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Executive summary

By helping those on lower incomes to purchase essential household items and move away from
using higher-cost credit, Fair for You has long known - anecdotally and from previous impact
reports - that it has a positive impact on the health and wellbeing of customers. To provide
further independent assessment, Fair for You commissioned the Financial Inclusion Centre, to
evaluate the social impact of their core product, which is lending for household items, for the
calendar years 2021 and 2022 The specific focus for the evaluation was the health and
wellbeing impacts experienced by customers.

A broad evaluation framework, combining quantitative and qualitative approaches, was
developed in partnership with Fair for You, encompassing the use of a Wellbeing Valuation
approach to provide a relevant, effective and proportionate approach towards estimating social
impact. This was underpinned by the completion of 2,464 customer surveys and four customer
case studies providing direct ‘lived experience’ of the impact of borrowing from Fair for You.

The results of this evaluation and social impact assessment, provide clear and robust evidence
of the positive impact that Fair for You is having on the health and wellbeing of their customers.
Providing access to fair and affordable finance to help people, many of whom are living in lower
income households, or who have characteristics of vulnerability, purchase essential household
items is helping to reduce levels of stress, depression and anxiety. Additionally, it is giving
people a greater sense of control in their daily life. Research shows that tackling these issues
can deliver a range of benefits for those in lower income households or struggling with poverty,
including reducing pressure, increasing confidence and freeing up mental space for other
purposes and to support more effective decision-making.

Two-thirds (67%) of customers borrowing from Fair for You to purchase household items
reported a positive impact on their health and wellbeing. There was a 33% reduction in the
proportion of customers experiencing stress, depression or anxiety as a result of their living
situation before and after purchasing their household items and an 18% increase in the
proportion of customers feeling more in control of their daily life.

As this report illustrates, in 2021, Fair for You generated an estimated £150 million of social
impact through positive health and wellbeing outcomes for its customers. In other words, each
£1 of the £10 million lent to customers generated nearly £15 of social value. The following year
in 2022, Fair for You generated a further £134.5 million of social impact - providing nearly £17
of social value for every £1 of the £8 million lent in the year.

Measuring the impact of Fair for You on customer health and wellbeing -
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These figures are based solely on core product lending (for a specific household item like a
fridge or washing machine) and exclude revolving credit products such as the Fair for You
Shopping Card and the Iceland Food Club Card. Fair for You'’s focus on the Food Club in the
latter half of 2022 explains the apparent reduction of core lending in the year. In fact, over
20,000 Food Club loans were additionally completed in 2022 - providing their own significant
social impact which will be the subject of separate reporting at the end of 2023.

Taking the two years together (2021 and 2022), and making allowances for repeat borrowing by
individual customers, Fair for You generated £227 million in social value across its non-card loan
book. A social impact to loan ratio of £12.50 to £1.

A snapshot 2022: The impact of Fair for You
on customer health and wellbeing

£8.1m

worth of lending

67%

of customers reporting that
Fair for You had a positive
effect on their health and
wellbeing.

£134.5m

total social impact generated
across the loan book relating
to positive health and
wellbeing changes in 2022.

22,265

approved loans

33%

of customers reporting less

stress, depression or anxiety.

£16.68

generated in social impact
relating to health and
wellbeing for every £1 of

lending made by Fair for You.

16,941

customers supported

18%

of customers reporting a
greater sense of control in
day-to-day life.

92%

of customers stated that
with the Cost-of-Living
crisis, knowing they could
turn to Fair for You gave
them peace of mind.
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And what happened in 2021.:
£10.1m 26,921 18,853

worth of lending approved loans customers supported

£150.3m £14.92

total social impact generated generated in social impact
across the loan book relating  relating to health and

to positive health and wellbeing for every £1 of
wellbeing changes in 2021. lending made by Fair for You.
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1. Introduction

There are clear links between physical, mental and financial health, with research showing that
financial uncertainty and worries about finances matters as much for health as the effects of
living on a low income.! For example, those living with long-term health conditions often have
a low, or more precarious income than others, as well as more expenses on things like
medication, transport, a special diet and ways to keep emotionally well. Money problems can
also mean scrimping on food, heating or other essential items and can increase a person’s
stress and anxiety. These fluctuating and unpredictable pressures impact on our physical and
mental health. Amid the current rise in the cost of living, 55% of the population feel their
health has worsened due to issues such as higher heating and food costs.? Additionally, the
burden of managing health can reduce our ‘mental bandwidth’ and thus our ability to
effectively deal with ever changing financial challenges. This burden is unequally distributed in
the population too, as the combination of poor health and financial difficulty affect some
communities more than others.

As a provider of fair and affordable finance, helping those on lower incomes to purchase
essential household items and move away from using higher-cost credit, Fair for You is
undoubtedly having a positive impact on the health and wellbeing of their customers. To
provide an independent assessment of this impact, Fair for You commissioned the Financial
Inclusion Centre3, to evaluate the social impact of their core lending for household items, with a
particular focus on the health benefits generated for customers.

Formal social impact measurement and reporting by community finance providers is being
increasingly used and valued across the sector. It provides a robust means of evidencing and
communicating to partners and stakeholders the real difference that community finance is
making to households and local communities, particularly in terms of financial resilience and
health and wellbeing. It is important for every organisation to measure their social impact so
they can tell the story of the change they make, but it is also important to measure impact for
investment, both from existing and potential new partners. This report provides Fair for You
with an independent assessment of the impact it is having on the health and wellbeing of its
customers and an estimation of the social impact that this is generating, alongside a clear
overview of the methodology that was followed to calculate this impact.

! https://urbanhealth.org.uk/insights/reports/health-and-money

2 Royal College of Physicians, https://www.rcplondon.ac.uk/news/over-half-brits-say-their-health-has-worsened-
due-rising-cost-living

3 The Financial Inclusion Centre (FIC) is an independent research and policy innovation think-tank dedicated to
promoting financial inclusion and fair, efficient, competitive and accountable financial markets —
www.inclusioncentre.org.uk
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2. Research methodology

This section summarises the methodology employed by the research team to collect the data
required for a robust social impact assessment. A broad evaluation framework, combining
guantitative and qualitative approaches, was developed in partnership with Fair for You, based
around a theoretical model of change / impact.

