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A little bit about me

« CEO The Catholic Family Service of
Calgary

« 39 years experience in human services

» 26 years in Family Service ... still
thriving/surviving



A little bit about Calgary 2010

* Population - 1.1 million

« Third largest Canadian
centre for new
Canadians

« 24% from a visible
minority projected to
Increase to 47% by 2030

* Significant urban
aboriginal population

e Somewhat diverse
economy
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Catholic Family Service
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Catholic Family Service

100+ staff

Includes social workers, psychologists,
early childhood, life skills, nutritionists,
adult education, data & IT.

Programmes include counseling ,child
development and community
development.

Learning Centres (child care)



Outcomes



Service OQutcomes

* Demonstrable Outcomes are Essential
* Don’t confuse them with “widgets”

« Can you communicate them in a
language that is not “professional
code” ?



Why we went this route

« Rationale for outcomes was driven ,at
first, by the sectarian name and
concern that the community would
develop misconceptions about the
agency. ( Service vs. Proselytizing)

 Board directive to have in place
demonstrable outcomes in two years .
(1997)



Outcomes require work &
maintenance

* No existing budget for infrastructure & a very
dysfunctional relationship with data!

Develop & commit to an IT strategy
Find $150,000 to resource it. (.4%)

Engage aresearch consultant ( someone who
knows what they are doing).

Support a culture where the primary purpose for
outcomes is to improve service and try new and
Innovative approaches

Positive results for clients and staff morale
Keep the investors happy



Barriers

* Fear of change..... New Murphy’s law
might read

““agents of change will always balk at
change affecting themselves”

 Resistance
“We know what we are doing so
don’t interfere”
“We know our clients best”



“So we are going to dumb
it down to money”




We have a divine right to your money
because our cause is noble

and oh yes
no questions asked other than “did
you spend the money honestly?”



What if it’s not working ?



The big external question that Is
not going away
SO WHAT?.....

Why should | give you my hard earned
money?



Strategic Planning....
You must do It

* |t can’t collect dust
« Has to be current
 Has to be manageable

* You have to be distinct (might be code
for competitive)







CFS Screen

Fit with Vision & Mission
Relevant to community
Sustainable
Distinctiveness



Guiding Principles

Prevention: CES programmes support
people to acquire the skills and capacity to
participate in their communities.

ntervention: CFS programmes support
people in regaining stability in their lives.
Collaboration: CFS Programmes work with

others In order to support the creation of
healthy communities.

Volunteerism: CFS programmes create
opportunities for people to care for one
another in the spirit of reciprocity.




Guiding Principles

Advocacy: CFS programmes intervene on behalf
of clients to access resources that will improve life
circumstances. Further, programmes will identify
systemic issues to the Board who will initiate
strategic actions promoting change.

Community Development: CFS programmes foster
connections between people and resources to
create sustainable community that lives beyond
our interventions.

Empowerment: CES programmes empower people
to feel “in charge” of their lives.We think wellness
not illness.

Organizational Strength: CFS programmes will
receive maximum organizational support with
respect to financing, staffing, facilities and
supervision.




Why Bother

A)




Current Environment

 Reduced Funding Opportunities
* Donor potential eroding........

 New definition of services placed on a
Community Impact Framework

Community Impact is the mobilization of
collective action to create measurable,
cumulative lasting change that
iImproves lives and builds resilient
communities.




Community Impact






Post Recession Donor Wariness

 One hypothesis is that donors will
continue to contribute but want the
stewardship of their dollar to be more
secure and more effective.

What impact over the long term will my
dollar create?

* No different than our own expectation
of RRSP portfolios



Shared Definition of Impact

 Thereis a more shared understanding
that is evolving

 There are at least three player groups

 Corporate, Foundations & individual
donors

* Public sector .. United Way, Government

* Non Profit- that’s us (although I believe we
have to change the name)



Public Sector

Driven to demonstrate effectiveness in
operating & investing in the public interest

Socially driven-Public

Corporate & Donor Good organizations

Groups

All are seeking
to provide evidence
of value created

against investment Driven to demonstrate the

Driven by CSR,
value of their work

sustainability and
Governance agendas

Cross Sector Interest



So why do it?



Why measure social outputs,
outcomes and impact?

Internal
* Improved programme management
More effective planning
More effective evaluation
* Increased understanding of the impact of your work
External
« Stronger communication of the value of your work

to ‘the people that matter’ (internal and external
stakeholders)

« Enhanced attention to the social, economic
and environmental value created by your organization



Soclal Return On Investment
What does it look like?




Social Return on
Investment (SROI) is the
value we create which
positively impacts
community making it a
better place in which to live



Connect the Dots Community Impact

Our outcomes

\~>Next level of relationships improved

_ Immediate
We provide Relationships
something Improved

/

Greg’s office



SROI Overview

e A SROI analysis produces a ratio, i.e. a
performance indicator.

e Based on the principles of financial return
(ROl illustrates financial return), social ROI
indicates the amount of social value created
as a result of a program investment.

e SROI values the relationship between social,
financial and environmental factors.

e Used to plan (forward thinking) and to
evaluate (learning from experience).



Work with High Risk Youth &
Young Parents

* Break into small groups three or four.
—Who do you serve?
— What are their issues?

— What are the results/consequences of their
Issues”?

— How do you fit in the equation?




1.

Five Steps to an SORI

Describe your client and their situation
without your service

. State your theory of change that underpins

your work (program or service)

List the actual changes to be experienced
by your clients

Choose indicators that can be monetized
and the time frame that changes are
achieved .

Calculate SROI



Ask the right questions

Who are the people that matter to my work?
What are their objectives?

