
Seeing
• Cool/new (personal) tech: 3D printing, virtual reality, robots, drones
• Computers and mobile technology (phones and tablets)
• Games
• Projects tackling climate change
• Climate change itself
• Advertising for gadgets
• TV shows featuring future tech not yet invented
• Coding
• Science class/School clubs
• Lab experiments
• Jobs/careers with impact 

(leveraging science to save the world)

Doing
• Communicating
• School work
• Friends!
• Solving problems with technology
• Learning how to code
• Sports
• Exploring/experimenting
• Staying up to date with new tech/apps etc. – more free time 

than any other point in their lives makes this easier
• Social media
• Cell phone or tablets, 24/7
• Playing games and watching videos

Thinking and Feeling
PUBERTY
Changing

Excited
Changes in identity: “How do I think or feel about this?”

“In group:” wanting to fit in is very important
Self Conscious/developing conscience

Anxiety
Questioning (self, identity, world, etc)

Hearing
“Let’s apply this technology to solve this old problem”

“This is the latest version/update/upgrade/newest content”
“Let’s talk about the future and how AI affects us all”

“STEM is Hard/Boring/Important” (important to later career 
aspirations, to the world in general)

Science is powerful (and it’s the key to solving problems)
“Have you seen this Tik Tok?”

“this is how to use/do this”
“OK, Boomer”

“I have a duty as the next generation”
“You’re doing too much screen time”

Changing technology“
the sky is the limit”

“STEM is the future” 
Goals

Wants to get good grades (or just get through)
Family approval <---------------> Friend approval
Laser focus on their passions
Fitting in is so important

Stemmy, Age 12

Empathy Map



Seeing
• Youth with some sort of barrier
• A demographic with interest in STEM
• Parents and their kids who are their clients (each with

different needs)

Doing
• Communicating
• School work
• Friends!
• Solving problems with technology
• Learning how to code
• Sports
• Exploring/experimenting
• Staying up to date with new tech/apps etc. – more free time 

than any other point in their lives makes this easier
• Social media
• Cell phone or tablets, 24/7
• Playing games and watching videos
• Maturing through Technology
• Jumping into creativity

Thinking and Feeling

Passion for their mission!
Potentially feeling overwhelmed?

Interest in doing something different
Lots of care and wanting kids they serve to succeed

Staff having their own interests they’d like to explore
Connected to their audience/community (or not)

A push-pull tension between wanting to control their own turf and 
having the trust/vision to let others in to collaborate

Hearing
“I don’t know this STEM stuff”

“I’m too busy to start something else as a program”
“What’s our impact? How do we get youth coming in the door?”

“What things are those other youth organizations doing?”
“This is what the funders want” 

“This is what the youth are interested in”

Goals
• Getting to intended impact
• Meeting their mission statement
• “social business” as a way to build their 

stability and be attractive to funders
• “sustainability”/”Profitability” – able to 

self fund some of their programming
• Meeting grant deadlines
• Increased participation
• Using their own strengths to get their own 

goals met.

The Brainy Youth Center (Organizational Partner)

Empathy Map



The Big Issue

In our rapidly changing 
world, we see an 
increased reliance on 
stem, while a smaller 
group of people is 
engaged with and has 
access to STEM 
education. There’s a lack 
of engagement with the 
general public. 

Anticipated 
Changes
• STEM isn’t too hard or 

exclusive
• The general public has an 

increased trust in science
• Participants in science 

education end up in STEM 
careers

• “What game are you playing?” 
– increased interest in people 
around those who engage in 
science education

• There’s an alignment in 
partnership strategy among 
groups working with youth, in 
order to further the goals of 
STEM education

• In general, there will be a 
better comfort/understanding 
of STEM.

• People can identify and relate 
to the STEM in their lives. 

• There is an increase in 
accessibility for STEM 
programs. 

• People find their niche/groove 
in life

Focus
Showing people across Canada 
how amazing, fun and inspiring 
the use of science is.
Supporting the people who can 
inspire youth in building great 
experiences.
Inspiring the “aha” moments and 
having fun.

Stances

• STEM is fun and has lots of options!
• Any experience (with STEM) is worth sharing; 

anyone can volunteer with us.

Strategies
• Adaptating to local context (local autonomy within 

a supportive program structure)
• Learning outcomes designed to create impact; 

constantly changing to help meet that goal.
• Finding and building partnerships
• “I don’t know, so let’s find out!” 
• Exposing so many different fields/diversity
• Cross-sectional and broad programs are supported.

BrainSTEM Alliance: Theory of 
Change



SMART Goals/ 
Priority Areas
Specific, Measurable, 
Attainable, Relevant, 
Timely. Example: A 
man on the moon 
before this decade is 
out.

Inputs
All the things 
invested/needed 
by the org to 
meet the goal.

Activities
Specific steps to 
meet the goal. 
Example: Deliver… 
Develop… Train… 
Facilitate… Assess… 
Partner… Provide…
Recruit…

Measurable 
Outputs
Immediate 
measurables 
from activities. 
Example: 
Program 
attendance, 
number of 
programs run, 
number of 
partnerships.

Short Term 
Outcomes
What are the 
changes in 
participants, 
clients, partner 
organizations 
and volunteers 
because they 
took part?

Medium 
Term 
Outcomes
What has
happened as a
result of the
short term
outcomes?

Long Term 
Outcomes

Should map to 
anticipated 
changes.

Program Area: 

ImpactStrategies



Next Steps

• Incorporate any reflections from the workshop – this will involve adding, deleting or editing parts of the theory 
of change.

• Continue to identify/refine stances which tie with the organization’s mission, values and overall focus. 
• Continue to identify/refine strategies (tactics) which have been successful in driving impact, or which you 

believe will drive impact in the future. These strategies will generally hold true across multiple program areas.
• Colour code the strategies to identify which program areas (for example, building a program delivery model 

and volunteer structure which is scalable across the country; developing and inspiring partnerships with 
partner serving organizations; creating programs filled with “aha” moments to inspire love of STEM) each 
strategy is appropriate for. Several strategies will fit into several colour areas.

• What are the SMART goals (specific, measurable, attainable, relevant and timely) of each program area?
• Identify where current activities fit in relation to the colour areas. What strategies do they use? Are there other 

strategies which could expand their impact? What are the outcomes do these activities lead to?


