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1. Introduction 

 CashBack for Communities is the Scottish Government’s programme which repurposes 
money recovered from the proceeds of crime into projects for young people who face 
disadvantage. In January 2020, £19m of newly funded projects was announced. 
Generation CashBack is one of the programmes that was successful and received 
£1,700,000 to support delivery of the programme over a period of three years. 

The Generation CashBack programme 

 The Generation CashBack programme is managed and delivered through a partnership 
consortium approach involving four of Scotland’s largest youth work organisations: 
Boys’ Brigade Scotland, Girlguiding Scotland, Scouts Scotland, and Youth Scotland1.  

 The partners work together to deliver the programme, which provides capacity-building 
support for youth groups as well as enabling and supporting direct activity with and for 
young people. Generation CashBack is made up of two strands:  

 Grow: Local Development Officers (LDOs) in each of the partner organisations help 
new and existing youth groups to grow their offer. Using a needs-analysis approach, 
LDOs support groups to increase their focus on tackling anti-social behaviour and 
delivering diversionary activity. The support through this strand includes helping 
groups recruit new volunteers, upskilling youth workers to meet the needs of young 
people and deliver new activities, and providing access to small-scale capacity-
building funding for resources and running costs. 

 Lead: Through this strand of activity young people are given opportunities to learn 
and develop new skills which improve their educational and employability options. 
Young people are supported to share their learning and put their new skills into 
practice through a range of different opportunities. This enables intergenerational 
learning between young people and youth workers, developing young people’s 
leadership skills while gaining a range of youth awards through each consortium 
partner. These awards are designed to meet young people’s needs, enabling them to 
develop pathways into further learning and employment. 

 Each partner delivers the programme within its own realm of expertise and capacity. For 
example, Scouts Scotland focus on delivering activity within Scouts membership. Youth 
Scotland, as the national network for community-based youth work, has the capacity to 
work with and support a diverse range of local and national youth groups. 
 

 

  

 
1 Terminology differs across the partner organisations, for example, Boys' Brigade Scotland groups are called ‘companies', 

and Girlguiding Scotland groups are called ‘units'. To protect anonymity and for consistency throughout the report we have 

referred to all as ‘youth groups' or ‘groups’.  
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2. The evaluation 

2.1. As a condition of receiving CashBack for Communities funding, the consortium partners 
were required to commission an external evaluator to gather evidence about the 
programme and report on progress towards programme outcomes. The Lines Between, 
an independent social research agency, was selected to deliver an evaluation which 
engaged a sample of young people and stakeholders to explore their perceptions and 
experiences of the programme and evidence the impact it is generating.  

2.2. This report is based on the following evaluation activity carried out throughout Years 
One and Two of the programme: 

 Focus groups and interviews with 42 young people. 

 Interviews with lead staff at each of the consortium partner organisations (5). 

 Interviews with 22 stakeholders (1 youth services manager, 18 youth workers, 3 
parents). 

2.3. Across the first two years the evaluation team has facilitated four consortium 
workshops. These workshops are used to explore elements of the programme, e.g. the 
progress each partner has made towards specific strands of delivery, examples of 
impact, or the wider effects of their work on the community.  

2.4. The evaluation team has also reviewed secondary data sources including Generation 
CashBack’s quarterly reports to Inspiring Scotland and the Scottish Government, and 
have analysed self-evaluation and monitoring data collected directly from young people. 

2.5. Generation CashBack uses a self-complete survey that was developed in conjunction 
with the evaluation team at The Lines Between. The survey is aligned to the programme 
outcomes that Generation CashBack aims to achieve. 

2.6. Across the consortium a variety of methods are used to administer the survey which 
include providing it to young people in electronic (for example, using Survey Monkey) 
and hard copy formats and supporting groups to form activities around its completion. 
The survey returns are collected by each partner organisation, and are collated centrally 
by Youth Scotland to present a single scorecard reflecting the achievement of the 
programme as a whole. The evaluation team at The Lines Between support the collation, 
analysis and presentation of the monitoring and outcome data gathered. 

2.7. While the ideal scenario is to collect self-evaluation data from all participating young 
people, we know from experience that this is not always possible, for a variety of 
reasons. As such the data collected represents a sample of participants. This sampled 
approach to quantitative data was used throughout Phase 4 and worked well.  

2.8. In reporting against outcome targets for Generation CashBack, the proportion of survey 
respondents reporting achievement against each outcome has been applied to the total 
sample of participants. For example, if 90% of survey respondents indicated they had 
achieved progress against an outcome, the Scorecard data assumes that 90% of all 
Generation CashBack participants would have made the same progress.  
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2.9. We would consider this approach to be proportionate and robust. In Year 1 and Year 2, a 
total of 6,073 young people have been engaged through Generation CashBack support, 
and 3,311 self-evaluations have been returned. This level of returns means that there is 
a 99% confidence level that applying the same results across the non-responding sample 
will return the same result to within +/-2% of the survey sample. 

2.10. Stakeholders (typically staff or volunteers from partner organisations) are also asked to 
provide an objective view on the impact of the programme on participants in relation to 
relevant outcomes.  Their feedback on progress made by young people over Years 1 and 
2 is included in this report. 

2.11. It is also worth noting that much of the support provided to youth groups through 
Generation CashBack is designed and intended to support the sustainability, resilience, 
and effectiveness of the group’s operation. Therefore, Generation CashBack support is 
often an enabling or contributing factor in outcome achievement rather than being 
directly attributable to the support provided. 

 

 

2022 Reach Event 
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3. Participant profile and impact on young people 

Participant profile 

3.1. Across Year 1 and Year 2, a total of 6,073 young people benefitted from Generation 
CashBack support, against a target of 5,332.  

3.2. An overview of the profile of the 6,073 young people who have participated in 
Generation CashBack is provided in the following infographic.  

 

3.3. As the data in the infographic demonstrates: 

 The majority of young people supported are aged between 10 and 15 years old 
(80%), followed by those aged 16 to 18 (17%). 

 There was a higher proportion of males (55%) compared to females (39%), with less 
than 1% reporting as non-binary and 5% recorded as ‘don’t know’. 

