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EXECUTIVE SUMMARY

In Kind Direct (IKD) is a UK charity that distributes consumer goods donated by companies
to UK charitable organisations working in the UK and overseas. They believe that everyone
deserves access to life’s essentials and that no usable product should go to waste. IKD
connects companies with new, usable consumer goods to donate, to a network of thousands
of charities, community groups, food banks, and schools that work across communities to
provide support, thus enabling powerful partnerships, and more communities to thrive.

With rapidly rising living expenses and relatively stagnant income growth over the past
decade, this evaluation seeks to better understand IKD’s impact across their substantial
network of charitable organisations and on the end users of those charitable organisations’
services. NEF Consulting conducted a mixed-methods evaluation of IKD’s product
distribution between March and May 2022. This included developing three co-designed
Theories of Change (ToCs) for IKD’s key stakeholder groups (charitable organisations,
young people aged 18-24 (YP), and low-income families (LI)), conducting case study
interviews with seven end users of charitable organisations who receive products from IKD,
and an online survey of 52 members of IKD’s charitable organisation network. We used the
data from this survey to conduct a social cost-benefit analysis (SCBA) of the value created
for charitable organisations, relative to IKD’s running costs.

The ToCs identified the following key outcomes for the three stakeholder groups, drawing on
the experience of six charitable organisations receiving support from IKD:

Charitable organisations

= Reduced expenditure on products.
= |Increased number of end users reached.
= Improved relationships with other organisations.

Young people aged 18-24 (YP)

= Increased confidence.
= Increased autonomy.
= Increased sense of belonging.

Low-income families (LI)

= Reduced anxiety (for parents).
= Increased sense of belonging (for school-age children).
= Increased attendance at school (for school-age children).

Interviews with seven individuals from the YP and LI stakeholder groups revealed significant
changes in their lives arising from the support they had received from IKD and in turn from
charitable organisations supported by IKD. Four case studies developed from individual
interviews highlight the transformative impact that support and everyday products, such as
hygiene and self-care products, clothing, food supplies, and children’s art supplies, have had
on people experiencing severe poverty, recovering from unexpected crises, or coping with
the effects of the pandemic.



Measuring the Social Impact of In Kind Direct

The following were among the most prominent outcomes mentioned in the interviews:

= Confidence (YP): Developing confidence in themselves (improved self-esteem), in
the way they handle day-to-day matters, and how they interact with new people.

= Sense of worth and belonging (LI and YP): Feeling that they deserve to “have
normal things” and feel part of a community. This was linked to improved wellbeing
and positive functioning.

= Improved relationship with families (LI): Linked to reduced stress and anxiety, and
the breathing space provided by the products, which enable stronger family relations.

= Personal development (LI and YP): Improved skills through workshops and training,
which led to positive employment or educational outcomes.

The SCBA modelling demonstrated that IKD is generating significant amounts of social value
each year for the charitable organisations receiving their products, which far exceeds the
costs required for IKD to continue operating and thus represents a large net social benefit.
Using the core SCBA model, we estimate that IKD’s distribution of products in 2021
generated social value worth £39.16m for the charitable organisations they supported
through a combination of savings on the products and the indirect benefits of these products
allowing the charitable organisations to reach new end users and to build stronger
partnerships with other organisations in their communities. The benefit-cost ratio for IKD’s
operations is estimated at 14.05:1, meaning that every £1 spent on the distribution of
products delivered an estimated £14.05 of benefits to the charitable organisations in IKD’s
network.

We incorporated relatively conservative assumptions into the modelling process for this
social value estimate to avoid the risk of over-claiming IKD’s impact. The core model only
covers IKD’s direct effect on charitable organisations. An extended model illustrates that IKD
may be generating significant additional social value for their charitable organisations’ end
users. By incorporating forecasted values for the net impact across the other six outcomes
from the ToC (i.e. for LI and YP), we estimate that an additional £3.31m per annum in social
value is generated for these stakeholder groups across IKD’s network of charitable
organisations, raising the benefit-cost ratio to 15.24:1.

The extended model covers only a small proportion of IKD’s total service users (restricted to
the two key stakeholder groups, whose numbers may have been underestimated) and a
small number of the potential end-user outcomes affected by IKD’s products across the
charitable organisation network as a whole. As such, it can be seen as a lower bound to the
potential social value being created, given the limitations of time and scope for the current
evaluation. Further research could capture more data from across the network’s service user
population, to generate more reliable evidence of IKD’s impact at scale on these service
users.

Nonetheless, from the present evaluation, we can say with confidence that IKD’s distribution
of products is generating substantial benefits for the recipient charitable organisations.
Through the further impact on the products and services that charitable organisations
provide, IKD is likely to be creating social value for large numbers of people across the
population. Our qualitative research has highlighted the extent of the change that is possible
for people benefitting from the products that IKD provides.
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INTRODUCTION

1.1 In Kind Direct programme overview

In Kind Direct (IKD) is a UK charity that distributes consumer goods donated by companies
to UK charitable organisations working in the UK and overseas. They believe that everyone
deserves access to life’s essentials and that no usable product should go to waste. IKD
connects companies with new, usable consumer goods to donate, to a network of thousands
of charities, community groups, food banks, and schools that work across communities to
provide support, thus enabling powerful partnerships, and more communities to thrive.

To date, they have distributed over £287.1m worth of essential products, supporting over
11,476 charitable organisations and millions of people, while diverting 31,866 tonnes of
usable goods from waste.!

The products distributed by IKD in 2021 with the greatest social impact? are shown in Table
1.

Table 1: IKD product overview

Social issue Key audience Product type

generation

Independence Homeless people, low-income | Towels, bedding,
families and the Covid crockery, domestic
generation appliances

Employability 18-24-year-olds / Covid Tech

Learning and development

Children

Books, toys, sports
equipment, and games

Mental health and
wellbeing

All people, particularly low-
income families and 18-24

Make-up and grooming
products

Organisation resilience and
delivering new services

Charitable organisations

Office supplies and
cleaning

Hygiene poverty

Low-income families and the
Covid generation

Toilet roll, shower gel,
toothpaste, etc.

Confidence and self-
esteem

Low-income families and the
Covid generation

Laundry

Period poverty (e.g. missed
school/work days)

Low-income families and the
Covid generation

Sanitary towels and
tampons

1.2 Wider context

Approximately 14.5 million people live in poverty in the UK across all age ranges,® with a
lack of access to life’s essentials inevitably having a detrimental impact on both their mental
and physical wellbeing. As a result, IKD’s overarching goal is “keeping everyone clean, safe,
and well”. The core products they provide span toiletries, cleaning/household supplies,
hygiene and feminine care products, as well as personal protective equipment (PPE).
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1.3 Purpose of the research

IKD commissioned NEF Consulting to conduct a social cost-benefit analysis (SCBA) of its
programme, underpinned by stories and end-user needs. IKD outlined four potential areas of
research to be undertaken by us over 3—4 months to deepen their understanding of the
impact of their work.

We chose to focus on the following two areas:

1. Support for the sector. Using an SCBA approach to explore the savings and social
value that IKD unlocks for their network and society, the value they add, and how this
is measured.

2. Stories and need. Building an in-depth understanding of key groups’ needs,

concerns, and consumer expectations, including LI and YP. Qualitative data and
stories through interviews underpin this strand of work.
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METHODOLOGY

2.1 Research approach

The research approach comprised five stages:

Stage 1: Establishing the scope of the research. Discussions at the inception meeting,
together with a review of available data and documents, established the scope of the study
and refined the research questions. Through discussions with In Kind Direct (IKD) staff, we
chose to focus on the three key stakeholders (termed “priority end users” by IKD) —
charitable organisations, young people (YP), and low-income families (LI) —and their
contexts and needs.

Stage 2: Identifying outcomes. To clarify the programme’s aims, key stakeholders, and
intended outcomes, we developed a co-design programme Theory of Change (ToC) in an
online workshop with IKD staff and charitable organisations in attendance and two follow-up
sessions with IKD staff, facilitated by NEF Consulting. The workshop led to the development
of three related ToCs, one for charitable organisations receiving support from IKD, one for
the LI group, and one for the YP group. These were then refined in the follow-up sessions.

We undertook primary data collection using qualitative research methods to verify outcomes
experienced by charitable organisation end users within IKD’s network. We conducted semi-
structured interviews with six end users identified by IKD partners. Four interviewees were in
the LI group, and two were in YP. One additional interview was conducted by one of IKD’s
partner organisations with a YP end user because the interviewee was under the age of 18.
This brought the total number of interviews to seven, with one conducted externally.

Appendix 1 contains a list of the interview questions used. Questions spanned outcomes
arising from the ToCs. Following the interviews, we developed four case studies to illustrate
how IKD’s products create value for end users and their impact.

Stage 3: Developing the evaluation framework. We created an evaluation framework to
capture change in light of the existing IKD data available and the qualitative research
undertaken in the previous stage. The final evaluation framework is presented in Section 3.1.

Stage 4: Developing a social cost-benefit analysis (SCBA) model and analysis. We
developed an SCBA model using data collected by IKD through a survey of charitable
organisation beneficiaries, with a sample size of 52.

Stage 5: Reporting. We reviewed findings from the analysis with IKD, which we then turned
into a final report, covering qualitative and quantitative analysis of the findings. This was
supplemented by case studies, drawn from the qualitative interviews, to enable IKD to
highlight the impact of their work on individuals.

2.2 Qualitative research

The new qualitative research undertaken in this project built on a large amount of existing
evidence collected by IKD in their regular engagement with the charitable organisations they
support, including stories of the change seen by individual end users and regular surveys of
the charitable organisations. This body of evidence allowed us to validate our findings where
needed.
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We identified three groups of stakeholders from the co-design stage as having distinct
journeys of change:

= |KD’s partner charitable organisations.
= Low-income families (LI).
= Young people aged 18-24 (YP).

We conducted semi-structured interviews with six end users identified by IKD’s partner
organisations in the latter two groups. These were not evenly divided, however, with four
interviews coming from the LI group, two from YP, and one additional YP individual
interviewed by the partner organisation themselves.

Interviews ranged from 30 to 45 minutes and explored the individual’s journey of change as
they were supported by the charitable organisation and IKD. We included some closed
guestions to demonstrate both the social and economic outcomes attributable to IKD’s
programme and to facilitate the eventual quantitative analysis.

We subsequently developed four case studies to provide a greater depth of understanding of
the social value generated both at an individual and at a programme level.

2.3 Quantitative research

A follow-up survey was distributed to IKD’s network of partner organisations to gauge the
outcomes for the first group of stakeholders. The survey was sent to 267 charitable
organisations, resulting in 52 survey responses (a response rate of 19.5%). We tried to
ensure that the charitable organisations involved in providing interviewees for the qualitative
analysis did not fully overlap with those involved in the quantitative research. We then used
survey responses to form the programme’s quantitative SCBA.

2.4 Limitations

The research had the following limitations:

Convenience sampling: Practical challenges experienced in recruiting people for interviews
(particularly from IKD’s vast network of charitable organisations) meant that we used
convenience sampling to select the interviewees. There is, therefore, a risk of selection bias,
and the findings from the qualitative interviews may not be typical of IKD’s full network of
beneficiaries.

Limited sample size: Although efforts were made to mitigate this, there is still some
potential risk that the findings of this research are unrepresentative of the wider populations
in question (all charitable organisations receiving IKD products and all of their end users).
This was true for some of the quantitative analysis, in which we used survey responses from
52 of the 3,200 charitable organisations that IKD supports, which suggests a margin of error
of up to 11.3%.* While this does not invalidate the findings, it does suggest that a follow-up
survey with a larger sample size would be useful to identify any remaining sampling bias.®
The results of the aforementioned survey were in any case broadly consistent with the
findings of previous IKD surveys with a larger sample size, such as the January 2022 Impact
Survey covering 686 charitable organisations.

10
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Imprecise programme parameters: Interviewees sometimes found it difficult to distinguish
the products/support given by IKD from those of the partner organisation. When directly
asked, one interviewee (who had notably emphasised the impact of products on her life)
could not identify which products given by the charitable organisation were IKD products.
This presented some difficulty in attributing findings exclusively to IKD as opposed to the
partner organisation.

Recall bias: A similar limitation of the data collection is potential issues with recall bias.
Participants may not remember accurately the point in their lives before they first received
IKD products, and may not fully recall the entirety of products given to them. One
interviewee had been supported by IKD’s partner organisation for over a decade, potentially
leading to retrospective response bias (where the extent of the improvement that
individuals observed may be biased by a response shift, which occurs due to changes in
people’s aspirations, priorities, and internal standards over time). Another was not fully sure
of how many/which products they had accessed throughout their time at the charitable
organisation.

11
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QUALITATIVE ANALYSIS
3.1 Theory of Change

A Theory of Change (ToC) is a description of what changes we expect to see as a result of a
particular programme or intervention. It depicts a journey of change linking an intervention
(such as the activities of a programme or the products provided to a charitable organisation)
to short-term, medium-term, and long-term outcomes experienced by stakeholders, and
identifies the external factors that could enable or prevent that change from happening.
Although a given ToC is rarely definitive and should be tested and revised over time based
on evidence of the changes that are actually happening, it is a good starting point for an
evaluation and serves to clarify the scope of the change we aim to measure.

