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Throughout our work and personal lives we have aims and ideas about how to 

achieve them, but we rarely take the time to think these through, scrutinise and 

articulate them.  

This is what a theory of change process does. It encourages us to reflect on our 

aims and plans, to discuss them with others and to make them explicit.  

The output from a theory of change process describes how we believe our activities will lead to the 

outcomes and impacts we want to achieve. At NPC, we tend to think of theory of change as the foundation 

of charity strategy, evaluation and communication. 

The terminology and the different options can be confusing at first. We even hear that the phrase ótheory of 

changeô is off-putting because it sounds ójargonnyô or óacademicô. But please do not feel intimidated, this 

guidance will give you a solid grounding in the concepts, and a way to approach it step-by-step and 

produce something useful.  

Our existing guidance, published in 2014, is one of our most widely read publications. Since then, we have 

learnt a lot about where our thinking works well, and where it falls short. This guide is a ten step handbook 

to creating a theory of change, built on many years of developing them for charities and funders. It 

focusses on the basics, our core approach. It gives you the information you need to do any theory of 

change and is directly applicable to smaller projects and charitable services. This handbook will soon be 

accompanied by fully updated guidance going into more detail and exploring different situations, including 

those that are more complex, like charitable campaigns and organisations as a whole. 

We hope these ten steps provide a practical working guide for charities and funders, enabling you to think 

through your work and provide the best services possible. To dig deeper, NPC runs regular training 

sessions and workshops, and our consultants are ready to support you should you so desire. 

Thereôs a lot weôve learnt, and a lot still to learn, but we are confident that the thinking contained here is a 

good way to approach theory of change and get the most out of it.  

James Noble 

Principal: Measurement and Evaluation 

What exactly is a theory of change? 
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What about research? Work with animals and the environment? Preserving heritage? 

Charities are involved in many things. For example, health charities fund scientific research and environmental charities aim to 

preserve wildlife. The theory of change approach is still useful in these circumstances, but they raise different kinds of challenges 

and to keep things brief we have decided not to cover them here. Our upcoming guidance will say more about applying theory of 

change in these situations. 

We believe theory of change is applicable to any project or organisation that is trying to do good. What ódoing goodô 

means varies a lot. It could mean curing a disease, changing a policy, or tackling a social problem. But equally it 

could mean helping other professionals do a better job, rolling out a new IT system, or changing attitudes. A great 

thing about theory of change is it can be applied to all these things and at all levels of focus, from small scale projects 

to whole organisations and even whole sectors.  

We have found it helps to distinguish between three broad areas of charitable activity that theory of change can be 

applied to: 

Everyone can do this 

3. Organisations - Sometimes people in larger charities will group 

services and campaigns together to think about theory of change for 

their organisation as a whole. This lets them see how their services 

and campaigns fit together. 

1. Services - Activities supporting individuals or organisations 

directly. For example, advice to people, social and educational 

programmes, mentoring. 

2. Campaigns - Activities that aim for more general change in policies 

or across populations, communities, or ósystemsô. For example, 

campaigns for changes in the law or to increase awareness of a 

health problem. 

This guide is written primarily for people thinking about services and smaller campaigns / organisations, although it 

should give everyone a good grounding in the main ideas. We plan to publish further guidance discussing how to use 

the theory of change approach for thinking about for more complex campaigns and organisations. 
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Itôs about the journey 

Before creating your theory of change, it helps to 

appreciate the distinction between process and output. 

In short, theory of change processes are the 

discussions and research that go into a theory of 

change and the output is a summary of those 

discussions (which might include a diagram).  

¶ The process gives you the opportunity to think, 

discuss and collaborate. Strengthen your 

projects through more considered decision 

making and stronger teams as people are 

brought together.  

¶ The output gives you a greater sense of clarity 

and purpose, and a clear plan that will help you 

evaluate and communicate your work, both 

internally and externally. 

Your process should include dialogue with staff, 

consultation with beneficiaries and other stakeholders, 

looking at the evidence base, a willingness to think 

hard and challenge yourself, and someone to lead. Our 

full guide goes into more detail on the different 

elements.  

When designing your theory of change process it helps 

to think about where your priorities lie. There are two 

extremes: 

Developmental theories of change emphasise the 

theory of change process, and aim to take stock, 

reassess priorities or design new services/campaigns. 