 74 of supported young people resided in the bottom 20% of areas in the Social Index 
of Multiple Deprivation, and a further 11% in the bottom 20%-30%. 

3.4. Additional demographic data is collected for most, though not all, participants; some 
may not be asked or may not give an answer for personal reasons. However, among 
those for whom data was collected: 

 13% reported some form of disability, with the most common being related to social 
or behavioural issues; and learning, understanding or concentration.  
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 Less than half a percent (0.43%) reported that their gender differed to that assigned 
at birth. 

 Most (89%) described their ethnicity as White Scottish or White British. 

 41% reported their religious beliefs as Church of Scotland while 33% reported having 
no religious beliefs. 

 The majority reported being heterosexual (95%). 

 
 

 
Ripple Project, Youth Scotland member group  
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Participant outcomes 

3.5. This section discusses the outcomes being generated through Generation CashBack, 
drawing on the self-evaluation data gathered by consortium partners from participating 
young people, and qualitative research findings from research carried out by The Lines 
Between with young people, project staff and other stakeholders.  

3.6. The findings are structured around the following six programme outcomes agreed 
between CashBack for Communities and the consortium partners:  

 Outcome 1: Young people build their confidence and resilience, benefit from 
strengthened support networks and reduce risk taking behaviour 

 Outcome 2: Young people develop their physical and personal skills 

 Outcome 3: Young people’s health and wellbeing improves 

 Outcome 4: Young people participate in activity which improves their learning, 
employability, and employment options (positive destinations) 

 Outcome 5: Young people contribute positively to their communities 

 Outcome 6: Young people are diverted from criminal behaviour or involvement with 
the criminal justice system 

3.7. The infographic overleaf provides an overview of the key statistics showing the total 
number of young people achieving each outcome across Years 1 and 2, compared to the 
cumulative target for that outcome. 
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Outcome 1: Young people build their confidence and resilience, benefit from 
strengthened support networks and reduce risk taking behaviour  

 

3.8. The Generation CashBack programme is exceeding its targets in relation to Outcome 1, 
with participant feedback showing that: 

 98% (5,961 out of 6,073, against a target of 3,866) of young people report that their 
confidence has improved. 

 99% (6,035 out of 6,073, against a target of 4,066) reporting that they are able to try 
new things. 

 99% (6,019 out of 6,073, against a target of 3,200) of young people feel more 
resilient as a result of the support they received. 

 94% (5,731 out of 6,072, against a target of 3,734) of young people reported having 
positive supportive networks. 

 99% (6,012 out of 6,073, against a target of 3,466) of young people reported positive 
changes in their behaviour. 

3.9. The feedback received from stakeholders included 100% reporting increased confidence 
among their young people across Years 1 and 2 (compared to a target of 70%), and 100% 
reporting improved positive behaviours (compared to a target of 60%). 

Increased confidence 

3.10. During case study fieldwork, increased confidence amongst young people was one of the 
most commonly reported impacts of the programme. Increased confidence has been 
supported and developed in a variety of ways, though for many young people it has 
been through meeting new people and increasing their social interaction. 

 

“There were people in it that I didn’t know, I had seen them before but I 
talked to them more now than I did before. I definitely have more confidence. 
I didn’t like going on the calls at the start because there were so many 
people. But I like it now.” [Young person] 

“I'd be less confident. It’s being around more people than what I would have 
been.” [Young person] 
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“I think he’s only got two people from his actual school that go along with 
him and there’s about 40 boys so there’s a real mix of people across the 
Dundee area that he can quite confidently meet with and speak with and he’s 
making new friends there as well, so yeah, it definitely has helped him grow 
in confidence socially.” [Parent] 

3.11. Being exposed to new places and activities has also played a key role in supporting 
young people to develop their confidence, as has trying new things and discovering new 
skills and strengths. 

 

“One of the activities we did on the Saturday was a nature hike, and we split 
them into 4 or 5 groups and they all led a section of the hike and had to do an 
activity. We done that twice over the over the two days and in the first 
iteration we were hand holding them, whereas by the Sunday you could see 
those elements of confidence coming out.” [Youth worker] 
 
“It mainly builds up confidence, to speak in front of lots of people… I think 
this drama is going to help me to move on to do drama at school.” [Young 
person] 
 
“When you’re learning new things and see that you can do it, it makes you 
more confident about doing other stuff as well.” [Young person] 

 
Trying new things 

3.12. Youth organisations understand the importance and the benefits of exposing young 
people to new places and experiences, and it is a core component of how they support 
the development of young people. 

 

“Some of these lads haven’t even been outside of their own areas; we’re 
showing them new things, giving them a taste of what else is out there.” 
[Youth worker] 
 
“Come their summer holidays we have an extensive five-week course 
running, doing different sessions where we do things the kids normally 
wouldn’t get to do, like canoeing and rock climbing.” [Youth worker] 

3.13. Young people described a wide range of activities that had given them new experiences, 
which ranged from go-karting to abseiling, kayaking, and camping. Not only did these 
activities support development of skills, but they have also allowed the young people to 
have fun and enjoy themselves. 

 

“You come away with an experience that obviously you wouldn’t get 
anywhere else than in Scouting.” [Young person] 
 
“I’ve really enjoyed both activities; absolutely fun, I absolutely enjoyed going 
to them.” [Young person] 
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“100% especially with new people as well. Because it was the first time I 
went camping. I mean, it was a brand new experience.” [Young person] 

3.14. The feedback from young people also demonstrated that these new experiences do not 
necessarily have to be fun activities or going to camps. It can be the little things that 
make the difference to a young person. 

 

“And we've just went like on a drive. [Youth worker] said, ‘we don’t have to 
sit in the office, we can take a drive’. And even that is amazing because no 
one in my family drives so it's good for me. So, it’s a different experience.” 
[Young person] 

3.15. During COVID-19 restrictions many Youth organisations found that they had to be 
innovative, creative and change their normal approaches to engaging young people and 
delivering support. This naturally led to young people trying new things and being more 
motivated to engage and be involved. 