We developed an initial ToC for the evaluation of the In Kind Direct (IKD) programme in a
co-design session with members of the IKD team and then refined it through the qualitative
research process, as described in Section 2.

Key stakeholders and concepts

The full group of people potentially affected by IKD’s support and the support of charitable

organisations receiving products from IKD is large and diverse, encompassing 166,000

registered charities in England and Wales, as well as thousands of small charitable

organisations across the UK and approximately 14.5 million people living in poverty as of

2021. Previous research conducted by IKD identified particular types of stakeholders that

were priority end users:

= Charitable organisations that receive products from IKD. These organisations are

struggling for funding, with reduced revenues and increased demand for their services.
They have also been affected by disruptions to their operations during the pandemic
and by a lack of volunteers. As well as charitable organisations, some of the
organisations within this group are community groups, social enterprises, and schools.

= Low-income families (LI), defined as the 25% of adults of working age with children
who are struggling to feed their families, heat their homes, and provide a safe roof over
their heads, especially when the costs of living keep increasing. They have to choose
between these essential needs and face interrelated issues with poverty, mental and
physical health, education, and nutrition.

= Young people aged 18-24 (YP) have been disproportionately negatively affected by
the pandemic through disruptions to their employment or training and the impact on
their mental health. They need extra support to close the gap caused by Covid-19. They
are experiencing housing concerns, social isolation, and a job/opportunity/skills gap.

The evaluation focused on these three priority groups, to better understand IKD’s impact on
them.

We made some adjustments to the regular approach to developing a ToC to take account of
the product-based and two-tier nature of IKD’s support. IKD supplies products to charitable
organisations, while the charitable organisations may provide either products or services to
their end users. This means that the ToCs had to incorporate outcomes experienced by the
charitable organisations (coloured light purple in the diagrams that follow) as well as
outcomes experienced by end users (coloured dark purple). Additionally, whereas a ToC

12
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would often begin with the activities that take place under a particular programme, the ToCs
for IKD and the charitable organisations begin with the products supplied (which may or may
not have an accompanying activity).

The ToCs resulting from this stage are shown in full in Appendix 2.
Outcomes

Outcomes are illustrated by stakeholders in the ToC, with some outcomes applying to the
charitable organisations, others to the LI group or the YP group. Based on stakeholder
engagement interviews and the ToC workshop conducted with IKD staff and charitable
organisation partners, we identified three material outcomes (i.e. outcomes that are most
likely to change significantly as a result of IKD’s products, based on the knowledge of the
charitable organisations attending) for each stakeholder group:

Charitable organisations

= Reduced expenditure on products.
= |Increased number of end users reached.
= Improved relationships with other organisations.

Young people aged 18-24

= Increased confidence.
= Increased autonomy.
= Increased sense of belonging.

Low-income families

= Reduced anxiety.
= Increased sense of belonging.
= Increased attendance at school.

The full evaluation framework is presented in Table 2, showing these outcomes with a fuller
explanation of each based on the findings of the co-design session with the charitable
organisations.

13
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Table 2: Evaluation framework

Stakeholder

Charitable
organisations

Charitable
organisations

Charitable
organisations

Young people
(18-24)
Young people
(18-24)

Young people
(18-24)

Outcome

Reduced
expenditure on
products

Increased
number of end
users reached

Improved
relationships
with other
organisations

Increased
confidence

Increased
autonomy

Increased
sense of
belonging

Outcome notes

Also described as savings made. Typically helps organisations to reach more end users (lower cost per
end user supported), and occasionally enables charitable organisations to provide new kinds of support that
they otherwise could not.

May enable other longer-term outcomes for end users, depending on the activity that relates to the product.

Also described as opening a dialogue, or the product forming a gateway to other support. This relates
to end users who would not have been in contact with the charitable organisation were it not for the product
being supplied to them (as opposed to additional end users supported due to the lower cost of products, but
who would have made contact to receive support anyway). A related, but separate outcome is the
increased trust built between the end users and the charitable organisation (e.g. because the organisation
provides a reliable supply of essential products).

This may enable the charitable organisation to refer the end users to additional support where it would not
otherwise have been possible.

Also described as improved partnerships. A related outcome, which may drive this one or result from it, is
improved recognition/trust/reputation for the charitable organisation in question (from other
organisations). How this outcome is driven by IKD products is complex and includes the ability of the charity
in question to refer other organisations to receive products from IKD, the charitable organisation becoming
a trusted friend of other organisations (via referrals to them, or by reaching more end users due to products
supplied), and the charitable organisation acquiring knowledge (about products and/or end users) that they
can share with other organisations.

Also described as increased self-worth and increased self-esteem.
May enable longer-term positive outcomes such as learning skills, and securing employment.

Also described as increased independence. Arises from setting up a home and living independently in the
adult world for the first time. Autonomy is defined in the National Accounts of Wellbeing as "the extent to
which people feel able to make their own decisions".®

May enable longer-term positive outcomes, such as learning skills and securing employment.

Also described as a sense of worth and feeling like a normal person who deserves to have normal
things. A related outcome is an increase in the young people's trust in the charitable organisation that
they are receiving support from, which may enable an increased sense of belonging more generally.

Data
collection

Survey

Survey

Survey

Interviews

Interviews

Interviews

14
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Table 2: Evaluation framework (continued)

Stakeholder

Low-income
families

Low-income
families

Low-income
families

Outcome

Reduced
anxiety

Increased
sense of
belonging

Increased
attendance at
school

Outcome notes

Also described as reduced stress and the creation of breathing space.

This breathing space may enable additional positive short-term outcomes, for example positive day-to-day
functioning and clearer thinking.

Also described as a sense of worth and feeling like a normal child who deserves to have normal things,
to have something to call their own.

May enable longer-term outcomes, such as reduced truancy, improved educational attainment, and
improved social relationships at school.

Improved attendance was seen as an indicator of an improved ability on the part of the children to access
education and to properly engage when at school.

Educational supplies and clothing for school increase the sense of belonging, making pupils less likely to
skip school and better able to form friendships at school. Period products reduce days of school missed.
Potential positive impacts also from books (improved reading) and breakfast food (ability to concentrate at
school). While attendance was one indicator that could be used to capture these changes, it was not seen
as fully reflective of the improvement to wellbeing and belonging.

May contribute to longer-term outcomes, such as improved educational attainment and improved
relationships with peers.

Data
collection

Interviews

Interviews

Interviews

15
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CASE STUDIES

To better illustrate the individual journeys of change, we developed four case studies from
the interviews to illustrate a fuller full picture of individual experiences of IKD’s products.

Case Study 1 — Catherine

Catherine is a 46-year-old woman, a Glaswegian local, and the mother of three children
aged 27, 23, and 13. When both of her parents developed cancer, Catherine became their
caregiver, as the rest of her siblings were busy working. Her mother-in-law soon developed
muscular dementia, and Catherine found herself caring for all three parents. When they
passed away a couple of months later, Catherine had a breakdown.

Everything came to a head. Then, | was that busy, running around — and then it
stopped and | didn’t know what to do with myself...I was stuck. | didn’t want to do
anything, didn’t want to see anybody.

Struggling to cope with the sudden shift from hectic caregiving days to doing nothing,
Catherine looked “for something to fill [her] days up, when the kids were at school —
something to keep [her] going”. On International Women’s Day 2012, Catherine came across
Cranhill Development Trust. Seeing the work they’d done for the community that had been
her home for 20 years, Catherine saw an opportunity to fill her time. She signed up to
volunteer.

I’d seen all the things they were doing for the community and thought it was
something | wanted to be involved in, something to keep me busy.

Keen to keep herself occupied, Catherine’s volunteering at Cranhill was broad, from helping
with children’s classes and arts and crafts to cooking and gardening. Meanwhile, her
financial situation also meant that buying certain products could often be a struggle, which
subsequently impacted her mental health and self-esteem.

There are certain times you don’t want to get out of bed if you’ve no money, no food,
and you’ve got no products to make you feel fresh and clean. | mean, that’s the start
to your day. Just feeling fresh and clean. To me, that’s everything. If you've not got
that, it lowers your mood. It can put you in a depression even more and just make
you feel rotten.

Catherine received products on two separate occasions. She and her daughter Dawn
received self-care products including toothbrushes, toothpaste, period products, shampoos,
conditioners, body wash, and general toiletries. Beyond these care packages, she “knows
[she] can approach the staff about it and if a product is available then [she’ll] be given IKD’s
support through Cranhill has also helped Catherine to provide her youngest child, Dawn,
with everything she needs. Although Catherine’s older children had left home, Dawn
required stimulation at home and products. IKD and Cranhill provided both.

There are times | can’t afford to give [Dawn] the things she needs, as well as pay the
bills, gas and electricity. [Cranhill] has been there and they’ve helped me out big-
time. If it wasn’t for In Kind Direct and Cranhill, | don’t know where I'd have gone for
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the help or who to approach. So these [products] might've been something [Dawn]
would never have got.

There’s always been stuff [at Cranhill] for her. There were Easter things to do, games
to do, classes for her to do. As a family, we’ve been provided with food bags, sanitary
products, and more self-care products. Which was good for my daughter because
she found it quite easy enough to come in and ask for more products.

Beyond food packs and toiletries, Dawn also received various arts and crafts products,
including drawing pads, pens, and pencils that Catherine couldn’t afford to buy herself.

It might've been something at the time that | couldn’t afford to go out and buy. But
Dawn receiving [the art products] and bringing it home, well she could sit in her own
space in her own time. And it's not only that, all emotions come out on pictures and
drawings and stuff like that. So you get a sense of where they’re at emotionally as
well. | think she’s more comfortable telling me her emotions, and showing her
emotions, but | also see it a lot more in her art as well.

Beyond her improved ability to articulate her feelings and needs, Dawn has flourished at
school. This newfound confidence in herself and her artistic ability has been reflected in the
classroom and her friendships.

[Dawn] wasn’t a very confident girl when it came to anything like that. She’'d draw
something and say “Oh, I'm rubbish at that.” But when she went to secondary school
and was asked to share drawings she’d done at home [with IKD’s products], the
teacher was so happy with them. She said: “You're a great drawer.” And that boosted
her confidence amazingly. And the teacher tells me she thinks that she’s progressed
even further. So, she’s doing really well in that. So yeah, it's boosted her confidence.”

Despite being shy and disliking school, Dawn has now formed strong and enduring
friendships through her art class. Catherine attributes a great deal of these changes to
products from Cranhill and IKD.

I think everything that goes on at Cranhill and IKD has given her a totally different
outlook and | see a totally different child. She was so not very confident, and her
school reports said she needed to be more confident, she needed to believe in
herself more. But since we’ve got involved [at Cranhill] she’s totally changed.

Dawn now feels comfortable asking for whatever products she needs from Cranhill, which is
in contrast to Catherine’s own upbringing. Dawn confidently requests sanitary products and
toiletries, and Catherine acknowledges this is a level of comfort she hasn’t seen her
daughter have with any other charities or service providers.

If I've not got something in the house, [Dawn] says it's okay, and she can go and
speak to the Trust about IKD stuff and see what they’ve got. It’'s not like where
maybe when we were growing up and we wouldn’t dare ask for anything. It's second
nature. [Now] it’s like “Right okay, I'll go and see if | can get it from there.”

On the art products given to Dawn, Catherine notes:

| think the art products [are key] as well because she’s at that tricky age at secondary
school, she’s nearly 14. It's leaned her towards a group of friends she might never
have experienced. | think if she didn’t gradually get that confidence, | don’t think
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she’d be the same girl she is today. | think she’d still have been stuck with not having
much confidence and belief in herself.

For Catherine, the impact of Cranhill and IKD has been significant. They have enabled her to
find a sense of community and a purpose in helping others. Simultaneously, the courses that
Catherine has accessed through Cranhill (including a women’s rights course, a cooking
course, and a food hygiene class) have both built up her education and skill-base, as well as
boosted her confidence. When asked whether she thinks this has potentially had an impact
on her employability, Catherine is certain: “Yes, 100%.”

Catherine has volunteered at Cranhill for over a decade now. The experience has been “like
a lightbulb switched on in [her] head”.

Honestly, for my mental health, it's done amazing [things]. My lifestyle has totally
changed. I'm usually down in Cranhill from Monday to Friday. It’s filled a big gap in
my life. | thrive on helping people now...It's helped me tenfold. Tenfold. | think I'd just
be sitting in a house for the whole day at 46, which is pretty sad, to be honest. But
no, | couldn’t be any happier now.

Her family life has changed for the better too. Of the support she received from Cranhill and
IKD, Catherine notes:

It has affected my relationship with my children, but only for the better. Because they
see a happier me... So it's had a great impact on my family life.

Catherine is highly positive about the experience, and where she is now.

My life, in general, has just come on in leaps and bounds. Because | think if | wasn’t
involved with Cranhill Development Trust, | hate to think where I'd have been.

Of her daughter, Catherine also says: “She’s doing amazing. It's night and day with her.”
She notes that no other organisation even comes close to having helped her achieve these
outcomes the same way that Cranhill and IKD have.

It's made the world of difference. | just don’t know what to say, because I've never
had anyone else offer me what In Kind and Cranhill have. I've never known anything
else, other than them, to help me.