2.1. Model of change

A theoretical model of change / impact is an important part of undertaking effective impact
evaluation,* clearly setting out the links between inputs (such as resources and activities),
outputs and the impacts / outcomes generated by these outputs. It provides an overarching
framework for the evaluation and helps to identify the data that needs to be collected to
measure and understand the social impact that is being created (see Model of Change - page 8).

2.2. Quantitative customer survey

An extensive survey was conducted with Fair for You customers. The survey questions were
designed to allow self-reported responses on customer attitudes, behaviours and impacts /
outcomes relating to their use of the Fair for You service.

The surveys were hosted electronically on SurveyMonkey and were distributed to 24,169
customers who had purchased a household item from Fair for You during the 18-month period
between 1 January 2021 and 30June 2022.> To help attract attention and encourage
completion, email reminders were sent and four prize draw incentives of £50 cash were
offered. The winners were selected at random by the research team from those respondents
who chose to be enter, and who had provided their contact details for this purpose. A total of
2,464 responses were received.

2.3. Qualitative customer interviews

As part of the borrower survey, all respondents were asked if they would be willing to take part
in a follow-up interview with a £10 payment offered as an incentive. The research team identified
four such customers and interviews with them were used to understand in greater depth their
experience of borrowing and purchasing from Fair for You, and the impact this had on their health
and wellbeing.

4 https://www.betterevaluation.org/en/resources/guide/theory of change
> This period was chosen to increase the scale of survey distribution and maximise completed returns.

Measuring the impact of Fair for You on customer health and wellbeing -
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Model of change for Fair for You’s lending activity in 2022:

1. Operational context

Significant proportion of the population at risk from the cost
of living crisis, leaving even more households at risk from
further financial pressures

High number of low-income households experiencing the
costs of poverty

High levels of financial vulnerability

Low levels of financial resilience

High need for affordable credit

Increasing scale of mental health and wellbeing problems

5. Outputs
During 2022 £8,062,553 of lending delivered the

following headline outputs:

» 22,265 number of loans
* 16,941 - customers supported

3. Resources

23 members of staff

6 Board members

22 partnerships (11linvestors; 8 retail partners; 3
councils/housing associations)

£8.1m lending (2022)

Measuring the impact of Fair for You on customer health and wellbeing
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2.4. Lending data

Lending data relating to the purchase of household items between January 2021 and
December 2022 was provided to the research team by Fair for You. This data was analysed

to identify the number and value of loans made, and the number of unique customers

supported, during 2021 and 2022.

2.5. Limitations

Limitation

Description

Impact on research

Sample profile

There are challenges in obtaining a
representative sample with some
borrowers being more difficult to
reach and therefore less likely to
have taken part in the survey.

As this survey was conducted
online, those customers that are
less digitally engaged would be
less likely to take part and will
therefore be underrepresented.

Research topic

Money and especially borrowing is
a highly sensitive matter that
many do not feel comfortable
discussing or if they do, might not
always provide an accurate
picture. Despite reassurances that
the research was being conducted
independently and with strict
confidentiality and anonymity, it is
likely that some borrowers may
still perceive that their answers
would be seen by Fair for You.

This presents two major
limitations. Firstly, those

struggling with their finances
might be less likely to participate
in the study in the first place, and
secondly, some respondents may
not provide accurate answers or
downplay the extent of their

views or behaviours.

Measuring the impact of Fair for You on customer health and wellbeing

IIIH!II

%

‘%@*’

o
For™



3.

Customer impact survey

This section summarises the results of the customer survey. In total, 2,464 surveys were
completed by Fair for You customers who had borrowed to purchase household items
between 1 January 2021 and 30 June 2022.

The full set of survey results can be found in Appendix 1.

3.1. Customer profile

The following statistics provide a summary customer profile of borrowers.

63% aged between 35 and 54

66% have children living at home

48% work (either full or part-time)

25% are unable to work due to long-term sickness/disability
47% have a household income less than £20k

49% have been using Fair for You for three or more years

3.2. Purchased items

In total, 44% of survey respondents highlighted that they had purchased one household item
from Fair for You over the period, 31% had purchased two and 20% three or more. The six
most popular types of items were:

laundry appliances (purchased by 39% of customers)
cooking appliances (24%)

fridges and freezers (22%)

bedroom furniture (13%)

vacuum cleaners and floorcare (12%)

computing (10%)

Measuring the impact of Fair for You on customer health and wellbeing
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3.3. Other borrowing and credit use

Of those responding to the survey, 45% agreed that they had few borrowing options other
than Fair for You, with 15% highlighting that they had applied to another lender before
approaching Fair for You, but were declined. Importantly, 88% of respondents agreed that
Fair for You had reduced their need to use other more expensive sources of borrowing,
although 29% reported that they had used ‘buy now, pay later’ (BNPL) services (such as
Klarna and ClearPay) in the past 18 months.

3.4. Health and wellbeing

Stress, depression and anxiety

Graph 1 highlights in the proportion of customers experiencing stress, depression or anxiety
as a result of their living situation before and after purchasing their household items from
Fair for You. Almost two-thirds (64%) of survey respondents said that before they purchased
their household items from Fair for You their living situation often or sometimes caused
them stress, depression or anxiety, compared to less than half (43%) who said that they have
experienced similar levels of stress since purchasing their items.

This represents a 33% reduction in the proportion of Fair for You customers that felt their
living situation caused them stress, depression or anxiety following the purchase of their
household item.
Graph 1: Does your living situation cause you any stress, depression or anxiety?
40%
30%

20%

10%

0%

Often Sometimes Mot Often Never

I Before purchase from FFY B After purchase from FFY

(Note: %s do not add up to 100%, due to ‘don’t know’ or ‘prefer not to say’ responses).

Measuring the impact of Fair for You on customer health and wellbeing

“«‘7@"

(s]
®For™



S
® ror™

Control of daily life

Graph 2 highlights the proportion of customers feeling in control of their daily life before and
after purchasing their household items from Fair for You. Almost three-quarters (72%) of
survey respondents said that before they purchased their household items from Fair for You
they often or sometimes felt in control of daily life, compared to 85% who said that they
have felt similar levels of control since purchasing their items.

This represents an 18% increase in the proportion of customers feeling in control of their
daily life as a result of purchasing their household items from Fair for You.

Graph 2: Do you feel in control of daily life?

