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Executive summary 

Mainstreaming is the ultimate goal of Equal. This guide aims to help maximise the impact of mainstreaming by learning from the experience of existing Development Partnerships (DPs) and other programmes.  Action 3 in Equal provides a focus for mainstreaming, but this guide highlights the importance of starting to think about messages, audiences and methods for mainstreaming as early as possible.   

You can regard networking, dissemination and mainstreaming as three stages of a single objective – to maximise the impact of your activities and outputs.  Through networking and dissemination you can share information. Mainstreaming makes sure that new ideas are taken up into future policy and practice.  This means Equal can have a range of benefits for policy makers, delivery agents and practitioners. However, those who benefit most are the people who the activity or good practice is adopted for. 

Mainstreaming can take place in two complementary ways.

· Horizontally: aimed at the DP, partners and other local or regional agencies with similar interests, and commonly focusing on practical lessons.

· Vertically: aimed at influencing national and European policy, with the role of intermediaries and enablers (such as Regional Development Agencies) being important in passing on key lessons.  

A mainstreaming strategy can provide you with a useful focus for planning horizontal and vertical mainstreaming activity and you need to consider the following questions. 

· What do you think is worth mainstreaming?

· Who is likely to benefit?

· How will you target or involve them?

· When will you pass on information and products?

The strategy should not be static, it is important that you carry out on-going monitoring and evaluation of its effectiveness.

You need to frame your messages with the audience in mind. You almost certainly will have something important to say, but the way you deliver your message is crucial. Don’t be afraid to get a second opinion or to mainstream lessons you learned from problems you encountered as well as successes. Remember also that different approaches will be required for different audiences.

You need to carefully consider the audiences for your mainstreaming messages and prepare the ground by involving policy makers and practitioners as early as possible. 

To achieve the greatest impact, you need to involve policy makers and practitioners as ‘messengers’, and preferably as partners, as well as the target audience.

There are a number of mainstreaming methods you can use. These include:  

· reports, publications and briefings

· fully-formed products, guides and toolkits

· face-to-face contacts

· informal to highly-organised events

· electronic communication and audio-visual materials 

· taking part in large-scale public events .
Most DPs use a mix of these methods, which may require specialist input. Joint mainstreaming activity with other DPs and wider networks can also be very effective. Thematic Networking Groups (TNGs) can help to negotiate this process and also offer links to policy makers and European TNGs. 

Tips: 

· Develop a clear mainstreaming strategy that considers possible approaches to mainstreaming including identifying what, whom, how and when.  Develop this strategy into a work plan that your lead DP partner or other partners can put into place at appropriate stages.
· Keep up to date with policy developments and build monitoring into your mainstreaming strategy where possible. This will help you to make sure that indicators are in place to assess mainstreaming successes. Monitoring can include holding initial meetings with practitioners and then holding follow-up meetings to consider whether they have changed their practice. The TNGs might also be a useful source of information about the impact of your DP.

· Keep in mind that your aim is not only to tackle the need or problem that you identified, but also to be aware of the objectives of your target audiences.  Telling people about what you have found (dissemination) is an important part but put yourself in the audiences’ shoes to make messages relevant.
· Identify who your audiences are and where they are. Attempt to draw together networks and key individuals as this can reduce the effort needed.

· Identify relevant policy makers and practitioners and gain their commitment to the process.  This can be particularly effective if key partners are involved in your DP activity.  Emphasise the relevance of the activity to their work and the benefits of getting involved. 

· Consider using a range of mainstreaming methods and bring in specialist support where appropriate. 

· Carry out mainstreaming activity jointly wherever possible and use TNGs to help to create links.

1.
Introduction to the Equal Good Practice Guides

This guide is one of a series we, the GB Equal Support Unit (ESU), produce to help Development Partnerships (DPs) get the most out of taking part in the Equal initiative. 

Equal exists to encourage innovative solutions to employment and social problems which are difficult to solve. It provides support for applying new ideas to learning, sharing and international partnership. But it is also based on a number of principles at the heart of the values of the European Union - transnationalism, democracy, pluralism and creativity. The guides seek to take these ideals and show what they can mean in practice - for the benefit of both DPs themselves, and the programme as a whole. 

The areas already covered by the guides are:

1 Transnational working

2 Partnership working

3 Empowerment

4 Equal opportunities

5 Innovation

Each of the guides is firmly based on real experiences - from current DPs, from previous EU initiatives such as EMPLOYMENT and ADAPT, and from other successful projects that have lessons to offer. Throughout, the series connects the underlying principles in each guide to actions that demonstrate their real value in practice. 

The examples used are drawn from work that has already achieved positive results - and in all cases there is a focus not only on what was successful, but on how it was done and what else needed to be in place for it to work. Examples are drawn from areas relevant to each of the different Equal themes, although many of the lessons apply equally to all. 

Our aim is to inspire and to inform, and we would greatly value your comments and any ways in which we can make the guides more useful and relevant to the work of DPs.

1.1
What do we mean by good practice?

The term ‘good practice’ is often used to mean effective practice, practice that promises results or best practice, when in reality these terms all mean slightly different things - as shown in the box below. For the purposes of this guide, we have defined ‘good practice’ as: ‘approaches that are working well and can be duplicated elsewhere’. 

Within this guide we have included examples of all four types of practice, as well as some other examples of ‘effective practice’ that you may want to consider adopting if you recognise that your project is similar in structure and composition.     

Good practice – When something is working well and can be duplicated elsewhere. 

Promising practice – W hen practice is in the early stages of development and has yet to be evaluated. 

Effective practice – When something is working well but can only be achieved under similar conditions

Best practice – When something is working at the highest standard and is working ‘better’ than good practice.

The practical examples and case studies provided will help you to evaluate your own intentions and the impact that you can achieve.

1.2
The research behind the good-practice recommendations in each guide

Each guide draws on research we carried out from December 2002 to February 2003. We started by identifying other programmes and projects from across the UK and Europe where principles of innovation, Equal opportunities, empowerment, partnership, mainstreaming and transnational working also play a key role. 

We collected information from the Equal DPs from a range of sources, such as Development Partnership Agreements, evaluation strategies, and materials collected during support visits. We added to this information by specific visits or phone interviews with project managers and partner representatives. 

So, the findings we use to draw together these guides are from wide-ranging experience and practice. Each guide aims to encourage DPs to meet your responsibilities at community and individual levels, and to promote mainstreaming of good practice also at regional or national levels. 

We acknowledge the time and help provided by DPs and other specialists in providing case studies and comments on the examples used and on the good practice principles embedded in the recommendations.

