4. Implementation

e Good design
e Project management
e Evaluation

4.1 Good design

Snapshot

Voices

"The public is often asked to participate at the wrong stage, and on the wrong
things. There is a lot of poor design of opportunities to participate." --
Workshop participant

Quote

"Others approach a problem from the point of view that says, 'We have the
smartest people in the world; therefore, we can think this through'. We approach
it from the point of view that the answer is out there, hidden in plain sight, so
let's go observe human behaviour and see where the opportunities are." -- David
Kelley, IDEO.com

Key messages

e Design your entire online participation initiative so that it provides meaningful and
timely information for participants, stakeholders and government decision-makers.

e Ensure that content is engaging, relevant and appropriate for the chosen platform and
intended audience.

e Provide participants with a sense of achievement. This may mean that they have
reached goals, overcome challenges, deepened their understanding or learned new
skills.

o Embed evaluation into your design of online participation.

Highlights

o What's different about online participation? Public participation is not new. But online
participation can offer some unique and novel tools, which can help overcome
longstanding obstacles of time, disability and distance. Online participation also
presents new challenges.

o Take feedback seriously: Taking feedback seriously means thinking about the whole
process of engagement, and finding creative ways to use and present information and
evidence to make it work for everyone involved.

e Prepare the ground: Designing a successful online engagement process is a multi-
stakeholder endeavour. Involve Ministers and senior management in early discussions
of your plans as well as content and technology experts, community organisations,
businesses, potential participants and other stakeholders when shaping the process.
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e Designing for participation: Your task is to create a social setting that prompts
reflection, fosters constructive and creative discussion and leads to action. You will
need to focus simultaneously on process and content design.

e Generate discussion: Make it easy to participate, encourage multimedia expression and
connect people with one another. Remember the 1 percent rule and use passionate users
to reach out to, rather than exclude, others.

e Present results: Make the results of online participation easy to understand by using
data visualisation tools and clear, concise summaries. Close the feedback loop by
ensuring all participants are informed about the results of decision makers' deliberations
and next steps.

Full story

What's different about online participation?

Public participation is by no means new. For the most part, you will need to build on your
experience of the offline environment when designing for online participation. At the same
time, online participation poses new challenges and requires close attention to the basics of
online project design.

Online participation offers some unique and novel characteristics which can help overcome the
obstacles of time, disability and distance.

e Time
o turning up for public meetings -- participation is now not time-bound in the
same way; you can participate at different times during the day
o more attuned to today's lifestyles -- life used to be nine to five with shops closed
at 5.30pm and on the weekends; Internet interaction can occur at any time
including outside normal office hours
o participants can discuss issues over a period of time, and at different times from
one another, which allows time for reflective debate.
» Location
o transcending place -- participation can be open to all, regardless of geographical
location, including expatriate New Zealanders
o enabling access by people who can’t physically be present at offline
participation, e.g. meetings
o connecting with virtual communities beyond Wellington -- for example, you can

connect with postgraduate students in other countries on your research topic or
families can keep in touch, e.g. Pacific virtual communities.

¢ Interaction

(o}
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different media are available -- you can present ideas and policies using various
media instead of just written material -- audio (podcasts), visual (written and
video), touch (multi-input touch screens); but make sure the way you use these
media doesn't exclude any groups, such as those with impaired vision

sharing knowledge and creating ideas -- you can build on other ideas and
content (eg wiki).
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e Range of participants

o tap into the 'silent majority' -- gives people the freedom to comment online
whereas public debate in a meeting might only hear from, and be heard by, a
few

o digital communications media have the potential to handle contributions from
large numbers of people whereas traditional methods have difficulty doing this

o online debate overcomes the obstacles that may prevent some people from
participating in an offline debate -- for example, the deaf, the blind or those with
limited mobility who might not be able to go to a public meeting; armed with
Internet access, a browser and assistive technologies, anyone can participate in
public debate online.

