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1 Introduction 

 
This report sets out our value for money performance looking back over 2020/21 and our 

targets for the coming year. 

 

It aims to provide a transparent account of how we strive to make the most of the 

resources at our disposal in the pursuit of our strategic objectives. 

 

We encourage feedback and challenge from our customers and other stakeholders on 

our value for money performance. 

 

The report is structured to meet the requirements of the Regulator of Social Housing’s 

Value for Money Standard, with which we must comply as a registered provider. 

 

2 Our strategic objectives and how we measure success 

Our strategic objectives aim to deliver our charitable purpose. They therefore reflect the 

value we are seeking to maximise in the context of value for money. To measure our 

success, we  set key performance indicators (KPIs)  and targets against our objectives. 

 

In June 2019, the Board approved our Business Plan for 2019-22. Our key strategic 

objectives remain unchanged and can be summarised in one cohesive statement of 

intent: Inspire our team to create positive change, reach more people and sustain our 
future. 
 

Each year, we develop a Corporate Plan for the year, to deliver our objectives. The 

2020/21 Corporate Plan, originally approved in March 2020 had to be revised in the light 

of the coronavirus pandemic and our resources in 2020/21 were concentrated on 

keeping colleagues and customers safe. 
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Our strategic objectives and key priorities are summarised below: 

 

Strategic Objective 2020/21 key priorities Measure 

Inspire our team 

Respond to the impact of the 

pandemic and manage 

colleague absences 

KPI – days lost to sickness 

absence 

 

Create positive change 

 

 

Respond to the impact of the 

pandemic on customers 

KPI – % of customers with 

staying safe plans  

Reach more people 

 Seek additional funding to 

ensure services continue 

uninterrupted 

Funds raised compared to 

increased costs 

Sustain our future 
Manage void losses and 

arrears 

KPI’s  - % lost from voids and 

arrears 

 

3 Our approach to investment 

 
We define VfM as using our finite resources efficiently to achieve the best possible 

outcomes for customers, stakeholders and our organisation. This means operating 

efficiently and effectively in order to obtain the best return from our investment in our 

assets, particularly our property assets.  It also covers paying the right price for goods 

and services, and ensuring our staff perform to their best.  We aim to get the right balance 

between quality and cost and take into account the needs of our customers, as well as 

the business, when making decisions.    

 

We define social value as making a positive difference to the lives of our customers, the 

wider communities in which we operate, and the economy in general.  We strive to be an 

excellent landlord that works closely with customers and communities to make a lasting 

difference.  Achieving social value cannot always be measured in monetary terms.  

 

We manage our resources to provide cost-effective, quality services to customers. We 

have a formal procurement process for all significant contracts, with contractors judged 

on a combination of price, quality and the ability to deliver to our standards. At the same 

time we are focussed on finding new sources of income to improve services for our 

existing communities and to invest in new communities. 
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4 Measuring VfM 

 
We report here on our organisational metrics and targets from section 2 and the RSH 

metrics as required by the VfM standard. 

RSH Metric 18/19 19/20 
20/21 

Actual 

20/21 

target 

Peer 

group 

median 

21/22 

Target 

Longer 

term 

target 

Reinvestment % 0.3% - 1.99% 2% 4.7% 2% 3% 

New supply delivered 

% 
- - - - 1.4% - 12% 

Gearing % 4.6% 3.8% -1.4% 0% 7.2% 0% 30% 

EBITDA interest cover 

(Housing activities) % 
713% 782% 340% 594% N/A 801% - 

EBITDA interest 

cover(Organisation) % 
441% 455% 166% 339% 667% 414% - 

Headline social 

housing cost per unit 
£10.8k £12.3k £14.9k £14.0k £9.79k £14.5k  

Operating margin 

(social housing 

lettings only) % 

3.38% 3.52% 2.73% 2.01% 10.23% 2.44% 2.5% 

Operating margin 

overall % 
2.48% 2.19% 1.73% 1.55% 7.61% 1.77% 3% 

Return on capital 

employed % 

 

7.09% 1.59% 1.26% 1.06% 2.73% 1.28% 2.75% 

 

Our peer group is comprised of 25 smaller housing associations primarily providing 

supported housing accommodation across the country. However, half the group also 

provide general needs housing which operates on a lower cost base and higher margins. 