You may be using the theory of change process to 

consult people and develop new strategies.  

All theories of change for campaigns, larger 

programmes and organisations are likely to be 

developmental, because there are so many things to 

think about, the context is constantly changing and 

there is a greater need for ongoing review. 

When you are in developmental mode it is important 

to take more time, involve more people, and ask 

challenging questions like ówhat is the real cause of 

this?ô, ówhat is the best use of our time and resources?ô 

and ówhy do we think this?ô  

Descriptive theories of change emphasise the theory 

of change output. You may already be running a 

service or campaign (or have a good idea about what 

you want to do) and are using the theory of change to 

articulate your thinking more thoroughly and clearly. A 

descriptive process is generally only applicable to 

existing services. 

When you are in descriptive mode it is still important 

to test your underlying thinking, identify the key 

elements of the relationships you want to have with 

people and identify any weaknesses or challenges. But 

a descriptive process can be shorter and more 

straightforward.  

In all likelihood, you will find yourself between these 

two extremes, and even if you set out in descriptive 

mode you should find that the process will raise 

valuable developmental questions. Reflecting on where 

you are at the start will help you design the right 

process, and what you need to put into it. 
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Knowing what to include 

Theories of change focus on connecting activities 

and impact. Charities often have a clear sense of what 

they do (their activities) but sometimes lack clarity 

about what they are trying to achieve (impact). One of 

the early parts of the process is to make sure everyone 

is on the same page about the impact you are trying to 

achieve. 

As well as helping people to be clearer about their 

intended impact, theory of change also focuses on the 

intermediate steps between activities and impact, 

sometimes referred to as ófilling in the missing middleô. 

This can help organisations identify gaps, priorities and 

things to change or improve, ultimately leading to 

clearer goals and better plans for achieving them. 

Theories of change have a general and broad 

focus. The detail comes later. A recurring challenge 

when working on a theory of change is knowing what 

to include or what is most important. A common 

mistake is to include too much detail. Hereôs how you 

can focus on what is important: 

1. Theory of change should relate to the 

essence of your plans for doing good - your 

ósocial impactô. This might seem obvious, but it 

is worth keeping in mind. People can get it 

mixed up with plans for delivery, growing the 

organisation, business planning/funding etc. 

These are all important, but should be 

postponed until later. We suggest you first get a 

really solid understanding of your underlying 

thinking about how you want to do good, and 

then build from there. 

2. Outputs and targets come later. We suggest 

working on your underlying thinking before 

looking at how much change you aim to achieve, 

how many people you reach etc. We see this 

mistake quite often. An organisation might start 

by saying that they want to reduce a problem by 

x% or reach x% of people concerned, but this is 

an unhelpful distraction where you risk getting 

bogged down in targets rather than focussing on 

your underlying thinking. In a services context, 

your intervention itself is usually the same 

whether you reach 1 person or 100 people, so 

the numbers are irrelevant at this stage. Once 

you have developed a theory of change you can 

start thinking about the scale of what you want to 

achieve. But this is always best left until the end. 

3. Performance management and evaluation 

comes later. Theory of change is about thinking 

through and communicating your hope, your 

desire for change, your theory. As such, we see 

it as the first side of a coin, the second side of 

which is data collection and evaluation which 

focusses on testing whether things actually 

happen that way in the real world. Introducing 

measurement questions too early is a common 

mistake. During theory of change workshops, we 

sometimes hear people wondering whether 

something they are discussing is ómeasurableô? 

This is an irrelevant question at this stage: If 

something is important it should be in the theory 

of change regardless of whether it is 

measurable. 

4. Keep things as broad/high level as possible. 

A theory of change is about the essence of your 

plans, but the truth is that the world we are in is 

so complex and varied we donôt know exactly 

what will happen when we start trying to 

implement them. Think about a coin fall machine 

in an amusement arcade, if we try to predict 

exactly what will happen when we drop our two 

pence in, we will get it wrong, we cannot know 

how all the coins will move. But we can 

understand the relevant forces and parameters, 

and broadly what we hope will happen. This is 

the right level for thinking about the theory of 

change: broadly what we hope to happen and 

what forces or mechanisms are relevant. 
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A structured approach 

Theory of change is a structured and systematic 

process for thinking things through. The issues we 

are trying to tackle are complex, so there is a risk that 

our reflections can become too open-ended, 

unfocussed and not produce results. The theory of 

change process gives us a structure to prevent this, 

and the key elements of this structure are outlined 

below.  

