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Our vision is what we strive to accomplish. It’s our ‘what’, our 
North Star, our desired future state and a summary of the impact 
we are trying to make. 

Our vision is a community where every 
individual has the confidence, tools, 
and opportunities to thrive—free from 
poverty, deprivation, and isolation.

4

Our Vision



Our mission is how we strive to achieve this. How we are going 
to live the purpose and reach our vision. 

Our mission is to provide free, 
independent, and non-judgmental 
advice that tackles the root causes of 
hardship. Through ongoing support, 
advocacy, and empowerment, 
supporting people to thrive.

We ensure equal access to our 
services, listening with compassion, 
giving hope and delivering practical 
solutions through support and advice.
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Our Mission



The reason we exist, and why anyone should care. 

To deliver hope, dignity, and a lifeline 
for individuals in need, so that our 
neighbours feel seen, valued, and 
empowered to break free from barriers 
holding them back.
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Our Purpose



Our Personality
How we show up in the world.

Approachable
Plain-English copy, first-name 
introductions and warm visuals make us 
feel like the neighbour who knocks, not a 
remote agency. Drop-in hours sync with 
school runs and shift patterns, and every 
email or social post ends with an open 
invitation: “Pop in, call, or just reply here.”

Non-judgemental
We greet problems with curiosity, not 
blame: “Tell us what’s happened” replaces 
“Why didn’t you…?”. Front-of-house spaces 
are deliberately informal (round tables, 
no glass screens), and case studies strip 
out any language that could shame or 
stereotype.

Hopeful
Stories lead with the breakthrough, not 
the crisis: “Maria won her appeal” before 
“Maria was refused benefits.” Brand 
photography favours natural light and 
forward-looking shots; colour accents 
lift the palette to signal optimism without 
glossing over reality.

Empowering
We treat every client as the driver of their 
own journey. Our role is to hand over the 
map, not steer the wheel. Communications 
give clear options and “next-step” 
choices; imagery shows clients side-by-
side with advisers, never in a posture of 
dependence.
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Summary of 
Strategies:
2025 - 2030
This is a summary of the strategies we have put in place for 
years 1, 2, 3 and 5. If you wish to read the whole document, this 
is available on request.

Services 
Aim: 
Develop an operational response that meets 
the needs of the people served in a way that 
is free, independent, and inclusive. Provide 
high-quality advice and support to empower 
individuals and families to thrive with a 
flexible and achievable approach.

Purpose: 
1.	 Address root causes of poverty and 

deprivation while enhancing quality of life.
2.	 Deliver advice and support that is 

high-quality, up-to-date, recognisable, 
inclusive, diverse, and equitable.

3.	 Streamline operations to establish a 
smarter, more efficient way of working. 

People 
Aim: 
To build an inclusive, diverse, and supportive 
environment that empowers employees 
and volunteers to grow and thrive. By 
prioritising development, engagement, and 
clear structures, we reflect the diverse 
communities we serve while staying true 
to our values of helping hands and shared 
growth.

Purpose: 
1.	 Foundation for Growth: Establish 

pathways for the personal and 
professional development of employees 
and volunteers, ensuring they can 
achieve their full potential.

2.	 Safe and Inclusive Environment: Create a 
workplace rooted in trust, transparency, 
and consistency to support well-being 
and growth.

3.	 Reflective Practices: Implement Equality, 
Diversity, Inclusion, and Belonging (EDIB), 
trauma-informed practices, and cultural 
change to align with the charity’s mission.

4.	 Engagement and Structure: Ensure 
meaningful engagement by streamlining 
processes, providing clear roles, and 
fostering organisational alignment.
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Governance 
Aim: 
To enable the Board members to lead the 
Trust having the right information, skills, 
experience and diversity of membership. 
Ensuring that the board is clear about its 
role, the charity’s aims and overseeing that 
these are being delivered effectively and 
sustainably.

Purpose: 
1.	 Regularly assess the Board’s 

understanding and ability to govern the 
Trust and support the CEO (using the 
NCVO governance wheel)

2.	 Rewrite the existing Articles and 
Memorandum of Association to reflect the 
current reality and the desired strategy 
going forward.

3.	 Hold the management team (specifically 
the CEO) to account in terms of the 
quality of the service provision and 
following the strategy (within the 
framework of the agreed scheme of 
delegation)

4.	 Ensure that the financial controls are 
in place, that budgets are agreed and 
managed and that the reserves of the 
Trust are built up and maintained.

Marketing 
Aim: 
Align the organisation’s vision with its core 
values to establish a compelling identity. The 
goal is to make the organisation engaging 
and attractive to all stakeholders.

Purpose: 
1.	 Understand the target audience – 

stakeholders, businesses, team members, 
and clients.

2.	 Address needs (of service users, 
stakeholders, contracts and public) in a 
meaningful way that drives engagement 
through impactful marketing

Finance 
Aim: 
To secure and manage diverse, sustainable 
funding streams to empower the charity 
to address the needs of its beneficiaries 
effectively. Ensure transparency, 
accountability, and financial health while 
aligning with the charity’s values and shared 
growth.

Purpose: 
1.	 Diversified Revenue Streams: Establish 

multiple income sources to reduce 
reliance on a single funding type and 
provide financial resilience.

2.	 Financial Stability: Develop and 
implement sound financial practices to 
manage resources effectively, ensuring 
long-term sustainability.

3.	 Engaged Stakeholders: Build strong 
relationships with donors, funders, and 
partners, fostering trust and long-term 
support.

4.	 Impact-Focused Finances: Use funding 
strategically to maximise the charity’s 
impact and empower individuals and 
communities.
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Accountability 
Our Key Accountabilities:
1.	 Does this align with our core value of 

delivery?
2.	 Ensuring suitability and sustainability in 

the charity’s growth: Will it achieve long-
term or short-term impact?

3.	 Creating positive and meaningful 
outcomes that are cost-effective, 
rewarding for the team, and impactful for 
service users.
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