You can find more information about the GB Equal programme on the Equal Support Unit website at: www.equal.ecotec.co.uk
2.
Introduction to this guide 

Mainstreaming is the ultimate goal of Equal. Development Partnerships (DPs) are expected to test out new ways of tackling inequality in the labour market to influence how future policies and programmes are developed. This guide will help to strengthen the impact of this process by learning from the experience of existing DPs and other programmes.  Action 3 in Equal provides a focus for mainstreaming activity, but this guide highlights the importance of starting to think about messages, audiences and methods for mainstreaming as early as possible.   

2.1
The purpose of this guide

This guide aims to be of practical use to existing DPs as well as anyone thinking about applying for Equal funding. It will help partnerships to improve their impact on policies and programmes so that the benefits of Equal are strengthened. It looks at  planning and preparation before going on to highlight good practice in introducing mainstreaming.  

2.2
What do we mean by mainstreaming?

The term ‘mainstream’ is sometimes used to refer to EU structural-funds programmes such as those used in Objectives 1, 2 and 3. Although these provide an important target for mainstreaming, the impact of Equal needs to be much wider. Rather than attempting to define ‘mainstream’, it is perhaps more helpful to think about mainstreaming as a process which results in wide-ranging outcomes and influence, as set out in the following definition.

‘The dissemination and transfer of outcomes from Development Partnerships which influence policy, the delivery of policy (including delivery of services) or the take-up of new products and services at peer or higher levels (including local, regional, national, transnational or sectoral)’.

It is also helpful to illustrate what we mean by mainstreaming by contrasting it to its close cousins, networking and dissemination. 

· Networking and dissemination involve DPs sharing information and raising awareness of results and outcomes, good and bad, with a wide range of audiences. They can do this through, for example, peer review, publications, reports, events, thematic papers and visits.
· Mainstreaming is the process through which DPs can create an impact through influencing understanding, policy goals, practice and priorities. 

The difference is that mainstreaming focuses on creating an impact and influencing change, whereas networking and dissemination are more about sharing information.  Networking and dissemination are part of the process that leads to mainstreaming -  the outcome that Equal DPs are funded to achieve.

So, mainstreaming has two aims:

· contributing to influencing national or European policy – known as vertical mainstreaming; and

· influencing partners and other local or regional agencies with similar interests, and commonly focusing on practical lessons – known as horizontal mainstreaming

2.3
The leading principles

The Equal programme has been designed to enable mainstreaming, and this is reflected in its leading principles.  As a central part of the Equal initiative, approaches to support mainstreaming feature in a number of the other guides produced as part of this series. In particular, the innovation, partnership and transnational guides are very relevant to mainstreaming and you will find them useful to read with this guide. 

2.4
What’s in this guide?

Following a chapter on the role of mainstreaming in Equal, this guide is essentially split into two parts. First, Chapter 3 sets out good practice in planning and preparing the ground for effective mainstreaming. Chapter 4 then follows this up with tips on how to put these plans into practice. Chapter 5 then provides a summary of 

good-practice tips and some overall conclusions.
Annex 1 provides contact details for the DPs named in examples and case studies; Annex 2 provides an example of an actual mainstreaming strategy; 

Annex 3 is a useful glossary of terms; 

Annex 4 presents further sources of information and 

Annex 5 provides examples of possible audiences for mainstreaming. 

3. 
The role of mainstreaming 

This chapter sets out the rationale and background to mainstreaming within Equal. 

3.1
Why mainstream?

Mainstreaming the outcomes from Equal DPs can have a range of benefits for policy makers, delivery agents and for other DPs within the Equal programme. It also improves the quality of services available to support the beneficiaries. Persuading those who control mainstream programmes to adopt good practice or products developed through the Equal initiative has a number of benefits. These include:

· becoming aware of examples of difficulties and avoiding making the same mistakes, by focusing on solutions;

· supporting innovative activities;

· identifying barriers and methods of overcoming them;
· making sure of the long-term impact of an activity by influencing policy makers and practitioners; and
· giving a voice to ‘smaller’ players.
These benefits provide some of the key areas to consider when developing a mainstreaming strategy, as covered in Chapter 4.  

3.2
Why is mainstreaming so important to Equal?

Equal is intended to provide a ‘test bed’ for innovative actions and solutions to tackle inequalities in the labour market. There is still much to improve and learn in this area, and mainstreaming the lessons from Equal has the potential to have a major impact on the lives of disadvantaged groups. 

Mainstreaming encourages you to consider the value of your work from the point of view of others who may be able to use your experiences to achieve similar outcomes and repeat them on a bigger scale. Through mainstreaming, Equal can influence policy makers, decision-makers and other practitioners to adopt good practice, which makes sure that innovations are integrated more widely into mainstream programmes.

For mainstreaming to be effective, it is essential that policy makers are influenced at a variety of levels from local to transnational, and in ways that affect whatever policy changes are necessary to drive or support the desired outcomes. You are required and encouraged to disseminate and mainstream the results and outcomes of your activity to make sure that positive change is achieved through Equal.

3.3
What are the obstacles to mainstreaming?

Mainstreaming outcomes from any pilot initiative such as Equal poses challenges.  For example, research carried out by the Neighbourhood Renewal Unit, based at the Office of the Deputy Prime Minister, has concluded that ‘there is little evidence of main programme organisations adopting examples of innovation from area-based initiatives in their main programmes’
. It blames constraints on mainstreaming that include:

· organisations and mainstreaming funding regimes not being flexible; and

· not looking at things in the long term (short-termism).

In particular, the research highlights that the “need to do something ‘new’ together with the necessity of meeting challenging short term targets is a strong disincentive to any activity that does not contribute directly to the achievement of these targets”. In other words, a natural reluctance to change, together with the target-driven nature of many practitioners’ work, means that it can be difficult to mainstream new ideas.

If this is the case,  you need to make sure your mainstreaming effort emphasises the benefit of your product, approach and so on to all your audiences. You can only achieve this if you know your target audience well. You should find out what pressures they operating under and what ‘makes them tick’.

Armed with this knowledge, your ‘sales pitch’ can be much more convincing.

You can find more information about mainstreaming of Neighbourhood Renewal activities on the website: http://www.renewal.net

3.4
Mainstreaming in the Equal DP lifecycle

There is a clear focus on mainstreaming from the start of the Equal programme.  If you are applying for Equal, you should make sure that you know the main policy audiences for your planned activities, and consult with these organisations while you are preparing your application. Action 1 enables you to spend more time developing and establishing these links and even bringing policy makers into the partnership.  The mid-term evaluation of Equal’s first round (GHK, 2003) highlighted that 90% of DPs had made policy links in Action 1 and early in Action 2 as part of ‘preparing the ground’ for mainstreaming activities. In addition, 70% had carried out specific dissemination activity in Action 2. In particular, 'mainstreaming' meetings held during Action 2 will provide you with the opportunity to carry out thematic networking, dissemination and planning for mainstreaming activities. In the second round you will have more time during Action 1 to develop your relationships and plans with policy audiences.