 

Evolve metric 18/19 19/20 
20/21 

Actual 

20/21 

target 

Peer 

group 

median 

21/22 

target 

Longer 

term 

target 

Colleague absences 

(working days lost) 
8.1 11.2 9.8 6 9.8 6 6 

Customers with 

staying safe plans 
45.4% 99.5% 99.3% 100% - 100% 100% 

Additional 

Funds raised 
N/A N/A £202k £308k N/A N/A N/A 

Void losses 5.6% 5.2% 4.9% 3% 5.95% 3% 3% 

Arrears 3.18% 2.61% 3.96% 2.22% 4.3% 2.22% 2% 
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5 Our VfM performance in 2020/21 

 
The VfM dashboard in section 4 identifies the VfM targets we set against our corporate 

objectives last year, and our performance against the RSH metrics. As noted, the year 

was dominated by the coronavirus pandemic and the need to keep colleagues and 

customers safe.  

 

We were unable to progress our development plans but we are now in discussion with a 

different local authority and hope to progress these plans in 2021/22. The plans are at an 

early stage, and we will not be able to develop any new units in 2021/22. We are repaying 

our bank loans and deliberately allowing gearing to fall, in order to increase our borrowing 

capacity for future developments. 

 

Our headline social housing cost per unit remains high. Many of our customers have 

complex needs and as a specialist supported housing provider it is to be expected that 

our service charge costs will be relatively high because of the special additional services 

we need to provide, including higher staffing levels, greater security and safety 

equipment, etc. We continue to spend significant sums on fire safety work, which 

together with static funding from our commissioning partners puts pressure on our 

margins. 

 

Although days lost to sickness remain above target, we enhanced our established 

infection control procedures as a response to the coronavirus pandemic, keeping both 

colleagues and customers as safe as possible from the virus threat. Managing sickness 

absence helps to reduce our agency costs. 

 

All customers should have an agreed individual ‘staying safe’ plan within 24 hours of 

moving in and the KPI’s show the work done in the last three years to embed this. As 

shown below, 90% of our customers feel safe in our services. 

 

The coronavirus pandemic imposed significant extra costs on our business. In order to 

deliver our contracted hours of support and keep customers and colleagues safe, we 

introduced additional sick pay arrangements. Agency and bank staff were used to cover 

absences. Enhanced infection control procedures were introduced and all locations were 

adapted to be ‘Covid-secure’. We were successful in securing additional funding from our 

local authority partners and from several charitable trusts and individual donors, enabling 

us to recover 65% of our additional costs. All our accommodation services remained 

open and fully staffed during the year and Covid infection rates amongst colleagues and 

customers were very low. 

 

Losses through voids and arrears have serious financial implications and management of 

these losses is a key focus. Recent years have been challenging, and although our void 

losses and arrears are below sector norms they are above internal targets. We monitor 

voids and arrears closely and actively engage with commissioning partners to ensure our 

services help as many vulnerable people as possible. 
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Adding Social Value  

 
Our customers are homeless and vulnerable people who require supported housing. 

Mental health is the highest area of risk for customers, with 76% of people reporting a 

mental health issue. We support people of all ages, whilst mental health is the highest area 

of risk across all age groups, physical health is the second highest level of risk for adults 

(25 years +) and tenancy loss is the second highest level of risk for young people (16-25 

years).  

 
As well as supported accommodation, we also provide specialist and second tier services 

including an in-house counselling service that is free to customers, and which is also 

open to referrals from other homelessness agencies which we fund through other 

income streams such as grants and fundraising.  

 

During 2020/21, 100 people received counselling from us, at no cost to them and with a 

waiting time of less than 3 weeks. We delivered workshops across services, produced 

wellbeing resources and guides for colleagues and customers.  

 

We support people to address the issues that lead to homelessness and a crisis in their 

lives so that they can move on and make change that is lasting, preventing a future return 

to homelessness.  

