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A guide to impact assessment for 
charities

Introduction to this guide

In 2017, In Kind Direct and PwC undertook 
research into the product giving market 
(www.inkinddirect.org/research/) to better 
understand the economic, social, and 
environmental value of product giving. 

The research helped identify a number of 
actions to increase the amount of products 
donated by companies, and to increase the 
positive impact that these donations can make.
 
A key enabler of product donations was found 
to be the ability to assess the social and 
environmental impacts of donations. With a 
better understanding of impact, both 
companies and charities are able to better 
communicate the value that they can deliver 
together. 

Who should use this guide?

• This guide is intended to be used by charities of 
any shape and size, and their partners who would 
like to better understand their impact.

• There is a focus on measuring and 
communicating impacts from product 
donations, so it will be particularly relevant for those 
that receive products. 

• For the purposes of this guide, “charities” 
refers to all not-for-profit organisations,
including registered charities, social 
enterprises, CICs, CIOs, community groups and 
schools.

How to use this guide?

This guide works through the stages of the impact assessment in a structured way. It can be used for your 
whole organisation or a particular project. If you are measuring impact for the first time, follow the guide 
from start to finish. If you are familiar with impact measurement, you may wish to refer to sections on 
specific areas of interest. If you are new to measuring impact, the following tips may be helpful:
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Do: Don’t:
✓ Read through the whole guide first. ⨯ Get overwhelmed.

✓ Follow the guide step-by-step. ⨯ Try to jump ahead to the later stages of 
impact assessment.

✓ Start small - try measuring the impact of one 
project or activity.

⨯ Start by trying to use the guide for your whole 
organisation at once.

✓ Prioritise which impacts are most material 
(see page 8).

⨯ Try to measure every impact for your charity.

✓ Recognise that impact measurement can 
take time, but has real benefits.

⨯ Be daunted by the time commitment.

✓ Realise it’s an iterative process - you can 
build on your impact assessment each time.

⨯ Expect to have a perfect impact assessment 
first time.



Introduction to impact assessment

What is impact assessment?

Impact assessment enables charities to understand how their activities affect society and 
the environment. 

Impact is a marked effect, change, or influence on individuals, communities, society and/or the 
environment as a result of an organisation’s activities. An assessment is an evaluation of the nature e.g. 
positive or negative, and magnitude of these impacts. Therefore, an impact assessment 
enables an organisation to understand and measure the significance of changes and effects brought about 
by their activities. 

Impact assessments can be qualitative, quantitative, or a mixture of both. Qualitative impact 
assessments tend to be based on stories and case studies, with descriptions and anecdotes from 
beneficiaries about how an organisation’s activities have affected them. Quantitative impact 
assessments enable organisations to report with numerical data. Organisations may also choose to 
value their impacts in monetary terms. This allows non-financial impacts e.g. confidence and 
wellbeing, to be compared alongside financial information. 

Why measure impact?

• As funding changes, charities are increasingly expected to demonstrate measurable impact. 

• A survey conducted by New Philanthropy Capital in 2013 found that over 90% of donors pay 
attention to the impact of charities when giving money.

• Charities are feeling this pressure - according a 2018 report on the status of UK fundraising, 89% of 
charities have noticed an increased need to demonstrate their impact and how this aligns with their mission. 

• Impact measurement is not only important for fundraising and external stakeholder engagement. It can also 
help a charity assess whether they are achieving their purpose and improve their planning and operations.

• Impact measurement can help you to:

○ Better understand your charity’s purpose

○ Plan your strategy

○ Attract funding and secure new contracts

○ Improve your operations and make them more efficient

○ Enhance marketing, communications and stakeholder engagement

1 New Philanthropy Capital, 2013, “Money for Good UK: Understanding donor motivation and behaviour”
2 Institute of Fundraising, 2018, “The Status of UK Fundraising 2018 Benchmark Report”

There are four key stages in conducting an impact assessment.
The rest of the guide will take you through each of these stages, step-by-step.
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What are the key steps in an impact 
assessment?

Scope your assessment & map your impacts

Key questions you will work through:
What are you measuring? 
How does your organisation, project or activity generate impact?

Assess materiality & test your impact pathway

Key questions you will work through:
What are your most significant impacts?
What are your most relevant impacts?

1

2

3 Calculate your impacts

Key questions you will work through:
How will you calculate your impacts? What data will you need?
Will you value your impacts or just quantify them?