At the same time, online participation requires strategic thought and careful risk assessment in
several areas. These include the following.

o Digital divide

If online and offline participation are not aligned, offline participants could be disenfranchised.
Conversely, online users' needs could be neglected if online participation tools are not
introduced.

e Resource demands

Online participation methods need time, expertise and funding as well as supporting systems
and infrastructure. These should be weighed against the risks associated with poor policy and
service design and delivery that do not meet public needs. Also consider the longer-term costs
to government from reduced trust, legitimacy and effectiveness.

e Incomplete participation

Problems with participation are not adequately resolved -- for example, the circulation of
information and timeliness of its delivery, the publicity it receives, central government’s
relationship with other levels of government, insufficient differentiation of the audience
involved, weak relations between government agencies and sectors, and scarce visibility on
relevant websites

o Lack of co-ordination across government

Initiatives to improve the opportunity for people to participate are created in an ad hoc manner,
without collaboration or co-ordination across government; knowledge transfer is therefore
limited and stakeholders may be bombarded with various invitations to participate from
different parts of government.

o Perceived challenges to representative democracy

Some stakeholders may see online participation as undermining New Zealand's system of
representative democracy. On the contrary -- online participation extends Ministers' ability to
hear from the public through public servants. And it improves the quality of agency policy and
service proposals by ensuring they are 'roadtested' with the people concerned or affected before
they are submitted for final decision.
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Take feedback seriously

If you ask people about what makes participation satisfying, they often talk about the
importance of feedback -- either in terms of hearing what other people think of their ideas, or
their contribution to an overall result.

Online tools are powerful media for providing such feedback. This is because, unlike most
face-to-face conversations, the record of online interaction persists in all its detail -- from
counting page-views and following click-paths, to recording the full content of someone's
contributions. Moreover, this information is easily shared. People's ideas, and their paths to
these ideas, can be revealed and shared across the Web to help like-minded, or unlike-minded
people, find one another, discuss and generate new knowledge.

Acknowledging this environment means thinking differently about generating and gathering
feedback from the public through online participation initiatives. It presents an excellent
opportunity to pass on participants' ideas in their own words and in their own way, instead of
just through facilitator summaries or flip-chart notes. It means going beyond 'thank you for
your contribution' automatic emails. It means looking for novel ways to connect contributors
inside your Web community and out into the wider ecosystem of online discussion that is
happening elsewhere.

In short, it means thinking differently about information and knowledge -- about how they
move, and where and when they can be used to help people recognise that they are an
important part of your process -- and to gather the evidence you need to improve the particular
service or policy you're dealing with. (For more details, see: Great Feedback! Online
Engagement in New Zealand

(http://wiki.participation.e.govt.nz/wiki/Great_Feedback%21 Online Engagement in New_ Z
ealand ).

Generating and gathering feedback online means doing a variety of things to motivate people
to contribute, share and find one another. Social media technologies like blogging, social
bookmarking sites (like del.ico.us), and video sharing sites (like YouTube) owe much of their
success to showing and syndicating information about how people are participating on their
sites. They use tagging, tag clouds, RSS feeds, email newsletters, links and mini-applications
called application programming interfaces (APIs) that let people present content, not just on the
main sites like YouTube, but anywhere across the Web.

All these high-tech terms distract from the following basic strategies for how social media and
Web 2.0 sites treat and value user-generated information.

e« Make it findable. Search is good, but tangible evidence that the discussion is
happening is better. 'Most viewed' or 'latest discussions' are simple ways of showing
that evidence, and are based on how people click their way through your site.

o Make it navigable. Create linkages between related contributions, so that one
contribution leads to another, which leads to another, and so on. This breaks down
isolation between participants, gives them a sense of discovery and encourages them to
respond to new things they've found. Tagging and tag clouds are one great way of
making user-generated content navigable, by helping people see connections between
their ideas and the ideas of others.

o Make it portable. Prompt people to bring the discussion into their own context -- at
home, at work, or on other sites. This will draw in more people to the discussion and
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help everyone feel connected to what's happening on their own terms. APIs, widgets
and gadgets are key tools for doing this.

o Make it personable. It's important to know that there is a someone -- not a something -
- behind the ideas. Social media, like blogs, are compelling because they have
personality and a sense of authenticity behind them. Seek ways for people to add
personality to their contributions.