 

“The electronic chanters are absolutely fantastic quality and you know if it’s, 
something like that, not only for the instructors but for the boys, I mean to 
have something like that it’s a real novelty to be honest and if something’s 
novel, it’s gonnae lift their enthusiasm levels a bit.” [Youth worker] 

 

     
Kilwinning Scouts 
 
Positive supportive networks 

3.16. Feedback from young people suggests that staff and volunteers in their youth groups 
become a hugely important part of their support networks. This does not happen 
straight away, but as trust is established and the young people understand they can talk 
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free of judgement they feel comfortable opening up about their concerns and issues, 
and get the advice, guidance and support they need. 

 

“Because, aye, with something as strong as that you need to trust someone 
huge amounts to pass information over. You know what I mean? I mean, it 
was something really uncomfortable and an uncomfortable thing to talk 
about. But, you know, I mean, that trust, that level of trust.” [Young person] 

“Those are the situations where young people will trust their youth worker, 
as probably one of the few adults they trust. So, it's a hugely privileged 
position to be in.” [Youth worker] 
 
“It’s not only the fun, like, see if you have a problem with something you can 
go talk to someone.” [Young person] 

3.17. While some young people have good relationships and support from family members, it 
was acknowledged that it is also positive for them to have people outside of the family 
unit that they could turn to. 

 

“The support they give is fantastic. They have male and female workers so 
she can speak to anyone without judgement. She worries about things, so I’m 
really glad she has other people apart from me to speak to. [Parent] 
 
“A lot different. I wouldn't have as much friends as I've got now. Like, after 
school, I would have nothing to do like, I would have no one apart from my 
mum. I'd have no one to talk to about my problems.” [Young person] 

3.18. The second aspect of developing support networks that was commonly reported by 
young people was the extension of their social networks. They have been able to meet 
new people and make new friends with people that they wouldn’t have met otherwise. 

 

““It helped me meet new people and make new friends too.” [Young person] 
 
“It’s different people than she would meet otherwise, which is always a good 
thing rather than just the couple of close friends she would socialise with, 
having otherwise not been in school all that much.” [Parent] 
 
“By the Sunday, you know, there were people getting each other’s Snapchat 
and WhatsApp numbers and all that stuff to stay in touch after, and it is 
those relationships or that they have the confidence to just start 
conversations independent of the facilitators.” [Youth Worker] 

 
Changes to behaviour 

3.19. Feedback from young people suggests that increases in confidence, expanded social 
networks and exposure to new activities combine to enable changes in behaviour. This 
tended to be changes to how they spend their time, but also in being comfortable with 
being themselves and not trying to be something they are not around other people. 
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“This place has only made me more confident talking and being myself. A lot 
of the times, aye, throughout the years I would be really nervous, panicky, I 
was quite a fidgeter, I would never really talk.” [Young person] 
 
“It’s helped me to learn to just be myself around other people.” [Young 
person] 
 
“I'd probably just be playing games on my tablet.” [Young person] 

3.20. Young people also reported changes to their behaviour in relation to how they treat 
others, and the relationships they have with family members, as a result of the support 
and guidance they had received. 

 

“It helps no get in arguments with my mum so much. (staff member) talks to 
me about how you really should treat your family and how you should speak 
to them. He’s taught me how to be respectful, how to care for other people 
an that.” [Young person] 
 
“I would say it’s changed me a lot. Changed my behaviour. Definitely. With 
my parents, I'm gonna be honest, I used to treat my parents like ****. Like, I 
wouldn't listen, I would call them names like, I would say I hate you to them. 
Since I met [Youth worker] I've been behaving, I've helped my mum a lot.” 
[Young person] 

3.21. Another area contributing to changes in behaviour is the support young people are given 
to develop techniques and strategies that enable them to better manage their emotions. 
This changes how they react and respond to things going on around them. 

 

“Aye it’s gave me more things to do to take it out. Like he's giving me 
options, I wouldn't have really thought of if I was angry, to do these certain 
things for calming down or keeping yoursel collected. But now that I have, 
and they're just embedded in my mind, that I now know them you know, I 
mean, it's good coping mechanisms I can use.” [Young person] 
 
“I will message him if I need to, or sometimes I'll just think back to the 
amount of meetings that we've had, the amount of chats that we've had and 
yeah, I just get these flashbacks like what we've said, it's like it helps me 
control myself more independently.” [Young person] 
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Outcome 2: Young people develop their physical and personal skills 

3.22. 32% (1,952 out of 6,073, against a target 1,334) achieved skills development that was 
recognised as accredited learning, while 3,716 achieved non-accredited learning. The 
stakeholder feedback received across Year 1 and 2 saw 87% of stakeholders reporting 
skills increasing, which is well above the 65% target. 

3.23. Across the consortium partners there is a wide range of accredited and non-accredited 
learning opportunities, with accredited learning spanning SCQF qualification levels 2 to 
7. These learning opportunities include: 

 The King George Memorial course 

 Queens badge completion course 

 Hi5 Award 

 Youth Achievement Award 

 Dynamic Youth Award 

 Duke of Edinburgh 

 Youth Leader qualification and Young Leader award 

 Patrol Leader training 

3.24. 99% (6,022 out of 6,073, against a target of 3,866) reported development in their skills 
more widely, and from the evaluation fieldwork conducted and the findings gathered, 
this area of development relates to personal, social and life skills.  

3.25. Whether it is part of accredited learning, or skills development through different 
activities and involvement, the importance of those skills being transferable to other 
aspects of the young people’s lives was highlighted. 

 

“For individuals to have a bit of training, knowledge and background in map 
reading and orienteering, abseiling, archery, all these different things. You’re 
learning to be polite; you’re learning to stand up straight, you’re learning to 
be decent to your fellow man. Across the board you’re learning to queue, to 
behave, to listen, just on and on.” [Youth worker] 
 
“The skills are absolutely transferable, our whole work around scouting is 
around skills for life. It’s the things that you learn in scouting that you can 
transfer to elsewhere so that bit around challenging situations could come up 
anywhere; what is a challenging situation you might face at school or at your 
part time job or whatever it may be. So, they’re definitely transferable 
beyond the world of scouting.” [Youth worker] 
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3.26. The skills that young people reported developing were wide and varied, ranging from 
team working and problem solving to Leadership and decision making. Much of this is 
achieved through young people trying new things and taking part in new experiences. 

