
Andrew Huffer
What Lies Within..

..........................................................

..........................................................

•

•

•

•

Facilitation - Top tips 
for Strategic planning

Community 
engagement - 
Stakeholder Mapping

Building your team 
- Getting the yellow 
card

Effective promotion 
- Social media  - is it 
for you?

Got News?
Need Answers?..

If you have any special  

requests 

for topics 

you want 

covered or 

questions 

you need 

answered, just drop me a line: 

andrew@andrewhuffer.com.au 

and we’ll make it a learning 

opportunity for everyone.

WELCOME BACK!
Hi folks. Great to see you’re still committed to improving your skills. 
This brief newsletter is designed to give you practical tips from my own 
experience to take away and apply. Simple as that!

As a quick reminder, I’ve had my own consultancy business for right 
on 12 years. I focus on delivering value and practical results for clients 
needing help in the areas listed above.

In the three months since the first newsletter I’ve been working on some 
really interesting projects. Here’s a sample:

Developed a framework for development of case studies around 
a major government initiative in regional WA

Reworked and delivered a PD workshop “Effective promotion 
using what’s already in your kitchen cupboard”

Worked up a community development plan for a brand new 
suburb and housing development north of Perth 

Attended the International Association of Facilitators conference 
in Melbourne

Thanks for your feedback and encouragement in between issues. It helps 
me more than you’d think. Now it’s time to grab a cuppa and get ready to 
apply the lessons from the last three months...
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Strategic Planning is a framework to plan for and deal 

with change or to ensure all members of a team are 

working in the same direction. The process can be used 

for groups and individuals at several levels including 

the Business and Government Sectors, Community 

Groups and in your personal lives.

The Strategic Planning process

In its simplest form, strategic planning comprises three 

basic elements – Now-Where-How. 

• Where are we now?

• Where do we want to go in the future?

• How will we get there?

It’s a process to help people look at their current 

situation, identify how they would like the future to be 

and what steps they need to take to get there. 

During the process I take participants through a 

number of stages

1. The drivers for change

2. Understanding the current environment

3. Set the aim or future vision

4. Identify its role to achieve the vision

5. A basic SWOT analysis to set priorities

6. Development of an action plan 

Prior to even getting into the process you’ll need to 

answer a critiical question:  Is the team ready? Do they 

need to do anything anyway?

Why? Because planning for the sake of planning is not 

going to get many supporters. Getting people involved in 

change processes can be a challenge. My view is that we 

need to make it personal. Yep, personal.  

So prior to the workshop I often send out an online 

survey. In this I get participants to articulate their key 

frustrations about the way things are right now. This is not 

manipulation. If there are no frustrations, no concerns, 

no worries – then there won’t be a change. Everyone 

will continue in cruise control.  The workshop and any 

associated documents and plans produced will largely be 

a waste of time – and money! 

If the survey reveals that there are some issues, then it’s 

time to ‘advance to go’ and map out the workshop based 

on the six steps I’ve shown you.

As part of the ‘warm-up’ process at the start of 

the workshop, revisit these frustrations, concerns 

and worries. Use them in developing participants’ 

expectations of the process. 

And here’s the key step. Rather than having participants 

set an extended list of 

expectations that you’re 

expected to deliver on, turn it 

around. Get them to focus on 

the one thing they’ve ‘come here 

for.’ And put out the challenge. 

“If you find yourself wandering 

during the day, zoning out or getting distracted, come 

back. Come back and focus on this expectation, the thing 

that you want to resolve. Keep thinking of ways to address 

this throughout the process.”

This way the ball is in their court – you can get on with 

running the process and they can have the responsibility 

of sticking to the task ahead.

There’ll be more on the ‘top tips’ for running a strategic 

planning workshop in your next edition.

Facilitation

Strategic Planning 101- a critical 
step

...........................................................................................
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Community Engagement

Recent Community Engagement projects have 

highlighted the importance of using comprehensive 

stakeholder mapping model. 

The model developed by Dr Martin Butcher (2009) is 

one that I’ve adapted and used in identifying the key 

stakeholders in a community development plan for a 

new suburb north of Perth.

