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Every bed, table or dresser represents comfort, dignity, and the beginning of a
safer, more stable home. Capturing that in a clear and consistent way has always
been the harder part. This paper is the sector’s shared answer.
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Disclaimer and citation

This Toolkit was prepared by Melek De-Wint Impact Measurement and Management
Consulting for Furniture Bank Toronto. It provides practical guidance, standardized
outcomes, indicators, and tools to support furniture banks in developing or strengthening
their impact measurement and management practices. The Toolkit draws on sector-wide
working sessions, outcome evidence from Furniture Bank's Social Return on Investment
(SROI) analyses, and contributions from participating furniture banks across Canada and
the United States. It also incorporates insights from external research and established
impact measurement frameworks.

The information, examples, and recommendations included in this Toolkit are intended to
support learning, capacity building, and consistent impact practice across the furniture
bank sector. They are not a substitute for independent evaluation or organization-
specific professional advice. Any financial valuations referenced in connection with
SROI-related content are estimates derived from available evidence and should be
interpreted accordingly.

This Toolkit is intended for use by Furniture Bank Toronto and participating furniture banks.
Any reproduction or use of its content in other documents, presentations, or
communications should acknowledge the source.

SUGGESTED CITATION

Furniture Bank Toronto. (2025). Impact Measurement Toolkit for Furniture Banks.
Prepared by Melek De-Wint Impact Measurement and Management Consulting.
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SECTION ONE

Introduction

1.1 Purpose of the Toolkit

The purpose of the Toolkit is to support furniture banks in measuring, managing, and
communicating their impact. It aims to provide standardized outcomes, indicators, and
tools tailored to the furniture bank sector. This framework is necessary to establish a
comprehensive impact measurement model to quantify the multi-faceted value that
furniture banks provide to communities, and to help organizations decide which metrics
to track given limited resources.

This Toolkit is designed to offer step-by-step guidance and flexible application for small
and large organizations. It is structured to help organizations select stakeholders, map
outcomes, collect data, use the SROI tool, and report findings.

1.2 Navigating the Toolkit based on organizational size and capacity

Furniture banks across North America operate with varying levels of staffing, funding,
digital infrastructure, and impact measurement readiness. To ensure the Toolkit is
practical and achievable for all, its design reflects a progression model. Furniture banks
can start where they are and deepen their practice over time.

STAGE 1 STAGE 2 STAGE 3

Starting out Growing Established

Outputs and essential Additional indicators, Full framework, mixed
client outcomes. Short exit pre/post surveys, methods, annual SROI with
surveys, referral-form qualitative insight, first use sensitivity testing, sector
data. of the SROI tool. benchmarking.

Figure 1. The progression model. Organizations move through the stages as capacity grows; no
stage is a prerequisite for reporting credible impact.

For smaller or early-stage furniture banks

These organizations typically have limited staff capacity, minimal data systems, and no
formal impact measurement processes. The Toolkit guides these organizations to begin
by focusing on core outcomes and essential data points only, such as the number of
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households served, demographic information, and immediate client outcomes (e.g.,
improved comfort, improved safety, improved ability to carry out daily living activities).
At this level, furniture banks are encouraged to:

* Use the Core Outcomes Framework and collect only the indicators marked
as essential.

* Prioritize simple data collection methods, such as short exit surveys or referral-
form data.

e Focus on output reporting and basic outcome tracking before attempting more
complex analysis.

This ensures that smaller organizations can still gather meaningful evidence without
over-stretching operational capacity.

For moderately resourced or growing furniture banks

Organizations at this level often have part-time staff or volunteers supporting data
collection, and may already track some outcomes informally. The Toolkit encourages
them to expand into a more structured use of the outcomes and indicators by:

e Collecting both essential and selected additional indicators aligned with their priority
stakeholder groups,

* Introducing pre/post surveys or short follow-ups,
* Incorporating qualitative insights (short interviews, testimonials, case notes), and

* Beginning to apply the Social Return on Investment (SROI) tool using available
financial proxy templates.

Intermediate organizations can choose to measure additional client outcomes (e.g.,
social connection, enhanced wellbeing) or begin tracking donor- and community-level
outcomes where capacity allows.

For well-established furniture banks with impact measurement capacity

Advanced organizations typically have multiple programmes, stronger digital systems,
trained staff, and motivation to quantify their full social value. The Toolkit allows these

organizations to:

e Use the full outcomes framework, including detailed indicators for clients, volunteers,
donors, corporate partners, and community partners,

Impact Measurement Toolkit for Furniture Banks Furniture Bank Canada - 2025



Page 6 of 60

* Apply mixed-methods data collection (surveys, interviews, longitudinal follow-ups),

e Conduct annual SROI analyses using the full SROI spreadsheet and sensitivity
testing, and

* Produce comprehensive impact reports using both quantitative and
qualitative evidence.