 

“I tried gardening and photography for the first time, I wasn’t a big cook, but 
I tried a lot of new food that I hadn’t had before… I wouldn’t normally go 
near a vegetable but when we were doing the cooking sessions they’d give us 
vegetables and they’d be like try this on video so we can see your face, and 
usually I would actually like it!” [Young person] 

“It also helps with team building, especially in Duke of Edinburgh, where 
you’re stuck with people for two days. We’ve got to have a level of patience 
with each other, because we’re all tired, we’ve all got to just keep going.” 
[Young person] 

3.27. The opportunity to gain new knowledge and understanding that can help young people 
to make informed choices and keep themselves safe was also valued by young people. It 
was reported that much of what they are exposed to and learn is not something that 
they get through traditional education routes.  

 

We’ve done sessions on confidence, eating disorders, alcohol, and drugs… I 
like how eye-opening they are, I thought I knew some of this, but then you 
don’t know that much until you can really talk about it. There is so much 
more to it than you think.” [Young person] 
 
“It has given her options to learn about things that she wouldn’t have done 
before, and some of the things that they do are different from what they 
would do at school.” [Parent] 

3.28. The young people were able to describe how the skills they had developed would stand 
them in good stead and be used in other aspects of their lives. They also provided 
examples of applying the skills they had developed and the value of having those skills.  

 

“We learned how to think up something on the spot. It helps you, you know, 
kind of be prepared in situations that you might not think you’ll find yourself 
in.” [Young person] 
 
“It’s definitely helped my decision-making, because in Scouts and Explorers 
we get a lot of opportunities to make our own decisions and think about 
things. It’s helped me develop the skill to think about things rationally and 
make a decision for myself instead of just trusting someone else to do it all 
the time.” [Young person] 
 
“The whole games thing, trying to organise games for your section was 
actually really good.” [Young person] 
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Outcome 3: Young people’s health and wellbeing improves 

 

3.29. Just over 98% (5,935 out of 6,071, against a target of 3,000) young people indicated that 
the support they had received had improved their health and wellbeing (aligned to 
SHANARRI indicators). Similarly, 97% of Stakeholder feedback reported increased 
wellbeing among young people (compared to the target of 65%) 

3.30. We have already presented evidence relating to different components that contribute to 
improved health and wellbeing, such as improvements in confidence, learning new 
things, social networks and social interaction and taking part in activities that promote 
physical activity and being outdoors. 

3.31. Further to this, the engagement with young people through evaluation fieldwork 
highlighted that the most common health and wellbeing benefit gained from 
participating was on their mental and emotional wellbeing. 

 

“From chatting to our young people and parents, we know that more and 
more young people are needing support with their mental health, and we 
expect this will only increase.” [Youth worker] 

3.32. That youth organisations were able to continue to provide opportunities for young 
people to participate in activities and interact with their friends during COVID-19 
restrictions was reported to have made a huge difference to mood and wellbeing. 

 

 

“It’s helped a lot with mental health because a lot of people were struggling 
at the start and then after the Zoom calls, you were keeping in touch and you 
got to speak to a lot of people.” [Young person] 
 
“We’ve done a lot cooking, quiz nights, workshops, gardening, photography, 
issue-based groups, we learned some Italian. I would have been so bored 
without the sessions.” [Young person] 
 
“I don’t know where we’d be without [Youth group], honestly. She can be 
doing up to three Zoom calls a day with them. I thought I would get to see 
more of her with it being lockdown but that’s not the case! I hear her 
laughing from the living room, she just has so much fun on them, I’ll go in and 
pop my head in and say hi to everyone. It’s given her connection as she is still 
able to see people.” [Parent] 
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“Personally last year the limited meetings we could have with the Scouts was 
almost like a break from the madness. Last year was particularly, it was quite 
taxing on my mental health. I mean that was pretty much my entire social life 
for the last year, so it was a good thing that we were able to meet for the 
limited time we could.” [Young person] 

3.33. Some young people explained that they had taken part in activities that were specifically 
provided to support them to manage their mental wellbeing by practicing different 
techniques and strategies. 

 

“We had to burst bubbles …using the bubbles to imagine we were getting rid 
of worries.” [Young person] 
 
“We learned different strategies, how to calm down…like tensing up all our 
muscles and then relaxing them again, and things like that to help you when 
you’re feeling stressed.” [Young person] 

3.34. Having the opportunity to develop skills and demonstrate their learning to others was 
also reported to contribute to young people’s overall wellbeing. Just feeling part of 
something was also an important factor in how young people feel. 

 

“We do warmups such as games, acting games, creating scripts, and like 
characters for names, in what place it’s set… it’s just good for our mindset.” 
[Young person] 
 
“It helped me get my mood up… Because I want to make people happy, I 
want to make people know that I’m really good at stuff and show other 
people.” [Young person] 
 
“I wouldn’t feel, I don’t think I’d be as fulfilled. Like it gives me a happy, a 
heartwarming, like a really genuine feeling that I dinnae get off many 
things.” [Young person] 

3.35. Young people also highlighted the importance of just having somewhere they can go. It 
is not necessarily about the activities or any specific intervention, but having a safe 
space to go to reflect and think, as well as the cumulative effect of everything they 
experience, alongside the support, advice, and guidance they receive. 

 

“It’s more than [activities], I get time, you know, even just looking out the 
windae, you’ve got an hour just to clear your head. It’s much better and it’s 
crucial for me, when it’s needed. It’s effective, it works.” [Young person] 
 
“To be honest there’s been so many things that are amazing, but there’s not 
one thing that’s like, helped me over anything else. Every little chat to every 
drive to every little meal we’ve had everything adds up to, like how you feel 
today.” [Young person] 
 
“It’s helping me, like, I’m an angry wee boy. I get angry easy. So, coming to 
him it chills me oot a bit.” [Young person] 
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Outcome 4: Young people participate in activity which improves their learning, 
employability, and employment options (positive destinations) 

 

3.36. Monitoring data captured by Generation CashBack demonstrates that virtually all 
supported young people (6,051 out of 6,073, against a target of 3,866) have participated 
in a positive activity as a result of being part of their group: 

 3,463 out of 6,073 young people have gained new skills or are expected to complete 
training. 