50%
40%
30%
20%

10%

0% -
Often Sometimes Mot often Never

Il Before purchase from FFY B After purchase from FFY

(Note: %s do not add up to 100%, due to ‘don’t know’ or ‘prefer not to say’ responses).
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Positive impact of FFY on health and wellbeing

Graph 3 highlights that 67% of survey respondents agreeing® that purchasing through Fair
for You has had a positive effect on their health and wellbeing. Only 2% disagreed with this

statement.

Graph 3: Purchasing my items from FFY has had a positive effect on my health & wellbeing

40%
30%
20%
10%
1%
0%
Strongly Agree Tend to agree Neither agree nor disagree Tend to disagree

1%

Strongly disagree

Looking across the customers most likely to have reported that purchasing from Fair for You

has had a positive effect on their health and wellbeing, we see:

e No real difference in terms of gender

e Younger customers are more likely to report a positive effect (72% of those 18-34; 62%

of those 50+)

e No real difference between those employed and unemployed

e Customers looking after family or on maternity leave are more likely to report a positive

effect (72%)

e Customers earning £15,000 — £25,000 are more likely to report a positive effect (70%).

Those earning £45,000 or more are less likely (59%)’

6 Both ‘strongly agree’ and ‘tend to agree’

7 For the breakdown of proportions of Fair for You customers and their annual household income please see

Appendix 2

Measuring the impact of Fair for You on customer health and wellbeing
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Cost of living

Graph 4 highlights that having access to affordable borrowing through Fair for You provides
reassurance and peace of mind among 92% of customers responding to the survey.

Graph 4: With the current cost of living, knowing that I can turn to Fair for You to borrow
affordably is reassuring and gives me peace of mind

60%

60%

S0%
40%
32%
30%
20%
10% %
% .| )
Strongly agree Agree Neither agree nor Disagree Strongly disagree
disagree
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4. Lending data

This section highlights key data headlines extracted from the lending data provided by Fair
for You relating to the purchase of household items during 2022. These figures were used to
extrapolate the level of social impact across the whole loan book (see section 5.6) and the
calculations highlighting the ratio of investment to social impact (see section 5.7).

2022 2021
Total number of customers supported 16,941 18,853
Number of customers aged 18-24 | 132 10
Number of customers aged 25-49 | 13,121 14,637
Number of customers aged 50+ | 3,688 4,206
Number of loans made 22,265 26,921
Value of loans £8,062,553 £10,069,164
Average loan size £362 £374

Measuring the impact of Fair for You on customer health and wellbeing

a@a

o
R ror



5. Measuring social impact

This section sets out the methodology and headline figures relating to the social impact
generated for Fair for You customers during both 2021 and 2022 as a result of the positive
health and wellbeing impacts that they experienced. Figures have also been produced for
the combined two-year period 2021-22.

5.1. Wellbeing Valuation

Over the last few years, Wellbeing Valuation has become an established and widely used
approach in terms of measuring social impact,® enabling organisations to measure the
success of a social intervention by how much it increases people’s wellbeing. It has been
recognised as providing a particularly relevant, effective and proportionate approach in
relation to understanding the impact of community investment activity focused on tackling
social exclusion.

Wellbeing Valuation is in HM Treasury’s Green Book,’ the UK Government’s core guide to
policy evaluation, where it is highlighted as a method for placing values on things that do not
have a market value through being bought and sold. Wellbeing Valuation is used by a range
of leading authorities and central government departments including the Department for
Business, Energy & Industrial Strategy, the Department for Digital, Culture, Media & Sport,
the Department for Work and Pensions, HM Treasury, the Cabinet Office and the
Department for Levelling Up, Housing & Communities.

5.2. Identifying relevant wellbeing values

The HACT Social Value Bank? (SVB) is the largest bank of methodologically consistent and
robust social impact outcomes and wellbeing values, which can be used with a full Social
Return on Investment, Cost Benefit Analysis or Social Impact Assessment. These values have
been calculated within the SVB through statistical analyses of large national UK datasets
containing data on wellbeing and life circumstances.!? This analysis has been used to isolate
the effects of particular factors on a person’s wellbeing and then to identify the equivalent

& Measuring the social impact of community investment: A guide to using the Wellbeing Valuation Approach
(Trotter et al, 2014) - https://www.ceci.org.uk/wp-
content/uploads/2019/03/MeasuringSociallmpactHACT2014.pdf

9 https://www.gov.uk/government/publications/the-green-book-appraisal-and-evaluation-in-central-governent

10 HACT and Daniel Fujiwara (www.HACT.org.uk / www.simetrica.co.uk)
11 Datasets include British Household Panel Survey; Understanding Society; The Crime Survey for England and
Wales; The Taking Part survey

Measuring the impact of Fair for You on customer health and wellbeing
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amount of money needed to increase someone’s wellbeing by the same amount.'? The
values are recognised as being extremely robust due to the sheer vastness of these datasets
and the methods in which they are derived.

Table 1 highlights the outcomes and values that were identified as being most relevant to
measuring the health and wellbeing impact of Fair for You on its customers and which were,
thus, used in the formal social impact calculations.'® The table presents a range of values for
the two outcomes, including the national averages across all age groups and how the value is
differentiated by the age of the person experiencing it. All the values are stated per person
per year.

Table 1: Identified health and wellbeing outcome values

Outcome Average 18-24 25-49 50+
value

Relief from stress / depression / anxiety * £36,766 £33,107 £36,949 £38,800

Feel in control of daily life ** £15,894 £15,637 £17,504 £16,427

* Tackling stress, depression and anxiety in lower income households can deliver a range of
benefits, including helping to boost a person’s psychological resources; reducing pressure,
increasing confidence and freeing some ‘mental space’ for other purposes and to support
more effective decision-making.

** Research shows that control is an essential feature of mental life — it is one of the primary
motives of behaviour. We have a deep need to feel competent and to be in control of our
environment.’*

5.3. Applying the values

To calculate social impact, the values must be applied to the change that has happened to
individuals as a result of the activity, or intervention, they participated in or received — e.g.

21t is important to note that these figures do not represent real money, cashable savings or actual financial
return.

13 While the customer survey included questions relating to another social value bank outcome/value (‘good
overall health’), this was not used within the social impact calculations, in line with HACT guidance that some
values that draw on the same area of benefit should not be used together as this would amount to double
counting.