During Action 2, the Thematic Networking Groups (TNGs) play an important role in providing thematic support and specialist expertise. The TNG for each theme includes relevant policy representatives and DPs. TNGs provide a bridge between DPs and senior policy makers that both of you can exploit, providing experience and evidence from the Equal programme that can be fed into mainstream policy and practice. 

These policy representatives will be equally important during Action 3. If you are in a  ‘mainstreaming partnership’ they will provide you with the information you need for  forward planning. Activities eligible for Action 3 include study visits, research,  structured networking activities  and producing and maintaining websites. Action 3 also supports continuing thematic networking, for example through events and Internet web-based forums, so you can collaborate on your key mainstreaming messages. The mid-term evaluation again emphasised the importance of 

co-ordination during this phase to minimise competition for policy audiences and maximise the value and impact of mainstreaming activity.

So, Action 3 is essentially about both refining need and audience for your work and also about combining ideas, perspectives and methods to tackle particular issues. Some DPs, such as the Linking Equal Access for the Disadvantaged and Excluded Refugees (LEADER) DP, are already planning joint working.

Thinking about joint Action 3 activity

The LEADER DP is planning Action 3 activity that may include joint action with other Equal DPs including RWA (Refugee Women’s Association), ASSET (British Refugee Council) and LENRA (mbA Training). Exactly how this could shape up is still being considered, but work with mbA Training on an equality code of practice is being considered.  

Joint products, research and events are also being considered by other DPs as a useful approach to mainstreaming.

LEADER DP

3.5
Different types of mainstreaming

Mainstreaming can take place in two complementary ways.

· Horizontal – aimed at DP partners and other local or regional agencies with similar interests, and commonly focusing on practical lessons.

· Vertical – aimed at influencing national and European policy, with the role of intermediaries and enablers being important in passing on key lessons.  

Horizontal mainstreaming starts with peer networking. This can be a useful way to support each other and a sure way for mainstreaming to gain momentum. The DP Mainstreaming Partnerships during Action 3 can use this level of common purpose to formalise and strengthen joint approaches. For example, work might be carried out jointly, to tackle key issues such as: 

· assessing and measuring soft skills; or

· involving and motivating employers or hard-to-reach groups; or

· developing inclusive work practices, for example, through toolkits to support the process of change.

Vertical mainstreaming can be more difficult, as it usually needs direct contact with policy makers. This is where the TNGs can provide you with valuable introductions, contacts and advice. If you do not have direct access to those you consider to be key policy makers, either through your TNG or through other members of your DP Mainstreaming Partnerships, you can target ‘intermediary organisations’ – you can find more information about this in Chapter 4. 

You can focus either on vertical or horizontal mainstreaming or on both depending on the type of activity and nature of organisations involved.  For example, a horizontal approach may be more appropriate if you are a locally-focused DP and a vertical approach may be more appropriate if you are a national DP. However there is likely to be scope for both vertical and horizontal approaches within DPs.

Diagram A also illustrates how impact can gain momentum through local, regional and European levels.  Influence can be from policy makers to practitioners (‘top down’) or practitioners to policy makers (‘bottom up’). Effective mainstreaming exploits both routes.

Diagram A 


Horizontal and vertical mainstreaming

There are two main parts to the Social Enterprise Partnership’s (SEP) mainstreaming work.

· Mainstreaming by SEP partners to their membership, or a broader public audience, or both.

· Mainstreaming by the Social Enterprise Coalition (SEC) at a strategic level, both vertically to public-policy audiences and horizontally to the wider social enterprise sector. SEP is working in partnership with the other Development Partnerships in Theme D to co-ordinate and deliver mainstreaming. SEC has developed a mainstreaming strategy and action plan in support of this work. 

SEC will support the creation of an effective social enterprise network through which the lessons of the SEP project and the other Equal DPs can be mainstreamed. These networks will also allow for vertical mainstreaming through the links SEC has developed within government and other policy-making bodies. 

Network building is the first mainstreaming priority. It seemed very important to put an infrastructure in place to allow the two-way flow of information about best practice across a range of subjects. The new infrastructure is necessary to tackle governance issues at both regional and national levels. SEC will work with regional partners to help to build networks and infrastructure across the regions. 

Social Enterprise Partnership

To prepare you to tackle mainstreaming more effectively, the following sections of this guide look at preparing for and implementing mainstreaming strategies, using a range of different types and methods of mainstreaming. 

4.
Developing a mainstreaming strategy 

Mainstreaming is not a simple concept. It involves targeting a wide range of individuals and organisations with tailored information. A carefully-planned approach can reap wide-ranging rewards for you and for the policy makers and practitioners that you are trying to influence.

This chapter looks at the preparation that can help to improve the impact of mainstreaming. The mid-term evaluation of Equal commented on the ‘impressive foundations’ that were being laid during Actions 1 and 2 of existing DPs. So, examples of good practice from existing DPs are used throughout the following sections, together with highlighted practical tips.

Each of the eight Equal Thematic Networking Groups came together in early 2003 to develop a strategy for mainstreaming the outcomes of their theme.  An example of one of the resulting ‘thematic mainstreaming strategies’ – for Theme H (gender segregation) - is shown in Annex 2. 

4.1
Invest time in developing a clear strategy

Policy makers and practitioners who use your products and experience will face difficulties introducing change.  The more help you can give them by planning how  information and products are passed on through your  mainstreaming strategy, the easier it will be for them and the more likely they are to act on them.

To make sure you achieve effective mainstreaming, you need to consider the following key points.

· Decide what you think is worth mainstreaming.

· Research and decide who is likely to benefit.

· Plan and decide how you will target or involve them.

· Plan a timetable and decide when you will pass on information and products.

You also need to think about:

· the most appropriate level, method and approach to mainstreaming (for example, horizontal or vertical and local, national or transnational);

· developing clear priorities;

· anticipating expected impact; 

· including timescales; and

· identifying where policy gaps exist and seeing if you can fill them.

You need to develop a clear understanding of the mainstreaming process, particularly the distinction between dissemination and mainstreaming. You should try to take part as fully as possible in TNG and ESU meetings and events.

Projects that give serious consideration to mainstreaming from the start are more likely to achieve their aims. 

The mid-term evaluation found that the majority of mainstreaming lessons were in line with the Equal Community Initiative Programme (CIP) document, and this provides a useful reference point. It found that identifying and contacting potential policy targets when the project is being developed will help to make sure ideas fit with current policy direction, and avoid the same new practice being piloted more than once. 

Carers UK, the lead partner for the ACE National DP has set in place a practical strategy to raise awareness about issues that might arise and practical solutions.

