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1. Executive Summary. 
 
 
People Matters (Leeds) CIC is a Leeds based organisation that develops 
inclusive communities by bringing people together to enjoy leisure, learning 
and employment. The focus of their work is with people who experience 
disadvantage, particularly through learning and other disabilities. 
 
Their Teens ‘n’ Twenties group, which is financed by the Big Lottery Fund 
supports young people between the ages of 14 to 25 to enjoy social and 
leisure activities. This funding stream is coming to an end and People Matters 
would like to establish what sort of impact the programme has had: this 
information will help its bid in gaining further financial support to continue the 
programme. 
 
People Matters commissioned Sheffield Hallam University (SHU) through its 
Innovations Future programme (a European Union Regional Development 
funded programme) to evaluate the Teens ‘n’ Twenties course. It used a 
mixed methods approach to identify the perceived outcomes, which were then 
incorporated into a Social Return On Investment (SROI) model to establish 
the ultimate impact. 
 
SHU calculated that the SROI value for the Teens ‘n’ Twenties programme 
ranged between 1.77:1 and 2.94:1 (for every £ invested a value of between 
£1.77 and £2.94 was delivered in social worth). 
 
There were a number of limitations that the research faced; this meant that 
that the final SROI is likely to be slightly higher. 
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2. Contact details. 
 
Name 
 

Alan Shaw 
Research Fellow 
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Sheffield Hallam University 
Stoddart Building   
Room 7237  
City Campus 
Sheffield  
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Email 
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3. About Innovation Futures. 
 
Innovation Futures is supported by the European Union Regional 
Development Fund (ERDF), and funding is provided to help the economic 
development of businesses by gaining knowledge, improving processes, 
informing growth and creating and safeguarding local jobs. 
 
Working in partnership with our commercially-focused Innovation Futures 
consultants from across the University, we can provide organisations with 
help to shape their thoughts, assess new opportunities and create an 
innovation action plan for the future. 
 
Through Innovation Futures businesses can benefit from research and 
consultancy expertise from a broad range of disciplines across the University. 
Sheffield Hallam University (SHU) is one of the UK's most progressive and 
innovative universities. We pride ourselves on making a difference - to our 
students, our staff and to the businesses we work with. Our research and 
business ideas, alongside our sought after graduates, contribute to the 
economic and social development of both our region and to the UK as a 
whole. 
 
Our industry partners choose Sheffield Hallam because of our flexible, 
business led approach and our high quality research, facilities and students. 
Our partners include NHS, Network Rail, Cisco, SAP, Sony, BP, and 
Microsoft. 
 
Our facilities are state-of-the-art and we have invested heavily in new 
technology to ensure that our technological capability matches the cutting-
edge approach of our teaching. We are recognised as a Centre of Excellence 
for Teaching and Learning, e-learning and employability. 
 
 
4. About People Matters (Leeds) CIC. 
 
People Matters is a Leeds based Community Interest Company that develops 
inclusive groups by bringing people together to enjoy leisure, learning and 
employment. The focus of their work is with people who experience 
disadvantage, particularly through learning and other disabilities, and who live 
within Leeds and the surrounding area. They have a number of programmes 
in place; this report focuses on one aspect of their work, their Teens 'n' 
Twenties project. 
 
The Teens ‘n’ Twenties group supports young people between the ages of 14 
to 25 to enjoy social and leisure activities. This is extremely important 
because People Matters acknowledge that young people with learning 
disabilities, autism, Asperger's syndrome and those recovering from a brain 
injury simply want to build friendship groups. The project allows the young 
people to learn experientially through the medium of social activities in the 
community during the evenings and at weekends.  
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The project consists of 4 groups, meeting weekly: each with an average of 10 
young people with learning disabilities supported by two paid sessional staff 
and volunteers (both adults and young people, some with learning difficulties, 
some doing community reparation work with Leeds Youth Offending Service). 
The experience they gain is very different from the usual, segregated and 
enclosed activities for young people with learning difficulties, which separates 
them from everyday life. Teens ‘n’ Twenties provides opportunities for other 
young people and the wider community to appreciate and understand the 
differences. 
 
