
Social impact measurement, or 
’the credit union difference’

ABCUL Annual Conference, 9 March 2019

David Batten, Pat McGinn, Nick Money



Agenda

Introductions Why measure 
social impact?

Measuring your 
impact (exercise)

Ways of thinking 
about social impact

One credit union’s 
journey Q&A



Who are we and why are we here?



Why measure “social 
impact”?
• Are you different from other 

savings and loan providers?
• How?
• Can you prove it?
• Who do you want to prove it to?



Ways of 
thinking 
about social 
impact 
measurement

• Managing stakeholders

• Inspiring members

• Recruiting new members

• Attracting social investors

• Transforming the credit union?



A process not 
an event

Designing the system
• Working out what is the impact you should measure 
• Guided by your audiences and a 'theory of change'

Gathering evidence
• For members, e.g. their well-being, financial and other 
• For partners, e.g. their enhanced capacity to deliver 

What is the story?
• Financial and statistical analysis on quantitative data
• Thematic commentary on qualitative material 

Communicating
• Choosing the media that 'works' for the audience
• Making it accessible and authentic, hence powerful

Internal transformation
• Adapting products, service etc., informed by the indicators



Stakeholders -
who is your 
audience and 
what do they 
want to 
know?

Same story to all audiences?

A targeted story for every 
audience?

Targeted story/ies for selected 
audiences only?



Stakeholders -
who is your 
audience and 
what do they 
want to 
know?

Influence

Interest

Important to 
you, but 

possibly not a 
lot of time for 

you

Important to 
you, and will 
give time to 

you

Will give you 
time but may 

not be 
important

Not so 
important and 

not a lot of 
time



Measuring 
your impact: 
exercise

• In groups of 4-6:

• Agree a simple credit union mission 
(based on your own credit unions)

• Identify three potential stakeholder 
audiences

• Identify the top three measures that 
you could use to prove you were 
achieving your mission

• Take one of these measures and 
think about what evidence you 
would need to support it

• 15 minutes



One credit 
union’s 
journey



• Savings offer reduces use of loan sharks à community cohesion
• Financial wellbeing à community cohesion
• More £ stays / spends in Bolton à private sector emp increases à improved economy 
• Town centre presence à civic vibrancy

• Tenancies maintained à decrease in voids à homelessness averted
• Financial resilience à reduced arrears
• Financial resilience à furnishing of / pride in homes à tenancies sustained 
• Financial resilience à reduced absenteeism
• Financial resilience à less stress à enhanced school performance, fewer GP & emergency callouts

• Loans à consumption needs met 
• Lower costs of borrowing -à more disposable income 
• Greater choice of borrowing à helps maintain competition 
• Savings accounts à financial resilience
• Membership denotes community benefit / dividend
• Reduced stress à better diet, less alcohol / misuse, family stability, health 
• Membership à self image / self worth rises 
• Membership à sense of control à wellbeing

Members obtain greater benefit from their income through our working 
collaboratively with other agencies to foster civic       development in Bolton.  

Savings products 
and services

Loan products 
and services

Financial 
education

People Impacts

Services

Agency Impacts

Civic Impacts

Payment 
facilities

Keeping the 
pound in the 
town.



Q&A



Contact

• David Batten, 07899 985784 
David.Batten@wisewithmoney.org.uk

• Pat McGinn, 07546 519427 
pmcginn@john-lewis.com

• Nick Money, 07540259053 
nick.money@cfcfe.eu
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Just Finance Foundation Theory of Change

Aim: creating a movement for financial inclusion by equipping people for a healthy financial future
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Individuals/households: stagnating or decreasing 
incomes; inadequate money management skills 
and financial planning; low levels of savings; use 
of high cost credit; rising debt; feelings of shame 
and denial; reluctance to seek help; poor physical 
and mental health; family tensions/breakdown

Community/church: lack of awareness and capacity of 
churches and community orgs to improve financial 
inclusion; social stigma around talking about money; 
under-utilisation of committee assets; under-utilisation
of churches’ social capital; inadequate collaboration 
between community organisations to address financial 
exclusion; lack of unified voice in advocacy 

Structural: rising inequality; debt-driven 
growth; rising costs of living; reluctance of 
mainstream finance providers to serve 
customers outside their core market; limited 
visibility, capacity, coherence, and reach of 
community finance sector; social stigma 
attached to being a ‘poor man’s bank’   

Viable ways to provide 
low cost credit to 
vulnerable people 
have been 
collaboratively 
identified and shared

Building capacity of 
individuals (children 
and adults) through 
delivery of financial 
capability products and 
programmes (e.g. 
CSCS, UCSavvy, 
LifeSavers)

Building capacity of 
community finance 
providers in marketing and 
customer engagement, 
business development, 
payroll savings schemes, 
and access to investment 
and support

1 million people enjoy 
greater financial 
resilience and wellbeing 

Local community finance
providers increase the scale 
and reach, relevance and 
sustainability of their services.

Engaging and equipping 
local institutions (e.g. 
schools, local authorities, 
housing associations) to 
collaboratively mobilise
assets and embed financial 
capability training and 
signposting within their 
structures

Harnessing the social 
capital of churches to 
mobilise volunteers, 
grassroots networks, 
policy influence, and 
community spaces for 
integrated response to 
financial exclusion

LifeSavers is embedded in 
primary school curriculum 
across England

2000 schools 
have increased 
capacity to deliver 
financial 
education via 
LifeSavers

300 local community 
finance providers 
equipped with 
increased capacity to 
respond to local need

Connecting and influencing key 
national bodies (e.g. financial 
services firms, civil society orgs, 
regulatory agencies) to secure 
and mobilise long-term, 
sustainable investment and 
support for inclusive credit 
providers

Children and adults have 
increased knowledge, 
confidence, and skills to 
manage their money 
more effectively 

Capturing evidence of 
where the existing 
financial system is 
broken; testing, 
evaluating, and 
disseminating 
alternative inclusive 
models

Good practices have been 
identified; evidence, 
analysis, and stories have 
been shared with other 
stakeholders in the sector; 
alternative visions and 
models have been 
developed.

Decision makers at national 
level improve the conditions 
for fair financial systems to 
flourish, addressing structural 
drivers of harm.

Locally 
embedded, 

relational, built 
on trust, 

values-driven, 
collaborative, 
asset-based, 

linking bottom-
up and top-

down 
approaches

Financial services 
firms provide low cost 
credit and effective 
savings products to 
vulnerable client 
groups

Churches and other local 
organisations are more 
engaged and collaborative 
in preventing and 
responding to issues of 
financial distress and 
exclusion. 

Approaches