Catherine notes she wishes there was more emphasis on or information about IKD’s
products:

| think it's been outstanding and | still think there could be a lot more said about it,
and a lot more people knowing about it. Because before, | didn’t know anything about
it until I'd approached Angela [at Cranhill] and said I’'m skint this week. She said to
come here, and that this [product] is from In Kind. It’s for families that are struggling
and need to get by.

A lot more needs to be said about how it's donated, why it's donated, and who the
products are for...because if it's kept word-to-mouth, it's too quiet.
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Case Study 2 — Ifeoma

Ifeoma is a 42-year-old woman who was evicted from her North London flat when her
landlady filed for bankruptcy. She was made homeless and moved between shelters for 18
months, before finally being housed in West London by the Peabody Housing Association.
Despite finally having a roof over her head, Ifeoma found herself living in an empty flat.

I had nothing really. When | was housed | had no bed, | had no furniture. Because
housing associations flats are unfurnished, it's a one-bed flat. You just take it, and it's
up to you to sort out your furniture.

Ifeoma’s needs were extensive. After being homeless for 18 months, she had no cooking
utensils or the basic furniture needed for day-to-day living. She rang a few homeless
organisations in the area to ask for help with grants for furniture. Ifeoma struggled to get
through to the right places, finding that she needed a “recognised organisation” to refer her
to these organisations first. Ifeoma was taken aback, finding that even larger organisations
said they couldn’t help her as she wasn’t registered through them.

Baron’s Court, however, was different.

But with Baron’s Court, | just called them. They asked me my postcode to make sure
| was local and they said okay, just come in now. | said, “Now, are you sure?” So |
went in there, and they had a meal for me to eat and they asked me if | had a
microwave. They found me a microwave, toaster, and a kettle, and then they called
an Uber for me because | was carrying the microwave. That was the first time | went
there.

For two months, Ifeoma went to Baron’s Court twice a day for breakfast and lunch, taking
food away for her dinner. Her project worker, Olivia, also supplied Ifeoma with brand new
products from the storeroom, which had been donated. They also gave her £300 to buy a
bed, which had been sorely needed.

| didn’t have a bed for three weeks. | had no chair, no dining furniture. | just needed
somewhere. | just needed somewhere to sit. | was sitting on the floor, and my back
was aching. It wasn’t even about food. | needed furniture. So the food wasn'’t a
priority for me, it was just having somewhere to sit down.

Baron’s Court also helped Ifeoma to apply for a fridge-freezer from another organisation, as
well as a brand-new TV, and a refurbished laptop through an organisation called ReadyTech
(which also required referral from a recognised organisation).

The impact of both of these has been noticeable. Today, Ifeoma works from home on the
laptop that Baron’s Court helped her to apply for, and at the dining table they helped to
provide. The TV has also kept Ifeoma attuned to key national developments, which proved
critical during the pandemic:

It meant | could watch the news, be able to watch what was going on. It was during
the pandemic as well. | could watch stuff on preview, and see what was going on.
[Before] | had no TV, so there were times in lockdown when | didn’t know what was
expected of me with the [government lockdown] announcements. | had no TV so
there was no way | could know what was going on.
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Baron’s Court gave Ifeoma more products that had been donated, including a jacket,
dresses, socks, hats, and underwear. Ifeoma wasn’t fussy: “It's not about the brand, it's
about the quality.” They also signposted her to another charity called SmartWorks, which
provides office clothes for people on benefits for job interviews.

It was hard to access [these products] from other places. The jacket [Baron’s Court]
gave me in the winter, | still have it now. It was very warm. The one | had before was
just a basic one. So that made me feel a bit worn. It even had holes in it. It had seen
better days. When you wear a jacket and you’re cold, if you're not very warm, you
feel down. If you have a nice jacket and you feel warm, you feel very positive.

The organisation’s employment coach also assisted Ifeoma with her CV, primarily by
explaining the gap from when she had been made homeless. She provided Ifeoma with one-
to-one support throughout applications and the whole process. When another organisation
that Ifeoma had volunteered at for three years refused to give her a reference, Baron’s Court
stepped in to provide one. Through the support of Baron’s Court and their employment
coach, Ifeoma now has a paid, full-time job at a homeless organisation. When that fixed-term
contract ends, her employment coach will help her apply for a more permanent job.

Ifeoma has also joined a weekly women'’s group at the organisation, which she still attends,
and has found a sense of community. She found this especially significant during lockdown.

It's a close-knit women’s group. They really help each other. I'm new to the group,
even though I've been 6 or 7 months. Some have been there 5 or 6 years. During
lockdown, there was no women’s group for around 4 weeks but they sent a care
package. It was a lot of posh chocolates, popcorn, posh soaps. It was huge. The care
package was for all the ladies.

Once she became more settled and her needs lessened, she began to only go to Baron’s
Court every other day. Now, Ifeoma volunteers at Baron’s Court once a week “just to give
back”. Since receiving support from Baron’s Court and IKD’s products, Ifeoma has noticed a
distinct difference in her day-to-day functioning and general life.

Life is good. They really helped me a lot. [Before] | had nothing. [Now] I've got a job.
I’'m settled now. When | went there in March last year, | was a bit down. But now, I'm
much better. Definitely. | was a bit confused. | was homeless for a while, so | didn’t
really know what was going on. | was down, depressed, but now things are getting
much better.
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Case Study 3 —Jenna

Jenna is a 20-year-old woman currently enrolled at the University of London. She has been
involved with Youth Ngage (YN), a youth club for 11-25-year-olds that helps young adults
better integrate into their community and society. They organise projects that include
culinary workshops, skills training, and workshops to support young entrepreneurs and
members’ creative pursuits.

Jenna was referred to the organisation through her friends and family. She has been
involved with them for 7 years since she was 13. At that time, she had recently moved to the
UK and joined to make new friends and be around other people from an African background
similar to her own.

It definitely exceeded my expectations and I'm still a part of it. It helped me gain a lot
of confidence and equipped me with skills that help me get on in my everyday life.

Along with emotional and material support, Jenna has also received mentoring during her
time with YN. She holds her mentors in high regard and is likely to approach them first when
faced with any difficulty or an important decision, such as with housing or a job application.
She trusts them completely and feels comfortable enough to discuss anything with them.

They helped me with my CV, helped me prepare for interviews. They also helped us
with resources. Especially around Christmas, they would provide stuff to us — it would
sometimes be food or stuff we could use in our everyday life, for example hygiene or
self-care products. Even during the pandemic, they managed to give out tablets [i.e.
computers]. This was tremendously helpful, especially for those of us who didn’t have
any resources to access online learning.

Jenna believes the biggest improvement she has noticed is in terms of her confidence.

Before YN | would be that girl in the corner, | was very shy and would wait for people
to come to interact with me. But now | am much more confident in the way | handle
myself or in terms of going and speaking to new people. Also, it has helped me in
terms of public speaking. Like | can go in front of people and say my piece,
something which | didn’t think | would be able to do.

Even with things like money management, YN’s workshops have been extremely helpful for
a university student like Jenna. She can see the improvement in her independent financial
management.

Along with mentorship, Jenna receives personal care, hygiene products, and occasionally
clothes from YN. These help to reduce her financial strain and manage her expenses within
her budget.

It has helped me massively. Especially when it comes to the provision of resources.
They also sometimes give out clothes. It helps me manage my money — there are
some things | have to spend my money [on] like rent, my bills. My budget is not high
enough to cover all my needs. So having these products, this support helps me.

Jenna feels confident enough to plan and live her life due to the kind of experiences and
support she has received from YN. Her confidence in dealing with day-to-day matters has
improved significantly during her time with YN.
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I think it has just made me not doubt myself as much. It has equipped me with the
skills I would need going forward. | can do many more things now. In the past, |
would second-guess myself — maybe there is someone else better for this task/job
but now I think that | have the skills and | have the experience to do this task/job well.

YN enabled Jenna and her fellow members to do different things in their workshops and also
helped them develop responsibility and leadership skills.

For example, if there is an event, | would be given the responsibility of taking
minutes. Now that in itself is a huge responsibility. Or let’s say we have a meeting
then | would be tasked with coming up with discussion questions. | need to keep
things ready beforehand or if I'm in charge of a cooking workshop, | need to make
sure all the ingredients are available and ensure the place is safe and healthy. This
helped me develop my confidence and my leadership skills.

Jenna has seen an improvement in her lifestyle and credits YN for helping her towards better
and healthier eating habits.

YN urges us to eat and live healthily. They’'ve done many workshops with us on
healthy eating, how to make easy and quick, healthy recipes at home. | wouldn’t
know half of these things if it wasn’t for YN.

Jenna is proud of the life she has built for herself and how far she has come since her arrival
in the UK.

| am very proud of how far I've come and how much | have achieved because of the
skills YN has imparted. If it hadn’t been for them, | don’t know where | would be.

She is looking forward to completing her course and graduating when she plans to apply to
law school, get a job at a law firm, and eventually become a solicitor. Jenna has previously
received support in her academic and professional aspirations from YN and knows that she
can rely on them going forward.

Jenna has a support system in the form of her parents and her university friends. However,
her parents don’t reside in the UK and hence the organising team at YN is her first point of
contact for advice or guidance in the case of urgent matters or issues.

She believes that quite a lot of her success and her improved confidence can be attributed to
the support she received from Youth Ngage. Had it not been for the charity, Jenna feels she
would have been worse off and would not have been able to have these experiences.
Outside of YN, she feels she would not have had the chance to interact with people from a
similar background to her own.

Her wish is that YN could host their activities on a larger scale and organise more activities
for their new and existing members.

YN needs more help, more funding in certain areas. Especially in the summer
months when all the kids are out of school and there are so many activities they want
to organise for the kids, that | want to see them organise, [but] they can’t due to lack
of funding or resources.

Jenna is very happy and grateful for the experience she has had with YN. She is really glad
she took the first step of joining as a 13-year-old who had recently arrived in London.
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Case Study 4 — Monica

Monica is a 50-year-old woman living in Waltham Forest with her two sons, aged 16 and 10.
Around four years ago, her partner unexpectedly left her and her children. She was
struggling to deal with this loss and manage the household and her children. Eventually, it
was a friend, also living in her neighbourhood, who put her in touch with Oak Foundation.
This friend had a child with disabilities who received support from Oak Foundation.

Her friend explained Monica’s situation to the service manager, and Oak Foundation decided
to help her out despite neither of Monica’s children having a disability or special needs.

In Covid times, they were amazing. They were so helpful in terms of products — they
would deliver food, and toiletries to my house. They would just inform me that there
is a parcel outside my door.

Monica received far more support than she had expected, not just in terms of items she
needed but also in terms of having a team of women she could approach freely. She
appreciated that they provided this support while keeping her dignity intact. She never
needed to check product availability. They provided her with the products they thought her
family would need (like shoes for the children). Monica has received clothes for her sons — t-
shirts, sweatshirts, and shoes. They have received food — noodles, snacks, etc. —and
hygiene products — ladies' products, toothpaste, shampoos, lotions, and hand creams. Her
sons have been supplied with deodorants and toiletries, toilet rolls, sanitisers, and masks.

| had direct numbers and when | would call, they would listen.

Monica’s most pressing need was for help with her paperwork. Her partner’s sudden
departure left her in charge of the household finances, but she had no knowledge of bill
payments or the benefits they were entitled to. Staff from Oak Foundation helped Monica
with all the requisite information and paperwork, taught her the online procedures, and
offered additional support by providing her with personal and household products.

The first parcel included a variety of items: clothes, shoes, toiletries, and food. The staff
member remarked that these would help Monica and her kids get started. However, Monica
has been receiving these parcels on a fairly regular basis, much to her surprise. The
products they provide are branded and hence Monica and her kids do not feel like recipients
of charity. The quantity of products has reduced gradually since Monica’s benefits have been
regularised.

Especially during lockdowns, my kids and I, we all got Covid and | get their call and
they're like, there is a mini-bus dropping off a parcel so please go collect it in 5
minutes. Especially when | wasn’t expecting or asking for it. We have received 3—4
parcels from them in a span of those 2—3 weeks.

Monica now volunteers with Oak Foundation and they have also helped her enrol for online
courses that can help her prepare for different employment opportunities. They allow her to
use one of the computers in the office for a dedicated time every week since she doesn'’t
have a personal computer. She insisted on volunteering with Oak Foundation as a way to
give back to the organisation that helped her family through an emotionally and financially
turbulent time. She also appreciated the women-led work undertaken at Oak Foundation and
hence wanted to work with them rather than other organisations.
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| also noticed that most people in the organisation are women; like there are men
but there are only a few (like drivers, etc). | just think that women working with
women is very effective and comfortable. | would rather work with women than
answer to some man. And so | went to them and told them that | have time now and
| want to contribute towards the working of this organisation.

Monica has experienced a reduction in her stress and anxiety mainly due to being able to
resolve her finances. She feels mentally stronger and has managed to maintain a cordial
relationship with her in-laws. She is completely focused on helping her kids and providing
them with a good life.

Oak Foundation has also helped her kids. They let her younger son accompany the kids with
special needs on their day trips and allow him to help out. Her elder son was most affected
as he was more involved with her ex-partner’s family. He received emotional support from
the staff at Oak Foundation and also managed to make some friends. She believes that both
her sons are more confident now. The material support has ensured that they don’t lack any
necessities, something Monica would not have been able to provide on her own.

