donors perceive themselves as "learned" and tell poor, 
ignorant people how to get out of poverty. They can't set aside their own needs; they 
just want to quantify/qualify. They can't set aside their own value system to really 
listen, understand or value clients very well. The Gates Foundation is a prime example. 
On the one hand, thank God for Gates. On the other . . . the foundation runs like the 
Microsoft corporation which results in there not "being enough blood pumping" -- the 
staff are PhDs. arrogant, and don't want to listen to the client -- they think they know 
it all. Government agencies end up serving themselves and the guys over them, not 
the clients. 
 
The outcomes can't be gotten because there is too much concern about outputs; 
policy and budget shops operate in isolation and don't know about their clients. 
Where's the human part?  
 
Keep in mind, when you're serving the poor -- they can't change their brand. If you're 
the only game in town, it's you or nobody. state org's could all use some healthy 
competition. 

Interview #3 

Question Response 

Who is your customer? How do you 
know? 

Primary customers include a certain subset of state and federal agencies; stakeholders 
are the secondary customer. The agency is selling to external customers. 

Is there a contradiction how the 
customer is defined (i.e., who the 
agency ultimately reports to such as the 
governor or legislative body  vs. who 
you think they should report to?) 

There isn't much more contradiction than in any regular corporation or private 
business, for example, the Microsoft Corp to the general public. BUT . . . it is run by 
executives and shareholders with different agendas than the consumers. Additionally, 
working with tribal population includes additional diversity and consensus 
considerations which impact leadership and decision making --it makes a difference. 

How important is it to work with the 
customer in designing the 
program/policy or implementing the 
law? 

A lot of what we're trying to sell to the customer is an idea which didn't come from 
them; so you have to figure out what motivates them; ultimately, we're selling an idea 
or an approach. the question is how to make them want to do it, which means we 
need to understand what it is they do want. Sometimes, we push ideas pretty hard -- 
and lots of times they are not readily accepted. A new concern is with how the 
younger generation seems to be throwing away what the older generation fought so 
hard for (ex., the Boldt decision vs. recent decisions around treaty rights being 
bargained away.) 

At what point in the process should the 
customer be involved? 

Dynamics are problematic when internal and external customers come together 
without an agency intermediary. The internal customers accept what the external 
customers want -- but the external customers have no duty or responsibility to the 
internal customers and are often in adversarial stances to the internal customer 
needs. As a staff, first loyalty and obligation is to the agency which translates into 
serving the internal customer. 

What resources/supports does your 
agency offer in getting the customers 
input? what barriers are there? What 
would make getting the customers input 
easier? 

There are many supports to holding meetings and keeping the peace; the organization 
is set up to support the face-to-face meetings, including taking care of food and other 
needs; ample resources; the organization is heavily rated on its responsiveness to the 
people they work for, however, progress needs to happen with the internal and 
external customers. The organization exists to do what Tribal policy makers want to 
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have happen, and to provide advice, analysis and advocacy on their behalf. The Tribes 
have an agenda and its more important for them to push the agenda. 

ROI (return on investment) is pivotal for 
lawmakers and budgeters -- but can be 
extremely difficult to show, especially in 
the soft science field (social work, etc). 
How can it be better shown to get better 
buy-in from lawmakers and budget 
makers? 

Monet ends up substituting for action. IT's easier to throw money at the problem, and 
not actually work to solve the problem. In this org, we're starting to address ROI by 
tracking such things as how dairy farms impact shellfish beds and pollution. However, 
there are competing interests: agriculture is a powerful lobby with big privacy rights, 
so we can't get accountability. Folks are tired of fighting the politics. People don't think 
through the long-term impacts - mandatory prison sentences are a great example of 
what happens when the internal sense of emotional justice drives the policy. Look 
what has happened with the stance of "lock 'em up/toss the key" rather than 
"train/educate" 'em. Remember -- no one person can hold all the information. People 
need to get willing to revisit issues and decisions and see what the consequences 
(unintended as well as intended) were. 

Interview #4 

Question Response 

Who is your customer? How do you 
know? 

It depends on the hat being worn. For one project (involving human trafficking), 
customers included the general public, potential victims, survivors and other 
government agencies and NGOs our agency was building coalitions with. We knew 
because the director set the tone and the direction; he wanted an approach that 
concentrated on public education  and making a difference -- which included victims 
and other entities. Part of the staff's directives included reviewing and pursuing 
legislation, building coalitions, and working to shift law enforcement culture/paradigm 
that saw victims as willing prostitutes. 

Is there a contradiction how the 
customer is defined (i.e., who the 
agency ultimately reports to such as the 
governor or legislative body  vs. who 
you think they should report to?) 

There was a constant tension between the work of legal staff, policy staff and 
customer outreach staff in the organization. There could also be conflict between the 
org and other agencies. The org was a political office and tension in inherent between 
the office and the legislature -- trust takes time to build. For some individuals, there is 
the conflict around "glory" and who gets the credit. The ultimate report was to the 
agency director -- this is a plus when working for an independent agency that is not 
part of the Gov's office, cabinet level, etc.) It helped the staff to define the customer, 
not feel hamstrung -- didn't need the governor's approval to work the issue or policies. 