These strategies are only important insofar as they help to create conversation. And the
conversation is important because it helps to engage people in improving policies and services
within your agency. Thus, gathering and generating feedback is about more than just a Web-
platform. It is also about working with senior management, Ministers and other stakeholders to
ensure the questions you ask the public are well-designed and the responses they generate are
valued and listened to. This means thinking of your online systems and processes, including
departmental websites, as services to improve decision-making by connecting more people into
the policy development and service design process.

Taking feedback seriously means thinking about the whole process of engagement, and finding
creative ways to use and present information and evidence to make it work for all the players --
including Ministers, senior management, stakeholders and participants.

Diagram 3: Feedback loop

Prepare the ground

Designing a successful online engagement process is a multi-stakeholder endeavour. You will
want to involve Ministers and senior management in early discussions of your plans. You will
also want to encourage content and technology experts, community organisations, businesses
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and other stakeholders to be involved in shaping the process. This input will be invaluable for

determining what questions you need to ask, who you really need to engage, what their

information needs are, the channels you can use and what sort of sensitivities and risk you will

need to plan for. In particular, you will need to think about the following.

Focus on your own information needs. What is it that your agency needs to know?
Who is the audience you need to speak with and can they respond effectively? Is your
agency prepared to respond to what it hears in kind? There is no point asking questions
that cannot be answered or have no value for making decisions about improvements or
strategic direction. Moreover, if your information needs are best served by basic
answers to relatively simple questions, then a survey may be more appropriate than an
engagement process. But if the issue is complex and solicits competing and reasonable
views, then engaging the public in working through that complexity may be the right
move to make.

Ministers and senior management are important allies in making participation
processes work well. Ministers and senior management oversee decision-making. They
therefore need to be supportive, and even active, in involving the public in contributing
to those decisions. Getting their sign-off on and/or engagement with the major
components of the process will give them confidence that they are going to receive high
quality evidence about the issues with which they are concerned. Establishing and
growing this confidence will be one of your major objectives throughout the life of
your project. Start early and keep at it.

Be honest and up-front about risk. Remember to analyse not only the risk and cost of
online engagement but also the risk of not engaging -- particularly the risks associated
with designing policy or services without the input of the people they will affect. Also
focus on your own role, and be sure senior management and your minister are
comfortable about what you plan to do when managing your process.

Be open. While you should be clear about your purposes, your agency should also be
prepared to be led by people. Your aim is to facilitate, not control, the engagement
process. Expect to be steered by people as they take on various issues -- they may want
to change your starter questions, facilitate their own discussions or follow new
directions. People will expect the discussion to be open-ended, so design your process
to incorporate ongoing engagement, even if the main body of work on an issue needs to
be completed within a specific timeframe. Go with the flow. Remember that the process
of innovation is unpredictable and time consuming, but pays big dividends.

Plan for success. You could end up being the victim of your own success. What will
you do if you get an overwhelming public response to your online participation
initiative? Have you adopted technical systems that can handle high volume traffic and
have sufficient capacity to ensure moderation/facilitation during periods of intense
interaction? You must ensure that the systems you have in place are rapidly scaleable.

Remember that people don't need government to begin engaging. Remember to
work hard to find online and offline places where people are already choosing to
engage, organise and act to achieve goals you share. Find out if your agency is
welcome to work alongside them. Present yourself in these online and offline spaces as
one player among many equally, if not more important players, and be up front about
what you are prepared to contribute. Good things to contribute include high quality
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information, personal skills, ideas, contacts, recognition, and funding, if it is feasible
and appropriate. Above all, be a responsible and valuable member of the community
you have been allowed to join.