We rely on a few standard components. Theory of 

change, like similar approaches such as logic 

modelling and log frames, is associated with a set of 

terminology (activities, outcomes, impact and so on).  

While this irritates some people, the reality is that all 

projects, programmes and campaigns do have these 

components; and distinguishing between them is 

always useful because it gives us a common language 

that helps people work  together. Confusion can be 

avoided by having a reasonable understanding of what 

the terms mean without being too purist about them.  

A glossary is provided at the end of this guide. 

We address components and questions in 

sequence (backwards). It is best to think about the 

components of your service or campaign in sequence. 

Most advice is to start from the impact you want to 

achieve and work backwards to consider the 

intermediate steps. A process sometimes referred to 

as óbackwards mappingô. 

This advice has an obvious rationale, it makes sense 

to start by defining what we want to achieve and then 

think about how we do it. By working backwards we 

ensure our plans are orientated towards achieving 

impact for beneficiaries.  

However, our advice is not to work entirely backwards. 

Instead we suggest starting with a thorough 

understanding of the issue you are trying to address 

and its causes through situation analysis, so you can 

decide the precise target groups you want to work with. 

Then, you do the backwards mapping, starting with 

impact, moving on to intermediate outcomes, and then 

to your activities. Finally you think about how your 

activities are intended to work, which we call 

ómechanismsô and the óqualityô of work you intend to 

deliver.  

Work towards consensus. Ultimately your process 

should try to achieve consensus amongst your team. 

Not a constraining consensus or sense that everything 

is fixed, but a broad agreement on the key elements of 

the theory of change. Any major disagreements or 

misunderstandings should be resolved, and everyone 

should feel their views have been heard and 

represented. 

By the end of the process, participants should feel a 

sense of accomplishment in having negotiated some 

complex issues, and having contributed to a better and 

clearer understanding about an organisationôs work. 

We would contend that if people havenôt felt these 

things then the process hasnôt been quite right. 
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Often represented as a diagram (optional). A theory 

of change process is often focussed on developing a 

diagram (an example can be found in the Appendix).  

However, we worry that some people see theory of 

change as just a diagram or chart; itôs more than this. 

Your diagram is best seen as a summary of the 

process and of your thinking. It is useful for 

communicating your theory of change and creating 

diagrams challenges us to be succinct, prioritise and 

identify overlaps. But the diagram will not capture the 

entirety of the work, and it is perfectly acceptable to 

have a theory of change without a diagram. 

The process ends with scrutiny and challenge. We 

suggest you imagine yourself as your worst enemy and 

seek to highlight its weaknesses or risks (see Step 10 

on identifying óassumptionsô).  

Scrutiny might prompt you to make some immediate 

changes to your theory of change or to fill in some 

gaps. Or you might decide that these weaknesses are 

genuine and that the only way to test them is to test 

your theory of change against the data you collect. 

Hence, by challenging your theory of change you can 

identify the most important research questions for your 

project, programme or campaign. 

Used and updated. The final feature is that once you 

have your theory of change you need to use it! Your 

theory of change should be published and shared 

widely. Everyone involved in the programme should be 

familiar with it, especially the people delivering the 

work. Your theory of change should be the starting 

point for further conversations about how things are 

going, your strategies and your tactics.  

You should see theories of change as óliving 

documentsô. As you collect data, learn and discuss 

what is happening you should be revisiting your theory 

of change and potentially updating it. 

A structured approach, continued 
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Ten steps to theory of change 

Our step-by-step approach to developing a theory of change suggests questions to 

consider in sequence. The process should draw upon the existing evidence base, 

discussion with colleagues, and consultation with potential beneficiaries and other 

stakeholders. Challenge yourself throughout to reflect and ask difficult questions. 

Steps 9-10: The process concludes by encouraging you to think again about how your 

external context might influence your theory of change and what the weaknesses or 

óassumptionsô are. 

Step 1: Situation analysis begins the process by encouraging you to take a step 

back, define and think about the óproblemô you want to tackle, its causes, the 

context/systems you are working in, and the resources you have.  