In one of the recent parcels, we got a shaver and my eldest child was so happy
because when he saw it he was like | need this now. He didn’t want to ask me for it
— maybe thinking it would be too expensive.

Monica feels that as a family, they are certainly more relaxed and more focused. They have
gotten their lives back together. They are more aware of things and more knowledgeable.
There is more communication between the three of them. She feels in control of these
administrative tasks and also feels a sense of accomplishment. She’s on top of everything
and she knows what’s happening in the house and their lives. She can handle daily tasks
better — she knows what bills need to be paid and how their money is being spent. She can
also keep a better track of her children’s lives and is aware of their habits and their friends.

She’s not as worried or tense as she used to be. She could also feel this stress affecting her
children. But she is much more relaxed and confident and by extension, so are her kids.

Monica doesn’t have any family in the UK. Hence the charity has provided a great support
system for her that is based on their generosity and the trust she has in all their staff
members. She attributes a great deal of the improvement in her circumstances to the
support she received from Oak Foundation.

In the absence of this recurring support, Monica believes that things would have worsened
significantly for herself and her kids. Her ex-partner left her in a precarious position where
she knew nothing about running a household by herself, in a foreign country whose
language she wasn’t fluent in. If it wasn’t for the charity, she would have struggled to find out
what benefits she was entitled to.

She is grateful for the lovely ladies who have helped her make friends in the community and
also proven to be wonderful colleagues.
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Reflections on the interviews

We conducted six interviews with end users of IKD’s partner charitable organisations, to
generalise the number of ways in which IKD’s products create value for their end users, and
to test the outcomes identified in the ToCs (Appendix 2). One additional interview was
conducted by the charitable organisation themselves, with the interviewee notes sent directly
to NEF Consulting to preserve anonymity.

Interviewees were selected by IKD via a call for participants from their network of partner
organisations and as such do not purport to be a fully representative sample.

Support received by interviewees

The support that interviewees received varied according to their needs and what was
available to the partner charitable organisation.

End users received the following products:

= Personal hygiene products - toothbrushes, toothpaste, period products, shampoos,
conditioners, body wash, deodorants, toilet rolls and general toiletries in the form of
care packages.

= Food packs - including breakfast packages.
= Clothing - jackets, dresses, socks, shoes, hats, underwear.
= Arts and crafts products - drawing pads, pens, pencils.
= Household products - microwave, toaster, kettle.
= Miscellaneous goods - hands sanitisers, masks.
= Toiletries and grooming products - including hand-creams.
= Tech products - a tablet computer.
Less tangible support included assistance with the following:
= Job applications and employment needs.
= Applying for grants (for furniture, TVs, etc.).
= Finances — bill payments and benefits.
= Learning and skills development.
= Emotional support.
Discussing how IKD (and IKD’s partner organisations) had supported them, the following
common themes emerged:

= Confidence (YP): Developing confidence in themselves (improved self-esteem), the
way they handle day-to-day matters, and interacting with new people.

= Sense of worth and belonging (LI and YP): Feeling that they deserve to “have
normal things” and feel part of a community. This was linked to improved wellbeing
and positive functioning.
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Improved relationship with families (LI): Linked to reduced stress and anxiety, and
the breathing space provided by the products, which enabled stronger family
relations.

Personal development (LI and YP): Improved skills through workshops and training,
which led to positive employment or educational outcomes.

Key findings

Outcomes related to an increased sense of belonging spanned both groups of
interviewees (LI and YP), as well as a sense of increased self-worth. These in turn
facilitated longer-term positive outcomes, such as learning skills, improving financial
management, and securing employment.

Some interviewees sought their charitable organisation’s support for help with very
specific needs (i.e. furnishing their new unfurnished flat) while others were unclear as
to what kind of support they were initially hoping to receive.

Some interviewees were unclear as to what support came through IKD (i.e. products)
and what was provided by the charitable organisation. This somewhat complicated
attribution.

Contradicting initial workshop discussions, interviewees varied in how much weight
they placed on brand-name recognition. Whilst one noted that the branding of
products made her not feel like a recipient of charity, another expressed that they
“‘weren’t fussy [about brand]”, and that “it’'s not about the brand, it's about the quality.”

Four interviewees mentioned some sort of progression in their employment
status/education or skillset. One had applied to university (attributed to the charitable
organisation), one was in temporary full-time employment, and two had taken
numerous courses signposted by the charitable organisation to build up their skills,
including English Language and IT skills.

In the LI group, parents found that feeling able to provide products for their children
led to better and healthier familial relationships. One participant noted her daughter
gained confidence through IKD’s products and the support of its partner organisation
and was more able and willing to express her emotions and needs. This in turn
strengthened the mother-daughter relationship.

Several interviewees described products as the main form of support they received,
while another seemed to attribute more weight to intangible support from the
organisation (i.e. support with university applications) than to the household, toiletry,
and food packs they had received.

Young people

Improvements in confidence and self-esteem shone through in both groups of interviews.

In the YP group, most interviewees highlighted an increase in confidence as a result of the
charitable organisation’s support. One had described himself as “pretty confident” (around a
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3 or 4 on a scale of 1-5) before joining his charitable organisation, but noted that his
confidence in dealing with his day-to-day matters in the past couple of weeks had risen to 5,
which he attributed to the organisation’s support. One noted the biggest improvement in her
day-to-day life had been her confidence, distinguishing between being shy in the past.

[I am] now much more confident in the way | handle myself, or in terms of going and
speaking to new people.

One similarly expressed that they feel more confident:

[l feel] a bit more confident and now | take on more responsibility too.

Another attributed the support she received from the charitable organisation with enabling
her to

[...] not doubt myself as much...[the charity’s support] helped me develop my
confidence and my leadership skills.

One LI interviewee described a similar change in her daughter, whose confidence had
significantly increased as a result of the charitable organisation’s support, and the arts and
crafts products she had received through IKD; the artwork she created facilitated better
educational outcomes at school, and helped her make new and lasting sets of friendships.

Most of the YP interviewees gave substantial credit to their charitable organisations for the
changes described. During the interview’s section on attribution and the counterfactual, one
YP interviewee gave full attribution (100%) to the charitable organisation, while the other
gave 75% (‘quite a lot’), noting that they felt supported by parents and friends, too. Both
mentioned that without the charitable organisation’s support, their life situation would have
“slightly worsened”, in that they would have had significantly limited experiences (such as at
university) or else, would not have made strides towards their goals. One noted that he
would not have had the support required to apply to university, which had been his greatest
goal at the time.

Low-income families

A recurring thread with LI interviewees with children was the ability to provide their child with
the things they needed. One even expressed that whereas before their children would be
unlikely to request products from their mother that might be too expensive, such as a new
shaver, through IKD and the charitable organisation she has now been able to give them
things that [she] didn’t know they needed”.

Another noted that the arts and crafts products had drastically boosted her daughter’s
confidence.

[There] might've been something at the time that | couldn’t afford to go out and buy.
But her receiving [the arts products] and bringing it home, well she could sit in her
own space in her own time, and it's not only that...you get a sense of where they’re
at emotionally as well.

Since receiving the products, her child is now more comfortable telling her mum about
emotions and showing them. “It's definitely boosted her confidence,”
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For both women, this sense of being able to provide for their children (through IKD’s
products) opened the door to greater emotional availability in themselves and their children.

Interviewees did not mention that products led to increased attendance at school for their
children, contrary to the initial co-design workshop, although one did note that IKD’s
products — namely arts and crafts products — significantly improved her daughter’s
enjoyment of school, subsequently impacting her social wellbeing through forming
friendships in her art class, as well as her grades. Another agreed that as a result of the
charitable organisation’s support, her son had notably grown in confidence in himself and
how he interacted with others.

The impact of products shone through specifically for the only LI interviewee without
children, who relied on her charitable organisation’s support to furnish her completely
unfurnished flat, after a period of being unhoused. She received furniture such as chairs and
dining furniture, clothes for a job interview, and appliances (a microwave, toaster, kettle,
etc.). Her efforts to apply for grants for these items herself was almost impossible, as many
organisations required registered charities to apply for grants rather than individuals, or else
had strict geographical requirements. She noted that being given a TV enabled her to keep
up-to-date with the government’s Covid announcements, which before she had no access to,
leaving her dangerously out of the loop with national affairs.

As flagged in workshop discussions with partner organisations, products have subsequently
impacted end users' general wellbeing and lifestyle. One linked products to positive
wellbeing and feelings of self-worth, noting that receiving clothes, such as a nice jacket,
gave her “positive feelings”.

If you have a nice jacket and you feel warm, you feel very positive.

Since receiving support from her charitable organisation, she has noticed a significant
change in her mental health, and noted that without their support she “would’ve just been
here with no furniture and been depressed.” Of her experiences with the charitable
organisation and IKD, she notes:

“They’ve changed my life. | have more confidence. When | had nothing, | was a bit
down, | was miserable.

Products served a critical role in physically filling her new space and enabling it to be livable,
while this proven a gateway to other support, with the charitable organisation assisting her
with obtaining a full-time temporary position and providing her with a sense of community
through their women’s group.

The feel-good factor was also apparent in some LI interviews, with one interviewee
describing low moods.

[At] certain times you don’t want to get out of bed if you've no money, no food, and
you’ve no products to make you feel fresh and clean.

This would then have a knock-on effect on the rest of her day.

[Not having products] would lower your mood. It can put you in a depression even
more and just make you feel rotten.
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An interviewee with children expressed that as a family:

We are more relaxed and more focused. We have got our life back together. We are
more aware about things and more knowledgeable. There is more communication.

Since her involvement in the charitable organisation, the interviewee expressed a greater
sense of control in her life and her management of the household, seemingly stemming from
her ability to provide for her children, and a greater sense of social wellbeing and belonging
through regular interaction with the charitable organisation. This partly corroborated the
initial hypothesis around products providing “breathing space”, or an enabling environment in
which interpersonal relationships and general wellbeing could better thrive.
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SOCIAL COST-BENEFIT ANALYSIS

This section of the report contains a social cost-benefit analysis (SCBA) of the In Kind Direct
(IKD) programme examining what has changed for those supported by the programme
across a number of the material outcomes and quantifying the social value subsequently
created by the programme relative to its running costs.

4.1 SCBA methodology

We chose an SCBA approach given its ability to incorporate a wider range of types of
outcomes than traditional economic cost-benefit analysis (e.g. including social outcomes that
are monetised using financial proxies). On the other hand, the assessment focused on the
three key outcomes for the charitable organisations outlined in the Theory of Change (ToC),
rather than exhaustive coverage of all the social value outcomes that IKD has an impact on
(including an extensive list of outcomes between charitable organisations within IKD’s
network and their end users), which was beyond the scope of this project. For this reason,
an SCBA was preferred to a Social Return on Investment (SROI), which contains many
similar elements but requires a fuller consideration of all the changes that occurred.

The SCBA model relies on data collected via an online survey of IKD’s member charitable
organisations, which was conducted between 13 and 29 April 2022 and received 52
responses. The full survey questionnaire is available in Appendix 3. We have also
incorporated data from IKD’s previous impact survey (January 2022), matched to the same
52 charitable organisations, as well as internal data from IKD on the value of goods
distributed and data on costs from IKD’s forthcoming financial accounts for the year ending
31 December 2021.

4.2 Changes observed by outcome

New users reached

New users reached: Most charitable organisations noted that they would not have been
able to reach additional end users without the material support provided by IKD. On average,
the charitable organisations stated that they would not have been able to reach 39% of their
beneficiaries if they did not have the resources provided by IKD. Among the 51 organisations
that provided their beneficiary data, on average they were able to reach 109 new users each
week (of which 43 were due to the products provided by IKD).

Most impactful products: In terms of the products that helped them to reach new end
users, the charitable organisations noted a range of products from hygiene products to
clothing (Figure 1).! For example, 65% of the charitable organisations noted that toiletries
like personal hygiene products (shampoo, shower gel, bath products, toothpaste, toothbrush,
toilet paper, hair conditioner) were the most useful products they could provide to existing

1 Note that multiple responses per charity were permitted in this question, so that the percentages do
not sum to 100%.
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and new users. Similarly, 38% of the respondents highlighted cleaning products (detergent
and other laundry products), which could be easily transformed into cleaning packs to be
distributed among new users and households. Another 21% of the charitable organisations
chose toys as an important product to reach new end users, especially low-income families
with children. Finally, 17% of the organisations noted that sanitary products like period
products, sanitisers, and sanitary wipes were instrumental in reaching new users, especially
during the pandemic.

Toiletries N 65%
Cleaning products IS 38%
Toys NS———— 21%
Sanitary/ health products IEEEE———————  17%
Household products s 15%
Clothes mam————— 15%
Baby items mmmm———— 12%
Food items mmmmm—— 12%
Beauty products s 10%
Footwear W 6%
Safety equipment M 2%

Electronic items m 2%
0% 10% 20% 30% 40% 50% 60% 70%

Figure 1: Products from IKD that enable charitable organisations to reach new users (N=52)

Support offered: There was evidence in many cases of these newly reached service users
going on to access various forms of support from the charitable organisation and other
organisations (Figure 2). The services that charitable organisations were able to provide to
these new service users included help with legal assistance or accessing benefits, mental
health services, or learning and care services for children.