The support that People Matters provides inspires the individuals to own and 
lead their groups together, gradually acting as role models to newer members. 
The use of groups encourages peer led change as friendships develop. 
 
 
5. Rational. 
 
The Teens 'n' Twenties project is funded by the Big Lottery Fund (BIG). BIG 
encourages those organisations that have received grants to self-evaluate the 
programme against the performance, quality, value and direction of their 
work1.  
 
People Matters hopes to have the programme re-commissioned, as such 
requires an evaluation to support the process. Sheffield Hallam University 
(SHU) was commissioned using the European Union Regional Development 
Fund to evaluate and assess the programme. 
 
 

                                            
1 BIG (2010). Understanding self-evaluation: A guide for projects supported by the Big Lottery 
Fund. [online]. Big Lottery Fund. Available from: 
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6. Research Design. 
 
SHU opted to utilise the Social Return on Investment process (SROI) to 
assess the programme. SROI is used to measure the impact of “social 
campaigns” on society as a whole. It was developed using ‘cost benefit 
analysis’ principles. A key feature of SROI is the provision of a monetary 
value on an outcome. The overall SROI impact is expressed as ratio, i.e., 6:1 
which means, £6 worth of social good is created for every £1 invested. 
 
The SROI process is based on seven principles: 
 

• Involve stakeholders. 
• Understand what changes. 
• Value the things that matter. 
• Only include what is material. 
• Do not over-claim. 
• Be transparent. 
• Verify results.  

 
 
The overall methodology was a mixed method one using a thematic analysis 
approach with semi-structured interviews to identify the core themes (value 
added output) for the programme and a survey to confirm the findings with the 
other parents and carers who had a child on the course. Due to funding 
limitations, the assessments and analysis of the commissioners (Leeds City 
Council and the Big Lottery Fund) were obtained via secondary research 
which, was provided by People Matters (Leeds) CIC. 
 

 
 
Sixteen participants and their parents / carers were interviewed to establish 
the benefits of the programme, four members of the staff were also 
interviewed to gain a different perspective of the issues and a further fifty 
parents / carers completed a survey. 
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The findings from these processes were used to establish the programme 
outcomes. 
 
 
7. Outcomes. 
 
The core themes identified from the process were an "increase in confidence" 
and an "increased level of independence":  individuals felt less isolated 
because they were able travel independently and interact with their 
community. They had built strong friendships with people in the same position 
and looked forward to the sessions. 
 
Examples of quotes during the interview process: 
 

! “I like Teens and Twenties cause it lets me meet friends outside, 
like in towns, go for a meal, cinema, bowling, you know”. 

 
! “Before Teens and Twenties I only used to stay at home and just 

watch telly”. 
 

! “I can now go on the bus on my own”. 
 

! “I started at Teens and Twenties, now I come back as a volunteer 
and help. This will help me get a job”. 

 
! “People Matters has helped my son build his confidence, I feel 

happier knowing that he can one day live independently… I wont 
always be here you know”. 

 
 
All the responses were analysed using NVivo and a set of sub-themes were 
identified. A summary of these themes (outcomes for the participants) is 
illustrated in table 1. 
   

Outcomes for Participants. 
Increased ability to travel independently. 
Increased ability to budget and use money. 
Better 'safer behaviours' in public. 
Increased personal hygiene and appearance. 
Reduction in Challenging behaviours. 
Making friends and being sociable.  
Able to gain volunteering positions (and 
employment in a small number of cases).  

 
Table 1: Participant sub-themes (outcomes). 

 
It is worth highlighting the importance that each participant had placed on the 
need for interacting with friends, before joining the group most of the 
individuals had few networks outside their immediate family. Programmes like 
People Matters had given them a new purpose for life. 
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The programme also had a positive impact on the parents, carers and the 
siblings. The core themes identified from this group were “the creation of time 
to do other things” and “a reduction in stress and worry about their child”. 
 
Parents and carers saw the programme as an opportunity for respite: it 
allowed them to meeting up with their own friends and/or spend more quality 
time with their spouse and other children. 
 