 2,588 out of 6,073 young people are undertaking leadership or volunteering roles. 

3.37. The feedback from young people during case study fieldwork related to learning, 
employability, and employment covered three main themes: 

 Volunteering opportunities. 

 Development and support in relation to finding employment. 

 Aspirations and supporting career choices. 

3.38. Young people described being involved in a variety of volunteering opportunities and 
articulated why it was valuable to them and their personal development. In many 
instances, volunteering is an embedded aspect of the awards and accredited learning 
that the young people participate in. For others, their organisations provide the 
opportunity for young people to take on different volunteering roles that supports the 
effective running of the groups. 

 

“Scouts has allowed me to develop my leadership, because I’ve been able to 
go down and volunteer at their sessions and take active part in the planning 
for their sessions.” [Young person] 

“I’m on the young person’s management board. We have to make the 
decision about whether a session is something young people would like or 
enjoy. I can say how something was from a young person’s perspective. It’s 
good to know that young people have a part in the decisions. They are 
always open to other ideas, if you say something they will look into it. They 
always try what we suggest.” [Young person] 
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“She has been a volunteer with [youth organisation] since she was 14, she is 
heavily involved with the group and she feels important. A lot of kids will go 
up to her and confide in her, if there are things going on at home, she can tell 
the workers, but they find it easy to talk to her. She can now spot signs in kids 
too if she thinks they have behaviour issues. She seems to be able to calm 
other kids down, she has a lot of patience.” [Parent] 

3.39. As well as providing valuable experience and development for young people, staff also 
reflected on how volunteering adds value to the youth group overall due to the 
perspectives, experiences, and ideas that young volunteers bring. 

 

“Young people who have more understanding of the world around them and 
with their own angle may be able to do an activity with a beaver or cub 
section that the leader would never have thought of. So, we create a more 
interactive programme for younger members.” [Youth worker] 

3.40. We also heard from young people that were being supported to find employment. This 
ranged from support with preparing a CV through to exploring potential careers and 
opportunities available to the young person. 

 

I’ve got more confidence for CV building. I wasn’t confident with it before, 
and a few others I knew weren’t either and the youth workers told us how to 
build it up and it has made a big difference.” [Young person] 
 
“I want to get a job and a hoose an that. I was speaking to [Youth worker] 
last week about helping me to get a job, and he was like, yeah, we can look 
into that.” [Young person] 

3.41. Youth workers reflected on the importance of helping young people understand the 
myriad of options that are open to them, and to give them insight into the variety of 
different job roles they can aspire to. Young people told us about how the opportunities 
to develop skills, gain experience and explore different careers had benefitted them.  

 

“It’s about widening their horizons, letting them meet different people from 
different backgrounds. Just being exposed to new things, making them 
wonder and ask questions.” [Youth worker] 

“The Scouts has allowed me to work with the younger children. Because it’s 
given me the experience, because I’m wanting to become a primary teacher, 
and I wouldn’t know that without being able to volunteer with the Beavers.” 
[Young person] 
 
“I’m also kind of thinking about the police which is sort of helped by the 
volunteering and all that. Because the police when they’re recruiting will look 
for someone that’s done volunteering.” [Young person] 
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Outcome 5: Young people contribute positively to their communities 

 

3.42. The Generation CashBack programme has exceeded its cumulative target for Year 1 and 
2 relating to the positive contribution that young people make to their communities. For 
Generation CashBack, young people completing the self-evaluation are advised that 
community typically refers to the group the young person belongs to. This includes: 

 Young people feel their links with communities or social interaction is improving 
(5,724 against a target of 4,266); equivalent to 94% of participating young people 

 Young people have a heightened sense of belonging to a community (5,667 against a 
target of 4,266); equivalent to 93% of young people 

 Young people have increased motivation to positively influence their community 
(5,657 against a target of 3,200); equivalent to 93% of young people. 

3.43. Stakeholder feedback was also received on this outcome, with 87% of Stakeholders 
reporting a perceived improvement in young people’s contributions to their community 
(group), compared to a target of 70%. 

3.44. Youth organisations recognise the role they can play in bringing communities together 
and creating an inclusive and cohesive environment. They are pro-active in creating 
initiatives and opportunities that enable the wider community to get involved. 

 

“With Pick, Play & Picnic we can invite families to come along to local 
neighbourhood parks. We’re hoping to engage some of the young people we 
haven’t engaged with through lockdown as we didn’t have their contact 
details. This is one of the highest SIMD areas and the support will enable us 
to offer a picnic element to those play session. We’ll use it to provide them 
with a lunch pack that should also help them through the weekend where 
they may not be able to access other community food support. It’s national 
picnic month this month, so it will be fun!” [Youth worker]  
 
“We’re encouraging those families who are maybe apprehensive about 
getting back out into parks, with having our staff there who are able to 
facilitate safe play sessions and give them good resources to get families 
outside and playing again. As well as it being fun, it’s about building 
ownership and that community spirit.” [Youth worker] 

3.45. As well as activities to involve the wider community, youth groups are active in 
undertaking activity that directly benefits communities. Not only does this enhance the 
reputation of the organisations, but it can also have a positive influence in how young 
people are viewed amongst the wider community. 
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For the community they’ve been travelling all over Dunbartonshire Council 
delivering food parcels. They are doing a clothing drive too. Care packages as 
well, for females, they’ve been doing sanitary towels and body wash… 
They’ve gone above and beyond.” [Parent] 
 
“Scouts is really important, because it’s not just about meeting in the hall on 
a Monday night or a Tuesday night; we actively take part in other things. We 
tidy up the local community, to running coffee mornings, to Poppy donations 
up the street. We get asked by other organisations like the local churches and 
the local community centres that are doing their own coffee mornings if we 
can supply some Explorers to help serve or do dishes or clean up, which we’ll 
always get volunteers for.” [Youth Worker] 
 
“It changes perceptions, they see them [young people] out there doing good 
and it just helps to show that it’s not all young people that are out there 
causing bother.” [Youth worker] 
 
“We’ve been involved at Morrison's and stuff like packing bags and doing 
carol singing, and we've been involved with the countryside rangers doing 
litter picking, and we’ve done that round about here, clearing litter in the 
woods. And we’ve had the outside gym put in and the goals; it gives the 
young people something that is theirs.” [Youth worker] 

3.46. In creating a sense of community, feedback suggests that it encourages young people to 
think about what they could be doing to make their communities a better place. There 
were also examples of youth groups that identified local issues and worked with their 
young people to come up with potential solutions. 

