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Introduction. Consumer involvement is increasingly recognised as essential for impactful research and prioritised by research funding bodies. However, there is a lack of practical understanding of how to establish collaborative relationships between consumers and researchers. 
Aims. Our goal was to establish a meaningful, collaborative relationship to improve patient education, engagement and empowerment for hypertension management. The aim of this talk is to reflect on the principles that enabled this successful partnership. 

Methods. Our approach was underpinned by participatory research methods, principles learned from consumer engagement training and regular reflection and feedback on processes.

Results. Mutual trust, empathy and respect are essential components from both researcher and consumers to establish effective collaborative relationships. Researchers need recognise that the intended research outcomes need to address the needs and priorities of consumers, as the intended beneficiaries of the research. Consumers need to appreciate the resource constraints that may impact ability to engage and have flexibility for engagement at different times in the research process. Clear, intentional communication is required to sustain engagement beyond initial interest into a collaborative partnership. 

Discussion. We will each share our reflections of our consumer and researcher partnership spanning 5 years from initial ‘accidental engagement’ that evolved into long-term intentional collaboration that has resulted in two co-authored papers and >$5.5 million in grant funding. We will provide applicable tips for you to develop your own consumer engagement strategy. 