 

A review of our outcomes data shows we have helped: 

Outcome 2018 2019 2020 Target 

Customers to move on in a positive, planned way 

into more independent and/or stable 

accommodation 

75% 76% 60% 80% 

Customers who were ‘work ready’ to obtain paid 

work 
56% 62% 47% 80% 

Customers who wanted to work to take part in a 

work like activity such as volunteering and job 

placements 

76% 80% 80% 80% 

Customers who were in debt, to reduce that debt 79% 84% 79% 80% 

Customers to establish contact with services such 

as GP and dentist 
93% 94% 93% 80% 

Customers to better manage their physical health 90% 91% 82% 80% 

Customers to better manage mental health 75% 79% 72% 80% 

 

We work closely with local authorities to identify safe move on options for our customers, 

this is often a challenge due to high rents and limited options in the private rented sector.  

 

On a local level services support and work with our customers to develop their 

independence skills, to become work ready and obtain work.  

 

We have a Work and Learning team which is separate from the service delivery teams 

who deliver tailored programmes of support around income maximisation to give 
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customers a better chance of a positive move on and to secure good quality 

accommodation. 

 

Our customer survey results show that: 

 2018 2019 2020 Target 

Customers were happy with the support they 

received from their keyworker 
93% 91% 89% 80% 

Customers feel safe in our services 95% 89% 90% 80% 

Customers were satisfied with the support they 

received around move on 
84% 83% 78% 80% 

Customers were satisfied with the information 

they received on paying rent and arrears 
91% 94% 90% 80% 

Customers were satisfied with our repairs and 

maintenance service 
65% 74% 80% 80% 

 

The numbers of customers moving on successfully saw a significant drop this year, from 

76% to 60%.  The reason for this lies within adult services, where we have had 

significantly fewer positive moves.  This is pandemic related as we have had an increase 

in anti-social behaviour during the pandemic, resulting in significantly more evictions. 

The national lockdowns also effectively closed down the housing market, preventing 

moves to private rented or local authority housing. 

 

The number of customers obtaining paid work (where it was an identified need) has 

decreased from 61% to 47%.  Again, this is pandemic related due to the changes within 

the labour market in terms of availability of work, reduced work and learning support and 

customers’ anxiety around catching coronavirus in the workplace.    

 

In 2020/21 we enhanced our services further to offer: 

 

> Virtual sessions for Health and Wellbeing and counselling during the Covid-19 

lockdown. 

> “Wellbeing walks” as a creative way of delivering one-on-one counselling 

sessions outside.  

> A new programme within Work + Learning for young people.  We are using art and 

music to engage with young people who are NEET, focussed on getting them into 

work or education.  

 Future targets and how we will achieve them   

 
Our 2019-2022 business plan was drawn up following extensive consultation with 

colleagues and customers. Their views are central to the plan. During these 

consultations, common themes and proposals between our own analysis and the views 

and analysis of our managers and our customers emerged. In March 2021, the Board 

agreed to extend the term of the plan to 2023 as the pandemic has meant we have lost 

significant time, especially for work on business growth objectives. 
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The effects of the coronavirus pandemic began to impact on the business in March 2020 

and continue to this day. We reviewed our original objectives for 2020/21 in June 2020. 

Whilst the pandemic continues, our main objective will remain to ensure safe working 

environments for our colleagues, and safe living environments for our customers. We are 

investing in technology and facilities to enable agile working and to ensure ’Covid-secure’ 

environments for colleagues and customers. 

 

It remains our ambition to develop at least 50 units of accommodation in the next 3 – 5 

years, and we will continue to invest in our current stock to maintain the high standard of 

accommodation. The cost of replacing defective cladding on some of our buildings is a 

significant drain on our resources, although we are taking action to recover costs where 

we can. We will also continue to seek out opportunities to diversify our income streams 

to ensure we can continue to offer high quality services which offer value for money. 

 

Equality, diversity and inclusion is a key focus for 2021/22. Our customer and colleague 

equality, diversity and inclusion group have identified a number of priorities to focus on 

including seeking views from staff on race, developing more inclusive recruitment 

policies and establishing colleague networks. In July 2021 we carried out a race survey 

amongst colleagues and we will be drawing up an action plan to address the issues raised.   

 

 
 