In its simplest form, the model maps stakeholders in 
four quadrants using a grid based on their Interest vs 
Power. Interest refers to their stake in the outcome. 
Power refers to their capacity to influence. 

This is shown here in tabular form. Interest increases 
from bottom to top. Power increases from left to 
right.

In
te

re
st

Involve Collaborate

Inform Consult

Power

The labels shown in each of the four quadrants refer 
to the level of engagement as outlined in the IAP2 
public participation spectrum (www.iap2.org.au)

Key points

It’s pretty obvious that stakeholders with a high level of 

interest in the outcome and a high capacity to influence 

will be primary target audiences for engagement. 

They’re the ones to engage with on a collaborative 

basis. Collaboration from the IAP2 perspective means 

you’ll commit to getting direct

...........................................................................................

Stakeholder mapping

 
advice from them on the issue. 

It also means you’ll incorporate their advice and 

recommendations to the maximum extent possible. 

The quadrant to work harder to engage is the ‘Involve’ 

quadrant. Why? Because it’s often a source of 

‘outrage’ when stakeholders have felt left out of the 

process. Your challenge is to think of ways to reach 

these stakeholders - those with less power to influence 

the outcome - and provide them with opportunities to 

participate. 

Think of where they go for their information. What 

format do they normally use? What conversations 

might be their current conversations or hot topics? 

Where do they physically gather? 

A good example from a recent project was the work 

of Main Roads here in WA. A community newspaper 

insert regarding a major road project near Port 

Hedland drew very little response for an EOI request. 

The engagement team then went to a major local 

community event and got heaps of feedback on the 

project - just by going to where the target audience 

was gathered. Simple. Smart. Often neglected!

You should also consider different processes for 

engaging different stakeholders - even if they’re in the 

same ‘quadrant’. Ask them about it. Do they prefer 

group meetings, workshops, phone calls, surveys, 

online tools or 1:1 consultation? Working to their 

preferences will provide the opportunity for improved 

levels of engagement and trust. 
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Building your team

Getting a ‘Yellow Card’

...........................................................................................
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Does this mean you’re getting a warning? Well, kind of. 
But here’s a fantastic tool to help you understand any 
warning signs and what to do about them.

 It’s the CLICK! Colours cards. I’ve been using them with 
groups and teams for well over five years now. They’re  
one of the simplest yet effective tools for helping people 
to better understand themselves and each other.

The four CLICK! Colours (Red, Yellow, Green, Blue) 
represent four key sub-personalities that make 
up every individual, with each of these colours 
representing a different aspect of our personality.

I’ve often used them in facilitation training, including 
my ‘Crash Course in Facilitation.’ The process unfolds 
through providing each person with a set of the four 
cards. They then arrange the cards in order from top 
to bottom. On top is the card that best describes their 
typical (and most preferred) behaviour. On the bottom 
is the card that describes their least preferred or least 
comfortable style of behaviour. It’s important that they 
remain objective throughout - often people are tempted 
to choose the card they think they they ‘should be’ or 
would like to be.

With cards in order there are great opportunities for 
individual reflection and group discussion. “What do you 
like most about your top card? What are its strengths? 
What might frustrate you about your bottom card? How 
could someone with this preference help you?”

Lets look in a bit more detail at each of the styles.... 

The Red card is called the Carer. People with a strong 
preference for this style are great listeners, good team 
players and strong on building relationships. They don’t 
like giving critical feedback or having to put the ‘bottom 
line’ ahead of colleagues or clients. 

 The Yellow card is known as the Player. They like 
taking risks, lots of variety and new ideas. They’re great 
innovators and get things happening. However they’re 
poor finishers and don’t do detail! 

The blue card is known as the Analyser. They have a 
preference for problem solving and achieving bottom 
line results. They are strong on detail and  have a logical 
approach to their work. They’re uncomfortable with 
making decisions based on instinct or without time to 
consider all the facts and consequences. 