	Taking your mainstreaming strategy seriously

The ACE National DP has developed a dissemination and mainstreaming strategy for the whole partnership. The strategy highlights the disadvantages faced by carers who want to enter the labour market (or education and training). It also draws the attention of policy makers, practitioners and carers to the support needed by carers to successfully enter the labour market.
ACE National DP


Tip:  Develop a clear mainstreaming strategy that considers possible approaches to mainstreaming including identifying what, whom, how and when.  Develop this strategy into a work plan that your lead partner or other partners can put into place at appropriate stages. 
The strategy should not be static, it is important you monitor and evaluate its effectiveness on an ongoing basis. You need to plan to find out who is using your products, how, why, what they think of them and what they have achieved. These questions should form part of your evaluation and should continually feed back into the ongoing development of mainstreaming activity.

Tip:  Keep up to date with policy developments and build monitoring into your mainstreaming strategy where possible. This will help you to make sure that indicators are considered to assess mainstreaming successes. Monitoring can include holding initial meetings with practitioners and then holding follow-up meetings to consider whether they have changed their practice. The TNGs might also be a useful source of information about the impact of your DP.
4.2
Consider your key messages 

Before targeting an audience you need to think about what they want to hear and what you can offer them.  You should begin by looking again at each of your objectives to consider which aspects of these can produce something new or innovative for the audience. Don’t underestimate how interesting your experiences might be, delivered in the right way! But first, you will need to consider whether you are offering:

· tangible outcomes or products;

· an innovative approach or model, for example, for partnership working;

· new ways of working with partners or beneficiaries;

· a fully-formed qualification;

· new practical tools, for example, recording systems, monitoring methodologies or new ways of collecting data; or

· project documentation or research, including the results of surveys and details of who took part in groups, courses or programmes. 

You also need to consider if the focus is on:

· notable, new achievements, for example in relation to soft outcomes;

· lessons and learning;

· changing attitudes; and

· successes and pitfalls. 

As part of your mainstreaming approach, it is equally important that you transfer knowledge about anything that has not worked particularly well. This prevents mistakes from being repeated. As part of this, you should not just rely on your own assessment of what is significant or interesting about your DP.  You should find out what others think by:

· consulting potential end-users or beneficiaries of the project or product;

· talking to policy makers through TNGs; and

· talking to your fellow DPs to get a second opinion on what the most interesting aspects are.

The Common Ground DP has carried out an inclusive approach to considering key messages and products.

Involving partners in considering what to mainstream

The Common Ground DP, like other DPs, has taken a pragmatic (practical) approach to mainstreaming.  It planned a ‘thought showers’ day to consider potential mainstreaming opportunities with partners (both practitioners and policy partners) such as JobCentre Plus and the Learning and Skills Council West Yorkshire.  This  highlighted key products, activities and processes for mainstreaming.

Common Ground DP

If you want your message to be heard, it is important to make sure the information comes across in a form that will help your audience take it up.  For example, if your message is about a particular way of working, you should provide details about the method but also what your audience would need to be in place before they could adopt it, for example, skills, networks,  how much it might cost and so on.  

The mid-term evaluation of Equal (GHK, 2003) recommended presenting mainstreaming messages in ways that meet the objectives of target audiences.  Audiences are not concerned about messages having the Equal ‘brand’. They are more concerned about how relevant the message is to them and how easy it is to ‘digest’. There are a number of standard approaches you can use to influence policy, such as government departments’ open consultations. 

Your evaluation of your activities should help to tell you whether your approach has something to offer and, if it does, what are the essential ingredients that would enable it to be adopted in practice. Try to put yourself inside the mind of your audience, and show them that you understand their needs as well as their limitations and competing demands. This should help to make sure that what you present for mainstreaming is practical. 
Tip: Keep in mind that the aim is to tackle the need or problem that you identified, but also the objectives of your target audience.  Telling people about what you have found (dissemination) is an important part but put yourself in the audience's shoes in making messages relevant.
4.3
Define your audience 

You need to consider who the audiences are, and where they are. There is a long list of possible mainstreaming partners, as illustrated in the table in Annex 5. To maximise access to your audience, you need to consider the following.

· Who wants to take up the ideas or model and what are the constraints on them?

· How can your mainstreaming process help them? For example, do they need help with acquiring knowledge, understanding, implementing new solutions, justifying what they are doing or resourcing what they want to do?

· What support can you give them?

You should also consider:

· whether your audience means that horizontal or vertical mainstreaming is more appropriate, for example, at a local, regional, national or international level, and whether it should relate to policy or practice;

· where policy influence needs to be made, for example, at the regional and local policy level or national level, or both; and

· whether your audience is pan European or Member State level, or both.

Once you have identified your audiences, you need to actively target them. 

It is important that you plan meetings well in advance and remain focused to maximise how far you involve policy makers. The examples below show good practice in involving policy makers at the appropriate stage.

Involving policy makers to maximise benefits

The PLEIAD project carried out an analysis of training needs,  including questions about barriers to accessing training, which they then published as Playwork Counts. This document was launched at an international childcare conference in London, to be near central government.

PLEIAD invited transnational partners and representatives of all local fundholding bodies responsible for training their target group. Through repeated efforts, contacts were established at the Child Care Unit in what was the Department for Education and Employment and Margaret Hodge (then Minister with responsibilities for Child Care) was invited to be keynote speaker at the launch.

The event successfully identified the project’s work as something supported by the Government and, when they sent copies of Playwork Counts to all Early Years Development and Childcare Partnerships, they used it to develop their local strategies. In this way the project handed over part of what they had produced to those who had an interest in delivering it.

PLEIAD project (NOW)

Sometimes, it may not be possible to access the ideal policy audience, in which case, intermediary organisations can provide an effective mechanism. These include service providers, member networks (such as Chambers of Commerce and trade unions), local or regional development agencies and training bodies. These organisations can extend your contacts and provide access to other, international or national networks. This can provide valuable routes for dissemination and mainstreaming, as well as the additional promotion you will get from the intermediary itself. The case study below shows how a networking event was a useful way to target a range of intermediary organisations at the same time. 
Making the most of your audience

The East Midlands ADAPT network held a mainstreaming event for the East Midland’s Development Agency (EMDA). All members of the ADAPT network completed a questionnaire in advance, detailing good practice in projects, which demonstrated how  ADAPT activity and EMDA’s Skills Action Plan could merge.  This led to mainstreaming activity and the ADAPT network was invited to nominate a representative for the regional Learning Business Partnership (ADAPT Regional Networks 2000). By preparing for the event by asking all members to think about where they could demonstrate links with EMDA’s Skills Action Plan, ADAPT made sure that EMDA could clearly see the relevance of activity and links.

ADAPT

Tip:  Identify who your audience is and where they are. Attempt to draw together networks and key individuals as this can minimise the effort needed.

