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Exercise: Assess your metrics
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Agenda

 What is social impact why is it important?
 What words are used to discuss SI?
 How is SI measured? 
 Problems with tools and processes 
 A real world approach that works
 Introduction to alternative methods, and 

resources 
 OK. What next?
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 Notes of this session
 Handouts and exercise 

templates
 A copy of the Social Impact 

Measurement (SIM) Guide, 
written by Red Ochre for 
WSCC, TOMS etc.

Follow-up from this session 

© Red Ochre 2014-20



Exercise: Introductions 

 What is your experience of SI?
 Generic problems with measurement and reporting 
 Specific problems you have experienced with 

measurement and reporting 

 3H (extension exercise) 
 Heart. Story, case study or emotional hook

 Head. Some statistics to back up the need. Basics of what 
you do. Something concrete to back up your impact 

 Hands. Close – ask for something – a contract, a meeting, a 
card, an opportunity to call for support or action 

© Red Ochre 2014-20



 Impact: the positive change an organisation makes (or plans 
to make) to people, society, economy or environment

 Evaluation / Measurement: Anything that helps you to better 
understand the impact your organisation is having

 Management: Using what you’ve learned to make your work 
more efficient or more effective 

What is social impact? 
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Why is SIM important? 
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 Internal
 To support better decision making
 To support investment decisions – using limited resources 

better
 Understand and communicate the complexity of the 

transformation of services and ‘change processes’
 External
 Manage your “value” chain – contracts and performance 

management 
 Quantify, control and communicate the benefits your 

intervention brings to your clients
 To prove your case to funders, purchasers and other 

stakeholders

Because …
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Exercise: Outputs & outcomes
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 Social impact ≠ Social Value (necessarily) 
 Public Service (Social Value) Act 2012
 All public bodies in England and Wales are required to 
consider how the services they commission and procure 
might improve the economic, social and environmental well-
being of the area

 Social value = “If £1 is spent on the delivery of services, can 
that same £1 be used, to also produce a wider benefit to the 
community?” 
 In this context social value can be (mis)interpreted as 
added financial value

Caveat: Social Impact vs. Social Value
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Caveat: Practical constraints
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SIM 101: Impact models 
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Case Study: We Make a Change 
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Formal & informal approaches 

• Robust and large data studies (quantitative) give 
your theory of change credibility

• Stories about people (qualitative) touch the 
humanity of your funders, the media and your 
stakeholders 
– Lives touched, a type of personalised case study of your 

impact on a person
– Story telling, but “anecdote” is not the plural of datum!
– Look back move forward
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E.g. Look back move forward
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Hypotheses and Theory of Change 
Problem Activity Solution

but …
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A simple approach 

 A four-step process
 Decide what’s important
 Source the information
 Analyse the information
 Communicate your learning 
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Case: A simple study – soup 
 What purpose does Project Soup serve?
 How does it do this?
 How did Henry identify the problem?
 Who are the stakeholders he engages with?
 Who does he help? Who helps him?
 How does he communicate with these groups of people?
 How does he promote his project activities?
 How does Henry measure and manage the project?
 Is the idea financially sustainable?
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 0: What is important for you to measure? 
 1: Source data

 Critical success factors
 Performance indicators
Mechanisms
 Frequency

 2: Analyse findings
 Organise 
 Reflect 
 Analyse

 3: Communicate conclusions
 Summative > prove (sales, marketing, fundraising, commissioning, 
procurement etc.)
 Formative > improve (efficiency, effectiveness, CI etc.)

Overview of the process
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Decide what is important 
 Organisational objectives are “given” to you
 From your trustees or a funder 

 Drawn directly from business or development 
plan
 Experienced a need or problem
 Observed a need or problem
 How?

 Modelled a need or problem
 How?

© Red Ochre 2014-20



Storyboard: The process
 Get your stakeholders together

 Work through the following questions and answers in 
a conversation with your stakeholders 

 Build your storyboard from the information that flows

 You should have a narrative that suggests

 What is important

 Potential key messages

 What to measure
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Storyboard: Questions 1-5
 Q1. Describe the world in which you are working in terms of 

the local or wider need that your project is addressing.

 Q2. What are you planning to do as part of this project?

 Q3. What effects do you expect to see straight away?

 Q4. What effects and changes do you expect to see in the 
future?

 Q5. Where possible, describe the long-term changes for 
people, the environment or the economy that: 

 Your project will contribute to

 Your project will be wholly responsible for
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Storyboard: Questions 6-8
 Q6. For every immediate effect you identified in 3 above, 

ask ‘So what?’ or ‘Why is that important?’ (Try and describe 
precisely how each of the immediate effects will lead to the 
changes in the future.)

 Q7. For every effect and change you identified in 4 above, 
ask ‘So what?’ or ‘Why is that important?’ (Try and describe 
how the changes will lead to the long-term changes for 
people, the environment or the economy.)

 Q8. What barriers do you foresee that could prevent any of 
this happening?

© Red Ochre 2014-20



Firstly, what should you measure?

8.

6. So 
What?

7. So 
What?

1. 5.4.3.2.

© Red Ochre 2014-20



Case Study: Analyse We Walk the Line
• … is a social enterprise that empowers tomorrow’s entrepreneurs by selling 

great tasting artisanal coffee.
• We employ people who need a break, young people at risk of dropping out of 

education or the disadvantaged who need a second chance.
• We then coach our employees and teach them on the job how to run their 

own coffee cart. Coaching them over one year to become self-sufficient 
business people, equipping them with both business and barista skills.

• We reinvest our profits to set up our employees when they are ready with 
their own coffee cart and pitch, creating a new micro-business.