 

“I was also thinking about doing a beach litter pick or something, just 
because there's always loads of rubbish down there. And we could do better 
than just chuck rubbish on the beach, and then let it pollute.” [Young person] 
 
“We had also planned a community sort of thing, so we go round picking 
rubbish up, and all that sort of stuff around that.” [Young person] 
 
“They came up with the idea of an anti-vandalism project. If someone 
wanted to spray paint where could they go? So, we’ve got a bit at the back of 
the building that is just white, so they came up with giving every young 
person their own wee bit and they can put what they want on it as long as it 
isn’t offensive.” [Young person] 

3.47. Many young people spoke about their youth group as being a community in and of itself. 
The staff, volunteers and their peers formed an essential part of their support network, 
whilst also recognising their own role in that, and the contribution they made to it.  

 

“It sounds silly because of course it isn't but it feels like a family. You know 
what I mean, of course, it isn't family. There's no biological relation. But you 
do get that feeling like as if you were meeting with your family and had such 
a heart-warming time together.” [Young person] 
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Outcome 6: Young people are diverted from criminal behaviour or involvement with 
the criminal justice system 

 

3.48. Monitoring data from the Generation CashBack programme suggests that all 6,073 
young people have participated in behaviour change sessions and diversionary activities. 
However, evidence of the extent to which the programme has contributed to young 
people being diverted from criminal behaviour or involvement with the criminal justice 
system gathered through case study fieldwork is limited. 

3.49. Some of the young people engaged during evaluation fieldwork reflected on issues in 
their local area. This included those that confirmed that they avoided going out as they 
had no interest in getting involved in anti-social or criminal behaviour and their youth 
group was a safe space for them to have social interaction and to feel less isolated. 

 

“I'm gonna be honest, I don't really go out in this area. I just don’t like this 
area. Same with my mum. The people that hang around there aren't too 
great. It isn't the best, it's not enjoyable, it's quite uncomfortable and it's not 
a pleasure to be around.” [Young person] 

3.50. This aligns with feedback from stakeholders, which suggests 83% of young people are 
better able to manage and understand risk, compared to a target of 40%. 

3.51. In some areas though, youth workers were aware that anti-social behaviour and 
criminality amongst young people was on the rise, particularly during lockdown. 

 

“What we are noticing now is, during lockdown, there are more instances of 
anti-social behaviour, vandalism, younger ones getting involved, and we’re 
speaking to parents that are getting visits from CID.”  [Youth worker] 

3.52. Ultimately, when young people are engaged with their youth group, they are spending 
their time more productively, in a safe environment, which removes the potential for 
involvement in anti-social or criminal behaviour. 

 

“We’ll say to them on social media, we were going to meet, and hopefully 
we’ll find them there, and we’ll just say you know ‘do you fancy a game of 
football’ or whatever, rounders or something…so that they’re not just 
walking the streets.” [Youth worker] 
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“I'd just be kicking about with my mates, smoke weed, getting in fights, 
motorbikes, meeting lassies.” [Young person] 

3.53. Beyond the diversionary activity provided by youth groups, all of the other components 
of support that have been discussed in this chapter such as improved support networks, 
skills development, strategies for managing emotions, increasing aspiration all combine 
and contribute to positive behaviour change amongst young people. 

 

“I was picking up charges and that… social work had said that I could dae this 
(come to youth group) or end up in secure [care]. I thought it was going to be 
hell, I'm gonna go here once and that’s it like.  But its good, it gies you 
someone to say stuff to, you don’t need to keep it tae yersel.” [Young person] 
 
“It helps me get like my temper out, gone. I'm no getting in as much trouble 
ootside an that - I used to get polis chases all the time before I started coming 
here.” [Young person] 
 
“I'd still be getting the police chases and just getting in trouble, doing all that 
****.” [Young person] 
 
“Like if they said, ‘Oh, you want to come out?’ And like I would say yeah, but 
at the same time if they were tanning windows I'd be off, I wouldn't be part 
of it.” [Young person] 

 

 

2022 Reach Event  
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4. Generation CashBack delivery 

4.1. This chapter presents the reflections of staff and stakeholders and provides insight 
into the different aspects of the Generation CashBack programme that make it work, 
and successfully generate outcomes for young people. 

The changing needs of groups and young people 

4.2. The first year of delivery of Phase 5 of Generation CashBack took place during the 
emergence of COVID-19 and the various restrictions that followed. This led to a 
substantial shift in the support that youth organisations required to enable them to 
continue to engage their young people, deliver the support they need, and provide 
opportunities to engage in fun and productive activities. 

 

“There was a big change. I think after everyone got past the shock of it, the 
support was really focussed on how they could maintain engagement with 
the young people, how can we deliver activity online, what else can we be 
doing.” [Consortium partner] 

4.3. However, feedback from LDO’s and youth groups that received support suggests that 
the changing needs were responded to quickly. Whilst LDO’s could not have the 
same face-to-face contact that they normally have with groups, their contact quickly 
transitioned to remote approaches. During this period, support for organisations 
centred on equipping them to sustain safe and effective engagement with their 
young people in different ways.  

4.4. As COVID-19 restrictions began to ease through Year 2 the pace at which groups 
returned to face to face delivery varied, influenced by a range of different factors. 
The consortium partners acknowledged that demand for support grew quickly. 