70%
60%
60% 56%

52%
50%
40%
30%
20%
10% 8%
0% ]

Continue to access Access another service Access a service from a None of the above
products through the the organisation provides different organisation
organisation through your signposting
or support

Figure 2: Responses for the kind of services being accessed by users once they are engaged with the
support provided by In Kind Direct (N=52)

31



Measuring the Social Impact of In Kind Direct

The most common support required by the users was access to a food bank as stated by
22% of the respondent charitable organisations. Similarly, financial assistance was the other
most sought-after support provided by these charitable organisations. This included financial
support, understanding the benefits they were entitled to, receiving universal credit, and
getting help in managing their personal/household finances. Ten per cent of the respondents
stated that the beneficiaries they worked with also sought out mental health services for
themselves or their family members. The other services accessed by users included
enrolment in skills courses (arts and crafts, gardening, digital skills), mentorship for job
applications as well as forming or joining support and friendship groups with other
beneficiaries of the organisation.

Building strong partnerships

Strength of partnerships: There has been a general improvement in the strength of
partnerships with other non-profit or public sector organisations within the community for the
respondent organisations (Figure 3). Before their association with IKD, only 27% of the
charitable organisations said that they had strong partnerships with other similar
organisations in their community. This increased to 44% after being associated with IKD.
Similarly, only 10% of the charitable organisations said they had very strong partnerships
within their communities before associating with IKD and this more than doubled to 27%
after working with IKD. Ten per cent of respondents stated they had weak relationships with
other partner organisations in the community and this proportion reduced to just 4% of the
charitable organisations after working with In Kind Direct.

60%
52%

50%

44%

40%

27%

30% 27%

20%

10%

10%

25%
10%
’ - 4%

Very Weak Weak Neither strong Strong Very Strong
nor Weak

H Pre- In Kind Direct ®mPost IKD support

Figure 3: Strength of partnerships with other non-profit and public sector organisations (N=52)

Perception of the charitable organisation: The most notable impact of improved
partnerships with other organisations within the community has been more collaborative
projects and the integration of services, which has enabled the organisations to reach more
beneficiaries and improve the positive impact they can create for their end users (Figure 4).
The partner organisations have been able to refer new users to respondent charitable
organisations in case the beneficiary requires more support. Sixty-three per cent of the
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respondents said they were able to increase wider awareness about their organisation. They
have been able to develop themselves as reliable places where people can access support,
material and otherwise. Of the respondent organisations, 69% noted that their organisation
had become more valued in the community and 54% stated that they were now able to meet
certain needs for their users which previously they would not have the resources to fulfil.
One of the charitable organisations also mentioned that there has been a gradual increase in
the proportion of their clients leaving the organisation in a better position and becoming self-
reliant while 54% also stated that it enabled them to help more people. A similar proportion
of charitable organisations also stated that it helped improve their ability to respond to a
crisis.

Organisation became more valued in the.. I 69%
Increased the wider awareness of the organisation I 63%
Improved ability to respond to a crisis I 54%
Enabled the organisation to help more people IIEEEEEEEEEEENN——— 54%
Met a previously unmet need for the people you.. I 54%
Opened up new funding opportunities G 21%
None M 2%
Help people living in poverty and improved their.. B 2%
Bring brand new and high quality brands. B 2%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Figure 4: Responses for the positive changes that have occurred for charitable organisations as a result
of stronger partnerships with non-profit or public sector organisations (N=52)

4.3 Net impact

While the data described tells us the actual change in our key outcomes during the period

when IKD was supporting the charitable organisations (gross impact), we have to introduce
two additional concepts to arrive at the net impact, ensuring that in our SCBA model we are
only laying claim to the part of the change that was caused by IKD and not by other factors

Counterfactual

The first of these concepts is the counterfactual for each outcome, i.e. the change in that
outcome that would have occurred even if IKD had never existed. If the charitable
organisations would have achieved part of the improvement anyway without IKD’s help, then
we cannot take credit for that part of the change.

For the first outcome, the money saved by charitable organisations by receiving products
from IKD, the counterfactual was assumed to be zero change. Given the lack of competitors
on the scale of IKD in the UK and offering similarly low value and a similar variety of
products, we have assumed that the charitable organisations would not have been able to
achieve any of the savings were it not for IKD.
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For the other two outcomes, the counterfactual was measured directly through the survey,
by asking charitable organisations hypothetical questions about how they would have tried to
achieve the same improvements they have observed if IKD had not existed (Figure 5). For
example, for the second outcome relating to reaching new service users, the following
wording was used:

Imagine a hypothetical situation where In Kind Direct did not exist. In this scenario,
what else would you have to do to engage those you reach with products from In
Kind Direct? [Multiple options possible]

The alternatives that charitable organisations would be faced with in the counterfactual
scenario varied. Almost half of the respondents (49%) stated that in the absence of material
support from IKD, they would not have been able to reach the number of users they currently
engage with. Significant numbers of charitable organisations said that they would have to
spend more resources developing outreach projects, to recruit more staff/volunteers to reach
their current level of engagement, or to spend more resources on marketing and promotion
in the absence of any support from IKD.

We would not have another way to do this I 48%
Spend more resource developing outreach projects IIEEENEEE—————_ 40%
Recruit more staff or volunteers NN 23%
Spend more resource on marketing / promotion I 21%
Attend more events I 6%

Buy the products elsewhere B 2%
Find more money or stop delivery of period.. l 2%
Spend more money in buying, preparing and.. ll 2%
Use some funding when available to purchase.. l 2%

Spend more money M 2%

0% 10% 20% 30% 40% 50% 60%

Figure 5: Responses for how the charitable organisations would engage new and current users without
IKD (N=51)

One-third of the respondent charitable organisations (33%) agreed that without the support
they received from IKD, they would not have been able to build stronger partnerships with
other non-profit or public sector organisations (Figure 6). To strengthen these partnerships in
the absence of IKD, 40% of the respondents noted that they would have to spend more
resources developing outreach projects. Twenty-five per cent of charitable organisations
said they would have to recruit more staff or volunteers to establish or improve these
partnerships, and another 25% mentioned they would have to attend more events and
network more to create similar partnerships within their community.
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Spend more resource developing outreach projects IEEEE————_ 40%
We wouldn't have another way to do this I 33%
Recruit more staff or volunteers IS 25%
Attend more events IS 25%
Spend more resource on marketing / promotion NN 23%
Not applicable N 6%

No difference 1 2%
Classes W 2%
Become reliant on donations and volunteers M 2%
Spend a lot of time emailing/ trying to host meetings M 2%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Figure 6: Responses for how the charitable organisations would have strengthened partnerships without
IKD (N=52)

In the baseline SCBA model, we have assumed that charitable organisations who stated that
they wouldn’t have any other way of achieving the benefit, would have seen zero change in
the counterfactual, while for the rest of the charitable organisations we have assumed that
the change would have occurred anyway in the counterfactual.

Attribution

Another important component of the net impact that we have incorporated into the SCBA
model is attribution, i.e. the extent to which changes in the outcomes occurred due to IKD as
opposed to other influences. For the first two outcomes, attribution was assumed to be
100% by definition. The savings achieved by receiving products from IKD are directly
caused by IKD and no other factors. Likewise, the increase in service users reached due to
IKD products has a direct link that implies full attribution to IKD.

Attribution was directly measured through the survey for the final outcome (the improvement
in partnerships with other charitable organisations or similar organisations) (Figure 7). The
respondent charitable organisations noted that the projects or activities they run with IKD
contributed to some extent to the changes they experienced in their partnerships with other
similar organisations in their community: on average, 53% of the change could be attributed
to the support provided by IKD. Of the respondents, 16% stated that the work they undertook
with IKD contributed greatly (100%) to strengthening the partnerships they developed with
other non-government or public sector organisations and 29% noted that quite a lot (75%) of
the changes in their partnerships with their organisations in the community were due to the
work they did with IKD.
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= Not at all (0%) 18%
= A little (25%)
= Some (50%)

= Quite a lot (75%)
A great deal (100%)
= Not applicable

Figure 7: Responses for the extent to which any changes experienced in the strength of partnerships
with other organisations can be attributed to the support provided by In Kind Direct (N=51)"

In addition to the products provided by IKD, other factors have led to stronger partnerships
between respondents and similar organisations within their communities. Some respondent
charitable organisations attributed collaborative projects and merging resources with other
organisations, especially to provide Covid-19 relief measures as one of the ways in which
they were able to forge stronger partnerships. Some respondents relied on dialogue with
member organisations and attending physical and virtual events to meet other people
working in other organisations and volunteers. A few charitable organisations mentioned ties
with local schools that helped them create a network with other organisations and
volunteers.

4.4 Valuation of net impact

A further step in calculating the social value created is the valuation of the net impact in
money terms. The first outcome, money saved on products, is already expressed in pounds
sterling and can be added to the model directly.

The other two outcomes are monetised using financial proxies: estimates of the monetary
value of each outcome to the charitable organisations. To generate these proxies, we used a
willingness-to-pay approach, asking charitable organisations via the survey to state how
much they would otherwise have had to spend per month to achieve the improvement they
achieved due to IKD’s support. As backup measures, we asked similar willingness-to-pay
guestions framed around how much additional staff time or volunteer time the charitable
organisations would need to achieve the same improvement they achieved due to IKD’s
support. This willingness-to-pay approach allowed us to put a monetary value on the benefit
that charitable organisations had seen, by framing it as an implicit saving relative to the
money or time they would have had to spend otherwise to achieve the same improvement.

For the outcome relating to reaching new service users, the estimates of willingness to pay
varied substantially between charitable organisations across the measures of spending, staff
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time, and volunteer time (Figures 8-10). Some of this was explained by the size of the
charitable organisation. Those with a higher number of regular service users tended to be
willing to pay more, albeit among the smaller organisations (<100 weekly service users)
there was still significant variation in how much they valued the benefit of reaching new
users via IKD products. The median amount that charitable organisations were willing to
spend for this outcome was £200 per month, whereas the mean amount of £1,710 per
month was affected by a handful of outlier charitable organisations who stated they valued
the benefit very highly (£10,000—£35,000 per month). There was a similar pattern for the
valuation of the reaching new users outcome in terms of required staff time (median of 15
hours per month, mean of 28.4 hours per month) or volunteer time (median of 20 hours per
month, mean of 38.5 hours per month).
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Figure 8: Responses for the willingness-to-pay valuation of the reaching new service users outcome in
terms of money spent per month (N=48)8
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Figure 9: Responses for the willingness-to-pay valuation of the reaching new service users outcome in
terms of staff time spent per month (N=50)°

37



Measuring the Social Impact of In Kind Direct

200 L] °

e ol T
o ©® O N D O ©
O O & o o & o
'

'

°

°

°

°

40 | @@
20 (%ee o H °
XX

0 eo%ede® oo 8o
0 100 200 300 400 500 600

Number of weekly service users on average

volunteer time per month would
be needed to reach those people

How many additional hours of

Figure 10: Responses for the willingness-to-pay valuation of the reaching new service users outcome in
terms of volunteer time spent per month (N=50)°

In the final SCBA model (baseline version), we applied the willingness-to-pay data on money
the charitable organisations would spend to achieve the new service users' outcome. The
amount that each charitable organisation was willing to spend was divided by its number of
regular weekly service users, and this estimate per regular service user was reapplied to the
average number of new service users reached due to IKD’s products across the whole
network of charitable organisations. This latter number of new service users was estimated
by multiplying the proportion of service users reached via IKD products (from the April 2022
survey: 39.02%) by the average number of regular weekly service users per charitable
organisation (from the January 2022 survey: 101.04).

For the third outcome (relating to building stronger partnerships with other organisations),
there was a similar significant variation in the valuation of the benefit between charitable
organisations, including some variation linked to the size of the charitable organisation
(those with higher numbers of service users tended to place a higher valuation on the benefit
of stronger partnerships they had seen) and other variation among charitable organisations
of the same size (e.g. within the subset of organisations with <100 service users in Figures
11-13). The mean valuation of the benefit per month was dragged upwards compared with
the median by a small number of high valuations in the sample. The mean amount that
charitable organisations stated they would spend to achieve the stronger partnerships
outcome was £922 per month, with a mean of 27.4 hours of staff time or 39.4 hours of
volunteer time needed to achieve the same benefit. The median values were £100 per
month of spending or 10 hours each of staff or volunteer time per month.
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Figure 11: Responses for the willingness-to-pay valuation of the building stronger partnerships outcome
in terms of money spent per month (N=47)
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Figure 12: Responses for the willingness-to-pay valuation of the building stronger partnerships outcome
in terms of staff time spent per month (N=47)
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Figure 13: Responses for the willingness-to-pay valuation of the building stronger partnerships outcome
in terms of volunteer time spent per month (N=47)

4.5 In Kind Direct’s costs

We incorporated the cost of IKD’s product distribution into the SCBA model based on
information contained in the organisation’s most recent financial statements (for the year
ending 31 December 2021). IKD’s charitable activity costs in 2021 came to £2.79 million,**
which we consider a good representation of the costs directly related to IKD’s product
distribution operations, matching the scope of the model and covering the same calendar
year (2021) as the data on social value outcomes.