The change in the child’s behaviour and their increased independence 
reduced the stress and worry that they had previously experienced. 
 
A summary of the sub-themes (outcomes) for the parents and carers is 
illustrated in table 2. 
 

Outcomes for Parent and Carers. 
 
The provision of respite. 
Providing time to do their own things: 

• Spend quality time with their other 
children. 

• Spend quality time with their spouse. 
• Visit friends. 

A reduction in future concerns about their 
child. 
A reduction in stress and anxiety.  

 
Table 2: Parent and carer sub-themes (outcomes). 

 
Having identified what changed, a value was given to each outcome, the 
details are covered in the next section. 



 

                                                                                                                                                      Page 10 
 

 
 
8. Proxy Valuations. 
  
The preferred method of calculating the proxy valuations is to use the Life 
Satisfaction Approach (LSA)2, unfortunately due to budget constraints this 
was not possible: The LSA requires a detail review of the factors, which this 
research was not able to do. As an alternative it used existing proxy 
valuations that were identified from The Global Value Exchange3  (an open 
source database of values, outcomes, indicators and stakeholders for social 
research). 
 
The value of the outcomes was just under £5.2m. A list of those identified can 
be found in appendix 1. Not all of these outcomes can be credited directly with 
the Teens and Twenties programme: there is a proportion that is facilitated by 
other sources. They include parents and carers, other clubs and other 
activities the individual participated in. This is known as dead weight and 
attribution factor.  
 
9. Dead Weight and Attribution. 
 
The SROI process dictates that proxy valuations cannot be taken as a whole, 
there will be a ‘Dead Weight’ element (what would have happened if the 
activity had not taken place) and a ‘Attribution’ element (the impact	  of	  another	  
organisation). This value was just over £3.9m or 76% of the proxy value. The 
calculations for these two factors can be seen in appendix 2. 
 

                                            
2 Fujiwara D., Oroyemi, P. and McKinnon, E. (2013) Wellbeing and civil society: Estimating 
the value of volunteering using subjective wellbeing data. 
 
3 The Global Value Exchange (Undated). Valuations. [online]. The Global Value Exchange. 
Available from: http://www.globalvaluexchange.org/valuations [Accessed 29th June 2014]. 
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10. Impact & Social Return Calculations. 
 
BIG invested £420,238 in the Teens ‘n’ Twenties project over a 5-year period. 
A total of 90 people completed the programme, this equated to two cohorts of 
45 people staying on the course on average for 2.5 years. 
 
The cost of running the course4 is: 
 

• £32.08 per 3-hour session for support on a 1:5 ratio (there was an 
average of 35 people on each cohort for this category). 

• £40.51 per 3-hour session for support on a 1:2 ratio (there was an 
average of 5 people on each cohort for this category). 

• £57.01 per 3-hour session for support on a 1:1 ratio (there was an 
average of 5 people on each cohort for this category). 
 

The activity costs were approximately £10, which was a payment made by the 
participant directly to the venue. 
 
It was also identified that the average travel time between the events was one 
hour (thirty minutes each way).  
 
The details of the SROI calculation can be seen in appendix 3. 
 
The calculated Social Return On Investment for the Teens ‘n’ Twenties 
ranged between 1.77:1 and 2.94:1 depending if the individual was involved 2 
or 4 other similar programmes. 
 

 
 
 
 

                                            
4 Programme values were obtained from the staff at People Matters (Leeds) CIC. This is the 
cost of running the course if there were no funding, values includes overheads. 
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11. Limitations. 
 
The proxy values were not calculated specifically for the given cohort: values 
were taken from other studies. These were national UK studies so there is 
confidence that the samples would be similar. 
 
The values of the behaviour changes were based on the cost of putting on a 
similar course. It does not reflect the Life Satisfaction value that each 
individual (and their parents/carers) would place on attending such a 
programme. If this was included the final SROI value is likely to be higher. 
 