Designing for participation

Online participation can be seen as either an agency-centred process or a participant-centred
process. The two perspectives are equally valid, but rarely made explicit. This can lead to
mismatches in perceptions and subsequent disappointment -- on the part of public servants as
well as members of the public. Being transparent about the scope and purpose of a specific
online participation initiative will go a long way in clarifying which perspective applies and
will help shape realistic expectations.

Your design should seek to build on the strengths of each approach. For example, the 'agency-
centred' approach offers many robust tools for ensuring the quality and efficiency of processes
and ensuring tangible outcomes within the short term. The 'participant-centred' approach
provides sound reasons for including equal attention to participants' needs, the quality of the
relationships built and the longer term effects. User centred design (UCD) is a cornerstone of
online participation.

Table 1 Two views of online participation compared: agency-centred and participant-
centred

Agency-centred Participant-centred
Focus Consulter’s needs Participants’ needs
Citizens' role Sources of information Partners in problem solving
Values Efficiency, effectiveness, accountability Experience, relationships, authenticity
Purpose Aggregating preferences Shaping preferences
Timescale  Short term Long term

Source: adapted from G. Honor Fagan et al (2006) pp. 37-47 (See full article http:/www.e-
consultation.org/files/ecrp_report.pdf’)

However you draw on these approaches, remember your task is to create a social setting that
prompts reflection, fosters constructive and creative discussion and leads to action. Below are
suggestions for designing your project's process and content.

Process

o Design your process together with those you seek to engage. What are their
priorities? What will inspire their interest in your process? What support do they need
to get involved? Build relationships with people, and test your ideas with your target
audience. Build on their responses. Involving management, ministers, participants and
others in an iterative approach to design will help improve the odds of a good process
once you launch.

e Include those who are most affected. Your process should at least include people
affected by your issue. Consider, though, that those who are not directly affected may
also hold valuable opinions and information on a given issue.
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e Decide how many is enough. Large numbers of participants are impressive and help
build a more representative picture of public opinion. But, subject to any applicable
common law or statutory consultation obligations, they are not a necessary condition
for a successful engagement process. Small groups with a few good ideas are very
valuable and do not demand as many resources to manage. Follow good practice with
regard to quantitative and qualitative research parameters (e.g. sample size, balance
between men and women, different ethnicities, etc.).

e Design for transparency. It's important to be clear about what you're doing and why.
Transparency will help manage people's expectations about what will happen in your
process, should they invest their time and effort in getting involved. Being able to map
their participation onto the overall decision-making process will give people a sense of
what they can and can't affect. You should be able to provide that map.

o Maximise value for participants. As well as knowing where they stand in relation to
the decision-making process, people will be looking for inspiration, learning, discovery
and action from your process. They will prefer the tangible over the intangible in terms
of results. Try and give them as many of these things as you can. The design of your
process should help participants sense that they have reached goals or overcome
challenges. Create opportunities for people to master subject areas or tasks. For
example, imagine engaging people not just with discussions but with games that put
them in the role of an elected representative. Present them with the choices. What
would they do if they were in the Minister's place? What do they have to know to make
good choices? And once they do make a decision, what might be the consequences?

e« Do your homework. There are various models for engaging people in collective
discussions to improve public policy development or service design. You can find a
good overview at the Ministry of Social Development's Good Practice Participate
website (http://www.goodpracticeparticipate.govt.nz/ ), in this pamphlet by the United
Kingdom organisation, Involve, People and Participation
(http://www.involve.org.uk/index.cfm?fuseaction=main.viewSection&intSection]D=40
0), or the UK Power Inquiry Report Beyond the Ballot: 57 Democratic Innovations
From Around the World
(http://www.makeitanissue.org.uk/Beyond%20the%?20Ballot.pdf ), by Dr Graham
Smith. The International Association for Public Participation has developed a toolbox
(http://www.iap2.org/associations/4748/files/toolbox.pdf ) that is likely to be helpful at
all stages of your process. Also relevant is Dr Phil Driver's Open Strategy System
(http://openstrategies.co.uk/how.php ), which addresses how to turn offline and online
collaboration into results.