4.6 SCBA findings

Using the core SCBA model, we estimate that IKD’s distribution of products in 2021
generated social value worth £39.16m for the charitable organisations it supported through
a combination of savings on the products and the indirect benefits of reaching new end
users and building stronger partnerships that the products enabled (Figure 14). This far
exceeded the running costs of IKD’s charitable activities for the year (£2.79m). The benefit-
cost ratio for IKD’s operations is estimated at 14.05:1, meaning that every £1 spent on the
distribution of products delivered an estimated £14.05 of benefits to the charitable
organisations in IKD’s network.

This benefit-cost ratio covers only the three key outcomes for charitable organisations (the
core model). It thus excludes other potential outcomes for the charitable organisations and
IKD’s impact on end users, so that the ratio of 14.05:1 can be seen as an estimated lower
bound to IKD’s actual benefit-cost ratio, which would be higher if those additional outcomes
were measured and incorporated. An extended model where the six key outcomes for end
users are added in based on certain projected assumptions is shown later in this chapter, to
give an idea of the additional social value creation that is likely to be occurring.
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£998,374

£8,958,464
= Reduced expenditure on products

= [ncreased number of end users
reached

= Improved partnerships with other
organisations

£29,198,822

Figure 14: Estimated social value created per annum under the three charitable organisation outcomes in
the core SCBA model

The biggest contribution to the social value generated was the reduction in charitable
organisations’ expenditure on products due to the discount they received with IKD relative to
the regular retail price levels. These savings were estimated at £29.20m across the whole
network of 3,200 charitable organisations supported or £9,125 per charitable organisation
(Figure 15). Data from 2019 covering 54% of the products sold that year showed an average
saving of 87% for charitable organisations relative to recommended retail price (RRP), with
savings of between 81% and 90% depending on the product category. This outcome
accounted for 75% of the total social value generated and is expected to rise over the
coming years as operations grow and the organisation aims to increase its impact.’> The net
impact from this outcome was particularly high due to the lack of change in the
counterfactual (charitable organisations would not have made these savings anywhere other
than at IKD) and the full attribution of the change to IKD (by definition, the outcome is
caused by having bought the products from IKD and not by any other influences).

Improved partnerships with other organisations

Increased number of end users reached

Ir'

Reduced expenditure on products

£0.00 £10.00 £20.00 £30.00
Millions

m Gross impact ®Change in the counterfactual ® Change attributed to other factors ® Net impact

Figure 15: Estimated net impact (gross impact minus counterfactual and change attributed to other factors)
in £ millions per annum under the three charitable organisation outcomes in the core SCBA model
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We estimate that there was a benefit to charitable organisations equivalent to £8.96m from
the increase in the number of end users they were able to reach due to IKD’s products. Our
survey of 52 charitable organisations found that on average they reached 39% of their end
users due to these products, equivalent to 39 out of 101 end users per charitable
organisation.? Of the organisations sampled, 49% would not have been able to achieve this
outcome were it not for IKD. Organisations highly valued the additional service user reach,
based on the findings of our survey. If IKD had not existed, they estimated they would be
willing to pay £12.07 per month (or £144.84 per annum) per regular service user to make
contact with them in other ways, such as through additional marketing or outreach or the
recruitment of extra staff or volunteers. This means that for the average organisation in IKD’s
network, the additional 39 service users reached were valued at £5,711 per annum in terms
of the cost-saving through this outcome.*?

The third key outcome for charitable organisations, the improved relationships they were
able to build with other organisations due to IKD’s products, accounted for an estimated
£0.99m in social value creation in 2021. The average improvement in the strength of
charitable organisations’ partnerships with other non-profit or public sector organisations in
their community was 15.4% (on a scale of 0%-100%) when comparing the present situation
with the time before they registered with IKD. The extent of the change varied among the 52
organisations surveyed, with 26 of them seeing some improvement, 25 seeing no change,
and one charitable organisation stating that their partnerships had worsened slightly over the
period. The net impact for this outcome was lower than for the other two outcomes, after
adjusting for the counterfactual (as we assume from the survey findings that 65% of
charitable organisations would have observed the same improvement regardless of IKD,
albeit at some additional cost to the charitable organisations) and attribution (the charitable
organisations attributed 53% of the improvement in the strength of their partnerships to IKD’s
products as opposed to other factors). The partnerships outcome was more highly valued
than the outcome relating to end users reached, as reflected in their respective financial
proxies. The average charitable organisation responding to our survey estimated that they
would otherwise have had to pay £922 per month (or £11,066 per year) for the improved
partnerships they achieved through IKD’s products.*

4.7 Sensitivity analysis

The following sensitivity analysis tests the impact of changes in our modelling assumptions
on the headline findings reported. The first two scenarios involved adjustments to the
counterfactual assumptions (Figure 16).

In a less conservative version of the baseline counterfactual assumptions, we retain the
baseline assumption of no change in the counterfactual that organisations who stated they
had no other way of achieving the outcomes if IKD hadn’t existed. We add the additional
assumption that organisations that did have an alternative way of achieving the outcome
(e.g. by spending more money or hiring additional staff) would only have been able to
achieve half of the benefit they got from IKD in the counterfactual scenario. This effectively

2 The average of 101.04 end users helped per charity was derived from the responses of 556 charities
in the January 2022 IKD impact survey.
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reduces the benefit in the counterfactual by half for the outcomes relating to reaching new
service users and building strong partnerships, and increases the net impact of IKD’s
products. The total benefit of IKD increases to £44.76m per annum, for a benefit-cost ratio of
16.06:1.

A more conservative counterfactual assumption (relative to the baseline) is to assume that
25% of the cost savings that charitable organisations achieved through IKD’s products
could have been achieved by securing the products elsewhere. This is unlikely to be the
case due to the lack of similar organisations of the scale of IKD, but this scenario reduces
the total benefits to a still sizeable £31.86m (and a benefit-cost ratio of 11.43:1), suggesting
that the headline finding of high social value creation relative to cost is robust to a more
conservative counterfactual assumption.
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£30.00
£25.00
£20.00
£15.00
£10.00
£5.00 £2.79 £2.79 £2.79
£0.00 [ [ [
Baseline Counterfactual: less Counterfactual: more
conservative conservative
m Total benefit (per annum) m Total cost (per annum)

Figure 16: Benefit-cost calculations for a conservative counterfactual assumption

We conducted a further sensitivity analysis by varying the approach to the monetisation of
the second and third charitable organisation outcomes. In these scenarios, rather than using
the amount that charitable organisations would hypothetically spend to achieve the
outcomes relating to reaching new service users and building stronger partnerships, we
have used survey data on the amount of extra staff or volunteer time they would need to
spend to achieve these outcomes. Monetary values were applied to staff and volunteer
hours as follows (Figure 17):

= Staff hours: We monetised staff time at an hourly wage rate of £17.63. This was derived
from an average annual wage in the charity sector of £33,000 in 2021, as reported in
CharityJob’s analysis of data on 40,000 jobs between January 2020 and July 2021,*°
divided by the national average number of working hours per week in July—Sept 2021
(36)¢ and weeks per year (52). For the reaching new service users outcome, the
additional staff hours that charitable organisations were willing to spend were scaled to
their number of regular service users and reapplied to the charitable organisation
network as a whole in the same way as described for the spending proxy in Section 4.6.

= Volunteer hours: We monetised volunteer time at an hourly wage rate of £15.60. This
was derived from the replacement cost of volunteering services based on the market
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wage for similar work,!” adjusted to 2021 prices using the GDP deflator.'® For the
reaching new service users outcome, the additional volunteer hours that charitable

organisations were willing to spend were scaled to their number of regular service users

and reapplied to the charitable organisation network as a whole in the same way as
described for the spending proxy in Section 4.6.

The different approaches to valuation of the benefits made very little difference to the
headline findings. The estimated total social value created by IKD fell slightly to £38.30m
when using the staff time approach or £38.88m under the volunteer time approach.

£45.00

£40.00 £39.16 £38.30 £38.88

Millions

£35.00
£30.00
£25.00
£20.00
£15.00

£10.00
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£0.00 . . .

Baseline: money spent Staff time Volunteer time

m Total benefit (Em per annum) m Total cost (Em per annum)

Figure 17: Benefit-cost calculations through the monetisation of additional Staff and Volunteer time

4.8 Extended model

To provide a rough projection of the social value creation that is likely to occur between the

charitable organisations receiving IKD’s products and their end users, this section outlines

the findings of a more hypothetical extended model. This model contains the same three
charitable organisation outcomes as the core model, as well as the six material outcomes
from the ToCs (three outcomes each for the YP and LI groups).

The relevant populations of the two additional stakeholder groups were estimated from data

from the IKD January 2022 survey of its charitable organisation network, where charitable
organisations were asked how many regular service users they support each week, and
which stakeholder categories they support. To prevent an overlap between the respective
populations of YP and LI, charitable organisations that support multiple stakeholder types
were assumed to have their regular service users evenly split between each stakeholder
type (e.g. a charitable organisation with 200 regular service users that supports YP and LI
stakeholders was assumed to support 100 of each of these two groups). This yielded a
population of 24,846 service users among the YP group®® and 48,663 from the LI group.?°

The latter was split further between adults (44% of the LI group) and children (the remaining
56%) based on national data on the proportion of family sizes among the two lowest income

deciles in the UK in 2018.%%
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It should be noted that there is a data gap regarding the number of people supported by
IKD’s network of charitable organisations that are in the YP and LI groups. The data cited
above can tell us whether or not an organisation gives support to young people (for
example) but not how many young people they regularly support. While the assumption of
dividing an organisation’s service users evenly between all the types of stakeholder they
support is the most accurate approach available, it is likely to underestimate the true
populations of YP and LI service users, as these stakeholder types are anecdotally known to
be among the most prominent across IKD’s network (meaning that they may make up the
majority, rather than an even share, of the average organisation’s end users even if that
organisation lists several other stakeholder types that they occasionally support).

An alternative, but similarly imprecise data source is the survey question asking
organisations for their main focus area. This source suggests that the population estimates
we use in the extended model may be an underestimate. In the January 2022 survey, 23.2%
of service users reported as benefitting from IKD products each week were supported by
organisations focused on family welfare or by schools, whereas our population estimate
above shows low-income families representing 18.6% of all service users across the
network.?? Similarly, 13.1% of service users from the January 2022 survey were supported
by ‘Child/youth care’ organisations, compared with our estimate of YP making up 9.5% of the
total service user population. On the other hand, these additional estimates may not be very
precise: families with higher income may be supported by family welfare organisations, for
example, whereas childcare (rather than youth care) organisations are not relevant to our
stakeholder group covering young people aged 18-24.

In the absence of data about the change in the six additional outcomes, their
counterfactuals, or level of attribution, we made broad assumptions for illustrative purposes,
while erring on the conservative (lower net impact) side to reduce the risk of over-claiming
IKD’s impact. The assumed improvement in these outcomes varies between 5% and 20%, in
line with the proportion of charitable organisations reporting the presence of similar
outcomes in the January 2022 IKD survey (Table 3).

We applied a conservative assumption across all six outcomes regarding net impact.
Assuming that 50% of the projected change would have occurred anyway in the
counterfactual scenario (e.g. if the service users received support from other charitable
organisations outside IKD’s network or from public services). We used a relatively low
attribution figure of 20%, reflecting the potential for other factors to have contributed to the
end users’ improvement beyond the charitable organisations, and the potential for factors
other than IKD to have supported the charitable organisations’ provision of services to their
end users.
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Table 3: Additional outcomes included in the extended model, with prevalence from
previous survey and projected change in the extended model

IKD Jan 2022
Outcome IKD Jan 2022 survey: survey: Proiected
Stakeholder Stakeholder  from What outcomes do Prevalence of . )
improvement
group sub-group Theory of products help you outcome (assumption)
Change achieve? (% of charitable P
organisations)
Young people (Care Incrgased Boost pe.ople s self-esteem 71.8% 15%
(18-24) leavers) confidence | and confidence
People feel ready to more
acéligg)people I((S;vr:rs) fully participate in the 47.6%
Increased community/society 10%
autonomy
Young people (Care People transition into new 27 204
(18-24) leavers) housing '
Increased
PN Gy semseol | Tpleelledmd o gsa
belonging
Low-income Reduced Improved mental health 8 o
families Parents anxiety and wellbeing [ 15%
. Increased .
Low-income . Improved children’s health, o o
families Children zense 9f wellbeing and happiness 59.5% 10%
elonging
Low-income g Improved children’s 9
families Chnr 2l learning and development e
Increased
attendance . 5%
Low-income _ at school Reduced days missed from
families Children school and work for people 22.6%

who have periods

We applied financial proxies to monetise the six additional outcomes using two approaches.
For the wellbeing related outcomes, we used a combination of NEF’s (2009) National
Accounts of Wellbeing® and the cost-effectiveness threshold used by the National Institute
for Health and Clinical Excellence (NICE). This approach is described in greater detail in Cox
et al. (2012).2* NICE typically assesses a health intervention as cost-effective if it delivers
one additional quality-adjusted life year (QALY) for £30,000 or less. Research from health
economics®® estimates that mental health accounts for 35.2% of a person’s overall health,
equivalent to 0.352 QALYs per annum. If one QALY is valued at £30,000, then the portion
relating to mental health and wellbeing is equivalent to 0.352 x 30,000 = £10,560 per annum.
The National Accounts of Wellbeing divide a person’s wellbeing into seven domains using a
review of psychological and wellbeing literature. Assuming an equal split between personal
and social wellbeing, and a similar equal split between the domains within these categories,
the total value of wellbeing (£10,560 per annum) can be apportioned as shown in Table 4.
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Table 4: Domains of wellbeing with estimated financial valuation using the QALY
approach

Proportion of overall

Category Wellbeing domain value
Confidence/self-esteem 10% (£1,056)
Positive functioning 10% (£1,056)
Personal wellbeing Emotional wellbeing 10% (£1,056)
Vitality 10% (£1,056)
Satisfying life 10% (£1,056)
Social wellbeing Improved/supportive relationships 25% (£2,640)
Trust and belonging 25% (£2,640)

For the financial proxy relating to attendance at school, we have applied the estimated
knock-on costs to the State of each persistently absent pupil via the health system, policing,
justice, social services and education as calculated by the Early Intervention Foundation
(EIF).25 This has been adjusted to 2021 prices using the GDP deflator.?’