How important is it to work with the 
customer in designing the 
program/policy or implementing the 
law? 

It's very important to involve them all along. When first stared the project, several 
meetings were organized with gvt orgs, NGOs, advocates, survivors, stakeholders to 
discuss and identify concerns, issues, resources. the challenge in the early meetings 
was hearing the survivor's voice. It's important to "do with" and "not to" survivors. 
Another challenge -- well-known survivors speaking out but end up being tokenized as 
representative of everyone's experience - -a lot of people get forgotten that way. 

At what point in the process should the 
customer be involved? 

What resources/supports does your 
agency offer in getting the customers 
input? what barriers are there? What 
would make getting the customers input 
easier? 

It varies. At the beginning of the anti-trafficking initiative, we had whatever we needed 
(except more staff) at our disposal; time to reach out, to attend meetings and 
conferences, to learn the issue, training. Later, under new leadership the continuity 
was interrupted, the focus changed. Staff were not supported to adequately keep up 
the momentum. The org's reputation was impacted, as leadership did not take the 
time for internal education, to learn the political points and the commitments already 
made. There was a loss of resources. All these things called into question the 
commitment of the office. What would have helped would have been more staff 
support, leadership taking the time to sit with people who had the background and 
know-how and really understood the issue, what had been done, what needed to be 
done -- leaders need to be receptive to learning -- learning needs to be prioritized. 

ROI (return on investment) is pivotal for 
lawmakers and budgeters -- but can be 
extremely difficult to show, especially in 
the soft science field (social work, etc). 
How can it be better shown to get better 
buy-in from lawmakers and budget 
makers? 

This is always a challenge -- getting metrics on any topic. You need to start with a 
decent baseline, and this is usually lacking in human services. Community partners and 
stakeholders need to be on-board with data collection. You need both sides of the 
picture. If you can find a representative example from another state, use that. That 
increases the legislature's feel of safety. It shows they are not an outlier on a risky 
venture. Short-term data--quantifiable -- outputs; these ideas limit and overly 
constrict efforts and conversations about the topic because folks then only focus on a 
few data points rather than the big picture. Tell a good story with just a few facts. 
Don't linger on the facts and figures. Raw detail. Tell what happened and why couldn't 
get help . . .  
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Interview #5 

Question Response 

In the non-profit world, some 
organizations do really well at inviting 
people in to share their perspective and 
voices. Describe your approach to that.  

Understanding and making sure diverse voices are at the table -- try really hard to get. 
Include subjects/topics that they are passionate about, don't take the approach of 
"this is what we think you need." Help make the "who" real. If you're going to ask, you 
really need to listen -- they need to know that they're being heard, they're important, 
you're not just doing it because you have to. Let them know that they can make a 
difference and that you're serious about it -- this is the same thing from an employee's 
perspective. 

Are there voices you think are missing 
from the conversation? 

In the ECEAP PAG, the Native American voice wasn't heard well, not loud enough. It 
was also missing voices such as from people who were allies with the program, who 
were in the parent's corner -- and not because they were in the government --an ally 
outside of government adds credibility. An example also of materials: there was a 
poster of WCCC which showed a different view, an expanded view of who used that 
service by showing women in business suits -- what if that poster showed a greater 
representation of working class/working poor -- which is actually the reality of the 
service recipient, not the image most focused on in the media of "welfare queen." 

What would help gather those voices in 
and encourage them to speak? 

Part of it is finding them! Everyone at WSA was involved (from program people to 
parents) -- with the PAG, finding them was more difficult -- it had a great deal to do 
with how the message got out, how they were invited. Remember the working mom 
(parent) -- you're asking her/him to take time away from home and kids. You have to 
make sure it's a value-added proposition for them, not a waste of their time. 

What do you think would help get policy 
makers or service providers more 
interested or willing to listen and 
engage in authentic conversation 
around policy and program/service 
design? 

People that don't listen aren't listening because they think they know better -- elected 
officials and those in charge come at it with a "they know better" -- the answer is not 
vote them in, and make sure you vote them out. They have to be willing to listen. 
there are policy makers and groups of people who would like us to stay in our boxes. 
Ways to get them more engaged? It takes persistence and a consistent approach. 
Consider what it is that they don't understand; what are the assumptions? What are 
people's fears? How do we education them? 

What barriers or challenges do you think 
keep policy makers from engaging in 
authentic conversation with service 
recipients? 

Prejudices. Preconceived ideas about specific groups of people (based on geography, 
economics, etc.) P;oicy makers and folks that work with them need to be 
approachable and with the people they serve. When they are approachable, they are 
seen as trustworthy -- parents feel that they can speak their truth and be heard. If you 
keep getting slapped down, you eventually stop talking.  

What would help you most in your 
advocacy work to deepen/broaden 
authentic conversations that result in 
action? 

If they truly want to hear from people, they need to ASK, BE AVAILABLE and PROVE 
that they want to. No token people -- it can't be the same person over and over again. 
"Mouthpieces" need help training other people to speak up, too. Educating both sides 
is needed. Service-accessers need to understand they can be heard; decision-makers 
need to understand that they don't know better than their clients, that the clients 
matter.   