4 Communicate the results

Key questions you will work through:
Who will you communicate your impacts to, internally and 
externally? 

There are four key stages in conducting an impact assessment.
The rest of the guide will take you through each of these stages, step-by-step.

An ongoing worked example has been included throughout this guide to illustrate how a charity might 
follow each step to assess and calculate their impacts.

Page 14
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Stage 1: Scope your assessment
and map your impacts

1 Scope 
and map

Key QuestionsKey Questions
• Scoping: What are you measuring? i.e. impacts of the entire organisation, or a particular programme
• Impact mapping: How does your organisation, project or activity generate impact? 

Things to consider when defining scope 
• Consider your organisation’s mission statement, values, strategy, and stakeholder expectations as a starting 
point for deciding what to include in your scope. 
• Your scope may be limited by the time and resources available. Select a manageable scope.

Things to consider when mapping impacts
• Impacts are what has changed as a result of your work - consider both positive and negative impacts. 

Use impact pathways (also referred to as Theory of Change visualisations) to break down your 
organisation’s activities and expected impacts to make assessing them easier. 

An impact pathway is typically made up of five stages as shown below. Use the prompting questions to help map 
out your impact pathway. Italics text relates to product giving from charities to beneficiaries.

Inputs

Activity

Output

Outcome

Impact 

The contributions (resources) 
made by each stakeholder that 
are necessary for the activity 
to happen

Description of activity carried 
out using the inputs

Tangible results of the activity 
e.g. number of attendees, 
value of products donated

Changes (intended and 
unintended) resulting from the 
activity e.g. reduced financial 
strain

Cumulative effect of the outcomes. 
Impacts can be assigned a 
monetary value e.g. increased 
disposable income 

● What types of resources e.g. finance, staff, 
materials, do you need to carry out your activities? 

● What types of products do you receive that are 
used for your activities?

● What does your organisation do? 
● What activities are carried out using the resources 

listed as inputs? 
● What happens to the products donated?

● How many people participate in your activities? 
● How frequent are the activities you organise? 
● Who and how many people receive and use the 

donated products?

● What direct and indirect effects have the activity 
had on participants? 

● Have the beneficiaries reported any benefits from 
receiving the donated products? 

● What is the value of the changes the beneficiaries 
or your charity have experienced?

● How have donated products affected people?

Some examples of impacts which you may want to consider including are:
→ Improving wellbeing → Reducing unemployment  → Reducing costs to the NHS
→ Improving confidence → Improving educational outcomes → Reducing your own costs
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Worked Example (part 1/3)
1 Scope 
and map

Charity X is a small UK-based organisation that provides hygiene products, including soap, toothpaste and san-
itary products to homeless people and others who are vulnerable. They have a large donation centre in London 
and a smaller one in Manchester.

The hygiene products are donated by companies, either because they are surplus or because they cannot be 
sold e.g. minor printing errors on the packaging. The charity covers its operating costs from grants and dona-
tions. The charity provides a space for beneficiaries to spend some time in their centre during the day, although 
they cannot offer food or drinks.

In response to increasing requests from its donors, Charity X has decided to calculate its impacts, 
following the steps in this guide. 

Narrowing down the scope

Charity X decides to focus on assessing the impact of its product 
donation programme in London because it is: 

• Significant to the charity’s purpose: Providing hygiene 
products to those in need is Charity X’s primary purpose. Other 
activities are less relevant – the shelter is really a side benefit of 
providing the products and not well used.

• Very important to stakeholders: The charity’s donors are 
likely to be most interested in the effects of the product giving 
programme, particularly companies who will want to know the 
impacts of their donations.

• Most material / has biggest impacts: The Manchester centre 
gives out only a small fraction of the overall products, so will not 
be assessed due to limited time and resources.