The resulting financial proxies by outcome for the extended model are shown in Table 5.
Table 5: Additional outcomes included in the extended model with financial proxies

National
Accounts of Other
Financial proxy Wellbeing and financial
QALY approach: proxy
financial proxy

Outcome
Stakeholder Stakeholder from

group sub-group Theory of
Change

Young National Accounts of

_ (Care Increased Wellbeing:
peopzli (e leavers) confidence Confidence/self- £1,056.00
) esteem
Young (Care Increased National Accounts of
people (18— leavers) autonom Wellbeing: £1,056.00
24) y Positive functioning
Young (Care Increased National Accounts of
people (18— sense of Wellbeing: £2,640.00
leavers) : .
24) belonging Trust and belonging
. National Accounts of
Lofw-lngome Parents Reduced Wellbeing: £1,056.00
amilies anxiety . .
Emotional wellbeing
. Increased National Accounts of
Lofv;;rl]r;lci:ggn € Children sense of Wellbeing: £2,640.00
belonging Trust and belonging
. Increased EIF research:
Lofv;;?lci:g? € Children attendance = Chowdry & Fitzsimons £2,096.59
at school (2016)
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In the resulting extended model, IKD’s products are estimated to create social value
equivalent to £42.47m across the nine outcomes for charitable organisations, YP, and LI
groups. The six additional outcomes account for a combined £3.31m in social value on top of
the estimated £39.16m from the three charitable organisation outcomes in the core model.
This implies a benefit-cost ratio of 15.24:1 in the extended model. In general, given that the
assumptions around gross improvement, counterfactual and attribution are similar across the
SiX new outcomes, it is the outcomes with a higher financial proxy (sense of belonging) that
account for a larger share of the additional total benefits (Figure 18).

£1.40 £1.31
(2]
c
2 £1.20
P
£1.00
£0.80 £0.72
£0.60
£0.39
£0.40 £0.96 £0.34 £0.29
£0.00
Increased Increased Increased Reduced Increased Increased
confidence autonomy sense of anxiety sense of attendance at
belonging belonging school
(Young People) (Children in

LIFs)

Figure 18: Estimated social value created under each additional outcome in the extended SCBA model, in
£ millions

4.9 Directions for further research

The extended model covers only a small proportion of IKD’s total service users (restricted to
the two key stakeholder groups, whose numbers may have been underestimated) and a
small number of the potential end-user outcomes affected by IKD’s products across the
charitable organisation network as a whole. As such, it can be seen as a lower bound to the
potential social value creation occurring, given the limitations of time and scope for the
current evaluation.

Further research could seek to capture more data from across the service user population of
the charitable organisation network, to generate more reliable evidence of IKD’s impact at
scale on these service users.

This could take various different approaches. On the one hand, conducting in-depth impact
evaluations (such as social return on investment - SROI - analyses) for a small number of
charitable organisations receiving IKD products could achieve a greater depth of insight into
all the significant changes that end users experience. It would still be a challenge to account
for the great diversity of organisations, end users and outcomes that ultimately benefit from
IKD’s products. This could be addressed to some extent by categorising charitable
organisations by type, generating a limited number of evaluations for organisations within
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each type (e.g. 3-5 SROI studies to give an average social benefit-cost ratio for that type of
organisation), and then grossing up the impact for each type across the full network to
estimate IKD’s aggregate impact.

Another approach would be to generalise outcomes within each type of organisation (e.g.
drawing on the outcomes mentioned in the larger impact survey or by running a theory of
change workshop for each type of organisation) and then to run surveys capturing more
detailed data than is currently collected (e.g. multiple rounds of data showing the extent of
the improvement in each outcome) and covering all the most significant outcomes for each
type of organisation. This approach may encounter practical obstacles in terms of collecting
survey data from a large sample of end users, potentially requiring either a major effort to
administer an online survey indirectly via the charitable organisations and incentives to
encourage a large enough response rate, or a potentially less accurate but more feasible
approach of asking the charities to estimate the extent of the change in their end users’
outcomes. Ultimately the choice of approach would depend on the level of precision required
and the resources available for evaluation, with the aim being to reach an acceptable
compromise between what is most rigorous and what is feasible with the available
resources.
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APPENDIX 1: STAKEHOLDER
INTERVIEWS

Interview questions — LI group

Interviewee background

1. Could you tell me a bit about yourself and your child/children? How old are your children?
2. How did you get involved with the charity?
3. What kind of support were you hoping to receive? [Food donations, household products,
products for their children, organising activities- games, etc.].
4. How often and in what form is the support that you receive from [the charity]?
[Prompt: list the main goods and outcomes being reported.]

Outcomes experienced

5. What changes, if any, have you seen in your life/day-to-day functioning, since being in touch
with the charity? [List down all possible impacts.]

6. Has the charity provided any support on addressing your children’s needs? (If child support is
mentioned in Q3) Could you tell us in more detail the support you received for your child/
children from the charity? [educational supplies, books, period products, breakfast packets]

7. What changes, if any, have you seen in your children, particularly in relation to their needs,
since being in touch with the charity? [Prompt: increased school attendance.]

8. You mentioned your child accessed [books/ school supplies/ breakfast packets/ anything
else]. What was the impact of this/ what changes have you noticed in your child as a result?
[Prompt: increased sense of belonging — child more willing to attend school, able to adjust
well in school, able to form friendships with their classmates.]

. Do you think this support enables you to provide your child with the things every child needs?

10. Do you believe that this support has had any impact on your child’s wellbeing? [Prompt:
increased sense of belonging for the children.]

11.  Thinking about where you were before you got involved with [the charity] and where you and
your children are now, has anything changed about your general wellbeing and lifestyle?

12. How has the support affected your relationship with your child/children, if at all? (e.g. parent
has more time, parent is less worried)?

[Prompt: reduced stress/ anxiety.]

13. Have you observed any changes in your behaviour as a result of your child accessing a

product? [Prompt: breathing space, increased resilience, positive feelings.]

Attribution and counterfactual

14. Is there anyone else in your life or other organisations (charities, government services) that
have also helped you achieve [interviewer to insert a few examples of outcomes discussed
above]? Attribution

15. To what extent do you think the changes you’ve described today are because of the charity
as opposed to other factors? Attribution
e Agreat deal (100%)

e Quite a lot (75%)
e Some (50%)
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o Alittle (25%)
¢ Not at all (0%)
16. Imagine what things would have been like in your life if you hadn’t had help from the charity.
Would things have improved, worsened or stayed the same for you? Counterfactual
e Worsened significantly
e Slightly worsened
e No change
e Slightly improved
e  Significantly improved
17. What could be improved in the kind of support that you received from the charity?
18. Is there anything else you want to say about your experience with the charity?

Interview questions — YP group

Interviewee background

1. Can you tell me a little bit about yourself and how you got involved with the charity?

2. What expectations did you have about the charity before you got in touch with them? [Food
donations, household products, personal care products, skill training, mentorship, space for
discussions/ conversations or other such activities.]

3. How often and in what form is the support that you receive from [the charity]?

[Prompt: list the main products and outcomes being reported.]

Outcomes experienced

4. Have you seen any changes in your day-to-day life and how you feel, since you got in touch
with the charity? If so, what has changed from your perspective?

[Prompt: improvement in resilience, better emotional and physical health, increased
independence, improved sense of belonging.]

5. How has the charity supported you with your housing situation? This could be anything
relating to housing. Please give as much detail as you can. If yes, what has changed in your
life as a result?

[Prompts: supporting participants to find safe accommodation, providing household products,
helping with budgeting and money management, 2-3 key products they received from IKD
and its impact.]

6. How are you getting on with managing the household?

[Prompt: focus on the 1-2 key products received from IKD and their impact, increased
confidence, and increased autonomy.]

7. Do you think the support you have received so far has enabled you to make your own
decisions regarding your home, your life etc.? Have you observed any changes in your
behaviour? Is there anything that you do now that you didn’t do before you got in touch with
the charity?

[Prompt: independence/autonomy.]

8. Onascale of 1to 5, how would you rate your confidence in dealing with day-to-day matters
before you were introduced to the charity?

[Indicator scale for reference for confidence outcome (in case needed): Have you recently been
losing confidence in yourself? Not at all; No more than usual; Rather more than usual; Much more than
usual]

9. Onascale of 1to 5, how would you rate your confidence in dealing with day-to-day matters
in the past couple of weeks?
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10.

11.

12.

13.

14.

15.

(If there is a difference) Why do you think there has been an increase/ decrease in your
confidence?

Thinking about where you were before you got involved with the charity and where you are
now, has anything changed about your general wellbeing and lifestyle? [Prompt: sense of
belonging.]

Do you think the support you received from the charity has helped with your transition to a
normal life? [Prompt: sense of belonging.]

Given your (time period) association with the charity, do you feel you can rely on them to
help you with different issues/ problems that you are facing/ might face in the future?
[Prompt: trust in the charity.]

What are your goals for yourself (for now or for the future)? They could be related to
education, employment prospects or anything else.

Have you received any help from the charity with any of your goals? If yes, what form has
this support taken?

[Prompt: mentorship, skill training sessions, sessions for interview preparation, getting
formal clothes for interviews/ workplace.]

Attribution and counterfactual

16. Is there anyone else in your life or other organisations (charities, government services) that

have also helped you achieve [interviewer to insert a few examples of outcomes discussed

above]? Attribution

17. To what extent do you think the changes you’ve described today are because of the charity

as opposed to other factors? Attribution

e A great deal (100%)

e Quite alot (75%)
e Some (50%)

o Alittle (25%)

o Not at all (0%)

18. Imagine what things would have been like in your life if you hadn’t had help from the charity.

Would things have improved, worsened or stayed the same for you? Counterfactual
Worsened significantly

Slightly worsened

No change

Slightly improved

Significantly improved

19. What could be improved in the kind of support that you received from the charity?
20. Is there anything else you want to say about your experience with the charity?
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APPENDIX 2: THEORIES OF CHANGE

The three Theories of Change produced at the co-design workshops are shown herein.
Material outcomes, which formed the basis of the subsequent evaluation, are marked with a
gold star.
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Charitable organisations: Theory of Change

Short term (1-2 months) Medium term (3-6 months) Long term (12 months +)
Money savings: External factors
lower overheads
5 Improved
volunteer costs m fir T ) )
recognition Increases in the Difficulties
Delivered larger \ Resources for costofiving vlf::.lulieelsilm
skills class, not other forms of Knowledge
1to1 support :
it :')hcaalie:u?h'g]ﬁty Governance Impact of world
— s and support events
More end users T ST
from trustees aftention and
supported sector orgs .
- donations to pre-
products: Impact of the d
Need: games, for pandemic on
young families Supporting operations
Hit hard by community
the pandemic venues
— increased — Opening Aim:
demand, Fﬂljidayawwhﬁ -»| opportunities
:stgﬁ?cde g(memmeu ) i with other orgs Charities get a
e . reliable supply, right
Covid impact, Keeping up with ;
el P _ """ increased demand E::g:’d at the right
volunteers Eddn:ahmmdlpadcs * Including (right)
ucation variety
supplies)
Period products
Variety of
products
mﬁﬂﬂm@m Need / Aim
C"I’”""g for Activities /
volunteers
products
Outcomes
Faootball Football clothes ———— h 't'
equipment (charities)
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Young People (18-24): Theory of Change

Short term (1 week)

‘ Medium term (6-8 weeks)

Slime packs Organising some
(youth clubs); interesting activities that
board games for #! help establish a
younger and conversation/ space to
older adults interact
I
Covid-19 packs (physical
activity equipment, Eaﬂrgell)sre:!r(th
hygiene products, “feel- tee
nagers
Box of brand- sl ciilebiles
new pl‘()dl.ld!i to BS}) Build trust
help set up their among the
Ll ~| Young people
; Immediate help and create an
Hygiene and with setting up avenue they
household o can come to for
cleaning further help
products for 6-8 Sense of worth
weeks Branded and belonging
clothes, shoes
) - (trainers, etc.),
z;'f“‘:fa' N especially for VF
job interviews
ways to reduce
expenditure Help save that money and
Need: help you find more efficient
T ways to spend on utilities
Housing concerns Budget cooking (fuffilling immediate needs to
o - ! classes then sort long term finances
social isolation
(especially among __/
people leaving the Help smaller
care system) organisations
Generation Covid: (intermediate
Extra support needed s behmeen
to close the gap lhem signing up Resources for
caused by COVID with IKD) other forms of
especially related to Sl
Jobs/opportunities/
skills

Long term (12 months +)

External factors

Labour market Rent levels
conditions

Impact of the
FeEE T pandemic (esp. on
ETTE EESTEEE certain sectors)
Movement of Redl_"?m"o'f"
more training to f
online delivery LRI

health services

Aim
Unlocking potential

Lead fulfilling lives,
help become self-
sufficient and
access all
opportunities
available to them

Help low-income
youth with finances
and budgeting and
increasing/
improving their
quality of life

Need / Aim
Activities
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Low-income families: Theory of Change

Short term (0-6 weeks) Medium term (3-6 months) Long term

Aim

Need:
Emerging
group having
to choose Families no
between ifyi 1 Parents longer have
= feedng |————"—-"F———-—— 41— — —— — 4 — | which families - — — — — — — | _ __ __ to make that | |
themselves, i choice, and
staying clean ! Children are part of
and keeping their
their house, community
worsened by
the pandemic

Need / Aim
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Theory of Change co-design workshop attendees (8 March

2022)
Impetro CIC

The Renewal Trust

Helping our Homeless Wales
Kilcooley Women’s Centre
Aura lon Foundation

Forest View Primary School
In Kind Direct

NEF Consulting
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APPENDIX 3: CHARITY SURVEY
QUESTIONNAIRE

BETTER UNDERSTANDING OUR IMPACT TOGETHER
Outcomes: Number of end users reached

In our regular impact surveys, we ask you how many people your organisation supports with products
from In Kind Direct and if you are able to help more people by working with us. This section will help
us calculate how much of that change is because of the products you receive from us, compared to
other factors.

