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Domiciliary Care SA

A government organisation supporting people with 
reduced capacity to remain living in their homes or 
community. 

� Main target group – over 65 and younger people with 
specific disabilities or health conditions

� 8 Metro Adelaide service delivery teams 
� 2 palliative care teams
� Approximately 7,500 clients, 600 staff
� Integrated multidisciplinary case management model

� Version 1 2004

� External evaluation 2007

� Version 2 2007

www.domcare.sa.gov.au

3 branches

1. One to one
‘Client centred care’ for every client
Effective management of Complaints data

2. Targeted consultation
Deliberately seek feedback using surveys, focus 
groups, interviews and other methods

3. Consumer committees
Construct and support an ongoing formal 
consultation process

Underpinned by effective information and communication

Consumer Participation Strategy

Consumer Information

TARGET METHOD DATE NUMBER OF 
RESPONDENTS

General ������ ���	
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Personal Care Users ������ ���	
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Aboriginal Clients ��������� ���	
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General ����� ���	
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Dementia Clients (via carers) ������ ���	
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Equipment ������ ���	�
 �
 

Consumer Surveying 2007-2010
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Linked committee structure

Influencing change
EXAMPLE 1 – CONSUMER GROUP INITIATIVES

Review of existing client information pack

Discussion about acceptance accessibility and effectiveness

Proposal that DVD would be 
� more appealing
� easy to understand, potential for subtitle
� could convey organisational values, warmth and invitation for 

communication
� could give ‘client friendly’ rights and responsibilities information

Project to design, script, film, edit and launch a DVD, with consumers 
involved in every step

Implemented and ongoing

Influencing change
EXAMPLE 2 – APPLYING SURVEY FINDINGS

Personal care client survey May 2008
2 key results
� Low satisfaction with Public holiday coverage

• Change of policy, risk criteria and increased resourcing
� Low satisfaction with frequency of personal care visits for high 

needs clients
• Review of prescribing practice
• Increase of extended service levels for identified groups

Dementia Services Survey Sept 2009
Area of interest
� Reduced satisfaction with Dementia Day Care Activities Program

• Review of Dementia Day Programs
• Further research with families
• Funding application for innovative IT based activity program

Influencing change
EXAMPLE 3 – CONSUMER GROUPS INITIATIVE

Waiting list management

Consumer committee requested a presentation about the intake system

Concerns about how people are treated while wait listed for assessment

Working group developed recommendations for a standard letter 
indicating 

� Confirmation of acceptance 
� Advice of wait period
� Client ID number
� Service Delivery Team
� Contact number for change of circumstances

Endorsed by Management, system developed and resources allocated

Implemented and ongoing

Influencing change
EXAMPLE 4 – CONSULTING CONSUMER GROUPS

University Schools of Allied Health, Social Work etc partner with Dom 
Care Clinical Supervisors to support student projects. 

Consumer consultation built into project development

Examples 
� Resource development

• 2008 Honours OT Students – Client Information sheets ‘Making 
Domestic Tasks Easier’ 

• 2009 Final Year Physio Students – Staff Resource – ‘Developing 
personal safety plans for clients’

� Research
• 2009 OT PhD Project – design of large scale postal survey re 

consumer experience of equipment prescription
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Influencing change
EXAMPLE 5 – CONSUMER GROUPS MONITORING PERFORMANCE

Consumer development and promotion of many client information 
materials over the years, with service plans particularly important 

� Group members reported not receiving materials, patchy 
dissemination confirmed across consumer groups

� Memo to management requesting an audit of practice across all client 
service teams

� Audit showed compliance to provision guidelines ranged from 27% to 
87% across service teams

� Staff directed to review and update information provision

� Overall compliance improved from 47% to 72% after 1 month

2010 Review of the Strategy

Independent consultation with all stakeholders (Sept 2010)

� What was achieved?
• Major goals have all been progressed
• Variety of participation options for clients developed
• Extensive evidence of gathering and use of consumer opinion

� Has it made a difference?
• Strong support from stakeholders for the Strategy
• Particularly valued by managers and executive
• Evidence of policy, systems and practice changes due to 

consumer input
• Achievements have strengthened commitment to the Strategy
• Lower awareness and perception of value from general staff
• High consumer satisfaction with client service model and practice
• External recognition 

2010 Review of the Strategy
� What are the next priorities ?

• Continue to build influence of consumer perspectives in 
organisational decision making

• Continue to strengthen membership in all client groups and 
increase minority group representation

• Further develop simple and accessible feedback mechanisms
• Improve profile and commitment from general staff

� Thorny problems
• Recruitment and support of consumer committee members 
• Management of consumer committees – TOR and focus
• Ethics of targeted consultation
• Creating and maintaining ‘influence’
• Maintaining organisational profile and commitment

Critical Success Factors

� Ensure leadership commitment and adequate resources

� Appoint a key senior staff member with strong links to 
management and responsibility for outcomes

� Create and exploit a wide range of opportunities to listen to 
consumer views

� Empower consumer committee members ….
minimise barriers, provide supports, do the legwork to achieve 
their goals

� Link consumer input at all levels, with genuine opportunities to 
influence 

� Celebrate and make success visible