 
12. People Matters Contact Details. 
 
For more information about People Matters (Leeds) CIC or the Teens and 
Twenties project please contact Tina Turnbull (CEO): 
 
 

Tina@peoplemattersleeds.co.uk 
 
People Matters (Leeds) 
68A Barkston House 
Domestic Street Light Industrial Estate 
Leeds 
LS11 9RT 
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Appendix	  1.	  Proxy	  Valuations.	  
 
Participant Main Values. 
 
The proxy values for the participant outputs were based on the course costs 
(see table A.1). These values were obtained from People Matters. There was 
1 session every week for 48 weeks, the control period was 5 years and the 
average attendance rate was 90%/ 
 

Su
pp

or
t	  R

at
io
	  

Av
e	  
N
o.
	  O
f	  P

ar
tic
ip
an

ts
	  

Co
st
	  p
er
	  se

ss
io
n	  
pe

r	  
pe

rs
on

	  

Co
st
	  p
er
	  se

ss
io
n	  

Co
st
	  p
er
	  se

ss
io
n	  
pe

r	  y
ea
r	  

(4
8	  
w
ee
ks
)	  

Co
st
	  p
er
	  se

ss
io
n	  
ov
er
	  	  5
	  

ye
ar
s.
	  

1:5	   35	   32.08	   1122.8	   53,894.40	   269,472.00	  
1:2	   5	   40.51	   202.55	   9,722.40	   48,612.00	  
1:1	   5	   57.01	   285.05	   13,682.40	   68,412.00	  

	  	   	  	   	  	   	  	   	  	   386,496.00	  
Average	  90%	  attendance	  rate	   347,846.40	  

 
Table A.1: Cost of running the course without any funding. 

 
The impact of each identified output was attributed to the total cost (see table 
A.2). The percentages were provided by People Matters. 
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Ability	  to	  Travel	   0.20	   69,499.20	  
Ability	  to	  use	  money.	   0.20	   69,499.20	  

Become	  more	  independent	   0.20	   69,499.20	  
Safe	  behaviours	  in	  public	   0.20	   69,499.20	  

Personal	  Hygiene	  and	  appearance	   0.10	   34,749.60	  
Reduction	  in	  Challenging	  behaviours	   0.10	   34,749.60	  

	  	   	  	   347,496.00	  
 

Table A.1: Cost of running the course without any funding. 
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Volunteering Values. 
 
The value of volunteering was obtained from the Fujiwara, Oroyemi and 
McKinnon’s  ‘Wellbeing and civil society: Estimating the value of volunteering 
using subjective wellbeing data’ 5 . The study estimated the value of 
volunteering, to the volunteer to be £13,500. It was based on life satisfaction 
data and volunteering status from the British Household Panel Survey 
(BHPS).  
 
 
The Value of Not Being Able To Meet Up With Friends. 
 
The value of ‘Not Being Able To Meet Up With Friends’ was again obtained 
from the ‘Wellbeing and civil society: Estimating the value of volunteering 
using subjective wellbeing data’5. The study estimated the value of 
volunteering, to the volunteer to be £17,300. It was based on life satisfaction 
data and volunteering status from the British Household Panel Survey 
(BHPS).  
 
 
The Respite Values For Parents and Carers. 
 
The respite costs are split into two values, the first is the cost of obtaining 
cover for the care and the second is the cost of ‘Not Being Able To Meet Up 
With Friends’, which is the same as that for the participants (£17,300). The 
cost of care was obtained from the 2009 Annual Survey of Hours and 
Earnings, the median gross weekly pay for all employees in the United 
Kingdom6. The value of £10.99 was the distribution of median hourly earnings 
excluding overtime for males and females. 
 
 
Parent / Carer Healthcare Costs. 
 