5.
Implementing a Mainstreaming Strategy 

This chapter focuses on how to put mainstreaming strategies into practice to best effect. Although the bulk of this activity will take place during Action 3, experience of existing DPs shows that the earlier mainstreaming activity starts, the better.  

5.1
Involving policy makers and practitioners 

Policy makers and practitioners need to be involved in mainstreaming activity, both as the target audience and, wherever possible, as ‘messengers’. Ideally, these people will already be part of your DP or TNG, although the mid-term evaluation of Equal (GHK, 2003) highlighted that 64% of DPs had made links outside of their partnership and TNG structures. The most important thing is to involve the right people to help you do the job. The more ‘messengers’ involved, the better. But activity must be carefully co-ordinated to avoid duplicating activities for the same target audience. 

Individuals or groups that might be involved in delivering mainstreaming messages at a variety of different levels include:

· end users (beneficiary interest groups, practitioners and project managers);

· decisions makers (for example, programme managers);

· supporters and other interested groups (others working in the same or similar fields or with similar clients and potential beneficiaries);

· policy makers (at national, regional or local level); and

· employers (locally and through sector-based networks).

The ACE National DP, led by Carers UK, is a good example of promising practice and has made sure that appropriate partners are on board at an early stage.

Getting partners involved early

The lead applicant has directly informed government departments about the work carried out by the DP and wider issues concerning carers. The DP has had meetings with the Department for Trade and Industry and Jobcentre Plus to explore how learning from the DP can influence mainstream delivery and support provision.  JobCentre Plus has also been in direct talks with ACE to develop a series of activities for Action 3 mainstreaming activities, which will make sure that materials are developed that have potential to be mainstreamed into JobCentre Plus provision.

The DP is uniquely placed to inform policy makers and practitioners about the needs and disadvantages faced by carers.  The DP builds on links that Carers UK has in place with policy makers. The links are being exploited to demonstrate the support needed for carers and practitioners at all levels.  To this end, project manager Madeleine Starr met with Prime Minister Tony Blair in April 2004.

ACE National DP

When targeting policy makers, practitioners or employers, you should present the benefits, clearly outlining ‘what’s in it for them’. This should encourage their enthusiasm and commitment to pass on messages and add their own opinions. You will however need to keep up continual effort to monitor and maintain the pressure! The PRISE DP is an example of a DP that has placed a clear emphasis on building enthusiasm and commitment. Our guide on partnership covers these issues in more detail.

	Setting up a partnership that will be effective for mainstreaming

The PRISE Steering Group focuses on bringing together an empowered group of decision makers, senior members of staff who can take decisions on behalf of their organisations. PRISE believes strong leadership is important in making sure that partners are enthusiastic and committed. 

The PRISE DP emphasises that the initial stages of building a partnership are critical to the success of mainstreaming. It also feels it is beneficial for both policy makers and practitioners to take an active role in the partnership. This means that policy makers are aware of issues for practitioners and, practitioners can see the problems with policy, resulting in understanding on both parts.

PRISE 


It is crucial that you ‘join forces’ with other relevant organisations for lobbying purposes and to make sure you have a stronger voice.  You should consider including partners with an existing interest and role, ideally at national level, in the relevant policy area. This might be the kind of Action 3 activity you might carry out with other, relevant, DPs. Indeed, around half of existing DPs have made links to DPs in other themes as part of mainstreaming activity (GHK, 2003).

The TyneWear Employability DP and the Leader DP have involved possible mainstreaming partners in their wider partnerships.  This has made sure that they have kept up to date with developments. 

Involving mainstreaming partners

The wider partnership of the TyneWear Employability DP involves many organisations suitable to be involved in mainstreaming activity. These include the Department of Work and Pensions, Jobcentre Plus, One North East and the regional Government Office.  The North East of England Office in Brussels and MEPs have also been kept informed.  This has helped to open doors to mainstreaming outcomes.

TyneWear Employability Development Partnership

The LEADER DP has identified and made contact with many agencies in and outside London during Action 2, through activities such as providing outreach advice and mentoring programmes, as well as through publicity. The DP is also involving their target audiences by offering training, sharing products and tools and inviting them to take part in networking and dissemination events. 

During Action 2, the DP has identified and made contact with organisations such as the Teacher Training Agency, British Medical Association and Department of Health (DoH) to help raise awareness of issues relating to recognising professional qualifications for refugees in the UK. A seminar for health professionals was held in February 2003 and a variety of stakeholders were invited. A positive outcome was the establishment of a taskforce with the DoH. And, as a result, the DP has secured some funding for the meetings and produced an exhibition stand. 

LEADER DP

Outside Equal, there are other partnerships that you might want to exploit.  For example, the Government and Black and Minority Ethnic (BME) voluntary sector are committed to establishing and maintaining best practice in their relationship. They have established a mutual relationship to carry forward the Government’s strategy on achieving race  equality - working together to improve policy and put it in place for BME communities at a local and regional level . You can find more information at: www.homeoffice.gov.uk
Involving partners with previous experience of lobbying, including those involved in ADAPT and EMPLOYMENT, can also be useful.  

The influence your partners can have also extends to transnational work. You may look for potential mainstreaming contacts when selecting future transnational partners for your agreed areas of activity, or involve GB mainstreaming partners in transnational work.  We cover this element in more detail in the transnational working guide but Common Ground provides a clear example of involving mainstreaming partners in transnational work.

Involving mainstreaming partners in transnational work

The Common Ground DP has involved regional mainstreaming partners such as the Learning and Skills Council in its transnational activities from the beginning.  The LSC representative was involved in the initial joint working event, particularly in relation to the job-rotation element of the DP’s transnational working.  This is an area that is suitable for mainstreaming and means that the LSC representative gains a clear understanding of lessons that can be applied from transnational work. 

Common Ground  

Tips: Identify relevant policy makers and practitioners and gain their commitment to the process.  This can be particularly effective if key partners are involved in DP activity.  Emphasise the relevance of the activity to their work and the benefits from their involvement. 

5.2
Mainstreaming methods

Determining appropriate methods for mainstreaming requires some careful attention.  The ‘scattergun’ approach can be effective but is expensive. Highly-targeted approaches are likely to be more effective and use less resources. You may need specialist advice and support from trained personnel such as PR and marketing staff to get your messages across.  Some DPs will have access to these kinds of skills through their DPs, others may have to look for this support outside.

Mainstreaming can involve a range of methods. 

· Targeted dissemination including reports, briefings, targeted articles, newsletters and press releases can all be effective. You should consider which method is the most appropriate for your target audiences and use appropriate language, , avoid jargon or provide a glossary.  You may decide to produce a regular newsletter, but you may need help to establish a mailing list that hits all of your target audience. Press releases usually require specialist input or support.

