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Improving Attitudes and Behaviours Towards Disabled People:
Discussion Paper (December 2010)
Introduction
‘Relationships matter every bit as much as rights. Citizenship means having rights, but it also means belonging. Belonging in schools and universities, in places of work and places of worship, in politics, art and commerce; belonging in family, community and nation. Our rights as equal citizens, arguably, should get us in the front door. But once we are inside, our citizen's place of belonging assures us (or ought to) that we will be valued and heard.’ (Catherine Frazee, www.philia.ca)
The next three years present us with an opportunity to improve attitudes and change behaviours towards disabled people. The task is both exciting and daunting. By July 2013 we want to be able to look back and say “That’s what we contributed. That’s how we helped make a difference!”
We begin this paper by succinctly capturing the overarching vision and key objectives of the campaign, and then move on to explore the common themes that have emerged through our conversations so far.
Next, we look at some general key principles derived from successful social change initiatives, and also guiding principles for engaging with disabled people throughout the campaign as well as a description of how this engagement will happen. Finally, we identify our potential campaign partners and the initial steps of the campaign. 

Overarching Vision and Key Objectives

The campaign supports the vision of the New Zealand Disability Strategy which states that:

‘New Zealand will be inclusive when people with impairments can say they live in a society that “highly values our lives and continually enhances our full participation”.’
The key outcomes of the campaign are:

· to increase the participation of disabled people in all aspects of community life 
· to change social attitudes and behaviours that limit opportunities for disabled people. 

The key objectives of the campaign are:

· to increase knowledge and understanding of disability

· to increase the personal relevance of disability for all New Zealanders

· to mobilise personal and community action for positive change

· to address the social environment that tolerates or accepts exclusion of disabled people. 
Common Themes 
‘… in all our diversity, we share the experience of being human. We each have the same longings and feelings. We each feel fear, loneliness, grief. We each want to be happy and live a meaningful life. We discover this shared human experience whenever we listen to someone’s unique story. The details and differences are important to hear. But as we listen quietly to their story, as we allow another’s life to be different from ours, suddenly we find ourselves standing on common ground.’ (Margaret Wheatley: Turning to One Another, 2002)

At the two workshops held in Auckland during July and August, we began the conversation about what changes we want to see and what path the journey might take. 

Some common themes emerged, about what needs to sit at the heart of this campaign. 
· Leadership by disabled people
We need to ensure that disabled people, collectively, are at the centre of the campaign, being included in every stage of the process. We also need to look for opportunities to enable development of leadership potential amongst disabled people. 
· Young people
We need to be forward thinking, with a focus on future generations. Young disabled people should have a strong voice in the campaign. The experience of being part of community has been different for young disabled adults then it has been for previous generations, partly because some societal norms have already been challenged and shifted, making our society increasingly inclusive.
· Whanau

‘Recognise the importance of families, whanau and people who provide support for disabled people’ (Objective 15 of the NZ Disability Strategy Easy to Read Version, 2001)
It is important to acknowledge indigenous perspectives. We need to respect the place of whanau, hapu and iwi, and seek partnerships that will best achieve outcomes with whanau and will improve the lives of their disabled family members.
· Visibility
‘… disabled people are "invisible in day-to-day life"… public support for the right of disabled people to be part of mainstream society is not matched by everyday experience… people with physical and mental disabilities remain excluded from many people's social or work life’ (www.disabilitydirect.org)
Negative attitudes and behaviours often grow out of fear and lack of understanding. We need to consider the barriers that are preventing disabled people from being welcomed and included in their communities. Disabled people need to be visible in every day life and valued for what they can contribute to their communities. We need to promote and value uniqueness and diversity.
· Building on existing work 

We need to allow this campaign space to evolve naturally, building upon existing work that has had a positive impact. We need to look for opportunities, be flexible in our approach and draw upon evidence of what works.
· Communication 

Disabled people need to be informed of how the campaign is progressing and, above all, they need to have a voice in this project. We need to give consideration to how this can best happen so that communication is accessible and opportunities to participate are created.
· Evidence-based