The parent and carer healthcare costs were calculated as an average NHS 
proxy value for treating stress related physical Illness based on the stress 
counselling value: £1493 per person per year7. Studies have shown that 
parents suffer stress and anxiety resulting from their child's disability7,  

                                            
5 Fujiwara D., Oroyemi, P. and McKinnon, E. (2013) Wellbeing and civil society: Estimating 
the value of volunteering using subjective wellbeing data. 
6 ONS (2010).  2009 Annual Survey of Hours and Earnings [online]. Office For National 
Statistics. Available from: http://www.ons.gov.uk/ons/rel/ashe/annual-survey-of-hours-and-
earnings/2009-revised/index.html [Accessed 16th July 2014]. 
7  How Mental Illness Loses Out In The NHS: a report by The Centre for Economic 
Performance’s Mental Health Policy Group and Curtis, L., and Netten, A. (2005) Unit Costs of 
Health & Social Care. Personal Social Services Research Unit, University of Kent 



 

                                                                                                                                                      Page 15 
 

	  

Appendix	  2.	  Dead	  Weights	  and	  Attributions.	  
 

Participant Programme Cost. 
 
The dead weights were set at 5%, this was based on the time that parents 
directly spend with their children8. This would be the amount of time that the 
parents / carers would realistically be able to spend educating the individual. 
 
The attribution ranged between 66 and 80%: individuals spent between 3 and 
5 nights a week on an activity provided either by People Matters or a similar 
organisation. This means that impact benefits can only be attributed to a 
continuum between a third and a fifth of the Teens ‘n’ Twenties programme. 
 
Volunteering.  
 
There is no dead weights attributed to volunteering as without the course the 
individual would only spend time with parents / carers. 
 
Using the same argument highlighted above, the attribution ranged between 
66% and 80%: individuals spent between 3 and 5 nights a week on an activity 
provided either by People Matters or a similar organisation. This means that 
impact benefits can only be attributed to a continuum between a third and a 
fifth of the Teens ‘n’ Twenties programme. 
 
Meeting up with friends. 
 
The dead weight for meeting up with friends ranged between 20 and 33%: if 
the parents and carers were allowing the individual to travel to controlled 
activities between 3 and 5 times per week, if Teens ‘n’ Twenties were not on 
the it is envisaged that they would support the individual in some other way. 
 
The attribution ranged between 66 and 80%: individuals spent between 3 and 
5 nights a week on an activity provided either by People Matters or a similar 
organisation. This means that impact benefits can only be attributed to a 
continuum between a third and a fifth of the Teens ‘n’ Twenties programme. 
 
 
Respite for parents and carers. 
 
The dead weight for respite costs is valued at 50%. If the Teens ‘n’ Twenties 
programme were not running then it was identified that partners and other 
family would step in half of the time. It is likely however that this value would 
be much lower. There is no attribution attributed to this factor. 
 
                                            
8 Lader, D., Short, S. & Gershuny, J. (2006) The Time Use Survey, 2005: How we spend our 
time. London, Office for National Statistics. 
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Meeting up with friends. 
 
The dead weights and attribution for meeting up with friends is the same as 
that presented for the individuals. 
 
Stress Counselling.  
 
There is no dead weight for this factor as the focus is on providing clinical 
therapy from the NHS. There may be an argument that family and friends 
could provide some support, this would be accounted for in the ‘meeting up 
with friends’ category.  
 
The attribution ranged between 66 and 80%: individuals spent between 3 and 
5 nights a week on an activity provided either by People Matters or a similar 
organisation. This means that impact benefits can only be attributed to a 
continuum between a third and a fifth of the Teens ‘n’ Twenties programme. 
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Appendix	  3.	  SROI	  Calculation.	  
 
Calculations based on participants engaged in 3 activities per week (including 
Teens ‘n’ Twenties. 
 

	  	  
Programme	  

Value	  
DW	  /	  
%	  

Programme	  
Value	  	  	  less	  

DW/£	   A	  /	  %	  

Programme	  
Value	  less	  	  	  	  	  	  	  	  	  

A	  /	  £	  

Programme	  Costs	  
	   	   	   	   	  Ability	  to	  Travel	   69,499.20	   0.05	   66,371.74	   0.66	   22,566.39	  

Ability	  to	  use	  money.	   69,499.20	   0.05	   66,371.74	   0.66	   22,566.39	  

Become	  more	  independent	   69,499.20	   0.05	   66,371.74	   0.66	   22,566.39	  

Safe	  behaviours	  in	  public	   69,499.20	   0.05	   66,371.74	   0.66	   22,566.39	  