Programmes / activities:
Providing hygiene products
Providing daytime shelter 

Regions:
London, Manchester

Product 
donation 

programme in 
London

S
u

m
m

ar
y 

o
f 

C
h

ar
it

y 
X

In
it

ia
l 

S
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p
e

Mapping impact pathways

Inputs Activities Outputs Outcomes Impacts

Donated 
toothpaste

Donated soap

Donated 
sanitary 
products

Financial 
donations

Charity X 
receives 
products

Charity X 
distributes 
products to 
beneficiaries

Beneficiaries 
receive 
toothpaste, soap 
and sanitary 
products

Charity X saves 
money it would 
have spent on 
purchasing 
products

Improved hygiene

Reduced 
overhead costs

Reduced financial 
strain on charity

Reduced financial 
burden on 
beneficiaries

Improved oral, 
menstrual, and 
physical health

Improved confidence 
& mental wellbeing

Increased social 
interactions

Fewer days of school 
missed (sanitary  
products only)

Increased disposable 
income
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Stage 2: Prioritise your impacts 
and test your impact pathway

2 Assess 
and test

Key Questions
• What are your most significant impacts? i.e. which impacts have the largest magnitude? 
• What are your most relevant impacts? i.e. which impacts are most important to our stakeholders?

Things to consider when assessing materiality 
• In practice, organisations rarely measure all of the impacts they create, due to limitations on time and 
resources. It is therefore important to prioritise the impacts which are largest and/or most important to key 
stakeholders. These are known as the most “material” impacts and identifying them is known as a “materiality 
assessment.”

• Conducting a materiality assessment helps you narrow down the number of impacts that you are assessing. 
You may have a large number of impacts on your impact pathway, but only actually measure one or two.

Medium to high 
materiality

Very high 
materiality

Medium to high 
materiality

No or low 
materiality

One way of conducting a materiality assessment is 
using a diagram like the one on the right. You can plot 
the impacts from your impact pathway on the diagram, 
based on their importance and magnitude.

Impacts towards the top right have high materiality, 
whilst impacts towards the bottom left have low 
materiality. You will only measure the most material. 

To ensure your materiality assessment is robust and 
credible, you should:

1.  Gather views from a range of internal (and
 possibly external) stakeholders.
2.  Provide them with supporting information to 
make informed judgements.

Best practice materiality assessments will also:

1.  Validate results with evidence. 
2.  Disclose the materiality process and results 
so others can review them.

Relevance 
Stakeholders’ 
perception of 

importance

Significance
Magnitude of the 
impact associated

Other things you may want to consider… 

1. Attribution: How much of the impact was caused by your organisation’s activity? 
○ For some activities, you will have caused all the impact but for others e.g. helping someone get a job, 
only part of the impact is attributable to your organisation 

2. Deadweight: Would the outcomes and impacts of your activity have happened anyway? 
○ Some outcomes might have happened anyway. Even if you did not supply a toothbrush to a beneficiary, 
would another charity have stepped in?

3. Duration: How long do the impacts last? 
○ Are your impacts short-term, or do they last a lifetime? A related concept is drop-off – will your impacts 
stop after participants stop taking part in an activity?
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2 Assess 
and test Worked Example (part 2/3) 2 Assess 

and test

Materiality assessment

Charity X plots its impacts on the diagram below:

• Horizontally, they have marked the increasing significance, or relative size of the impacts, from left to 
right. (This information is estimated based on easily available data and information e.g. existing studies, 
or surveys of beneficiaries)

• Vertically, they have marked the increasing relevance, or importance of the impacts to stakeholders, 
from bottom to top. (This information is based on conversations with some of Charity X’s key donors, 
trustees and beneficiaries.)
 

Highly material –
in scope

Relevance 
Stakeholders’ 
perception of 
importance

Significance
Magnitude of the 

impact associated

Improved oral, 
menstrual, and 
physical health

Improved confidence 
& mental wellbeing

Increased social 
interactions

Fewer days of 
school missed

Increased
disposable
income Reduced financial 

strain on charity

Relatively 
immaterial 

– out of 
scope

Relatively 
immaterial 

– out of 
scope

They draw a circle in the top 
right section to decide which 
impacts to measure.

Note that the size of this 
circle will depend on 
available resources – if 
they had more time, they 
might also value the health 
effects.

Attribution Based on a survey of their beneficiaries, Charity X find that they source approximately 
25% of their hygiene products from the charity.

Deadweight From the survey, Charity X find that 50% of their beneficiaries would source hygiene 
products from alternative charities if they could not find them from Charity X.

Duration Charity X will measure the impacts of their programmes in the current year.

Other things to consider...
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Stage 3: Calculate your 
impacts (1/2) 3 Calculate

Key Questions
• How will you calculate your impacts? What data will you need?
• Will you value your impacts or just quantify them?