We need to be guided by social change principles, and learnings from related research and other social change initiatives, particularly New Zealand initiatives such as ‘Like Minds’ and ‘It’s not OK’.
Key Principles from Social Change Initiatives
‘The key factor for success for any organisation or society increasingly will be measured in terms of what proportion of the population are changemakers, and what level of this skill they bring, and how well they are connected. What counts in this new world? It is not physical brawn. Instead, it is a very complex set of social skills that every child and young person must learn: empathy, teamwork, leadership and changemaking. Plus the confidence to acquire these skills and to define oneself as a changemaker.’ (www.philia.ca)

Every social change initiative is unique. We can’t assume that experience of one campaign will necessarily work for another, but there are some common principles that apply to all. We can learn from, and be guided by, these principles. They can also be used as a lens through which to examine the themes that came out of the two workshops, and how these might translate into action.
· We are looking for behaviour, not just attitude, change 

‘Disability is the process which happens when one group of people create barriers by designing a world only for their way of living.’ (NZ Disability Strategy, April 2001)

It is important to firstly identify the social constructs, and to then determine what we want to change in society. Social norms are complex and multi-layered. We are looking for behaviour change at many levels.

· Find the insight into why people are going to change 
‘The Campaign team understood that to shift social norms and change attitudes and behaviour, the audience needed to see people who have changed. That they have changed makes their stories convincing and offers an achievable vision.’ (‘It’s not OK’ Campaign research, 2010)

‘Providers should work primarily with those who are supportive of the project.’ ‘Providers should reduce the spread of their activities and prioritise key target groups.’ (Key Learnings from the ‘Like Minds’ Project, 2002)
We have to understand the individual that we are trying to influence. What is relevant for people? What will inspire them to think about the issues and be motivated to change? What’s in it for them? Each individual needs to recognise the need and the desire to change within themselves. Also, consider those who want to change, and give them a voice. 

· Spend enough time planning the initial key steps 
We are working with diverse, complex challenges, so we need to take the time to identify the changes that we are seeking. Because behaviour change evolves slowly we need to be realistic about how much we can change in three years’ time. Spend adequate time on planning the initial key steps. It may seem small in itself, but think about the flow-on effects and the longer-term impact. Consider carefully the related messages that are being conveyed. 
· Determine when and where the biggest opportunities arise 

‘What this project needs is strategies that impact where they can make the most difference now.’ (Key Learnings from the ‘Like Minds’ Project, 2002)

‘Go where the heartbeat is.’ (Tania Kingi)

Be aware of the wider environment, so as to take advantage of key opportunities as they arise. Get onto the public agenda at the right points in time. For example, maximise the potential of front page news, before it runs out of steam.

Guiding Principles for Engaging with Disabled People

‘Engaging various groups in the planning and implementation process acknowledges that social change is difficult for any one agency or organisation to successfully undertake. A collective process is recognised as important in shaping and envisioning large-scale change, and understanding the complexity of issues…’ (‘It’s not OK’ Campaign research, 2010)
‘The primary benefit of this collaborative way of working is that it gives both government agencies and stakeholders, who may see problems differently, the opportunity to explore differences and search for solutions that might not otherwise have been found. (Gray, 1989) Within complex systems these relationships and connections are seen as crucial to innovation and creating social change.’ (‘It’s not OK’ Campaign research, 2010)

The essence of the relationship between the Ministry of Social Development and disabled people throughout the campaign should be partnership. For this initiative to work, we need to ensure that this is evident throughout, including within the planning and design, implementation, monitoring, evaluation and feedback phases. 

Partnership, in terms of this campaign, is reflected by the following principles.
· Engagement  
The strengths of all partners are recognised and honoured through the way that we work together. To promote a sense of belonging, engagement must take place with wider numbers of disabled people rather than a representative few. 
· Giving voice 