14 How poverty affects the brain and behaviour (Association for Psychological Science)-
https://www.psychologicalscience.org/observer/how-poverty-affects-the-brain-and-behavior

How poverty affects people’s decision-making processes (Joseph Rowntree Foundation, February 2017)

- https://www.jrf.org.uk/file/49906/download?token=gE5-D8 z&filetype=full-report

Measuring the impact of Fair for You on customer health and wellbeing
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the purchase of their household items from Fair for You. This change can be measured using
relevant ‘before’ and ‘after’ questions in customer surveys.

When reviewing survey responses, the HACT model designates certain answers as valuable
(as denoted in Table 2), these are the answers that demonstrate a sufficient scale of change
against which the outcome value can be applied. For example, looking at Table 2, if an
individual selected ‘sometimes’ in response to whether they experienced any stress,
depression or anxiety before the intervention and then ‘not often’ after the intervention, the
outcome value would be applicable and could be included in social impact calculations.

However, a move from ‘often’ to ‘sometimes,” despite being a positive step in the right
direction, would not provide a valuable answer or demonstrate a sufficient enough scale of
change to merit the application of the value. Additionally, if someone provided a valuable
answer both before and after the intervention, even if this was different (e.g. moving from
‘not often’ to ‘never’), the outcome value would not be applicable.

Table 2: Description of outcome values

Outcome Description of outcome
Relief from stress / Does your living situation cause you any stress, depression or anxiety?
depression / anxiety 1. Often

2. Sometimes
3. Not often (* valuable answer)
4. Never (* valuable answer)

Feel in control of daily life Do you feel in control of daily life?
1. Often
2. Sometimes
3. Not often (* valuable answer)
4. Never (* valuable answer)

5.4. Identifying reportable changes

Relief from stress/depression/anxiety

As highlighted in Table 3, a total of 2,423 fully completed answers were received from Fair
for You customers for the before/after survey questions relating to: does your living
situation cause you any stress, depression or anxiety? The 25-49 and 50+ age groups
accounted for 68% and 32% of the answers respectively. The 18-24 age group accounted for
a very small, almost negligible number of answers (<1%).

Measuring the impact of Fair for You on customer health and wellbeing
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Overall, 37% (901) of the total number of answers highlighted some form of positive change
(regardless of whether this was a valuable change or not) between the before and after
position in relation to stress/depression/anxiety. Of these positive changes, a total of 63%
(564) were identified as being reportable changes — that is they demonstrated the sufficient
scale of change against which the outcome value could be applied (as per section 6.3). In
total, 23% of the 2,423 answers were eligible for inclusion in the social impact calculations.

Table 3: Reportable changes relating to reduced levels of stress, depression and anxiety

18-24 | 25-49 50+ Total
Social
impact Financial proxy figure £33,107 | £36,949 | £38,800
figure
Number of
survey Number of fully 3 1,645 775 2,423
completed answers
responses
Number of e 37% of
positive Answers highlighting 2 622 277 901 survey
any positive change
changes responses
63% of
amberor | AT g fonn
reportable 2 ge to 0 388 176 564 ges.
eligible for social impact 23% of
changes .
calculations survey
responses

23% of survey respondents identified 564 reportable changes

relating to reduced levels of stress, depression or anxiety.

Feel in control of daily life

As highlighted in Table 4, a total of 2,295 fully completed answers were received from Fair
for You customers for the before/after survey questions relating to: do you feel in control of
daily life? The 25-49 and 50+ age groups accounted for 66% and 34% of the answers
respectively. The 18-24 age group accounted for a very small, almost negligible number of
answers (<1%).

Measuring the impact of Fair for You on customer health and wellbeing n
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Overall, 25% (566) of the total number of answers highlighted some form of positive change
(regardless of whether this was a valuable change or not) between the before and after
position in relation to feeling in control of daily life. Of these positive changes, a total of 51%
(291) were identified as being reportable changes — that is they demonstrated the sufficient
scale of change against which the outcome value could be applied (as per section 6.3). In
total, 13% of the total number of 2,295 answers, were eligible for inclusion in the social
impact calculations.

Table 4: Reportable changes relating to a greater feeling of control in daily life

18-24 25-49 50+ Total
Social
impact Financial proxy figure £15,637 | £17,504 | £16,427
figure
Number of
survey Number of fully 3 1,515 777 2,295
completed answers
responses
Number of
A highlighti 25% of
positve | L echnge. | 1| %8 | 207 | see | L0l
changes yp & P
T 0 "
b | gt
reportable ca & 1 192 98 291 ges. 137
be eligible for social of survey
changes .
value calculations responses

13% of survey respondents identified 291 reportable changes

relating to a greater feeling of control in daily life.

5.5. Calculating the social impact for survey respondents

Using the number of reportable changes highlighted in section 5.4 above, Tables 5 and 6
highlight the social impact generated for survey respondents relating to reduced levels of
stress, depression and anxiety and a greater feeling of control in daily life respectively.

It is important to note that the Wellbeing Valuation approach does not provide 100%
certainty as to how much an intervention was responsible for the outcome and impact it
generated. Guidance therefore suggests that a deadweight adjustment is made to prevent
any over claiming and to counter the ‘would some of it happened anyway’ argument. For

Measuring the impact of Fair for You on customer health and wellbeing




health-related outcomes, the average deadweight figure is 27%. Therefore, 27% has been
deducted from the initially calculated social impact figures to leave actual figures in the
bottom row of each table.

Following deadweight adjustments, £15.5 million of social impact was generated for survey
respondents relating to reduced levels of stress, depression and anxiety, while £3.6 million
was generated related to a greater feeling of control in daily life. In total, £19.1 million of

social impact was generated for survey respondents across both outcomes.

Table 5: Calculating the social impact generated for survey respondents relating to reduced

levels of stress, depression and anxiety

respondents

18-24 25-49 50+ Total

:‘;ﬁ':: Impact Financial proxy £33,107 | £36,949 £38,800 -
Social impact No of reportable
calculatiopn changes x social 0 £14,336,212 £6,828,800 £21,165,012

value figure

Reduction applied to
Deadweight - | counter the would 0 £3,870,777 | £1,843,776 | £5714,553
27% some of it happened

anyway' argument
Actual social Final social value
impact figurel® figure for the survey 0 £10,465,435 £4,985,024 £15,450,459

Total £15.5 million of social impact generated for survey

respondents relating to reduced levels of stress, depression or
anxiety.