No barriers and all the voices at the 
table -- what does the authentic 
conversation look like? What makes it 
successful? (Tools, techniques, products, 
outcomes, attitudes, follow-up...) 

Mechanisms that help the flow of information back-n-forth. Face-to-face 
conversations. Listservs. What other ways are value-added for folks who are stressed 
and busy? Need more than one mechanism. And it needs to consider the time 
constraints and comfort level of a variety of parent voices. 

Interview #6 

Question Response 

In the non-profit world, some 
organizations do really well at inviting 
people in to share their perspective and 
voices. Describe your approach to that.  

POWER starts by offering an important resource to people who are navigating a 
system that is really hard. Often, people feel like they have to be docile or servile, that 
they can't make waves, that they can't make the social worker mad. It can be likened 
to an abusive relationship. We support them by helping them get a foot in the door to 
the services, and by siding with them. the reality is that poverty is hidden; people feel 
isolated and ashamed. We reach out to them and let them know that they have rights, 
and help them leave the abusive relationship. Once they are in the door, we 
encourage them to become part of the solution and the change, reminding them that 
change will be long-term, over time -- they might not see it in their time. 

Are there voices you think are missing 
from the conversation? 

Yes. People that use the services need to be at the table. This includes former 
recipients, current recipients, children of recipients . . . ) 
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What would help gather those voices in 
and encourage them to speak? 

The most important thing is that they know that the time they spend is heard, needed 
and valued -- that they are more than just a "token poor person" being asked to come 
to a meeting; that their voice can make a difference.  Removing barriers to 
participation is crucial, too. 

You provide a bridge between policy 
makers and service providers. Is there 
an even flow of traffic across that 
bridge? 

Classism - -all kinds of "isms" -- get in the way. People feel disempowered. It's hard to 
remember that poverty is "not your fault." Getting engaged with policymakers and 
helping them understand viable solutions actually helps poor people -- it helps them to 
feel as though they have some power in the world, helps them to learn and inform 
education for others; stepping into advocacy is not for everyone, but it's important to 
have many ways. 
 
Two-way conversation? Don't know how to make policy people listen other than by 
using "teeth" which is unfortunate. The most effective approaches have included 
when the state has been sued, by embarrassing or catching them doing something 
bad, when they're harming people. Nothing else seems to work. Sharing ideas or 
comments tends to get lip service but no action. 

What do you think would help get policy 
makers or service providers more 
interested or willing to listen and 
engage in authentic conversation 
around policy and program/service 
design? 

Number one, there has to be a culture shift. There needs to be an awareness 
developed about classism, clients, what clients are actually capable of -- again, it 
seems to take "teeth" which is not necessarily optimal because it doesn't create good 
relationships. When POWER was presenting the DSHS report card, the current RA 
(Cindy Mund) included her staff in the presentation so they could hear the grade and 
why and help to spark conversation/consideration of changes. When Gov. Gregoire 
spoke at the TESC graduation, POWER members and allies protested during the 
ceremony. Those episodes of teeth resulted in shifts or changes. Gov. Gregoire 
cleaned up the sanction process in a major way after he protest action. 

What barriers or challenges do you think 
keep policy makers from engaging in 
authentic conversation with service 
recipients? 

Staff tell me they feel powerless to make changes. they whisper to me, fearfully, in 
hallways. Viewing clients positively is not looked on favorably and they are afraid for 
their jobs. A culture shift is needed. You can walk through the halls to meetings and 
hear how they talk about clients -- what would be called "off the floor" conversations 
in food services. While this might be understandable, it also builds bias and 
dehumanizes the clients, and doesn't achieve any solutions. Staff need training on 
challenging bias and classism. Financial workers have been tasked with a social 
workers job without the social worker training. Government needs to shift its priority 
to serving people rather than focusing on money. 

What about service providers? Social workers and service providers talk about the horrors they see with budget cuts 
and the suffering -- but they also say they can't be political. what is silencing their 
voices? [Note: side conversation about lobbying restrictions for government funded 
contracts. Monica suggests checking out: The Revolution Will Not Be Funded"] 

What would help you most in your 
advocacy work to deepen/broaden 
authentic conversations that result in 
action? 

Not having to spend 3/4 of the time getting money vs spending the time actually doing 
the advocacy work. Collaboration with other organizations who have different 
leverage points helps, too. For example, working with legal services (a "teeth" 
organization) resulted in a DSHS policy decision to count social security as income 
being overturned in one month. It was harmful and leaving families with little on the 
streets. 

No barriers and all the voices at the 
table -- what does the authentic 
conversation look like? What makes it 
successful? (Tools, techniques, products, 
outcomes, attitudes, follow-up...) 

People talking to people. Government/policy makers recognizing that folks feel 
intimidated by suits, by the environment. Policy makers may feel intimidated by others 
who are different from them. We all need to relate on a human level. Kindness, 
Welcoming. Policy needs to come to our turf and listen. Come to where the people 
feel supported and it feels real. This helps change the perspective. 

 