Steps 2-8: The theory of change itself. We encourage you to clearly define your 

target groups: the people or institutions you aim to work with, their characteristics 

and needs. Next define the sustained impact you hope to achieve for each target 

group. Then, working backwards define the shorter term outcomes you believe are 

needed to make this impact more likely, and in turn the óactivitiesô and ómechanismsô 

that you believe will make outcomes more likely. Finally, think about the sequence in 

which change might occur and summarise it in a diagram if you want. 

9 
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Step 1: Situation analysis 

The first step is to develop a good understanding of the issue you want to tackle, what you bring to the situation and 

what might be the best course of action. You might feel that this is revisiting old ground, but we think itôs always 

useful to take stock. You will definitely have useful conversations. There are three parts to this process: 

1a: óProblemô definition. What, succinctly, is the issue your project is aiming to tackle?   

To help frame the rest of the process, itôs useful to start by agreeing a short óproblem statementô in one or two 

sentences. We are conscious that the word óproblemô has negative connotations and that some prefer not to use it. 

For us, itôs simply a way to get clarity and agreement around the issues you are seeking to tackle.  

Be careful about taking on too big a task. Donôt try to solve all the problems in the world. Aim to narrow things down. 

For example, focus on the elements of a wider problem, or think about particular populations or places. This is 

particularly true if you are a small charity or project. 

1b: Take time to think about the óproblemô you want to tackle.   

Try to suspend all thoughts about your own services or organisation and focus on the óproblemô itself.  

Consider the following questions:  

1. Who is affected? Who is particularly vulnerable? What type of person?  

2. What are the consequences of the problem?  

3. What are the causes of the problem? Think about:  

a. Individual capacities and relationships: Those affected by the problem, such as children and young 

people, parents, people with a health condition etc. 

b. Institutions: Organisations (schools, hospitals, local government) and professionals (doctors, teachers, 

health professionals, community organisations).  

c. Infrastructural systems: Policies, rules and regulations, public opinion etc. 

4. What are the barriers to change?  

5. What are the opportunities to overcome these barriers?  

6. Who else is working to tackle the issue? Who are the other relevant stakeholders?  

7. What is not happening? What are the gaps? 

In answering these questions you should draw upon data about the problem, previous research and consultation with 

those affected.  

10 
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1c: Think about what you bring / offer:   

Now itôs time to think about what solutions to the problem might look like.  

Some questions to consider are:  

1. What resources do we have to tackle the problem? Think about things like:  

a. Reputation  

b. Expertise  

c. Experiences  

d. Connections and networks  

e. Funding  

2. Given our resources, what broadly will we do? Where might we make the most difference? What are our best 

bets? What should our role be?   

3. Who do we need to work with?  

4. What options, strategies or approaches are we ruling out? Why?  

By the end of this step you should be ready to describe the broad rationale for your work. 

Example: Throughout this handbook, we follow a fictional 

local charity, One Small Step, run by teachers and youth 

workers to help young people enter employment, education or 

training.  

One Small Step defined their problem statement as: ñToo 

many young people in our area are leaving school and not 

entering education, employment or trainingò.  

They looked at data about the number and proportion of 

young people affected, and how their region compared to 

others. In doing so they confirmed their region had a serious 

problem with young people not in education, employment or 

training (NEET). One Small Step identified the causes as a 

lack of skills, qualifications, suitable programmes, entry level 

jobs and role models, compounded by high rates of school 

absences. Consequently, these young people suffered long-

term socio-economic hardship and higher risks of poor health.  

One Small Step ruled out lobbying for local authority funding, 

as it was obvious there was none to be had. Instead they 

chose to work with young people directly. They researched 

good practice and decided to focus on providing direct support 

to young people as their primary approach. 

11 
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Step 2: Target groups 

Who are the people you can help or influence the most? 

Based on your situation analysis in Step 1 you can now describe the types of people or institutions you want to work 

with directly. We refer to these as your target groups. Remember your target group is just those you work with 

directly. For example, if you plan to train health professionals to better support patients, then the health professionals 

are your target group, not the patients. 

You can opt to work with one or multiple target groups. Services will tend to work with fewer groups than campaigns. 

You will need to think about each target group separately (i.e. go through stages 2-8 for each). However you do not 

need to do a separate diagram for each. When describing target groups, try to be as precise as you can.  

For example:  

¶ Young people aged 11-16, from disadvantaged backgrounds, falling behind in school, with a behavioural 

report in the last term.  

¶ Prison governors in prisons, category B or above, with lower than average staff morale and high reoffending. 