 

“It is at a point when the value of the project has never been stronger, and 
there's very clear focus on - how do we help groups to rebuild, to recover.” 
[Consortium partner] 

“I think the appetite for support has never been stronger. It’s fantastic to 
have [Generation CashBack support] at our disposal. And to help units 
emerge.” [Consortium partner] 

4.5. Consortium partners also highlighted some of the practical challenges and barriers 
faced by groups as they came out of lockdown. The two most significant related to 
meeting spaces and volunteers. Some groups reported that their meeting places 
were slower to allow the return to face-to-face gathering, while others found their 
meeting places were no longer available to them or were changing their charging 
structures. 
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“And we've also seen that quite a lot of the halls that their units were using, 
have changed how they asked for rent. For example, Church of Scotland 
churches have either closed down and we're looking for new accommodation 
altogether, or we're looking at you know, instead of just a donation, they've 
been told how much that donation should be and when that donation should 
be given. So more like a rent than a donation.” [Consortium partner] 

4.6. Groups have also been impacted by changes in the number of volunteers they have 
at their disposal, or in the number of hours that volunteers can commit. This has 
meant support has been required to recruit volunteers and to ensure they are 
trained and equipped to carry out their role effectively. 

 

“We've also seen a big change in volunteers and how much time they can 
offer.” [Consortium partner] 

4.7. Another challenge faced by groups is re-engaging young people who disengaged 
during COVID-19. This has perhaps been most prevalent among older young people, 
and an area where Generation CashBack support has the potential to make an 
impact. The Lead strand of activity is seen as a key vehicle to re-engage young 
people in development activity, while enabling them to take on a role that supports 
the operation and development of the group. 

 

“He's noticed that quite a lot of our groups have had difficulty re-engaging 
the older end of young people after the pandemic. And they're really making 
an effort to re-engage that demographic. And maybe that's why we're seeing 
more of an appetite for youth panels, youth forums and stuff, because that's 
an opportunity for the older young people to sort of change services, and 
hopefully engage more in their age group.” [Consortium partner] 

4.8. Generation Cashback support has enabled organisations to explore and implement 
different ways of re-engaging young people as restrictions eased. This included 
equipping organisations to carry out outreach work and go to where the young 
people were. 

 

“So the young people that don’t know us, that don’t come to our groups, it’s 
been good because obviously we’ve introduced ourselves. We’re all dressed 
the same, and they know straight away you’re from somewhere. Because 
you’ve all got the same hoodies on, the same jackets and stuff, so it’s great, 
you can go up and they talk away to you and they’ll say to you ‘oh I know 
what the hub is’ and you go ‘oh do you, have you ever been to the hub’ and 
that starts the conversation straight away, and you can tell them what clubs 
are on and stuff. So it’s getting our name out there, it’s getting it a bit of 
publicity for the group for when we do start back.” [Youth Worker]  
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“It gives us that opportunity to actually be able to go out and do some 
outdoor stuff as well. Because we’re not just going to be randoms on the 
street, we’ve got the uniforms, we can go out, we can do more stuff.” [Youth 
Worker] 

Being on the ground with their fingers on the pulse 

4.9. One of the core components in ensuring groups receive the support they need is 
through LDO’s investing time and effort in understanding the group, their young 
people, and the wider locality and community. 

 

“So going along to the unit meeting, to meet with the unit leader, the girls 
within the unit, finding out what the actual needs are, and support them to 
fill in the form, I'm more than happy to fill in the form for them. And we can 
do it in various ways. Phone calls, Zoom meetings, emails backwards and 
forwards, wherever they want.” [Consortium partner] 

4.10. They also bring knowledge, experience, and expertise from their work across 
different geographies and with different groups. They can share what works, where 
the potential challenges are, and bring ideas or support options that the group may 
not have considered. 

 

“We have a much better understanding of the group and what they need 
support with. And so the support we're then able to offer is so much richer, 
because we can identify other things that they would benefit from and look 
at their needs assessment. And, you know, whereas they might have asked 
for £200, actually this unit could benefit from so much more and [LDO] will 
work with them.” [Consortium partner] 

4.11. Furthermore, whilst Generation CashBack can meet a wide variety of need there are 
instances where a group needs something more or different than can be provided by 
the programme. Again, LDO’s knowledge about other resources and sources of 
financial and non-financial support is pivotal in ensuring youth groups can access the 
support they need to build their resilience and sustainability. 

 
Enabling engagement with other groups 

4.12. The proactive engagement and support provided by the LDO’s is critical in ensuring 
Generation CashBack support reaches those organisations who need it, but often do 
not have the time, space, or capacity to access the offer, or might not be aware of it. 

 

“If they're really busy and sort of stressful and struggling, they don't want to 
do something where it's going to require like loads of extra capacity from 
them to get off the ground, but CashBack, the way we do, it really doesn't 
because we can do that proposal process, really, really collaboratively.” 
[Consortium partner] 
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“If they're a tiny little youth group, it's like a couple of volunteers, but trying 
to cater for quite a few young people, and they've got a low annual income. 
Youth Scotland might be their main resource for training, for guidance, and 
advice and stuff. So we know that especially for groups like that, it can be a 
really key bit of support.” [Consortium Partner] 

4.13. It is often these groups that need, and would benefit most, from the support 
available through Generation CashBack. If not for the knowledge and proactiveness 
of the LDO’s these groups would likely not be able to access Generation CashBack 
without that extra support.  

 

“I see my job a little bit about getting to the wee companies that need that 
wee bit of a helping hand. And it's not as complicated. If you've got 
somebody going along with you and supporting you that way. [Consortium 
Partner] 

4.14. Aligned to this Generation CashBack is enabling the establishment of groups that 
simply would not exist otherwise. 

 

“There would be a quite a lot of units that wouldn't actually exist without 
CashBack. We opened one in Larkfield in Greenock. And, you know, this was 
a unit that needed everything - uniforms, books, a wee trip to get them going 
and stuff like that, to make the girls more interested.” [Consortium Partner] 

 
The strength of the consortium 

4.15. The consortium approach to Generation CashBack is seen by all partners to be a 
strength and a contributing factor in the programme’s success. While partners 
acknowledge that each of their organisations has a different operating structure or 
model, that too is a strength. It means different learning, experiences, and 
approaches can be shared across the consortium partners, and elements of good 
practice replicated. 