They may also contribute to sector-wide benchmarking data and help refine indicators
for future Toolkit versions.

1.3 How furniture banks progress over time

Regardless of starting level, each organization can move gradually through the stages
as capacity grows. The Toolkit's modular design makes it easy to start small, embed
simple practices, and expand to deeper analysis when ready. Over time, organizations
can adopt more advanced data practices, such as tracking repeat clients or monetizing
environmental outcomes, when they have the systems and people in place.

1.4 Acknowledgements

This Toolkit was shaped by a shared belief across the sector: that the work of furniture
banks is about far more than furniture. Every bed, table, or dresser represents comfort,
dignity, and the beginning of a safer, more stable home. Yet capturing this impactin a
clear and consistent way has always been a challenge.

To address this, Furniture Bank Canada brought together furniture banks from across
Canada and the United States to co-create a practical, common framework for
measuring and communicating impact. Through working sessions filled with open
discussion, shared learning, and honest reflection, this Toolkit emerged as a
collective effort.

The development of this Toolkit was also made possible through the generous support
of MakeWay's Innoweave program, whose commitment to strengthening social purpose
organizations helped guide and accelerate this work.

Furniture Bank Canada extends their appreciation to the organizations that contributed
their experience and insights throughout this process:
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A Wider Circle - Caritas - Community Warehouse - DIG Furniture Bank -

Furniture Friends - Furniture Bank Metro Atlanta - Home Again Furniture Bank -

Home Sweet Home - HomeStart Foundation - Make It Home - Matthew House

Ottawa - Welcome Collective

Their collaboration and commitment made it possible to build a Toolkit that truly reflects
the realities and strengths of the furniture bank community.
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SECTION TWO

Theoretical foundations

2.1 Why impact measurement matters for furniture banks

Measuring impact is important because furniture banks need a standardized way to
demonstrate their value to funders, partners, and communities. The analysis addresses
social, environmental, and economic impacts of reusing furniture. Understanding
outcomes informs organizational decisions, allowing leaders to allocate resources
effectively and strengthen their value proposition.

2.2 Social Return on Investment as a framework

Social Return on Investment (SROI) is an evaluation approach that converts the social,
environmental, and economic outcomes of an activity into financial value. By assigning
financial proxies to non-market outcomes, SROI produces a simple ratio that shows how
much value is created for every dollar invested.

SROI is well suited for furniture banks because much of their impact — such as
improved comfort, reduced stress, increased stability for families, and environmental
benefits from reuse — is not captured through traditional measurement methods. SROI
makes these benefits visible and measurable.

SROl is also grounded in eight principles that strengthen the credibility and usefulness
of the analysis:
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Involve stakeholders — Engage
clients, volunteers, donors, and
partners to understand what matters
to them.

Value the things that matter — Use
financial proxies to reflect outcomes
like wellbeing, safety, or savings.

Do not overclaim — Adjust for
deadweight, attribution,
displacement, and drop-off to avoid
overstating impact.

Verify the result — Ensure findings
are reasonable and grounded in
evidence.

Understand what changes — Identify
how furniture bank services improve
people’s lives and environments.

Only include what is material —
Focus on the outcomes that
meaningfully affect people or the
community.

Be transparent — Clearly explain data
sources, assumptions, and
calculations.

Be responsive — Use what you learn
to improve services and strengthen
impact over time.

By following these principles, SROI provides furniture banks with a structured and
credible way to demonstrate the full value of their work, support better decision-
making, and communicate their impact to funders, partners, and communities in a
compelling and evidence-based way.
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You do not need SROI to measure your impact

Furniture banks do not need to use the SROI framework or the SROI forecasting tool
presented in this Toolkit in order to measure and report their impact. Any
organization can begin building a meaningful impact measurement practice by
tracking the key outputs and core outcomes included here, and by using the
sample surveys and the accompanying guidance on data collection, analysis,

and interpretation.

These elements alone provide a strong, accessible foundation for understanding and
communicating the difference a furniture bank makes in the lives of its clients,
partners, donors, and the environment. SROI is simply an optional, advanced method
for organizations that want to go further once they have the capacity and data

in place.

2.3 Link to ESG and SDGs

Impact data is increasingly important for framing results for funders, governments,
social agencies, and communities. Many organizations now expect reporting that aligns
with Environmental, Social, and Governance (ESG) priorities and global standards such
as the UN Sustainable Development Goals (SDGs). Furniture banks are well positioned
to contribute to these frameworks because their work delivers tangible social and
environmental benefits that extend beyond traditional program outputs.