13 |nitial calculation minus deadweight
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Table 6: Calculating the social impact generated for survey respondents relating to a
greater feeling of control in daily life

18-24 25-49 50+ Total

Social impact No of reportable
calculatiopn changes x social value | £15,637 | £3,360,768 | £1,609,846 £4,970,614

figure

Reduction applied to
Deadweight - counter the ‘would £4222 | £907,407 | £434658 | £1,346,288
27% some of it happened

anyway' argument
Actual social Final social value
impact figurel® figure for the survey £11,415 | £2,453,361 | £1,175,188 £3,639,963

P & respondents

Total £3.6 million of social impact generated for survey respondents

relating to a greater feeling of control in daily life.

5.6. Extrapolating results across the loan book

Using the social impact figures for the survey respondents from section 5.5, alongside the
number of customers who answered the relevant survey questions (section 5.4), an average
social impact figure per person was produced for each outcome. These average figures were
then used to produce estimated social impact figures relating to the whole of the household
items loan book for the calendar year 2021 and 2022. In addition, estimated social impact
figures were also produced for the period covering the combined two-year period.

Social Impact in 2021

Tables 7 and 8 highlight that £120.2 million of social impact was generated across the loan
book during 2021 relating to reduced levels of stress, depression and anxiety, while £30.1
million was generated related to a greater feeling of control in daily life. In total, £150.3
million of social impact was generated across the loan book during 2021.

16 |nitial calculation minus deadweight
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Table 7: Calculating the social impact generated across the loan book relating to reduced
levels of stress, depression and anxiety — for the calendar year 2021

18-24 25-49 50+ Total
Average social | Actual social value
impact per figure divided by 0 £6,362 £6,432 i
survey no of survey
respondents responses
Total number | Number of
of FFY customers during 10 14,637 4,206 18,853
customers 2021
Total social Total estimated
impact across | social value for f0 £93,120,594 £27,052,992 £120,173,586
loan book 2021 FFY loan book

Total £120.2 million of social impact generated across the 2021 loan

book relating to reduced levels of stress, depression or anxiety.

Table 8: Calculating the social impact generated across the loan book relating to a greater
feeling of control in daily life - for the calendar year 2021

18-24 25-49 50+ Total
Average social | Actual social value
impact per figure divided by

£3,805 £1,619 £1,512 -
survey no of survey
respondents responses
Total number | Number of
of FFY customers during 10 14,637 4,206 18,853
customers 2021
Total social
impact Total estimated
extrapolated social value for £38,050 £23,697,303 £6,359,472 £30,094,825
across loan 2021 FFY loan book
book

Total £30.1 million of social impact generated across the 2021 loan

book relating to a greater feeling of control in daily life.
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Social impact in 2022

Tables 9 and 10 highlight that £107.2m of social impact was generated across the loan book
during 2022 relating to reduced levels of stress, depression and anxiety, while £27.3m was
generated related to a greater feeling of control in daily life. In total, £134.5m of social

impact was generated across the loan book during this period.

Table 9: Calculating the social impact generated across the loan book relating to reduced
levels of stress, depression and anxiety — for the calendar year 2022

18-24 25-49 50+ Total
. Actual social
Average social .
impact per value figure
pactp divided by noof |  £0 £6,362 £6,432
survey
survey
respondents
responses
Number of
Total numberof | |\ ers 132 13,121 3,688 16,941
FFY customers .
during 2022
Total social Total estimated
Impact social value for
extrapolated 2022 FEY loan £0 £83,475,802 £23,721,216 £107,197,018
across loan
book
book

Total £107.2 million of social impact generated across the 2022 loan

book relating to reduced levels of stress, depression or anxiety.

Table 10: Calculating the social impact generated across the loan book relating to a
greater feeling of control in daily life — for the calendar year 2022

18-24 25-49 50+ Total
. Actual social
Average social ;
impact per value figure
suer/e P divided by no of £3,805 £1,619 £1,512
Y survey
respondents
responses
Total number of Number of
customers 132 13,121 3,688 16,941
FFY customers .
during 2022
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Total social .
. Total estimated
Impact social value for
extrapolated £502,260 £21,242,899 £5,576,256 £27,321,415
P 2022 FFY loan
across loan
book
book

Total £27.3 million of social impact generated across the 2022 loan

book relating to a greater feeling of control in daily life.

Social impact during 2021-2022

Tables 11 and 12 highlight that £180.4 million of social impact was generated across the loan
book during the two-year period 2021-2022 relating to reduced levels of stress, depression
and anxiety, while £45.7 million was generated related to a greater feeling of control in daily

life. Intotal, £226.1 million of social impact was generated across the loan book during this
period’.

Table 11: Calculating the social impact generated across the loan book relating to reduced
levels of stress, depression and anxiety — for the two-year period (2021-2022)

18-24 25-49 50+ Total
Average social | Actual social value
impact per figure divided by 0 £6,362 £6,432
survey no of survey
respondents responses
Total number Number of
of FFY customers during 141 22,286 6,000 28,427
customers 2021-22
Total social Total estimated
Impact social value for
extrapolated 2021-22 FEY loan f0 £141,783,532 £38,592,000 £180,375,532
across loan
book
book

Titis important to note that to minimise the risk of double counting repeat customers during 2021-22 and
thereby potentially unrealistically inflating the amount of social impact achieved during this period, duplicate
member entries were removed from the loan book for this period. This means that the customer numbers
used in tables 11 and 12 are lower than if the figures for the individual years 2021 and 2022 were combined.
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Total £180.4 million of social impact generated across 2021 and
2022 loan book relating to reduced levels of stress, depression or
anxiety.

Table 12: Calculating the social impact generated across the loan book relating to a
greater feeling of control in daily life — for the two period (2021-2022)

18-24 25-49 50+ Total
Average social | Actual social value
impact per figure divided by
£3,805 £1,619 £1,512
survey no of survey
respondents responses
Total number Number of
of FFY customers during 141 22,286 6,000 28,427
customers 2021-22
Total social Total estimated
Impact social value for
extrapolated 2021-22 EEY loan £536,505 £36,081,034 £9,072,000 £45,689,539
across loan
book
book

Total £45.7 million of social impact generated across the 2021-2022

loan book during relating to a greater feeling of control in daily life.

5.7. Calculating the ratio of lending to social impact

Finally, the lending data (section 4) were used to produce a ratio of lending delivered by Fair
for You to the amount of social impact generated, for the calendar years 2021 and 2022. In

addition, estimated figures were also produced for this combined two-year period.