How should I prioritize my stakeholders?
Are their objectives aligned to mine?

What output indicators illustrate how well

| achieve my objectives?

Can | measure the social return that results
from our impact ?



Terminology

Inputs: resources invested in an activity

Outputs: the direct and tangible results
from an activity

Outcomes: changes that are either directly or
indirectly linked to the activity

Impact: Outcomes less (-) an estimate of
what would have happened
anyway

Timeframe: The length of time an outcome or
change will be sustained as a
result of your project or
Investment



Consider Timeframe

Immediate Annual Multi-year

e Responding to e Investments that e Investments that
crisis, situation changes change
could reoccur circumstances but circumstances for
even can’t be guaranteed a period of time
immediately beyond fiscal year

e Distress Centre | « Beltline Youth Centre | « Catholic Family

« Children’s » Critical Hours Service Louise
Cottage Programming Dean Centre

 Community Gardens | * Discovery House

e In-school Mentoring | * Youth Justice
Society

« YWCA/Mary Dover
House

e Momentum - Fair
Gains




What Gets Measured,
Gets Valued

* You have to articulate a ‘theory of
change”

* Qutputs measure progress towards
achieving......

* that “change” through an
organization's work



Not everything that can be counted counts, and not everything that
counts can be counted.
~ Albert Einstein



Theory of Change

We believe that if we do this ,this and this
etc.....forthem.... Then this will occur



Theory of Change Catholic
Family Service Louise Dean
Centre



What is this ,this and this ?

« Lifeskills

* Counselling

* Nutrition and good prenatal health
* “Home Start”

» Education

* Child care



Who is Them ?












What is this ?

Healthy birth
Reduction In Fetal Alcohol related issues

Development of a community support
network

Positive and effective parenting occurs
Successful completion of High School
Post Secondary Education —Training
Employment




SROI Supported by

ReseAarch

Theory of Change

If pregnant teens and teen
mothers at high-risk of financial
and social exclusion have access

to medical care, child care,
counseling, and opportunities to

learn life and parenting skills as

they finish their high-school
education, they are more likely to
graduate and then to successfull

build a better life for themselves

and their children.




Soclal Value




Reporting Value

Monetizable Non — Monetizable
 Cost savings  Happiness

* Income changes « Confidence
 Tax increases « Safety

* Public service * Other

reductions



Reporting Value

Monetizable Non- Monetizable
 Charts & tables  Narrative

* Facts & figures « Descriptions

« Demonstrable e Stories

outcomes



Social Value

Catholic Family Service seeks to reduce the
soclal & economic barriers facing pregnant
teens & young mothers by ensuring that
they:

1. Complete their High School Education

2. Learn to take care of their own and their
child’s health

3. Protect or remove themselves from
negative relationships and circumstances
that could reduce the likelihood of success



Socilal Value Short Term

« Stable pregnancy

 Reduction in negative influences I.e.
neople, drugs, alcohol, prostitution

* Healthy birth

Value measured by reduced costs to
Health Region (preterm births health
related issues low birth weights) &
crisis services (shelters , child welfare
etc)




Socilal Value Medium Term

 Healthy Baby == Toddler

* Milestones on “target” or remediation
planned & implemented

» Positive breast feeding pattern established
 Education continued

Value measured by reduced costs to Child
Welfare (Emergency , foster care & crisis
services) ,shelter nursery care, medical visits
to Emergency Services



Social Value Long Term

Higher rates of High School Completion
than national averages ( 91.4% vs.
78.1%)

Four times more likely to complete post
secondary training

4% will complete university or college

Health of children is typically very good
to excellent.

Taxpayers and community participants



How Social Value iIs
Created

1. cost reallocation - by diverting
need for public support or human

services . Direct

i i the person
changes in household income (the p )

or
3. changes in amount of taxes paid —

. . Indirect
actual cost savings due to . (other
shrinking problem or reducing . people /

. - services
negd or reduced costs of service involved)
delivery

5. improvements in personal well-
being, often difficult to monetize



Principles

Involve stakeholders
Understand your changes
Value the things that matter
Only include what is material
Do not overclaim

Be transparent

Verify your results















Distress Centre




Distress Centre — inputs to Impacts

f_>1_>f _>1

$875,000

89,903
calls
received
from
people in
crisis

26,971 calls
from frequent
callers with
complex needs

8,091 crisis
calls de-
escalated
and
referred to
local
supports



Distress Centre’s SROI

Calenilatinn
Impact 8,091
pact o, Yr 1 only notes
clients
Police calls avoided $ 2,766,620 5342 per PO[]CG call
avoided
$342 per call, accompany
EMS call-outs avoided S 276,678 police 10% of time, 809
avoided
Emergency room visits $1.856.885 $459 per visit, 50% of calls
avoided e result in ER admittance
Hospital admissions )
Jvoided $21, 870 $486/day, 45-day average
2007 call outs S (-411, 480) 207 calls not de-escalated

Social value created = $ 4,501,733

SROI =1:5.16




Distress Centre’s SROI
Calculation

Social Value Created / Annual Investment = SROI : 1

SROI Calculation Yr 1 Only

Social value created $4,501,732
Annual investment $875,000

SROI Ratio 516:1




How do we do this?

Be sure that you want to do it and your staff
understands the importance of your work.

Get outside help (we are not smart enough
and just might have a few blind spots)

This isn’t the be all end all or the only way to
demonstrate impact

Use it for continuous quality improvement
discussions



www.calgary.ca/sroi



http://www.calgary.ca/sroi

Contact

» Stephanie Robertson
* President, The SIMPACT Strategy Group
» stephanie@simpactstrategies.com



mailto:stephanie@simpactstrategies.com