Personal	  Hygiene	  and	  appearance	   34,749.60	   0.05	   33,185.87	   0.66	   11,283.20	  

Reduction	  in	  Challenging	  behaviours	   34,749.60	   0.05	   33,185.87	   0.66	   11,283.20	  

Sub	  total	   347,496.00	  
	  

331,858.68	  
	  

112,831.95	  

	  	   	  	   	  	   	  	   	  	   	  	  

Participants	  Costs	  
	   	   	   	   	  

Participant’s	  value	  for	  volunteering.	   1,462,500.00	   0.00	   1,462,500.00	   0.66	   497,250.00	  

Not	  being	  able	  to	  meet	  up	  with	  
friends	  a	  number	  of	  times	  per	  week.	   1,297,500.00	   0.34	   441,150.00	   0.66	   149,991.00	  

Sub	  total	   2,760,000.00	  
	  

1,903,650.00	  
	  

647,241.00	  

	  	   	  	   	  	   	  	   	  	   	  	  

Respite	  Cost	  
	   	   	   	   	  Caring	  cost	   427,291.20	   0.50	   213,645.60	   0.00	   213,645.60	  

Not	  being	  able	  to	  meet	  up	  with	  
friends	  a	  number	  of	  times	  per	  week.	   1,284,525.00	   0.34	   436,738.50	   0.66	   148,491.09	  

Sub	  total	   1,711,816.20	  
	  

650,384.10	  
	  

362,136.69	  

	  	   	  	   	  	   	  	   	  	   	  	  

Parent	  /	  Carer	  Healthcare	  Costs	  
	   	   	   	   	  Stress	  Counselling	   335,925.00	   0.00	   335,925.00	   0.66	   114,214.50	  

Sub	  total	   335,925.00	   	  	   335,925.00	   	  	   114,214.50	  

Total	  Impact	  
	   	   	   	  

1,236,424.14	  

Total	  Campaign	  Funding	  Costs	  
	   	   	   	  

420,238.00	  

SROI	   	  	   	  	   	  	   	  	   2.94	  
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Calculations based on participants engaged in 5 activities per week (including 
Teens ‘n’ Twenties. 
 
 

 

  
Programme	  

Value	  
DW	  /	  
%	  

Programme	  
Value	  	  	  less	  

DW/£	   A	  /	  %	  

Programme	  
Value	  less	  	  	  	  	  	  	  	  	  

A	  /	  £	  

Programme Costs 
     Ability to Travel 69,499.20 0.05 66,371.74 0.80 13,274.35 

Ability to use money. 69,499.20 0.05 66,371.74 0.80 13,274.35 

Become more independent 69,499.20 0.05 66,371.74 0.80 13,274.35 

Safe behaviours in public 69,499.20 0.05 66,371.74 0.80 13,274.35 

Personal Hygiene and appearance 34,749.60 0.05 33,185.87 0.80 6,637.17 
Reduction in Challenging 

behaviours 34,749.60 0.05 33,185.87 0.80 6,637.17 

Sub total 347,496.00 
 

331,858.68 
 

66,371.74 

            

Participants Costs 
     Participant’s value for volunteering. 1,462,500.00 0.00 1,462,500.00 0.80 292,500.00 

Not being able to meet up with 
friends a number of times per 

week. 1,297,500.00 0.20 259,500.00 0.80 51,900.00 

Sub total 2,760,000.00 
 

1,722,000.00 
 

344,400.00 

            

Respite Cost 
     

Caring cost 427,291.20 0.50 213,645.60 0.00 213,645.60 
Not being able to meet up with 
friends a number of times per 

week. 1,284,525.00 0.20 256,905.00 0.80 51,381.00 

Sub total 1,711,816.20 
 

470,550.60 
 

265,026.60 

            

Parent / Carer Healthcare Costs 
     Stress Counselling 335,925.00 0.00 335,925.00 0.80 67,185.00 

Sub total 335,925.00   335,925.00   67,185.00 

Total Impact 
    

742,983.34 
Total Campaign Funding Costs  

    
420,238.00 

SROI         1.77 
 
 
 