« Integrate online and traditional channels. Online tools are well-positioned to support
or extend discussion beyond time or geographically limited face-to-face meetings or
hui. Mixing face-to-face and online techniques will help you connect with people on
their terms and in a way that best suits them. A busy professional, a stay-at-home
parent, or a person who just does not like speaking in public might happily engage
online, but never come to a public meeting. You may also need to consider the
possibility that participants may wish to make submissions or comments on a
confidential basis.

e« Check you are in compliance. Consider the extent to which a given online
engagement process could generate administrative law implications related to
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consultation obligations or (other) legitimate expectations about administrative
procedures. Published by the Crown Law Office, The Judge Over Your Shoulder (2005)
(http://wiki.participation.e.govt.nz/images/5/5c/Judge_over_Your Shoulder.pdf ), is an
excellent plain language guide to the general administrative law obligations and
practical matters that apply to those exercising statutory and other public law powers
and functions. Be sure to comply with relevant legislation and policy frameworks, such
as the:
o Official Information Act
(http://www.ombudsmen.govt.nz/internal.asp?cat=100095
o Privacy Act
(http://www.privacy.org.nz/privacy-act/ )
o Human Rights Act
(http://www.hrc.co.nz/index.php?p=308 )
o Code of Conduct for the State Services
(http://www.ssc.govt.nz/display/document.asp?docid=5976 )
o Policy framework for New Zealand Government-held information
(http://www.ssc.eovt.nz/display/document.asp?docid=4880)
o Statement of Government Intentions for an Improved Community-Government
Relationship
(http://www.ocvs.govt.nz/about/government-intentions.html)
o Government Web Standards
(http://www.e.govt.nz/standards/web-guidelines/web-standards-v1.0 )

o Consider evaluation early on. Building evaluation into your process will help you
understand how well you are doing and report effectively to senior management,
Ministers, participants and other stakeholders as you progress.

e Provide signposts. In designing your process, provide clear indications of how
participants can express any complaints they may have about the participation process
itself.

Content

Explore your options and exploit online opportunities. Conventional consultation usually
sees the production of a discussion or options paper as a way of informing responses
from the public. But most government discussion papers are not engaging. They are a
product of a paper-based world. Electronic formats and the Internet now offer a vastly
more interactive approach to informing people about issues and gathering their
responses. So what are you going to do? Produce documentaries? Create video games?
Start a wiki? All or some of the above, but only if the conversation and your target
audience are best served by audio/visual interactive mediums.

e Harness interactivity. There are any number of ways to take advantage of the Web's
interactivity. One step would be to take a regular discussion paper and allow comments
to be appended to each section, similar to how a weblog allows comments to be
appended at the end of each post (see http://www.commentonthis.com/idaction for a
useful example). Alternatively, create a 'workbook' where people absorb concise and
neatly chunked information and answer questions that apply specifically to that section
(see the results of a workbook used by Health Canada at http://www.hc-sc.gc.ca/ahc-
asc/branch-dirgen/hptb-dgpsa/public-rev-exam/cons-resul_e.html). ~The  workbook
approach is also nice in that it works just as well offline in paper format as it does
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online in HTML. Or start from scratch and do primary research using an online
questionnaire and generating a discussion paper based on participants' responses. Think
also of possibilities for mobile phones and online gaming as interactive tools.

Know your medium. Your content needs to be closely tied to the communication
platform you choose to support it. Different media (such as public meetings, print,
websites, discussion boards, blogs, wikis, videos, podcasts, SMS) bring different
expectations about tone, style and interactivity. When you are developing content to
support and promote your project, keep these in mind and adjust your project's timing,
resource requirements and personnel competencies as needed. If you are new to using a
particular medium, such as video or mobile, give yourself plenty of time to experiment
and trial different approaches to ensure you are comfortable with a particular medium
and that it meets your audience's needs.