¶ Local councillors in rural areas with responsibilities for planning decisions.  

Next, spend some time thinking about the characteristics of your target groups. Aim to describe the people that you 

can help or influence the most. Try to identify factors most connected to your óproblemô. And think about the strengths 

and assets people have as well as they challenges they face. 

Consider:  

1. Objective factors: Age, location, education, personal histories etc. 

2. Subjective factors: Knowledge, attitudes and behaviours etc. 

Example: One Small Step chose to target young people at 

risk of becoming NEET (not in education, employment or 

training) within three secondary schools in their local authority 

area.  

They identified the objective characteristics of a potentially 

troubled home life, unhealthy lifestyle, risk of mental health 

issues, and limited exposure to new experiences. Subjective 

characteristics included a lack of aspiration, low self esteem, 

disengagement with school, and risk of anti-social behaviour. 

Strengths and assets identified included close relationships 

with families and peers, intelligence, and openness to new 

ideas and experiences. 

These characteristics enabled One Small Step to narrow 

down their target group to three precise criteria: 

1. Academic performance below expectations. 

2. Little interest in future career options. 

3. Poor behaviour or attendance in the previous term. 

12 
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Step 3: Impact 

Think about the sustained or long term change you want to see 

This is where you describe what the project or campaign hopes to achieve in the long run. Think about what you want 

the ósustained effect on individuals, families communities, and/or the environmentô to be.  

Tips for defining impact are: 

1. Think about the impact you aim to achieve for each target group one at a time. 

2. Remember that impact is sustained over the long-term. Itôs potentially something thatôs achieved after your 

project has run its course. Ask yourself how you want your target group to be better off in a year, or even five 

yearsô time because of your work. 

3. Impact is something important and meaningful: reduced offending, increased employment, improved wellbeing, 

a change in policy etc. 

4. Impact is something your target group will achieve for themselves, in their own lives. Our services and 

campaigns donôt make people healthy, educated or informed; people do that for themselves. Charities help 

people make these changes through outcomes. 

5. Impact is something that you will contribute to, alongside others. 

6. Try to keep impact statements succinct; one or two sentences is ideal. For example, reduced reoffending, 

increased wellbeing, increased employment, a change in the law. 

7. You can think about impact in different stages as illustrated in the example below. 

Example: One Small Step set out three levels of impact they 

wanted to achieve. 

Direct: Increased likelihood that targeted young people will 

stay in school and progress to sixth form (or an equivalent 

opportunity). 

Knock on: Higher levels of progression into higher education 

and employment. 

Community level: Improved prosperity and social mobility. 

13 
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Step 4: Outcomes 

What shorter-term changes for your target group might contribute to impact? 

Outcomes happen before impact. In a services context, itôs often good to see them as changes in the strengths, 

capabilities or assets that you aim to equip your target group with, to achieve the impact you set out in Step 3.  

Time can be a helpful lens here. If impact is what you want to achieve over years, outcomes are more about weeks 

and months. You will want and expect to see outcomes changing more quickly.  

Questions for thinking about outcomes include: 

1. What assets will people gain or retain? How will people be different within a few days or weeks, and how might 

that help them to achieve sustained change in the long run? 

2. It can help to break the discussion down into changes in your target groups:  

a. Knowledge and/or skills 

b. Attitudes 

c. Behaviours  

3. What would you like your target groups to know? What would you like them to think and do differently?  

4. Try brainstorming. First write down as many outcomes as you can think of on post-it notes, and then look to 

see if they can be grouped or themed. Try to figure out which are essential and distinct. 

It is worth stating that these definitions of impact and outcomes are NPCôs definitions. We think they work and are 

helpful, but there are many others you might come across. 

Example: One Small Step defined their outcomes in terms of 

knowledge, skills, attitudes, and behaviours of the young 

people they were working with. 

They wanted young people to know more about the options 

available to them and what they might be able to achieve  in 

future. They also wanted to help young people get a better 

understanding of the factors that influence their lives and how 

to deal with them; to appreciate the strengths they have; and 

to help them to improve their communication skills. 

Boosting aspirations was identified as a priority, as was 

building self-esteem and self-awareness. 

Together these could lead to behavioural change in 

attendance and engagement at school, and increased 

participation in positive activities inside and outside of school. 

14 
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Step 5: Activities 

What are you going to do? 