Ratio of lending to social impact in 2021

As highlighted in table 13, a loan book of £10.1 million in 2021 generated £150.3 million of
social impact. This means that every £1 of lending made by Fair for You generated £14.92

in social impact.
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Table 13: Ratio of lending to social impact - for the calendar year 2021

Inputs: Outcomes: Ratio:
£10,069,164 £150,268,411 £14.92
of lending total amount of social impact that can be broken down into:

e £120,173,586 of health benefits related to reduced stress,
depression or anxiety

e £30,094,825 of health benefits related to a greater feeling of
control in daily life

Ratio of lending to social impact in 2022

As highlighted in Table 14, a loan book of £8.1 million in 2021 generated £134.5 million of
social impact. This means that every £1 of lending made by Fair for You generated £16.68
in social impact.

Table 14: Ratio of lending to social impact - for the calendar year 2022

Inputs: Outcomes: Ratio:
£8,062,553 £134,518,433 £16.68
of lending total amount of social impact that can be broken down into:

0£107,197,018 of health benefits related to reduced stress,
depression or anxiety

0£27,321,415 of health benefits related to a greater feeling of
control in daily life

Ratio of lending to social impact during 2021-22

As highlighted in Table 15, a loan book of £18.1 million during 2021-22 generated £226.1
million of social impact. This means that every £1 of lending made by Fair for You
generated £12.47 in social impact.

Table 15: Ratio of lending to social impact - for the period 2021-22

Inputs: Outcomes: Ratio:
£18,131,717 £226,065,071 £12.47
of lending total amount of social impact that can be broken down into:

e £180,375,532 of health benefits related to reduced stress,
depression or anxiety

e £45,689,539 of health benefits related to a greater feeling of
control in daily life
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6. Customer case studies

Case study 1 - Bina*

7

“l used to worry every day about how | would replace appliances if they broke.

Bina is in her early 50s, registered disabled and unable to work. She lives with one of her
grown-up children, who has special needs, and two grandchildren. She has been a Fair for
You customer for five years and during that time has borrowed to purchase a number of
essential household items, including two cookers, a dishwasher and a washing machine.

Prior to borrowing from Fair for You, the financial struggle that Bina faced when she had to
purchase something for the house caused significant stress.

“Because | can’t work and therefore my income is low, | did use to worry all the
time about needing to replace appliances. | would stress about things | needed
and couldn’t afford, which had a massive impact on my health and wellbeing.”

However, ever since Bina was first recommended to contact Fair for You by a friend, she has
noticed a big improvement in her mental health.

“Now, | just don’t have to worry so much. Fair for You have made buying
appliances so easy and affordable. | know I can turn to Fair for You if | need to,
so | don’t worry any more. | am less stressed these days and a lot happier in
myself.”

And Bina is quick to highlight that it’s not just the affordability of a Fair for You loan, or the
ability to pay for something monthly, that have helped to make things better for her —the
support from Fair for You staff makes a real difference too.

“I was struggling with my monthly repayments for one of my appliances at one
point, and | was really worrying about it until | contacted Fair for You. They
were great, really understanding and helpful, and | was able to change my
payments which made things much easier for me. They helped me get back on
track and it gives me real peace of mind knowing that they will be there to help
if I have any future problems.”

*Name changed to retain anonymity.
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Case study 2 — Louise*

“I’'ve been suffering with depression for many years and feeling that | was
unable to help my family was making me feel worse.”

Louise is in her 30s, lives with her four children and borrowed from Fair for You to purchase
a washing machine and tumble dryer. Prior to contacting Fair for You, Louise’s reliance on
purchasing second hand appliances, was beginning to take a toll on her mental health.

“With a large family, keeping on top of all the clothes washing and making sure
the kids have clean clothes is a big task. And when things kept breaking, | really

began to struggle. | felt like | was stuck in a hole and not being able to help my
family was making me feel worse inside.”

However, since borrowing from Fair for You to purchase a brand-new washing machine and
tumble dryer, Louise has felt much better.

“Being able to get a new washing machine and a new tumble dryer helped so
much. Knowing that | am looking after my family makes me feel much
happier.”

*Name changed to retain anonymity.
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Case study 3 — Helen*

“Fair for You have made things less of a struggle for me.”

Helen, in her 30s with two children, has been a Fair for You customer for the last couple of
years. During that time, she has borrowed to purchase a range of essential household items,
including a cooker, fridge freezer and dishwasher, which have had a “big impact” on her
daily life.

“I suffer with fibromyalgia and a bad back and all of my purchases from Fair for
You have helped to make all of the day-to-day household chores, such as
cooking and cleaning, much easier and less of a strain for me, particularly with
two young children running around everywhere.”

Helen has seen improvements to her mental health too.

“I have suffered from stress and anxiety in the past and as it’s easier for me to
now do the chores around the house and keep on top of things, | am feeling
much better in myself. But, it’s not just that. Before borrowing from Fair for
You, trying to find good quality appliances, that were affordable for me, was a
bit of a struggle and stressful you know. And | used to worry about what would
happen if something broke and | had to pay for something new.”

“But now I’m borrowing from Fair for You, it’s much more affordable for me,
you know, and | can pay monthly, which is a big help to me. It really helps me
not to stress. And knowing that Fair for You are there for me is great, | feel less
anxious about what might happen if something breaks and | hope to continue
to buy from them in the future.”

*Name changed to retain anonymity.
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Case study 4 — Lucy*

“Moving into an unfurnished property sent me into a very dark place.”

Lucy is a single mother to three children and suffers with severe anxiety and depression.
Lucy borrowed from Fair for You at a particularly stressful and difficult time for her, when
she was moved from temporary accommodation, which had been furnished, into an
unfurnished property.

“When we were living in the temporary house, it came with all the appliances
and everything so | didn’t have to worry about buying anything. It was great.
But when we moved into the new property, we suddenly didn’t have anything
and | didn’t know what to do.”

This move had a significant impact on Lucy’s mental health.

“I suffer from anxiety and depression anyway and having to move into an
unfurnished property just made things worse and sent me into a very dark
place. | thought there was no way out.”

Things began to improve for Lucy when she heard about Fair for You and was successful with
a loan application enabling her to buy some essential appliances, including a washing
machine and tumble dryer.

“Fair for You just helped me so much at what was a really difficult time for me.
| was able to buy some appliances for the house that were just absolutely
essential and this really helped to relieve some of the stress and anxiety that |
was feeling. | guess | also just felt like | was a little bit more in control of things,
which helped too.”