The Green card is known as the Safekeeper. They’re 
comfortable in being highly punctual, ultra organised 
and having everything under control. They’re practical 
and like getting things done. They struggle with 
‘surprises,’ disorder and taking risks or trying unproved 
solutions.

Application

Just think of the potential of this tool. It can quickly and 
easily assist:

• Improved self-awareness

• Understanding of the relative strengths and 
weaknesses of your team

• Risks that the team may face 

• Identifying options to improve team peformance

For more information on the CLICK! colours cards, go to 
www.clickcolours.net 

http://www.clickcolours.net
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Effective promotion

Is Linked In worth the effort?

Good question. The answer...well it depends on what 
you’re trying to achieve.

We could easily spend loads of time on Social Media 
tools and wonder what kind of benefits this would 
provide. Deciding on how much effort to put into 
your social media presence goes back to the basics of 
marketing - MESSAGE-MEDIA-MARKET. 

1. What’s your message?

2. What’s the most appropriate media for this 
message?

3. Who’s your market and where do they get their 
information from? 

With these questions answered you can start making 
some decisions on Social Media. In my cafe life I put a 
reasonable amount of Social Media effort into:

• Our weekly ‘specials’ email

• Facebook updates

• Website/blog updates

 These are the places our cafe clients get and share 
their information, likes and dislikes. 

In my consultancy business, more effort goes into my 
website, Youtube and Linked In. These are the places 
that potential clients and peers go for information. 

Let’s dig a bit deeper into Linked In. It’s benefits are:

• Simple to use

• Easy and quick to build your profile

• Can help in positioning yourself as the “go to” 
person in your niche  

• You can start or join interest groups to reach a 
wider audience 

Thanks for your feedback from the Summer Edition. I 
enjoyed learning more from you guys. Here’s some good 
tips on workshop design and preparation from KARL 
NOLTE, Senior OPREP advisor at Woodside in Perth.

“While I totally agree with your points on getting back-
ground prior to a workshop, something which has been 
done, but not by me, is actually interviewing or surveying 
all the participants to see if you can get to the real issues 
prior to the workshop. 

Often working with the sponsor (or initiator of the work-
shop) gets a one-eyed view of what they want, and not 
what is really needed. You are probably aware of this but 
the exercise does take time and there is a cost so all this 
has to be settled up front. As I said, as an internal facilita-
tor this is not required but I can see it would be beneficial 
for those dealing with other groups.”

And thanks to JUDITH SAMWAYS, Executive Officer with 
the Albury-Wodonga Regional GPs network.

“Just sat down to read your newsletter - great job! I was 
nodding my head a lot. It’s always great to be reminded 
of some of the most important stuff in a short, sharp 
format. Also to hear about it from a fellow facilitator’s 
perspective.”

The ever-pragmatic JOHN DENTON also provided some 
thoughts in response to my online presentation ‘How to 
develop a simple promotional campaign.’

“Thanks for the great tips. Simple but effective and easy 
to implement. I hope lots of people do something with it. 
things which are easy TO DO are also easy NOT TO DO!
At least we know that you practice what you preach. well 
done and keep them coming!”

PS - John works with business owners to make their busi-
nesses more valuable and more saleable. He facilitates 
mentoring groups and workshops; runs Webinars and 
conducts One on one consulting. See his website 
www.businessreadyforsale.com for living proof of how 
good facilitation skills can be applied across a range of 
industry sectors.
PPS remember to think about how you can seek and use 
feedback to improve your skills, knowledge and under-
standing.
PPPS - think of ways to improve client awareness of your 
services through this feedback!

Your tips and feedback..

http://www.businessreadyforsale.com
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Downsides- not too many - apart from getting drawn 
into too many online conversations, comments and 
likes that ultimately may not be of much value.

Getting started. 

Sign up and get your profile (i.e. 100%) complete. 
This means:

1. Uploading your photo

2. Clearly articulating your title and services

3. Including at least two past positions

4. Adding your education information

5. Adding your website 

6. Adding your Twitter profile

7. Claim your vanity url

Key tips

When adding your website, choose the “Other” 
option when setting this up. Then you can use a 
word that best describes your services (Rather than 
‘your website’.) 