• We continue to support all our entrepreneurs through a franchise model, 
supporting them with accounting, marketing and the benefits of bulk buying 
stock.

• There are three ways you can help people who need a deserving break to be 
their own boss:

• 1) Buy our coffee.
• 2) Buy Social and book us for your next event, launch or ceremony.
• 3) Ask us to run a pop-up coffee pitch for you.
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What is of interest? 
What do we want to 
measure?
Why do we want to 
measure this?

Then
 How do we measure?
When do we 
measure?
What do we compare 
with?
What does this tell 
us? 
 Prove or disprove?

What next? Indicators 
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Sampling frequencies … 
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Internally Historical performance

Externally Nationally / 
Internationally 

Vs. best practice / 
exemplars

Control/ baseline

Similar 
demographics

With interventions 
(other “providers”)

Without 
interventions

In similar areas With interventions Without 
interventions

… and comparators 
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Caveat: Indicators …
 Direct vs. indirect measures
 Quantitative vs. qualitative
 Objective (absolute) vs. 

subjective (relative)
 Dunning–Kruger effect
 Reporting unforeseen 

consequences 
 Same message for different 

stakeholders 
 Your analysis: Does 

causation equal 
correlation?
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Recall: “Quant” and “Qual”
 Quantitative
 Financial measures e.g. savings accrued to the 

public purse, local money flows, tax payer years 
 Health and financial measures e.g. QALY typically 

from EQ-5D questionnaire 
 Health e.g. increased mobility (proxy time moving 

or distance travelled)   
 Qualitative
 Increase in confidence?

 Q: Gray areas?
 Support network? 
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Standard Model Impact Map

Log Frame

Add Risk and 
Assumptions 

Add co-design

Storyboard



Practical Impact Map 
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 Registration forms with profile data 

 Attendance record and logs (paper registers, 

online  - eventbrite)

 Feedback forms

 Minutes of meetings

 Postcards

 Questions in pub quizzes

 Idea walls

 External/third party evaluation

 Focus groups 

 Camera / photos

 Participant observation

 Thought experiment

 Mood board

 Flip cameras

 Visual journals

 Look back move forward 

www.proveit.org.uk/project_reflection.html

 Outcomes stars 

www.outcomesstar.org.uk

 Online survey 

E.g. www.surveymonkey.com

 Online polls

 Online open text box / wiki

 Storytelling

 Dictaphone – record interviews or record 

 quotes

 Suggestion box / piece of card

 Phone interviews

 Combine – e.g. an event to evaluate, discuss 

 and talk, then capture photos / quotes

Some data collection mechanisms
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Other ways of collecting data
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Some other approaches
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Some useful tools

 E.g. 
 Financial Analysis of Supporting 

People
 TOMS (Themes, Outcomes, Measures) 

calculator
 New Economy Unit Cost Database etc. 
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Analyse: Outcome Star for Homelessness 
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 Organise the data
 Consider or analyse data for themes or patterns
 Look at social and beneficiary impact, 
environmental impact, financial metrics, and other 
aspects of your project or organisation

 Reflect on data
 Do you have evaluation questions or a question 
that you are trying to answer in your work? 

 Theorise or draw conclusions

Step 2: Analyse your impact
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 Machine / deep learning?
 GIGO
 Context and relevance
 Patterns IRL or in data sets 
(replicability)?

 NB: Visualisations 
almost always help 
understanding
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“We asked our partner organisations 
how they support volunteers. Here’s 
what they said”:
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 Internally – impact management and performance 
management
 Externally – engage stakeholders, beneficiaries, 
funders 

Proving and improving, sharing and learning
 What you have achieved – your impacts?
 How you did it
 What you have learnt / challenges / what went wrong?
 Internally and externally
 Learn and take action on the things that matter

Step 3: Using the insights from SIM
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 This is about sharing the value of what you do with 
appropriate stakeholders

 Not just for those supporting you

 Think about the communities that you support

 How best to reach them?

 Use of different media

 How best to explain what you do?

 How can you make it interesting?

 Use the language and culture of the user of information

Reporting to your stakeholders 
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Case Study: Tone, channels & messaging 
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 Vision / mission
 Problem or need – give context
 Overview and activities
 Outputs
 Outcomes / impact
 Performance: summing up achievements / overall 

evaluation 
 Learning: Be open about what you have learned and 

changed 

Checklist: Evaluation report 
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Current SIM & R 
needs

Current
mechanisms (KPIs 
& methods)

Future SIM & R 
needs 

Areas for 
development / 
exploration 

Next actions 

Action Plan: What is your next action?



 www.nefconsulting.com/our-services/evaluation-impact-assessment/prove-
and-improve-toolkits, Prove and Improve (taken into NEF) is a good summary 
of mainstream tools

 CAN Invest, https://muesli-impact.org/

 https://impactsupport.org Impact management programme (diagnostic)

 www.redochre.org.uk/resources/publications-and-reports/

 www.thinknpc.org/resource-hub for useful resources

 www.socialvalueuk.org/report-database (formerly SROI Network) for reports 

 www.socialvaluehub.org.uk/resources for useful resources, specifically 
focused on the Public Services (Social Value) Act 2012

Some useful links
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Closing Exercise: The 5Ps 
 Purpose. What does your organisation wish to achieve? Your 

vision, goal or objective

 Pain. What problem does your organisation solve?

 Premise. How you solve the problem. What do you actually do?

 People. Who do you help? Who runs the organisation/ 
Stakeholder engagement etc.

 Prove it to me (what is your track record, Social Return on 
Investment, Social audit, outcomes reporting, local money flows 
etc.)
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