Things to consider when calculating impacts
• There are various methods you can use to calculate your impacts. Some of these stop at quantifying your 
impacts, whilst others go further to value them in monetary terms.

• Charities are increasingly choosing to value and report on their impacts in monetary terms, partly due to the 
growing demand for them to do so. This is partly because monetised impacts are more comparable, allowing 
companies and charities to see where they can generate most value, or Social Return on Investment (SROI).

To calculate your impacts, you will need to make 
use of both primary data (e.g. operational data 
about your spending, survey findings from your 
beneficiaries) and secondary data (e.g. the value 
of your impacts). Some examples of data sources 
have been provided on page 16.

If you cannot find all of the data you need, you 
may need to think creatively. Is there an 
alternative way you could measure your impact? 
Could you rely on similar studies or use proxies 
(alternative data to approximate missing data)? 

If you are ever in doubt about any of your data or 
calculations, you should go with the more 
conservative option, so as not to over-claim how 
big your impacts are.  Make sure you record all of 
your decisions and sources for future reference.

It is fine to make reasonable assumptions and 
simplifications in your calculations but make sure 
to keep a log of them, so that anyone who sees 
the results understands the assumptions you 
made. In your log, it is good practice to include 
two ratings next to each assumption – one giving 
an estimate of how likely it is to be true (High, 
Medium or Low likelihood) and one estimating 
how big of an effect it has on your results (High, 
Medium or Low effect).

Some charities will report their impacts as a range 
due to uncertainty about their assumptions. For 
example, if you aren’t sure how many people you 
helped, but know it was between 100 and 200, 
you could do two separate calculations – the first 
using the 100 figure and the second using 200, to 
see how big an effect this has on your results. 

When costs to your charity occur in different 
years, you need to calculate their present value. 
This is because £1 today is worth less than a £1 a 
year ago (due to inflation and interest) and more 
than £1 in a year’s time. 

You may be able to avoid including discounting 
calculations by keeping the scope of your impact 
assessments to a single year. However, if you run 
long-term projects over multiple years, or want to 
compare SROIs between years, you can refer to 
this guide (see resources on page 15 for full link).

You should do your calculations in a spreadsheet 
if possible, and take notes on each step so that 
you, or anyone else, will be able to understand 
what you did when you look back in the future. 
If possible, get a second person to review your 
work, to sense-check your steps and to help make 
sure you haven’t made any errors. 

Data Assumptions

Discounting Review
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Stage 3: Calculate your 
impacts (1/2)

Stage 3: Calculate your 
impacts (2/2) 3 Calculate

Value of impacts

Value of inputs

To value your inputs you need 
to make sure they are in a 

consistent unit (£ in a given 
time period) and then add them 

all up.

To value your impacts, you 
need to work out how many 
people you helped and how 

much of a difference you made 
to them – and then multiply 
those numbers together. 

SROI =

Social Return on Investment (SROI)

A common method for valuing impacts is to
calculate the Social Return on Investment, or 
SROI. The SROI is the ratio of the value of 
your impacts to the value of your inputs. It is a 
standardised and widely used measure, 
particularly in the charitable sector, and more 
broadly where end-products are difficult to 
monetise, such as improvements in 
healthcare, increased awareness and 
environmental impacts. The SROI method has 
been standardised by Social Value UK 
(www.socialvalueuk.org/).

SROI is really useful to show how efficiently 
inputs are used to create impact. The SROI 
can be compared between projects and 
organisations, to determine how resources can 
be best distributed to improve performance and 
maximise impact. 

What does the value of your SROI mean?

An SROI is usually written as a ratio e.g. £2:£1. This means that £2 of social value are generated for every £1 of 
input. See below for a description of what your social value number might mean.

<£1 £2-4 >£10
The value of your impacts is 
less than the value of your 
inputs.

This may indicate that you 
have missed or excluded 
some major impacts, so you 
may want to visit your 
materiality assessment to 
see if other major impacts 
should be added.

Each £1 put into your 
organisation generates 
£2-4 of social value.

This is the most common 
range of SROIs reported by 
charitable organisations. 

The value of your impacts is much 
more than the value of inputs.

Whilst this is possible, an SROI 
much higher than £10 is uncommon, 
and therefore likely to be more heav-
ily scrutinised. 