· Products, guides and toolkits (in draft or final form) provide the audience with something ‘concrete’ to identify with.  It is useful if targets for mainstreaming have had some input in developing the product.  The IMPACT DP has focused on demonstrating ‘concrete’ products to encourage take-up from other organisations.

	Demonstrating ‘products’ to get your message across
The IMPACT DP is developing a system of one-to-one assessments for offenders, a national Record of Achievement portfolio to show ‘distance travelled’ to potential employers and an employers’ charter as a tool for changing perceptions. These products will be presented to potential mainstreaming organisations to show ‘what’s in it for them’. Using products will give those potential mainstreaming organisations a clear idea of what has been developed and how it could meet their needs.

IMPACT 


· Face-to-face contacts, lobbying, membership of committees or working groups  can all help to cement the idea of ‘joint aims’ in the mind of policymakers and practitioners.

· Informal to highly-organised events such as short workshops and seminars can provide useful opportunities to review your work and outcomes.  As small 

self-contained events, or as part of larger events or conferences, they allow for real interaction between decision makers, potential users, representatives of organisations that may be involved in wider dissemination, and your own staff and partners.  They can also enable you to get feedback and views on the relevance, quality and potential for mainstreaming of  what you are doing.

· Electronic communication and audio-visual materials include radio and television interviews and internet facilities such as email, bulletin boards and websites.  Radio and television can be powerful ways of getting a message across but you should make sure that you choose a good spokesperson for your project, who is knowledgeable, well-rehearsed and good at getting points across or answering questions.  The internet can also be effective but you should consider whether the target audience can access the internet and the connection speed as this can affect audiovisual presentations such as video clips. 

· Taking part in large-scale public events such as exhibitions and conferences can be a very effective way of reaching your target audience.  Where possible, you should arrange to make presentations or have a physical presence, such as a stand to demonstrate products.  If this is not possible, you should use these events to network with others and to make contact with the target group.
You need to think carefully about methods as you only have a limited time, resources and opportunities. It is important not to spread yourself too thinly, but also to make the most of all opportunities that arise. For example, one DP tackling gender inequality is planning to proactively use female role models in the media as an integral part of its mainstreaming activity.  

In deciding on methods to use, it is worth considering the following.  

· How many audiences can you reach?

· Are your minimum success criteria based geographically or on organisations reached?

· Costs and resources – how much can you invest in people, time and money?

Most DPs, such as PRISE, use a mix of different methods to good effect.

	

	Deciding on the methods to use

The PRISE DP has a well-developed communication strategy to support its mainstreaming efforts. Every two months they aim to send out a press release on the initiative, every three months they aim to talk to a government minister and every six months they aim to hold a large event.  This provides concrete targets for activity.  

PRISE is also using a range of methods to make sure mainstreaming occurs.  These range from using workshops, policy forums and conferences to press releases.   

PRISE 


Tip: Consider using a range of mainstreaming methods and bring in specialist support where appropriate

5.3
Joint mainstreaming activity

In the majority of cases you will want to carry out more mainstreaming activities than you have the capacity to do.  Exploiting links with TNGs and other DPs (both wholly or partners within them) will allow you to transfer your messages and practice in a more effective way that uses less resources. You should set clear priorities to base your activities on.

DPs working together with TNGs

The CREATE DP, led by Hertfordshire Business Link , aims to encourage people from disadvantaged groups to consider franchising and using Small Business Forums as an alternative route into business. It also wants to encourage Social Enterprises to consider franchising as a possible model to expand their business. 

CREATE is working with the Small Business Service (SBS) during Action 2 and 3. SBS is the national agency responsible for SME policy and the Business Link Network in England. SBS co-ordinates and develops support services for Business Creation, the framework which supports enterprise and provides key information to SME market and support agencies. SBS has a critical role in determining SME support policy and delivery and plays a lead role in supporting CREATE’s mainstreaming activities both vertically to relevant EU and UK government departments and horizontally to peer groups. 

CREATE

You should consider joint mainstreaming activity with other DPs who are involving appropriate policy makers and practitioners or are tackling similar themes. Given the difficulties of developing effective links with policy makers, you should maximise your links with your relevant TNG. This will also give you a link to European Thematic Groups and access to policy makers at an EU level.

The role of TNGs is evolving, but they should provide a resource for accessing policy makers. When mainstreaming, you should use TNGs to support learning among policy makers and practitioners.  You might do this through regular contacts with TNGs by attending TNG meetings. Or, you could nominate a potential TNG member from within your partnership or network of contacts through TNG chairs directly or through us, the ESU. 

Tip: Carry out mainstreaming activity jointly wherever possible and use TNGs to help to create links.

6.
Conclusions and recommendations

Mainstreaming is fundamental to Equal. You must consider what, when, for who and how you will mainstream activity from the outset. The focus on mainstreaming in  Action 3 means that you need to consider more than ever the wider impact of your activities, outcomes, products and ways of working.

Mainstreaming can be a difficult process but you can overcome this with constant and early effort in your DP and a clearly-planned and targeted approach.  This guide gives practical guidance in developing mainstreaming strategies and then implementing them. These recommendations summarise the practical tips that have been highlighted throughout this guide.  

Invest time in developing a clear strategy – It is important to know exactly what it is you want to mainstream, who is likely to benefit, how you will target them and when you will pass on information and products. 

· Consider your key messages or products – Your target audience will be able to tell you whether they would find what you want to mainstream useful.  They will also help you to identify where policy and practice gaps exist and see if you can fill them.

· Define your audience (who they are and where they are) – A targeted approach is more successful and uses less resources than attempting to mainstream on too many different levels and to too many different audiences.

· Actively target and involve policy makers and practitioners – Get partners involved early.  When partners are part of the process they can influence what they need to see mainstreamed.  This makes your work more relevant.

· Think about how to present your ideas – Make sure you present your ideas for mainstreaming in a realistic way that will meet the needs and demands of your target audience and take account of their limitations.
· Use a variety of methods to get the message across – Think about what methods to use taking into account who you are targeting and the messages and products you want to mainstream.

· Link with the relevant Thematic Networking Group – Your TNG makes sure that you have a clear route to policy makers and decision makers who  understand Equal.