*Name changed to retain anonymity.
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Appendix

Appendix 1 — Customer survey results

1. Customer profile

Gender:
Female 87%
Male 13%
Age:
18-24 0%
25-29 5%
30-34 14%
35-39 18%
40-44 15%
45-49 15%
50-54 15%
55-59 10%
60-64 5%
65+ 3%
Prefer not to say 0%
Number of children in the household:
0 34%
1 21%
2 20%
3 14%
4 7%
5 or more 1%
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Employment status:

Working full time 31%
Working part time 17%
Self-employment 2%
Zero hours / casual contract 1%
In education (full / part-time) 1%
Unemployed - seeking work 2%
Unemployed - not seeking work 3%
Unable to work due to long-term sickness/disability 25%
Retired 4%
Looking after family 12%
Maternity leave 1%
Prefer not to say 2%

Annual household income:

£0-£4,999 5%
£5,000 - £9,999 7%
£10,000 - £14,999 17%
£15,000 - £19,999 18%
£20,000 - £24,999 15%
£25,000 - £29,999 12%
£30,000 - £34,999 6%
£35,000 - £39,999 4%
£40,000 - £44,999 2%
£45,000 - £49,999 2%
£50,000 + 3%
Prefer Not To Say 8%

2. Purchased items

Number of household items purchased from Fair for You
0 5%
1 44%
2 31%
3 13%
4

5

4%
or more 3%
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Type of household items purchased

Appliances — Cooking 24%
Appliances — Dishwasher 6%
Appliances — Fridges & Freezers 22%
Appliances — Heating & Cooling 1%
Appliances — Laundry 39%
Appliances — Small Cooking Appliances 3%
Appliances —Vacuum Cleaners & Floorcare 12%
Homes & Furniture — Bathroom Furniture 2%
Homes & Furniture — Bedroom Furniture 13%
Homes & Furniture — Dining Room Furniture 2%
Homes & Furniture — Home Office Furniture 1%
Homes & Furniture — Kids & Baby Furniture 1%
Homes & Furniture — Kitchenware & Accessories 1%
Homes & Furniture — Living Room Furniture 4%
Garden & Outdoors — BBQs 0%
Garden & Outdoors — Garden Furniture 1%
Garden & Outdoors — Garden Powertools 1%
Garden & Outdoors — Outdoor Play 0%
Technology — Computing 10%
Technology — Gaming 4%
Technology — Headphones & Audio 0%
Technology — Phones 3%
Technology — Smart Technology 2%
Technology - TV 6%
Not certain 6%

3. Other borrowing and credit use

Did you apply to another lender for the funds to buy your household items?

Yes - applied but was declined 15%
No - Fair For You was the first firm | applied too 61%
No - I have previously purchased an item with Fair For You 23%
Other (please specify) 2%

Measuring the impact of Fair for You on customer health and wellbeing ﬂ



What were your main reasons for choosing Fair for You?

It was the first firm | came across 14%
| had few other options to borrow 4%
| applied to another lender first but was turned down 7%
The loan rate was cheaper than with other lenders 18%
The loan repayments were more affordable than with other lenders 34%
| liked that it was a not-for-profit ethical lender 25%
A friend or family member recommended it 19%
| have used Fair For You before 26%
Advertising/promotion 6%
Good reputation 0%
Other (please specify) 2%

Apart from Fair for You, which of these types of credit (if any) have you used in the past 18

months?
Authorised overdraft (from bank / building society) 16%
Unauthorised overdraft (from bank / building society) 2%
Loan from bank / building society 1%
Loan from Credit Union 8%
Credit card / store card 24%
Online payday loan / short-term loan / instalment loan 7%
Home collected loan (such as Provident, Morse Club) 12%
Rent to own (such as BrightHouse, Perfect Home) 5%
Buy now pay later (such as Klarna, ClearPay) 29%
Catalogues (such as Very, Freemans) 11%
Pawnbroker 1%
DWP (budgeting loan or social fund) 16%
Universal Credit (advances or budgeting advances) 10%
Friends and family 11%
Unregulated lender 0%
| have not borrowed from anywhere else 15%
Prefer not to say 9%
Other (please specify) 1%
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To what extent do you agree or disagree with the following statement? | had few
borrowing options to secure the funds other than through Fair for You

Strongly agree 23%
Tend to agree 22%
Neither agree nor disagree 34%
Tend to disagree 10%
Strongly disagree 11%

To what extent do you agree or disagree with the following statement? Using Fair for You
has reduced my need to use other more expensive sources of borrowing

Strongly agree 62%
Tend to agree 26%
Neither agree nor disagree 11%
Tend to disagree 1%
Strongly disagree 1%

Overall, how satisfied were you with your purchase through Fair for You?

Very satisfied 88%
Satisfied 10%
Neither satisfied nor dissatisfied 2%
Dissatisfied <1%
Very dissatisfied <1%

4. Health and wellbeing

Before you purchased your household items from Fair for You, how would you say your
health had been on the whole compared to people of your age?

Excellent 19%
Good 33%
Fair 25%
Poor 13%
Very poor 7%
Prefer not to say 2%
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Since purchasing your household items from Fair for You, how would you say your health

is on the whole compared to people of your age?

Excellent 19%
Good 38%
Fair 24%
Poor 11%
Very poor 6%
Prefer not to say 3%

Before you purchased your household items from Fair for You, did your living situation
cause you any stress, depression or anxiety?

Often 24%
Sometimes 40%
Not often 15%
Never 16%
Prefer not to say 5%

Since purchasing your household items from Fair for You, does your living situation cause

you any stress, depression or anxiety?

Often 10%
Sometimes 33%
Not often 28%
Never 24%
Prefer not to say 6%

Before you purchased your household items from Fair for You, did you feel in control of

daily life?
Often 33%
Sometimes 40%
Not often 15%
Never 5%
Prefer not to say 8%

Since purchasing your household items from Fair for You, do you feel in control of daily

life?
Often 45%
Sometimes 40%
Not often 6%
Never 2%
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Prefer not to say 7%

To what extent do you agree or disagree with the following statement? Purchasing my
household items from Fair for You has had a positive effect on my health and wellbeing

Strongly agree 31%
Tend to agree 36%
Neither agree nor disagree 31%
Tend to disagree 2%
Strongly disagree 1%

5. Financial wellbeing

Before you purchased your household items from Fair for You, how well were you
managing financially?