If this is the case, you may want to 
reconsider whether you have over-
claimed the proportion of impacts 
which can be attributed to your 
organisation or whether you have 
excluded some important costs.
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Worked example (part 3a/3)
3 Calculate

No. of 
beneficiaries

Operational 
data: 
1000 people

% gaining an 
increase in 
confidence

Survey:
40%

Improvement 
in confidence 
/ wellbeing

Literature / 
survey:
30%

Value of 
confidence

Literature:
£10,000

Attribution 
factor1

Survey:
25%

No. of 
beneficiaries 
receiving 
menstrual 
products1

Operational 
data: 
500 women

Number of 
extra days in 
school as a 
result of 
menstrual 
products

Survey:
5

Value of an 
extra day in 
school

Literature
£10

Deadweight 
factor1

Survey:
50%

% who report 
they would 
have missed 
school 
without 
products

Survey / 
literature
7%

( )

( )

Notes:

1. Note how Charity X has applied 
the attribution and deadweight 
factors from Stage 2.
2. Data in italics is estimated or 
obtained through additional
research. See example data sources 
and resources on pages 15 and 16.

Value of impacts =

≈ £150,000

Total value of 
confidence 
created

£1,200,000

Attribution 
factor

Survey:
25%

Deadweight 
factor

Survey:
50%

Total value of 
extra school 
days 
generated

£1,750

( )=

Value of impacts
Value of inputs

SROI =
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Worked example (part 3b/3)
3 Calculate

Value of 
products 
donated

Cost of 
overheads Staff costs

Cost of 
product 
transport

Value of 
inputs =

Data Required Value of 
products 
donated*

Cost of 
overheads

Cost of transport 
of products Staff costs

Unit Required £ / year £ / year £ / year £ / year

Data Source Operational data Operational data Research data Operational data

Data Charity X 
has available

Total number of 
products donated 

each month

% of products 
given out each 

month

Total annual 
overhead costs for 

charity

Centre location

Locations 
products are 
donated from

Average number 
of trips in a year

Salary data

Staff roster 

How to adjust 
data Charity X 
has to format 
required

Data in italics can 
be found through 
additional 
research or 
estimated

(Total products 
donated in a year)

X
Average value of 

product

Note: include 
value of all 

products donated 
(even if they were 
not given out) as 

they are still costs

Total annual 
overhead costs

X 
% attributable to 
product donation 

programme

Mean distance 
between centre 

and product 
donation location 

in miles 
X 

Average number 
of trips in a year

X
Transport cost per 

mile

Total for all staff 
members of:

(Salary
X

% of time spent on 
product giving 
programme) 

Discount Factor? N/A as Charity X is using current year data (as determined in Stage 2).

* When valuing inputs, use the cost you actually paid for the goods. The retail value may be higher

= £20,000
Value of 
products 
donated

£10,000

Cost of 
overheads

£2,500

Staff costs

£6,500

Cost of 
product 
transport

£1,000

Value of impacts
Value of inputs

SROI = £7.50 of social value 
generated per £1 spent

£150,000
£20,000

= =
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Stage 4: Communicate and report
your impacts 4 Report

Key Questions
• Who will you communicate your impacts to, internally and externally? 
• How will you communicate your results? 

Things to consider when communicating and reporting your impacts
• Think about your key stakeholders and what type of information they may be most interested in. 
• Tell a compelling story about your organisation and what you do. 
• Think about your organisation’s brand, image, and mission when choosing how best to communicate. 

Reporting best practice

Credible
Be transparent and validate your 
methodology with third parties or 

public / sector guidelines.

Compelling
Tell an engaging story e.g. 

supplement numbers with case 
studies from beneficiaries.

Clear
Keep the messages focused and 

concise so that it is easy for 
readers to digest and understand. 

St Giles Trust SROI 
evaluation of its 
Peer to the Future 
programme

In Kind Direct Survey-based 
impact reporting of donated 
products

Examples of communicating impact

Examples of channels of communication: 

Internal communications: Despite only reaching a limited audience, internal communications e.g. team 
newsletters and town hall sessions are effective for improving employee engagement.

Annual report: Reporting impact alongside mainstream financial information increases credibility, however, 
there may be potentially lower readership compared to reporting via social media. 

Public campaigns: Campaigns may be more effective at boosting public awareness and may have a more 
lasting effect. However, the associated costs are higher. 

Website: Websites have high accessibility to all audiences and raises awareness of the organisation as the 
mission, activities etc. are all in one place. 