1. Inour last impact survey in January, some organisations indicated they were able to reach people
they otherwise would not, thanks to the products they receive from In Kind Direct.

a. Approximately what proportion of the people you help would you not have reached, were
it not for the products you access from In Kind Direct? If you do not think this is true for
your organisation, please enter 0.

Approximate percentage %

b. Which types of products do you find most contributed to reaching people you might
otherwise not have been able to?

c. Of the people you have supported with products from In Kind Direct, what type of support
do they go on to use? (Below are some examples, but please do use the ‘Other’ to
describe types of support not mentioned here)

They continue to access products through your organisation

They access another service your organisation provides

They access a service from a different organisation in the local area because of your
signposting or support

None of the above

Other

d. Are there any types of service that you have found people particularly go on to access?

The preceding questions referred to those people that your organisation would not have reached were
it not for the products you source from In Kind Direct. The next set of questions seeks to estimate the
added value to your organisation of engaging those people.

2. Imagine a hypothetical situation where In Kind Direct did not exist. In this scenario, what else
would you have to do to engage those you reach with products from In Kind Direct? (Below are
some examples, but please do use the ‘Other’ to describe types of activities not mentioned here)

Spend more resource on marketing / promotion

Spend more resource developing outreach projects
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Recruit more staff or volunteers
Attend more events
We would not have another way to do this

Other

a. For this scenario, please estimate how much more would you have to spend per month to
reach those people? £

b. For this scenario, please estimate how many additional hours of staff time and/or

volunteer time per month would be needed to reach those people? staff
hours / volunteer hours
[New Page]

Outcomes: Partnerships with other organisations

In a recent workshop with network partners, we heard that products from In Kind Direct have helped
some organisations to develop stronger partnerships with other non-profit or public sector
organisations in their community.

3.

a. How would you describe the strength of your partnerships with similar non-profit or public
sector organisations?

Very strong

Strong

Neither strong nor weak
Weak

Very weak

b. Thinking about the period before you first got in touch with In Kind Direct, how would you have
described the strength of your partnerships with similar non-profit or public sector organisations?

Very strong

Strong

Neither strong nor weak
Weak

Very weak

c. To what extent do you think the activities or projects you run with products from In Kind Direct
contributed to any changes you have experienced in the strength of partnerships with other
organisations?

A great deal (100%)

Quite a lot (75%)

Some (50%)

A little (25%)

None at all (0%)

Not applicable - we have not developed any partnerships

In what ways did the products you receive from In Kind Direct help your organisation to build
stronger partnerships with similar organisations?
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5. What positive changes for your organisation have occurred as a result of the stronger
partnerships you have developed with similar non-profit or public sector organisations? (Below
are some examples, but please do use the ‘Other’ to describe types of changes not mentioned
here)

Opened up new funding opportunities

Created new projects

Increased the awareness of our organisation

Improved your ability to respond to a crisis

Improved the trust in your organisation

Your organisation became more valued in the community
Exposure with local government

Other

6. Were there any factors other than products from In Kind Direct that were important contributors to
building strong partnerships with other organisations during the same time period?

7. You have selected ‘we have not developed any partnerships’. Do you think it is possible for
products received by In Kind Direct to help your organisation build and develop partnerships with
other organisations? If Yes, please describe below how this might be achieved

The preceding questions referred to the change in your partnerships with other organisations that
occurred because of the products you receive from In Kind Direct. The next set of questions seeks to
estimate the added value to your organisation of the stronger partnerships you developed.

8. a. Imagine a hypothetical situation where In Kind Direct did not exist. In this scenario, what would
you have done instead to build stronger partnerships with similar non-profit or public sector
organisations? (Below are some examples, but please do use the ‘Other’ to describe types of
activities not mentioned here)

Spend more resource on marketing / promotion
Spend more resource developing outreach projects
Recruit more staff or volunteers

Attend more events

We wouldn’t have another way to do this

Other

b. For this scenario, please estimate how much more would you have to spend per month to build
those stronger partnerships? £
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c. For this scenario, please estimate how many additional hours of staff time and/or volunteer time per
month would be needed to build those stronger partnerships? staff hours /
volunteer hours

[New Page]

We love speaking to you to find out how we can best support you. We have recently set up an
insights community of around 100 organisations in our network to help us shape our service, act

as a sounding board and trial new ideas. Would you like to receive more details about joining this
community?

End of survey. Thank you for your responses!

61



Measuring the Social Impact of In Kind Direct

REFERENCES

1In Kind Direct. (n.d.) About us [webpage]. Retrieved from https://www.In Kinddirect.org/about-us/

2 In Kind Direct. (2021). Social Issues, Key Audiences and Product Type. Unpublished document,
sent to NEF Consulting by In Kind Direct as part of initial document review.

3 Joseph Rowntree Foundation. (2022). UK Poverty 2022: The essential guide to understanding
poverty in the UK. p.10. Retrieved from https://www.jrf.org.uk/report/uk-poverty-2022

4 Assuming a response distribution of 50% and a required confidence level of 90% for the survey
estimates. Raosoft. (n.d.) Sample size calculator. Retrieved from:
http://www.raosoft.com/samplesize.html

5 For example, to generate estimates with a 90% confidence level and at most a 5% margin of error, a
sample size of 250 out of 3,200 charitable organisations would be advisable. See Raosoft. (n.d.).

6 Michaelson, J., Abdallah, S., Steuer, N., Thompson, S., & Marks, N. (2009). National Accounts of
Well-being: bringing real wealth onto the balance sheet. London: NEF. Retrieved from
https://neweconomics.org/uploads/files/2027fb05fed1554aea uim6vd4cs.pdf

7 Note that figures may appear to sum to more than 100% due to rounding.

8 Note: one outlier at (1000, 200) has been omitted from the chart for visual clarity.
° Note: one outlier at (1000, 30) has been omitted from the chart for visual clarity.
10 Note: one outlier at (1000, 20) has been omitted from the chart for visual clarity.
11 Actual figure: £2,786,858. Data supplied directly by IKD.

12 In Kind Direct. (2021). Report and financial statements for the year ended 31 December 2020. p.20.
Retrieved from https://register-of-charities.charitycommission.gov.uk/charity-search/-/charity-
details/1052679/accounts-and-annual-returns

13 £5,711.02 per annum per organisation = £12.07 per service user x 12 months per year x 39.43
service users reached through IKD products in the average organisation. Note: 39.43 new service
users reached per organisation = 39.02% of total service users reached via IKD products for the
average organisation (April 2022 survey) x 101.04 total service users per organisation (average from
the larger sample in the January 2022 survey)

14 £11,066 per annum = £922.17 average spend per organisation to achieve the outcome (April 2022
survey) x 12 months per year

15 CharityJob .(2021). The State of Charity Recruitment [webpage]. Retrieved from
https://www.charityjob.co.uk/careeradvice/resource/state-of-charity-recruitment/

16 ONS (2022). Average actual weekly hours of work for full-time workers (seasonally adjusted).
London: Office for National Statistics. Retrieved from
https://www.ons.gov.uk/employmentandlabourmarket/peopleinwork/earningsandworkinghours/timeser

ies/ybuy/Ims

17 Social Value Portal Ltd. (2019). National TOMs 2019 (Basic Calculator). Retrieved from
socialvalueportal.com

18 HM Treasury. (2022). GDP deflators at market prices, and money GDP March 2022 (Quarterly
National Accounts). Retrieved from https://www.gov.uk/government/statistics/gdp-deflators-at-market-
prices-and-money-gdp-march-2022-quarterly-national-accounts

19 This corresponds to the following stakeholder types in the January 2022 survey: ‘Young people, 18-
24 years’ and ‘NEETSs’.

62


https://www.inkinddirect.org/about-us/
https://www.jrf.org.uk/report/uk-poverty-2022
http://www.raosoft.com/samplesize.html
https://neweconomics.org/uploads/files/2027fb05fed1554aea_uim6vd4c5.pdf
https://register-of-charities.charitycommission.gov.uk/charity-search/-/charity-details/1052679/accounts-and-annual-returns
https://register-of-charities.charitycommission.gov.uk/charity-search/-/charity-details/1052679/accounts-and-annual-returns
https://www.charityjob.co.uk/careeradvice/resource/state-of-charity-recruitment/
https://www.ons.gov.uk/employmentandlabourmarket/peopleinwork/earningsandworkinghours/timeseries/ybuy/lms
https://www.ons.gov.uk/employmentandlabourmarket/peopleinwork/earningsandworkinghours/timeseries/ybuy/lms
https://www.gov.uk/government/statistics/gdp-deflators-at-market-prices-and-money-gdp-march-2022-quarterly-national-accounts
https://www.gov.uk/government/statistics/gdp-deflators-at-market-prices-and-money-gdp-march-2022-quarterly-national-accounts

Measuring the Social Impact of In Kind Direct

20 This corresponds to the following stakeholder types in the January 2022 survey: ‘Families with pre-
school aged children’ and ‘Families with school-aged children’.

21 ONS. (2019). Percentage of households by size, composition and age in each gross income decile
group: Table A49. London: Office for National Statistics. Retrieved from
https://www.ons.gov.uk/peoplepopulationandcommunity/personalandhouseholdfinances/expenditure/
datasets/percentageofhouseholdsbysizecompositionandageineachgrossincomedecilegroupuktablea4
9

22 A total of 56,181 regular weekly service users were recorded in the responses to the January 2022
charity survey conducted by IKD.

23 Michaelson, J., Abdallah, S., Steuer, N., Thompson, S., & Marks, N. (2009). National Accounts of
Well-being: bringing real wealth onto the balance sheet. London: NEF. Retrieved from
https://neweconomics.org/uploads/files/2027fb05fed1554aea uim6vd4c5.pdf

24 Cox, J., Bowen, M., & Kempton, O. (2012). Social Value: Understanding the wider value of public
policy interventions. pp. 24-30. Retrieved from
https://www.socialauditnetwork.org.uk/files/5213/4996/6941/Social_Value - 080612.pdf

%5 |bid. p.29

26 Chowdry, H., & Fitzsimons, P. (2016). The cost of late intervention: EIF analysis 2016. London:
Early Intervention Foundation.

27 HM Treasury. (2022). GDP deflators at market prices, and money GDP March 2022 (Quarterly
National Accounts). Retrieved from https://www.gov.uk/government/statistics/gdp-deflators-at-market-
prices-and-money-gdp-march-2022-quarterly-national-accounts

63


https://www.ons.gov.uk/peoplepopulationandcommunity/personalandhouseholdfinances/expenditure/datasets/percentageofhouseholdsbysizecompositionandageineachgrossincomedecilegroupuktablea49
https://www.ons.gov.uk/peoplepopulationandcommunity/personalandhouseholdfinances/expenditure/datasets/percentageofhouseholdsbysizecompositionandageineachgrossincomedecilegroupuktablea49
https://www.ons.gov.uk/peoplepopulationandcommunity/personalandhouseholdfinances/expenditure/datasets/percentageofhouseholdsbysizecompositionandageineachgrossincomedecilegroupuktablea49
https://neweconomics.org/uploads/files/2027fb05fed1554aea_uim6vd4c5.pdf
https://www.socialauditnetwork.org.uk/files/5213/4996/6941/Social_Value_-_080612.pdf
https://www.gov.uk/government/statistics/gdp-deflators-at-market-prices-and-money-gdp-march-2022-quarterly-national-accounts
https://www.gov.uk/government/statistics/gdp-deflators-at-market-prices-and-money-gdp-march-2022-quarterly-national-accounts