Quality not quantity. Be aware that producing good content demands a lot of effort to
frame the issues in a way that will provoke thoughtful responses from people. At a
minimum, content should be:

o factual
focused on policy dilemmas and balanced in its treatment of competing views
provocative insofar as it raises key questions for discussion
educational
readable -- written in plain language, at appropriate reading levels and in
multiple languages, if non-English speakers are part of your target audience
easily digested -- not long
o entertaining -- make use of story-telling and narrative devices to engage readers
o worth talking about.

(6]
(0]
o
(0]

o

Ensure quality control. A process for producing good material to support online
participation is likely to include:

o literature reviews and environmental scanning of academic and news sources

o interviews with experts or stakeholders

o roadtesting of draft content with a small sample of experts and non-experts

o consistent revisions in light of feedback.

Generate discussion

People need something to talk about. You have prepared your ground by developing good
questions that people care about and can understand. You've also provided information to help
support and inform their responses. Consider the following when launching your online
discussion.

Find people. Recruiting participants for your project will happen through a mix of
network tapping, advertising, media presence, or through the help of a research
company which may do random recruitment on your behalf. You may also make use of
'touchpoints' where the public encounters your agency. For example, freephone 0800
numbers, email signatures, voicemail and service offices can all be used to get the word
out about your process.

Encourage multimedia expression. Don't just expect people to respond with essays.
They are more likely to provide stories and anecdotes based on their experiences.
Multimedia allows people to share these in different ways. So think about how to
encourage people to tell stories in the medium of their choice -- video, SMS, text, print,
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photos, paintings, drawings -- while being careful to ensure information is accessible
for people with disabilities or narrow bandwidth.

Make it easy. Make the barriers to contributing to the conversation as low as possible.
Design your website with ease of use and accessibility in mind, so that each click can
be of value.

Connect people. People will be interested in the content you have produced to
introduce them to the subject matter if it's done well. But they will be even more
interested in the ideas they produce or discover themselves as they respond. Find
interesting and imaginative ways to connect people, unlock their creativity and share
what they know, think or feel with others. Point out participants who are saying similar
things, different things, outrageous things that might be of interest. Use the technology
to produce information that will help lead people to discovery.

Remember the 1 percent rule. In most online environments, typically just 1 percent of
users will contribute 90 percent of your content. About 10-20 percent will contribute
occasionally. The rest will watch, and contribute if you make it easy for them. Bear in
mind that:

o 'lurkers' are the bulk of the iceberg and are not to be discounted or dismissed --
they can bring ideas they see online into the offline world. Work hard to engage
them in ways that work best for them

o the engaged 1 percent are your most passionate participants. Because of their
passion, they are leaders and can help engage others. But be sure that they
distinguish themselves with the merit of their ideas and the efforts they apply to
building the strength of the community -- not their ability to generate noise.
Your strategy as host, therefore, is to set a tone of radical meritocracy. Your
participants are the frontline arbiters of merit. You are a second order arbiter as
the person who summarises 'key points'. The third (and final) arbiters are
decision-makers, who make the final judgement about what evidence impacts
their choice.

Ross Mayfield has produced the following useful graph describing the spectrum of
contributions that are possible online.

Diagram 3: Law of Participation

Get decision makers online. Decision makers should also be encouraged to review and
participate in online discussions themselves. There is nothing like firsthand experience
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of a discussion to create appreciation of its nuances and significance. This will also
reinforce participants' sense that they are part of a significant discussion.