Social media: Reporting on social media has wider reach and is easily distributed. The potential downside is 
that it may require more resources for active management and cyber risk management. 

Reporting best practice

Credible
Be transparent and validate your 
methodology with third parties or 

public / sector guidelines.

Compelling
Tell an engaging story e.g. 

supplement numbers with case 
studies from beneficiaries.

Clear
Keep the messages focused and 

concise so that it is easy for 
readers to digest and understand. 

St Giles Trust SROI 
evaluation of its 
Peer to the Future 
programme

In Kind Direct Survey-based 
impact reporting of donated 
products
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Examples of communicating impact

Glossary

Further Reading
Name Description Link

Social Value UK A more detailed guide on how to calculate SROI. http://www.socialvalueuk.org/resource
/a-guide-to-social-return-on-
investment-2012/

New Philanthropy 
Capital

Website with a variety of tools and resources on 
measurement, evaluation, and data. This may be useful if you 
are stuck on a particular step of the process e.g. building an 
impact pathway.

https://www.thinknpc.org/themes/mea
sure-and-manage-impact/impact-
measurement-evaluation-and-data/

Small Charities 
Coalition

Collection of publicly available guides, tools, and templates 
available for impact measurement.  

https://www.smallcharities.org.uk/reso
urces-evaluation-impact/

DCF for Dummies Guide to discounting (for costs experienced in different time 
periods). This may be useful if you are calculating impacts 
over more than a year.

https://www.ganador.com.au/retailsm
art/2008/5/22/dcf-for-dummies.html

Name Description Link
http://www.socialvalueuk.org/
resource/a-guide-to-social-return-on-
investment-2012/

https://www.thinknpc.org/themes/
measure-and-manage-impact/
impact-measurement-evalution-
and-data/ 

https://www.smallcharities.org.uk/
resources-evaluation-impact/ 

https://www.ganador.com.au/retail
smart/2008/5/22/dcf-for-dummies.html 
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Term Definition

Attribution % attribution is used to describe how much of an impact is caused by a particular organisation/activity.

Assumptions log A list of the assumptions made as part of a calculation, along with an assessment of how likely they are 
to be true, and the effect on the final results if they are not.

Counterfactual “What would have happened anyway”. This helps to understand the difference an activity has made.

Deadweight A measure of the amount of the outcome that would have happened even if the activity had not taken 
place i.e. if the outcome / impact would have happened anyway under the counterfactual.

Discount factor An accounting principle used to compare costs in different time periods. For example, a discount factor 
would be used for projects which last more than one year.

Impact The cumulative effect of the activity, above and beyond what would have happened anyway. Impacts 
may be negative or positive and can be assigned a monetary value.

Impact pathway A tool to illustrate how the inputs and activities lead to ultimate desired outcome and impact. This is 
sometimes called a Theory of Change.

Inputs The contributions (resources i.e. money, people, facilities, and equipment) made by each stakeholder 
that are necessary for the activity to happen.

Material Something is “material” if it is likely to influence the views or decisions of those reading or using the 
results of the impact assessment. 

Outcomes Changes (intended and unintended) resulting from the activity e.g. reduced financial strain. Outcomes 
are always expressed as a change, an increase or a decrease of some factor.

Outputs Tangible results of the activity e.g. number of attendees, value of products donated. A measurable unit of 
production created by the activities of a company or organisation. This can be a good or service 
delivered, for example the number of people trained, or a by-product.

Proxy An approximation of a measure that is difficult to obtain.

Social Return on 
Investment

The monetised impact, expressed as a ratio of social impact to costs of the input required to deliver the 
impact (for example £3 of social value delivered for every £1 spent).

Stakeholder Any person, group, or organisation that is interested in or affected by an organisation.



Example Data Sources

14
16

Stage Description Data required Data sources

Inputs The contributions (resources money, 
people, facilities, equipment) that are 
necessary for the activity to happen.

Staff wages to deliver programmes Internal financial data

Costs of material and equipment Internal financial data

Volume and value of donated 
products (cost paid by charity, 
which may differ from retail value)

Inventories of products received
Internal financial data

Activity The activity or programme which is 
carried out using the inputs – what you 
actually do.