Annex 1:
Contact details for examples included in this guide

DP name: Action for Carers and Employment (ACE National)

Lead organisation: 
Carers UK 

Contact name:
Imelda Redmond 

Address:

20-25 Glasshouse Yard 

               

London 

               

Greater London 

               

EC1A 4JT

E-mail: imelda@ukcarers.org

Phone: 0207 566 7630

DP name: Common Ground Development Partnership
Lead organisation: 
Kirklees Metropolitan Council 

Contact name: 
Heather Waddington 

Address:

Economic Development Services  

               

Civic Centre lll

               

Huddersfield 

               

HD1 2EY 

E-mail: heather.waddington@kirkleesmc.co.uk

Phone: 01484 221 679

DP name: IMPACT – Innovation Means Prisons and Community Together

Lead organisation: 
HM Prison Service 

Contact name: 
Denise Woods 

Address:
 
c/o HMYOI Thorn Cross

               

Arley Road

               

Appleton Thorn 

               

Warrington 

               

WA4 4RL

E-mail: impactdp@aol.com

Phone: 01925 605 237
DP name: Linking Equal Access for the Disadvantaged and Excluded Refugees (LEADER)

Lead organisation: 
Education Action International

Contact name: 
Ana Rebollar 

Address:

14 Dufferin Street 

                

London

               
 
Greater London

                

EC1Y 8PD

E-mail: ana.rebollar@education-action.org

Phone: 020 7426 5800

DP name: PRISE (Planned Resettlement into Sustainable Employment)

Lead organisation: 
RPS Rainer 

Contact name: 
Mark Walsh

Address:

Rectory Lodge

               

High Street

               

Brasted

               

Westerham

               

Kent, England

               

TN16 1JF

E-mail: mark.walsh@rpsrainer.org.uk

Phone: 07721 056144

DP name : TyneWear Employability Development Partnership
Lead organisation: 
City of Sunderland

Contact name: 
Catherine Auld

Address:

City of Sunderland


   

European Team


   

Civic Centre


    

PO Box 100


   

Sunderland


   

Tyne and Wear


   

SR2 7DN

E-mail: catherine.auld@sunderland.gov.uk

Phone: 0191 553 1156

DP name: UK Asylum Seekers – Asset UK          

Lead organisation: 
British Refugee Council 

Contact name: 
Lynda Lawrence  

Address: 

4th Floor 

               

Smithfield House 

              

Birmingham 

               

B5 6BS

E-mail: lynda.lawrence@refugeecouncil.org.uk

Phone: 0121 622 0964

DP name: Social Enterprise Partnership
Lead organisation: 
The Social Enterprise Partnership GB Limited 

Contact name: 
Gerold Schwarz  

Address: 

c/o Development Trust Association




9 Red Lion Court




London




EC4A 3EF

E-mail: gerold.schwarz@sepgb.co

Phone: 020 7583 9444

DP name: CREATE – Creating Equal Access to Entrepreneurship

Lead organisation: 
Hertfordshire Business Centre 

Contact name: 
Robert Looker

Address: 

T/A Business Link Hertfordshire




45 Grosvenor Road




St Albans




Hertfordshire




AL1 3AW

E-mail: robert@exemplas.com

Phone: 01727 813400

Annex 2:
An example of a thematic mainstreaming strategy for Equal first-round DPs 

	WHAT?
Key policy /practice area or linkages, including equal opportunities and empowerment issues
	WHO?

The key audiences: Member State/Europe; national;

regional; practitioner.
	WHEN?

What are the key dates to achieve maximum impact on policy / practice?
	HOW?
What methodologies should be adopted to reach these audiences?  
	Lead responsibility at TNG level
	DPs involved

(Indicate with * DP(s) to take lead)

Initial suggestions

	1.    MOVING INTO WORK

Tackling occupational gender stereotypes to encourage entry into non-traditional areas of work

	Training materials and activities for careers advisers/professionals to inform on gender stereotyping issues. 

Strategies to sensitise and/or train teachers, guidance and counselling staff and parents.


	E: EU Gender Action Programme and other EU expert groups, European Monitoring Centre on Change, European Foundation for the Improvement of Living and Working Conditions.


	Identify key conferences and events by organisations such as annual events by the TUC, CBI and Connexions Service National Unit and also Employment Week in Brussels. (Autumn 2003)


	Disseminate ‘new’ training materials and models to mainstream careers guidance sector.

Publicise and offer training and guidance to potential practitioners / users.


	
	Connexions Lancashire- developing careers guidance materials

Bradford College- 

Training for FE/HE professionals.

NTP- developing DVD materials



	Training of trainers to cascade knowledge/teaching
	N: National LSC, DWP -  Skills Task Force, Connexions Service National Unit, DTI Work-Life Balance Team, DfES, EOC and EOC Scotland and Wales, Women & Equality Unit, Scottish Executive, Welsh Assembly
	Women and Equality Unit will provide information about future events as appropriate.


	
	
	

	
	R: RDAs/other guidance networks 

P: QCA, Sector Skills Development Agency
	
	
	
	

	Development of awareness raising materials for young people and women.


	N: Connexions Service National Unit, National LSC, DfES, EOC, Women and Equality Unit, Scottish Executive and Welsh Assembly Government, Women Returners Network, Institute of Training and Development.

R: Connexions, RDAs
	National Science Week.

Daughters Day

National Construction Group.


	Promote ‘new’ materials for national use as appropriate.
	
	NTP

Connexions Lancashire Ltd

Bradford College.



	2.    IN WORK

a) Horizontal Desegregation: Tackling gender imbalance and diversity within the workforce 

	Mentoring schemes for women in the workplace
	N: EOC (Inc Wales and Scotland), Women and Equality Unit, DWP,  Scottish Executive, Welsh Assembly Government, Sector Skills Development Agencies, TUC, Public Sector, Chamber of Commerce, CBI, Opportunity Now, National Mentoring Network
	National Mentoring Conference.

Other key events as and when notified.
	Promote key lessons learnt from gender specific mentoring.
	
	Bradford College/NTP Ltd 

	Dissemination of role models CD-ROM / DVD /Internet for men and women in non typical occupations- also considering ethnicity


	N: EOC (Inc Wales and Scotland), Women and Equality Unit, DWP,  Scottish Executive, Welsh Assembly Government, Sector Skills Development Agencies, TUC, Public Sector, Chamber of Commerce, Connexions Service National Unit. Careers Service Scotland. National LSC. 
	
	Publicise and disseminate key findings using digital media methods.

Promote success stories / case studies.
	
	Connexions Lancashire



	b) Horizontal Desegregation: improving women’s access to labour market. 

	Development of equal opportunities protocol for transport industry- also looking at Work-Life balance issues
	N: CBI, SSDA, DTI (Mobility Unit), Women’s Transport Unit, EOC (including Wales and Scotland), National LSC.

Office of the Deputy Prime Minister, Neighbourhood Renewal Unit,

RDAs,  National LSC Council – ELWa, 

Private Sector Companies, Trade Union.
	
	Promote ‘new’ methods / approaches that can be used regionally and nationally.
	
	NTP

	Development of regional hubs promoting gender desegregation, linked to regional/national policymakers.

Developing infrastructures for delivering gender desegregation models.
	N: SSDA, DTI, EOC (including Wales and Scotland), National LSC, Council – ELWa,

Private Sector Companies.

R: Regional Development Agencies, Chwarae Teg, Government Offices, Welsh Assembly Government, Scottish Executive.
	