Living comfortably 9%
Doing alright 50%
Just about getting by 33%
Finding it quite difficult 7%
Finding it very difficult 2%

Since purchasing your household items from Fair for You, how well are you managing

financially?
Living comfortably 13%
Doing alright 60%
Just about getting by 22%
Finding it quite difficult 3%
Finding it very difficult 1%

Before you purchased your household items from Fair for You, did you have enough
money to keep your home in a decent state of repair?

Yes 73%
No 27%

Since purchasing your household items from Fair for You, do you have enough money to
keep your home in a decent state of repair?
Yes 87%
No 13%
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To what extent do you agree or disagree with the following statement? Purchasing my
household items from Fair for You has had a positive effect on my financial wellbeing

Strongly agree 32%
Tend to agree 38%
Neither agree nor disagree 30%
Tend to disagree 2%
Strongly disagree 1%

6. Cost of living

Compared to one month ago, how has your household’s financial situation changed?

Worse 19%
No change 61%
Better 16%
Don't know 4%

How do you think your household’s financial situation will have changed 12 months from
now?

Worse 24%
No change 35%
Better 24%
Don't know 16%

How worried or unworried are you about the rising costs of living?

Very worried 48%
Somewhat worried 38%
Neither worried nor unworried 11%
Somewhat unworried 1%
Not at all worried 2%

To what extent do you agree or disagree with the following statement? With the current
cost of living, knowing that | can turn to Fair for You to borrow affordably is reassuring and
gives me peace of mind

Strongly agree 60%
Agree 32%
Neither agree nor disagree 7%
Disagree 1%
Strongly disagree 1%
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Appendix 2 — Selection of customer survey quotes

“As a family with multiple children being unable to cook proper meals left me depressed and feeling
inadequate as a mum. However, since Fair for You helped me to get the finance for a new better
cooker I’'m cooking all the time!”

“I suffer from depression and anxiety and not being able to afford appliances is hard with two
children on your own. Buying from Fair for You has given me the chance to get what | need and not
stress with the great help of staff on the phone if | do need assistance with anything. | will definitely
order from Fair for You again.”

“With 4 children, having washing facilities is so important. Before | had my washing machine
delivered it caused me a lot of depression and anxiety and | had to get friends to help me. Now | have
my own washing machine i feel better.”

“Gives me confidence that | can afford to feed my family well and provide things we need for the
home.”

“Fair for You took a load off my mind and enabled me to continue to do my daily tasks. It was
affordable and 'fair' and | am so grateful, and will know who to use again if there is ever the need. |
work hard as a single parent with children with disabilities and my 12 yr old son has autism so there is
a lot going on in my world - | wouldn't change it, but when an appliance like a washing machine
breaks down and no one will help you, it makes you feel like you and your child's life mean nothing.
To some it's just a washing machine, get over it, but you honestly gave me a lifeline and stopped me
worrying about what on earth | was going to do - there was no way | could buy one out right and it
would've been months of savings. So thank you for being there when no one else was. Blessed.”

“I'have a disabled adult son and you were a lifesaver when our cooker and washing machine broke.”

“It reduced my stress being able to get my washing machine from Fair for You as if | couldn’t | don’t
know how else | would have got it as it is essential for me to have for daily life.”

“Being able to make purchases through fair for you relieves an awful lot of stress and anxiety
especially around Christmas time as it means i can get my children that much wanted gift without
having to say no and they can keep up with their friends and i can affordably make the repayments.”

“The stress of daily living while having a disability and 5 children is over whelming but fair for you
have been an amazing aid to ease that stress a little in an emergency situation. The best team of
customer service operators | have ever had the pleasure of speaking with.”

“My freezer and washing machine broke at the same time was very stressed couldn't afford to buy
both out right buying from Fair for You stopped that stress.”
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“Obviously, the washing machine has helped a have illnesses and being able too have clean bedding
and clothes helps as my breathing is bad.”

“Buying the new freezer has helped me stress less, having the extra food in the house has helped
immensely.”

“Since purchasing my item from fair for u it has made my illness a bit more manageable i have a
bowel disease so need to wash clothes and bedding everyday so been a massive help with my
condition.”

“Just knowing that this help has helped me feel more in control especially of the unexpected and the
impact of the cost-of-living crisis.”

“Using Fair for You helped me take the stress off as | was turned down for a budgeting advance
through universal credit when my old washing machine broke down. It took a load off my mind.
Definitely would recommend them to family and friends.”

“Before my purchase | was getting very stressed and anxious worrying about how | could purchase
large items on a low income but thankfully fair for you were there to help and my stress and anxiety
were a lot less as it took the pressure off me thank you Fair for You.”

“Getting items from fair for you really helped me and my family be able to cook and watch tv. It has
relieved a lot of stress and worry as to how | was going to get a cooker to feed my children.”

“Using Fair for You has helped me both mentally and physically! | know now that | can go to an
affordable company who look after my well being as well as my finances. | feel less stressed now if
items break down and safe in knowing my lenders aren't there to trap me into expensive contracts.
Fair for You have been the most fantastic help. | suffer severe rheumatoid and osteo- arthritis and
struggle badly with mobility, therefore having this fantastic company online who deliver everything
and all at such a low interest rate is amazing. Thank you Fair for You, you’ve made a huge difference
in my life. And my food card has been a life saver during this cost-of-living crisis!”

“Bi polar and suffer with anxiety and depression. Fair for You helps so much by making it easy if my
washing machine/ drier breaks, it’s so easy to order. Also | fell behind on my payment and they

reduced my monthly payments for me with no stress. I'm very grateful and will continue to use them.

Thanks.”

“I' have suffered anxiety for years and as a mother, it can be made worse by the stress of a washing
machine playing up for example. It is reassuring to know when I'm hit with a large, unexpected
purchase, Fair for You are available. Keep up the great work and thanks :)”

“Purchasing from Fair for You has helped me a lot. | suffer with fibromyalgia and a bad back and all
the purchasing these items have help me so much to manage house work and cleaning | hope to
continue to purchase from Fair for You.”
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“I'had more choice and more control of the lending time and the money was taken from my bank on
a date of my closing so it was less worry.”

“Suffering from serious long-term iliness has caused a lot of stress and anxiety, not having the worry
of having to buy essential house hold items from places like bright house has massively improved my
mental health.”
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