The Ministry of Social Development has overall responsibility for the outcomes of the project, however, decision-making does not simply lie with any one partner. It will shift over time, and will vary depending on the task at hand and the expertise that each partner brings to the table. 
· Leadership 
All partners bring complimentary knowledge and experience to the work. Both disabled and non-disabled people have a contribution to make. We need to draw on the most directly relevant and skilled people for each project task, while also bearing in mind the key audience. Wherever possible, we need to access this skill from amongst disabled people and from their networks of skilled practitioners.
· Mana 
Each and every interaction should be approached in such a way that no one’s individual power is compromised. Each individual is honoured and respected for who they are and what they bring to the work.
· Transparency and trust 
All partners will benefit from an environment where they feel listened to, and where openness and honesty are respected. We can’t assume that all partners will have the same view about how to approach this campaign. We can’t seek consensus on every issue and every step that is taken, but we can make a commitment to be transparent and respectful, and to make decisions that we will stand behind.
· Creativity and flexibility 

Differences in perspective will be viewed as positive and productive. On-going reflection will be the norm. 
Consultation with Disabled People

Engagement with disabled people will take a variety of forms.
· Social Change Advisory Group

We will establish a Social Change Advisory Group, made up of disabled people and social change experts (approximately eight to 10 people in total) who will meet at least regularly to discuss specific aspects of the work. They will provide input and advice within a social change framework.

· Ad hoc Participation
We will undertake ad hoc appointment of people from time to time – to participate on panels and in meetings, where advice is sought around specific aspects of the work eg a selection panel for community funds, co-facilitation of forums etc.
· Disabled People’s Organisations (DPOs)

We will hold twice yearly meetings with DPOs, to provide updates on progress and seek feedback.

· Regional Forums

We will organise annual forums across the country, where disabled people are invited to attend and receive information about what is happening with the project. The meetings will be co-facilitated with local disabled people who have had some participation in the project.

· Accessible Communications Platform

We will set up electronic platforms, to provide up to date information on the project, as well as a space for discussion. 

Potential Campaign Partners

‘Each person’s contribution adds a different element of spice to the whole. If we connect these too early, we lose the variety we need. If we look for superficial commonalities, we never discover the collective wisdom found only in the depths. We have to be willing to listen, curious about the diversity of experiences and ideas. We don’t have to make sense of it right away.’ (Margaret Wheatley: Turning to One Another, 2002)
The work that we carry out under the campaign banner has the potential to impact on every disabled person and their family and whanau. In reality, however, giving voice to every disabled person, let alone seeking agreement from everyone on every aspect of the campaign, is simply not possible. Nor is it really necessary in terms of moving the campaign forward. 
Experiences and perspectives differ from person to person, and over time. It is crucial, however, that we maximise opportunities to give voice to disabled people through local hui, through electronic formats and through thoughtful selection of the community initiatives that we fund.

One of the ways to increase the likelihood of capturing the voice of disabled people is through the identification of key partnerships. Key partners emerging so far in this campaign include disabled people, parents, families and whanau of disabled people, disabled people’s organisations and funded providers.
Other partnerships that can contribute to the success of the campaign will include national and local government agencies, non-disability focussed community groups and social innovation experts (both disabled and non-disabled). 

The strength of these partnerships will contribute to the success of the campaign.
Next Steps

The campaign will be a flexible and responsive process that evolves over time, however there are some initial steps which will help us to get underway. The following outlines these steps with suggestions on how disabled people might be involved in this process.
	Activities
	Examples of Engagement with Disabled People
	Timeframe

	Conducting formative research
	Social Change Advisory Group input/feedback
	Within next six months

	Mapping past and current initiatives related to changing behaviours and attitudes 
	Paid consultant to complete mapping work and prepare final report
	End February

	Funding of community initiatives
	(Advisory group input in future funding rounds once this group is formed)
	End December 

	Establish e-mail and web-based avenues to share information about the campaign
	Office for Disability Issues to advise
	End December

	Engaging with disabled people throughout the country through a series of hui, which will focus on gathering input to inform the campaign
	Co-facilitation of local meetings
	Early 2011

	An audit of media coverage of stories featuring disabled people, to inform a media advocacy strategy aimed at changing the way disabled people are represented in the media
	Paid consultant to complete audit and prepare final report
	February 2011

	Identifying and building on key partnerships (eg DPO meetings)
	Co-facilitation of meetings
	On-going


� Influenced by Working in Partnership with Parents: The Parent Adviser Model: Davis, Day and Bidmead, 2002.
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