You can now move on to thinking about your activities. This step is about stating what you are doing or plan to do to 

encourage the outcomes from Step 4 to happen. You should find this the easiest part of the theory of change.  

Donôt describe things in too much detail, that comes in the following steps.  

Think about: 

1. What are the key features of your activities? 

2. What will these features look like? How often and for how long will you deliver to groups or individuals? 

3. Who will deliver these activities? 

4. How will you get people to find out about you and engage with your activities? For example, through referrals, 

outreach, or marketing. 

Example: Trained volunteer mentors from One Small Step 

provide weekly one to one mentoring sessions with targeted 

young people. Meanwhile, schools provide drop in space that 

pupils can use at any time to access support or just take time 

out.  

One Small Step organise occasional trips and extra-curricular 

activities and signpost young people to opportunities they 

might be interested in. School data and conversations with 

staff are used to monitor attendance and progress. 

All of these activities run throughout the school year. 

15 
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Step 6: Change mechanisms 

How will your activities cause the outcomes you want to see? 

The mechanisms stage is where you describe how you want people to engage with your activities, or experience 

them, to make outcomes more likely. This can be as simple as stating that people need to listen to your advice to 

make a change, but it can be more subtle - that they need to feel your advice is relevant to them and believe it is 

something they can take action on.  

Mechanisms have traditionally been included in theories of change as part of the óassumptionsô process, but we 

believe they are too important for that. They should be explicit, front-and-centre. Defining mechanisms can be one of 

the hardest parts of the process, but it is also the most useful. In this step you are getting to the heart of how your 

work is intended to achieve change.  

Prompts to get people to think about mechanisms include: 

1. What do you want people in your target group to be thinking, feeling or doing whilst they are experiencing 

your service or campaign? 

2. Think about things like feeling safe, trusting staff, having fun, feeling listened to, feeling supported, starting to 

think about things differently, feeling motivated. All of these are mechanisms. 

3. How will we be able to tell whether things are working as planned, whilst it is happening? 

4. It can help to look at different outcomes in turn. Take a single outcome and consider what will need to happen, 

or how you want people to feel during your activities to trigger this outcome for people. 

5. In a campaigning context, think of mechanisms as the ómessagesô that you want your stakeholders to get or 

take from your work. 

Alongside ómechanismsô you can also consider what quality looks like for your service or campaign. We define quality 

as how we plan to deliver our services or campaigns, so that people experience them in the way we want. This 

allows us to maximise the chance of change mechanisms being experienced and outcomes achieved.  

Prompts for thinking about quality are: 

1. What will make your activities particularly effective?  

2. What is unique, distinctive or special about your service or campaign? 

3. What are the qualities that staff and volunteers need to have and show? 

Note the distinction: óqualitiesô are about how you plan to deliver your activities, and ómechanismsô are about how 

you want your activities to be experienced by your target groups. Mechanisms is a more recent concept in theory of 

change. You can read more about it at thinkNPC.org/resource-hub/mechanisms. 
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Example: One Small Step described the mechanisms by 

which they wanted young people to experience as: 

¶ Enjoy and engage positively in programme activities. 

¶ Be willing and able to talk to us about their lives, their 

strengths/challenges, and things affecting future 

employment options. 

¶ Feel listened to, respected, treated as an individual.  

¶ Trust volunteers and the process. 

¶ Feel their career and lives matter, and that they have 

control over it. 

¶ Feel a sense of choice and ownership. 

¶ Feel a sense of progress and achievement as they 

stay with the programme. 

¶ Feel supported and encouraged to think about their 

future and explore different options. 

In considering quality, One Small Step were determined that 

their activities would: 

¶ Be tailored, not off the shelf, with everyoneôs expertise, 

professionalism and creativity applied to the needs of 

the young people rather than reproducing pre-planned 

programmes. 

¶ Encourage young people themselves to contribute to 

developing the support and have choice and ownership 

over what they do. 

¶ Develop and implement a holistic approach to working 

with individual young people, covering all aspects of 

their lives and building on their strengths. 

¶ Delivered in a non-threatening and non-judgmental 

way, clearly outside of the school hierarchy. 

¶ Involve different parts of the community who want to 

support young people (businesses, community groups, 

older children, experts). 

¶ Focus on the workplace and future career options to 

help activities seem more relevant. 

¶ Be delivered in a safe space with volunteers from the 

local community. 
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