Present results

If you've chosen well, your discussion should have produced lots of ideas. You now need to do

the following.

e Summarise and share your findings. Participation processes tend to turn out a lot of
data. You need to be accurate, fair and complete in presenting what people have told
you. At the same time, navigating volumes of raw data can be very difficult. Your
virtuous efforts to ensure transparency could actually obfuscate findings if your data is
too hard to work through. Making sense of what you have heard will mean:

(o}

making your data more navigable and organised by employing data
visualisation tools or by encouraging participants to organise their contributions
with user-generated metadata (such as tags) from the outset

for unstructured data, there is nothing to do but sit down, start
reading/listening/watching, and begin writing summaries. Try to capture the
tone of the debate, as much as possible, and various points of contention.
Reflect the trade-offs people faced, the arguments from various sides and what
sort of consensus was reached, if any. Where possible, use actual quotations
from people. This will help participants see their impact on the process and
make for more compelling reading

showing summaries to participants for their approval. Encourage them to focus
on actionable outputs from the process. Your summaries should faithfully
reflect the discussion, but also meet the needs of senior management and
ministers who will use them, as part of their wider evidence base, to help them
make their decisions.

e Present reviewed findings to senior management and Ministers for their decision.
Make sure decision makers focus on the results of online participation:

(o}

the report reviewed by your participants should be identical to the one presented
to senior management and Ministers when reporting on the results of
consultation and preparing Cabinet and Cabinet committee papers.

you may also need to add some confidential analysis of proposals that come out
of your process. Explain to participants the need for confidential ministerial
advice in advance -- it should be part of the map you provide for participants
about the decision making process. Inform them of the sort of considerations
you will have in advising Ministers (in fact, these should be included in your
basic questions to participants), and allow participants to work to or reject these
considerations as they see fit.

e Give participants timely feedback on decisions taken. Closing the feedback loop is
one of the most important stages in online participation processes, but is often

overlooked:

o in reporting back, policy announcements are good, launching a new programme
or service is better. People always appreciate the tangible over the intangible

o allow people to voice disagreement with the decision if they feel it's deserved.
But ministers should be confident in their role as elected decision-makers and
their reasons for a decision, and be prepared to explain why -- given limited
resources or in the light of other options -- they chose one route over another

o experience with online participation to date shows that people accept not getting
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o Look for opportunities to continue the conversation. In complex policy and service
areas there is always room for more discussion. Consider forming an ongoing
relationship with your community by:

o making the online community a part of your regular processes -- float ideas, ask
questions of each other in the normal course of business. The network that
forms is likely to be an excellent source of grassroots expertise and will
continue to be an asset to future policy advice or programmes

o enlisting your passionate users. Some of your most active contributors may also
be excellent supporters and implementors of the results. If they are willing,
encourage them to spread the word about the results of your process. Or ask
them to help the new policy or service to hit the ground running.

Links

e The Judge Over Your Shoulder (2005).
http://wiki.participation.e.govt.nz/images/5/5c/Judge_over Your_Shoulder.pdf

e Best Practice Guidelines for Departments Responsible for Regulatory Processes with
Significant Commercial Implications] (December 2004).
http://www.ssc.govt.nz/upload/downloadable_files/Best Practice Guidelines_for Regu
latory_Processes.pdf

o Legislation Advisory Committee Guidelines: Guidelines on Process and Content of
Legislation (2001 with subsequent amendments).
(http://www.justice.govt.nz/lac/pubs/2001/legislative guide 2000/combined-
guidelines-2007v1.pdf)

Case studies

For concrete examples of the design issues discussed here see the set of case studies in the
Resources section and in particular:

e All of Government Portal Participation Page Case Study
http://wiki.participation.e.govt.nz/wiki/All_of Government Portal Participation Page

Case_Study

e Ministry of Economic Development's www.businessconsultation.govt.nz Case Study
http://wiki.participation.e.govt.nz/wiki’/MED%27s www.businessconsultation.govt.nz
Case_Study

e The Beehive Website Case Study
http://wiki.participation.e.govt.nz/wiki/The Beehive Website Case Study

e Toi te Taiao: the Bioethics Council Case Study
http://wiki.participation.e.govt.nz/wiki/Toi_te Taiao: the Bioethics_Council Case_St

udy
e SafeAs! Roadsafety Stakeholder Engagement Case Study

http://wiki.participation.e.govt.nz/wiki/SafeAs%21 Roadsafety Stakeholder Engagem
ent_Case_Study
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