Description of activity carried out / 
donations made

Internal operational data
Programme managers

No., frequency, duration of 
activities

Programme managers

Outputs Tangible results of the activity e.g. no. 
of attendees, value of products 
donated. A measurable unit of 
production created by the activities of a 
company or organisation. This can be 
goods or a service delivered, or a by-
product. 

No. of participants or beneficiaries 
in a programme 

Programme information

For participants, the direct benefit 
received (e.g training / donations ) 

Programme information 

For beneficiaries of donated 
products, amount and type of 
goods donated

Internal records of products 
donated 

Outcomes Changes (intended and unintended) 
resulting from the activity e.g. reduced 
financial strain. Outcomes are always 
expressed as a change, (increase or 
decrease) of some factor.

Skill acquired Participant survey/follow-up study

Access to new opportunities Participant survey/follow-up study

Money saved from receiving 
product donation

Financial / accounting data 
(calculated) 

Change experienced from receiving 
product donation

Participant survey/follow-up study

Impacts The cumulative effect of the activity, 
above and beyond what would have 
happened anyway. Impacts may be 
negative or positive and can be 
assigned a monetary value.

Savings in government expenditure 
(e.g social security / health 
expenditure)

Proxy data from publicly available 
sources (adjusted for organisation's 
activities) 

Reduction in unemployment Proxy data from publicly available 
sources (adjusted for organisation's 
activities) 

Resources
Name Description Link

HACT A database of the social value (in £) of a variety of impacts e.g. 
employment, confidence, housing, health, crime. Also contains 
suggested survey questions which can be used to help measure 
impact. This link requires sign-up but this is quick, free and won’t lead 
to spam emails.

https://www.hact.org.uk/value-
calculator

Inspiring Impact A collection of useful tools and databases to help assess a variety of 
impacts e.g. education, skills, health, housing, social services.

https://www.inspiringimpact.org/re
source-library/

Living Wage 
Foundation

Current UK living wage, which can be used to value volunteer time. https://www.livingwage.org.uk/wh
at-real-living-wage

Measuring Up! A database of suggested indicators which can be used to measure 
impact. Use this to point you in the right direction if you are stuck on 
how to measure your impact.

https://www.bond.org.uk/resource
s/impact-builder



About PwC
PwC UK helps organisations and individuals create the value they’re looking for. We’re a 
member of the PwC network of firms in 158 countries with more than 236,000 people committed 
to delivering quality in assurance, tax and advisory services. You can find out more by visiting us 
at www.pwc.com/uk.

The Sustainability and Climate Change team at PwC UK helps both public and private sector 
clients address the specific and immediate issues relating to sustainability, as well as with 
longer-term strategic thinking. The PwC global Sustainability and Climate Change network
includes 700 people working in over 62 countries, with 100 based in the UK.

PwC is also one of the leading providers of professional services to the charity sector and has a 
deep understanding of such organisations. We audit over 30 of the top 200 charities in the UK – 
more than any other firm – and we have excellent links with the Charity Commission and other 
sector bodies.

About In Kind Direct
Founded in 1997 by HRH The Prince of Wales, In Kind Direct distributes new consumer goods 
donated by companies to meet the critical needs of UK charitable organisations working at home 
and abroad. In Kind Direct is the UK’s leading product giving charity. To date, it has supplied 
goods worth more than £200 million from over 1,125 donor companies to 10,000 charitable 
partners, helping millions of people and diverting 25,000 tonnes of products from waste.

In Kind Direct engages with a diverse stakeholder group: the third sector, businesses, 
sustainability and circular economy specialists, philanthropists, the media, and ultimately the 
general public to raise awareness of the value and benefits of product giving.

Charitable organisations can register with In Kind Direct for free online. Find out more by visiting 
www.inkinddirect.org.

This document is the overall responsibility of In Kind Direct. PwC has contributed to the creation of this document by input on specific technical 
content regarding the impact assessment process. The Guide does not constitute professional advice and you should seek such advice if you 
have any particular issues or concerns related to acting upon its contents.

In this document, “PwC” refers to the UK member firm, and may sometimes refer to the PwC network. Each member firm is a separate legal 
entity. Please see www.pwc.com/structure for further details.

© In Kind Direct 2019. All rights reserved. 

In Kind Direct is a registered charity in 
England and Wales 1052679. This item has been printed on material sourced from 

responsibly managed forests and is manufactured 
to the ISO 14001 international standard, minimising 
negative impacts on the environment. Printed on 
the iGen3® Digital production Press.