 

“I really appreciate the consortium set up and it's been really valuable for me 
coming in and taking on the management of this project. Being able to hear 
from Youth Scotland and Scouts Scotland and Boys Brigade Scotland about 
how they are running the programme and the sessions where they're 
sharing. I do find that really valuable. There's lots of differences, but there's 
always something to learn, and I just really appreciate those conversations.” 
[Consortium Partner] 

4.16. The relationships developed over Phase 5 and previous phases of Generation 
CashBack means partners can, and feel comfortable, having open and honest 
discussion. They can constructively challenge each other, and share the challenges 
they face to form collective solutions. The consortium has created an environment 
where all partners feel supported.  
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“A really positive kind of supportive partnership. And one in which it has been 
possible to share quite a lot of learnings and discuss things together, and try 
to think about any specific things that we've taken from it. We've shared a 
lot of learning around getting these evaluations. And that's like one of the 
big things that we've discussed quite a lot in our partners meetings, because I 
think everyone struggled last year.” [Consortium Partner] 

Complementary strands 

4.17. While the Grow and Lead strands of Generation CashBack can work independently of 
each other, they can also be an effective way to engage an organisation in wider 
support. For example, providing activity for a group of young people through Lead 
can often be the route into identifying need or securing an organisation’s 
engagement with support from the Grow strand, bringing a holistic offer to a group. 

 

“We also prioritise our grow groups for a lot of our needs delivery, but where 
we can and are able to, offering those two things together is great. And Lead 
can sometimes be a way to get groups into the support through Grow. [Youth 
worker] goes and delivers iLead games session and meets a new group, and 
then he's like, Oh, this group seems like they could really benefit from some 
support, those two things interacting seems to be working really, really well.” 
[Consortium Partner] 

Flexibility of the model 

The flexibility of the Generation CashBack model and its ability to meet most youth 
group’s support needs was seen as another critical strength and enabler of success. 
The range of support needs amongst youth groups is varied and diverse, which 
means offering flexible, tailored responses to a youth groups’ need is vital.  

 

“And just the model in general has a lot of flexibility and a lot of ability to be 
tailored from group to group depending on their needs. So that again, seems 
to be working really well this year.” [Consortium Partner] 

4.18. Whether it is kit and equipment to enable outdoor activities, training and 
development for youth group staff and volunteers, or removing barriers that prevent 
a young person from participating in leadership or other development opportunities, 
Generation CashBack brings the support that youth groups need. 

 

“I don't know if it's gonna be the best example to use, but a bank of hiking 
boots, for example, in different sizes, so that they can kind of go off and do 
hiking activities and Expedition type activities. They can equally be sleeping 
bags and roll mats and torches, so on and so forth.” [Consortium partner] 

“When we look at the sort of things that the groups are looking to access the 
funding for, it is to equalise the opportunity for young people where things 
that cost would be a barrier, and therefore they're trying to remove that cost 
barrier.” [Consortium partner] 
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5. Conclusions 

5.1. Throughout the COVID-19 pandemic, Generation CashBack support has enabled youth 
groups to maximise engagement with their young people. This means more young 
people were able to participate in online and outdoor youth work activity, continue to 
receive support, and enjoy social interaction during a very isolating time. Moreover, 
there have been several examples of supported organisations engaging with and 
involving their wider communities through the activities being delivered. 

5.2. The evidence gathered for this interim report suggests that Generation CashBack 
support is helping to strengthen the resilience and sustainability of youth groups and 
equipping them to provide safe and effective youth work interventions. Importantly, it 
has supported youth groups to return to some semblance of normality following very 
challenging times. We can conclude that the programme is an enabling and contributing 
factor in young people achieving a range of positive outcomes. 

5.3. There have been several factors that have contributed to the success of the programme.  
These are: 

 The comprehensive needs assessment that LDO’s carry out with the groups they are 
working with ensures that a holistic view of need is captured.  This can lead to the 
identification of needs, and solutions, that wouldn’t otherwise have been addressed 
through Generation Cashback support.  

 Aligned to the above, LDO’s invest the time required to ensure they have an in depth 
understanding of the member groups they are working with, their young people and 
the local community more widely.  This also plays an important role in understanding 
the needs of member groups and the best approaches to meeting those needs. 

 While consortium partners have raised awareness of the opportunities through 
Generation Cashback, this in itself does not ensure all member groups that could 
benefit are able to apply.  LDO’s recognise this and invest time and resource in 
proactively engaging those member groups that face barriers (eg skills, capacity) to 
accessing the support.  This helps to ensure that Generation Cashback support is 
reaching those groups that otherwise wouldn’t have the opportunity. 

 The knowledge, experience and expertise of the LDO’s is also critical in ensuring the 
needs of member organisations can be met.  Furthermore, they are also able to bring 
and apply learning and good practice from other areas.  

 Generation Cashback support has been responsive to the changing needs of groups 
and their young people during COVID, and equally, as needs changed again as COVID 
restrictions were being lifted.  

 Generation Cashback support is able to meet the majority member groups varied 
needs, which means a tailored response can be provided.  LDO’s also have a good 
awareness of other available support, either through the wider membership offer, or 
external partners, if a particular need falls outside of the scope of Generation 
Cashback support.   

 The consortium approach provides a valued support network for each of the 
partners.  The opportunities for partners to reflect on delivery, share learning and 
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good practice and find shared solutions to common challenges adds to the strength 
of the Generation Cashback programme.    

5.4. Overall, the Generation CashBack programme is performing strongly in terms of 
intended outcomes, exceeding all targets in each of the outcome categories. Although 
the circumstances of the initial 12-18 months of delivery were far more difficult than 
anticipated, the performance to date has set a solid foundation for the programme as it 
moves into the final year. 

Recommendation  

5.5. The findings from our case study research suggests that the Generation Cashback 
programme is meeting the needs of youth groups that access the available support.  The 
support that is provided is contributing to the resilience and sustainability of youth 
groups while helping to equip them to deliver effective and safe provision and support 
for the young people they work with.  Furthermore, engagement with Consortium 
partner staff suggests that delivery of Generation Cashback responds, evolves and 
develops as new learning is generated.  When this is considered alongside the 
programme’s performance against targets, we would not suggest there is a need for any 
significant changes in structure or approach as Generation Cashback enters its final year 
of phase 5.  The factors contributing to the success of the programme should be 
maintained during the final year, while also continuing to respond to the learning 
generated across the consortium. 
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