	Promote success stories / case studies.

Document good practice with a vision to regional hubs to be mainstreamed.

Publicity events.
	
	Bradford College

	Training materials to promote equality diversity for SMEs and larger companies.
	N: DTI, CBI, SBS, Small Business Trade Association Forum,  EOC (including Scotland and Wales), Women and Equality Unit, Opportunity Now. 

R: LSCs, RDAs

Further education and higher education organisations.
	
	Publicise and disseminate.

Events.
	
	Bradford College

	Development of accredited equal opportunities module as part of Modern Apprenticeship scheme. 
	N: EOC (including Scotland and Wales), Women and Equality Unit, SSDA, DWP. National LSC, Council – ELWa,

R: Further education and higher education organisations.
	
	Promote success stories / case studies.
	
	Bradford College

NTP Ltd 

	c) Horizontal Desegregation: Integrated pathways for women to enter male domains (such as engineering, construction, ICT and science).

	Research into gender occupations within specific industries currently under-represented by women. 


	N : EOC (including Scotland and Wales), National LSC, Council – ELWa, Connexions Service National Unit, Careers Wales, DfES, DWP.

Academic Institutions.

Sector Skills Development Agency.

Women and Equality Unit.
	
	Publicise key outcomes / findings.

Promote ‘new’ innovatory approaches in the transport, engineering and technology sectors.
	
	Bradford College

NTP

Connexions Lancashire

	New training models/materials for women in specific industries- transport/construction/technology/ engineering.
	N: EOC (including Wales and Scotland) Women and Equality Unit, Department of Transport, DTI- Women in SET, Sector Skills Councils.

R: Academic Institutions.

Sector Skills Development Agency.

CITB.
	
	Promote tried and tested ‘new’ materials.
	
	Bradford College

NTP 

Connexions Lancashire.

	3.    WORK WITH EMPLOYERS

Vertical Desegregation: Integrating equal opportunities of public, private and voluntary sector employers.

	Develop models of good practice for empowerment of women.


	N: EOC (including Wales and Scotland), TUC, Connexions Service National Unit, Careers Wales, 

Women and Equality Unit

R: RDAs, LSCs, 

P: Employers
	
	Promote the ‘Empowerment Toolkit’ and its effectiveness at tackling gender issues in the workforce.

Disseminate using publications and events new products such as the ‘Audit model’
	
	Bradford College

NTP 

Connexions Lancashire.

Close the Gap (Scotland)

	Research, activities and strategies into gender pay gaps/strategies to address gender pay gaps.

Setting up or improving action plans for gender equality or gender mainstreaming.
	N: EOC (including Scotland and Wales). Welsh Assembly Government, Scottish Executive, DWP, DfES, 

Women and Equality Unit, CBI, TUC

R: RDAs, LSCs,

P: Employers, Academic FE / HE.
	
	Raise awareness about the pay gap amongst employers, workers and advisors.

Raise the profile of the causes of unequal pay and job desegregation.
	
	Bradford College

NTP 

Connexions Lancashire.

Close the Gap (Scotland)

	Other


	
	
	
	
	


Annex 3: 
List of abbreviations 

BME

Black and Minority Ethnic

CEDEFOP
European Centre for the Development of Vocational Training

CRE

Commission for Racial Equality

DP

Equal Development Partnership

DPA 

Development Partnership Agreement

DRC

Disability Rights Commission

EC 

European Commission

ECCO

European Community Co-operation Observatory

ECDB

European Common Database

EOC

Equal Opportunities Commission

ESF

European Social Fund

ESOL

English for speakers of other languages



ESU

Equal Support Unit

ETG

European Thematic Group

EU

European Union

FE

Further Education

GB

Great Britain

HE

Higher Education

ICT

Information and communication technologies

IPR

Intellectual property rights

LSC

Learning and Skills Council

LSP

Local Strategic Partnerships

MPA 

Mainstreaming Partnership Agreement 

RDA 

Regional Development Agency

SME 

Small to medium-sized enterprises

SRB 

Single Regeneration Budget

TCA

Transnational Co-operation Agreement

TNG 

Thematic Networking Group

UK

United Kingdom of Great Britain and Northern Ireland

Annex 4: 
Further sources of information

Suggested reading

You can obtain more information from us, the Equal Support Unit.  Particularly relevant documents include the following.

· Action 3 theme-based mainstreaming strategy papers - up-to-date pictures of the policy contexts for each theme you can use to plan who to target through your mainstreaming activities, and when.

· Action 3 Guidance for Applicants and the application form.

· GHK and the Gilfillan Partnership Ltd (2003) Mid-Term Evaluation of the Community Initiative Equal 2000-2006

You can find all these documents on the Equal website at www.equal.ecotec.co.uk
Other sources used in this guide

Equal Programme-level mainstreaming strategy

Action 3 briefing paper
ADAPT Regional Networks: a mechanism for mainstreaming and dissemination, Adapt Support Unit (2000).

ADAPT Community Initiative: Guide to Achieving Impact for Project Promoters, Employment and Social Affairs (EC 1998).

You can find information on the Government and Black and Minority Ethnic voluntary sector partnership at www.homeoffice.gov.uk
Employment Community Initiative: Guide to Achieving Impact for Project Promoters, Employment and Social Affairs (EC 1997).

Please contact the GB Equal Support Unit for information about these documents 

Annex 5: 
Audiences for mainstreaming

	
	Potential target audiences for mainstreaming

	Local and regional level
	Local authorities

Local partnerships, for example, Lifelong Learning Partnerships Information, advice and guidance networks

Local and regional offices of national organisations such as  Jobcentre Plus and Connexions

Government Offices

Local Learning and Skills Councils

Chambers of Commerce and Business Links 

Equal DPs

Promoters of ESF and other EU-funded projects

Employers

Training organisations

Training institutions

Educational institutions

Social enterprises

	National level
	Employers organisations

Trade unions

Government departments and teams

Sector Skills Councils

National training bodies

National Learning and Skills Council

UfI

Social Enterprise Agencies

Qualifications bodies

Equal Opportunities Commission

Disability Rights Commission

Research institutes

Non-governmental organisations representing:

· unemployed people; 

· people with disabilities; 

· socially excluded people; 

· ethnic groups; and 

· women

Advisory committees

The media: specialised and general.

	European level
	European Commission

Member States and the governments and civil services of countries taking part

Member States and voluntary-sector organisations, training bodies, social partners and so on in the countries taking part. 





European or international








Local








Regional





Bottom up





Top down





Vertical





Horizontal





The Crystal Mark is Plain English Campaign’s seal of approval.  It means this document is as clear as it can be for its intended audience











� ‘How to influence the mainstream’ - a Renewal.Net Overview available at http://www.renewal.net