If you want a web search to show your name then 
claim your vanity url. In my case I claimed my url as 
http://au.linkedin.com/in/andrewhuffer 

Then get to work on making some connections and 
getting recommendations to establish credibility.

Facilitation

‘Opening Up’ Creative Story at Work. Andrew Rixon.   

Community engagement

“Beyond Public Meetings: Connecting Community 
Engagement with Decision-Making”. Vivenne Twyford et 
al

Building your team

FISH! A remarkable way to boost morale and improve 
results. Stephen Lundin. 

Effective promotion

Subscribe to Mike Capuzzi’s ‘Smart Ideas. Savvy 
Marketing and Response Tools. ‘

 

Your recent ‘in between’ update email showed you 

a video on ‘How to develop a simple promotional 
campaign.’ Here a few insights into the project.

The idea is always there

You just need to find it. Always be on the lookout for 
new ideas to spark your imagination. And the best 
ideas? Well, they’re usually ideas that someone else 
has tried and tested. Then you can adapt them to suit 

your target audience.

Resources

There are heaps of great resources around to assist 
you with your promotional efforts. Our biggest 
barriers to using them are usually our own. “That 
looks unprofessional. It seems a little tacky. It’s 
too American.” Well just keep asking the question, 
“What can I learn from this? How can I apply it in 
my environment? What value can I provide with this 
information?” 

Just done it

Work efficiently. Work effectively. Switch off your email. 
Turn off the phone. Be inaccessible and get the job 
done. 

Measure results

Clearly identify the purpose of your promotional efforts. 
Then make sure you have some measures of succcess. 
For the jellybean promotion we were able to increase 
our customer contact list by 10% in just a few days. 
Bottom line is that this will boost income and add value 
to our business - so well worth the effort. 

...........................................................................................
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The Jelly Bean promotion

Your resources

http://http://youtu.be/QAtF2VQ6f0I
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This newsletter is all about helping you to improve. 
But be alert - there are people out there ready to stuff 
up your efforts - so be on the look out...as shown by a 
recent ‘customer service’ experience... 

I arrive at our local bakery right on 7.00am (its opening 
time) on a rescue mission. My instructions.. four loaves of 
white, four loaves of multigrain, both thickly sliced.

The door is locked. The girl inside looks at me and 
continues to put the labels on the fresh pies she has just 
put into the warmer. The pies look good. Their bread is 
good. I wait – first customer of the day.

She saunters over towards the door and takes a detour 
– to do something else. Then she wanders to the door, 
unlocks it and lets me in. [Note the absence of greeting, 
hello, how are you today...]

I make my request (nicely of course..) The response – a 
card thrust towards me with “This is a large order – you 
need to ring the day before.”

So at this stage I’m thinking – “mmm does this mean I’m 
getting my bread (I believe by paying for it, the bread 
becomes mine…) Or do I need to travel back in time to 
yesterday to order the bread like a good customer…”

It seems like I’ve been granted a pardon though as 
I hear the whirring of the bread slicer ( I did get the 
option of thick or thin..although I was imagining I was 
being fed through the slicer for my sins…)

So make sure you model positive behaviour towards 
clients and make sure any staff or colleagues follow 
your lead. You work too hard to be undermined. Get 
people enthused and understanding what you’re trying 
to do. And remember “Employ for attitude, train for 
skills”

Disclaimer

Because this information can be used in a variety of ways to 
fit various business and personal purposes, Andrew Huffer and 
Associates Pty Ltd, will not be responsible for any damages suffered 
or incurred by any person arising out of their use of or reliance on 
this publication or the information contained herein.

Wrapping upQuestions

Next edition

Use this section to list up to two things you’d 
like answererd in following editions of the 
newsletter - then send them to me at andrew@
andrewhuffer.com.au

Facilitation

Community engagement

Building your team

Effective promotion

• Facilitation - planning with ‘the client’

• Community engagement - measuring 
effectiveness

• Building your team - motivation

• Effective promotion - using surveys