As part of its sector-wide work, Furniture Bank Canada mapped its activities and
outcomes to global frameworks, identifying three SDGs where furniture banks create
direct, measurable contributions:
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SDG 1
No poverty

Furniture banks help
families create stable,
safe, functional living
environments. A
furnished home reduces
financial stress, supports
daily living, and helps
clients move more
quickly toward stability
and self-sufficiency.

SDG 11

Sustainable cities and
communities

Essential furniture
supports housing
stability, community
inclusion, and the ability
to maintain tenancy.
Stable homes make
communities safer and
more resilient, and
reduce demand for crisis
services.

SDG 12

Responsible
consumption and
production

Furniture banks divert
large volumes of usable
goods from landfill,
extending the life of
materials, reducing waste
management costs, and
supporting circular
economy goals.

Beyond SDGs, these contributions also map naturally to ESG priorities:

Environmental (E): waste reduction, reuse of materials, lower carbon footprint from

diversion, and circular economy practice.

Social (S): improved wellbeing, safety, comfort, stability, community belonging, and

strengthened relationships with referral partners.

e Governance (G): transparent reporting, data ethics, responsible stewardship of
donated goods, and alignment with sector standards.

By aligning impact data with ESG and SDG frameworks, furniture banks can more
effectively communicate the broader value of their work, meet funder expectations, and
position themselves within national and global conversations on poverty reduction,
sustainability, and community resilience.
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SECTION THREE

Stakeholders and
outcomes framework

3.1 Stakeholder groups

For the purposes of this Toolkit, four core stakeholder groups have been included.
These groups are common across most furniture banks and represent the primary areas
where impact is created.

Clients Furniture donors

Individuals and families transitioning out of Individuals who donate their gently used
homelessness, refugees, newcomers, and furniture and household items,
low-income households who receive contributing to reuse and reducing waste.

essential furniture to create safe and
stable homes.

Social service agencies Environment

Partner organizations that refer clients to The broader environmental benefits

the furniture bank and help connect created through furniture reuse and waste
households in need with essential diversion, including reduced landfill use
furnishings. and lowered greenhouse gas emissions.

3.2 Core outcomes

This Toolkit identifies a shared set of core outcomes that most furniture banks can
expect to achieve across the four stakeholder groups. These outcomes are based on
evidence from Furniture Bank's 2024 SROI analysis and feedback from other furniture
banks during the working sessions, and reflect what is most consistently experienced
across the sector.

Clients (recipients of furniture)

Furniture banks help individuals and families create safe, stable, and functional homes.
The core outcomes reflect improvements in wellbeing, daily living, and family life after
receiving essential furniture.
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Improved quality of life Improved physical health
e Worrying less about money after furnishing e Sleeping better
needs are met ¢ Improved physical comfort

* Increased sense of dignity and feeling more e Eating better
in control of life

¢ Increased freedom and independence

e Feeling safer at home

Improved mental health Improved social inclusion
e Feeling less unhappy or depressed e Feeling less isolated
¢ Increased self-esteem and self-worth e Improved relationships due to being able to

invite family and friends over

e Improved community perception; feeling
more accepted

¢ Increased confidence to form relationships

Family outcomes (where applicable)
e Spending more quality time as a family
e Stabilizing daily routines

e Improved family relationships

These core outcomes provide a common foundation that all furniture banks, regardless
of size, location, or capacity, can measure and report on. They can be considered the
minimum set of outcomes typically relevant across the sector. Individual furniture banks
may also experience additional outcomes depending on their local context or the
specific communities they serve, such as refugees, newcomers, women leaving
shelters, seniors, or new parents. These community- or program-specific outcomes can
be added as needed.

Furniture donors

Furniture donors contribute to both community wellbeing and environmental goals.
Donor outcomes reflect emotional satisfaction and a sense of purpose:

* Feeling that they are 'giving back’ to others

» Feeling that they are ‘giving back’ to the planet
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These outcomes reflect the two primary motivations and benefits donors report:
supporting families in need and participating in environmental stewardship.

Social service agencies (referral organizations)

Agencies experience significant improvements in efficiency and client outcomes when
partnering with a furniture bank:

e Reduced time and resources spent on procuring furniture for clients
e Improved capacity to support clients in other areas of need
* Increased housing stability and improved client outcomes

* Reduced time needed for clients to transition into housing (for agencies
providing accommodation)

These outcomes reflect the central role that furnished homes play in stabilizing clients,
enabling housing retention, and reducing staff workload.

Environment

Furniture banks generate measurable environmental benefits through reuse, waste
diversion, and circular economy practices. The core environmental outcomes run in
both directions, and credible reporting includes both:

* Reduced environmental impact by reusing furniture — greenhouse gas emissions
avoided by reusing furniture instead of sending it to landfill.

* Increased environmental impact from pick up and delivery — greenhouse gas
emissions created by the pick up and delivery of furniture.

Together, these outcomes capture the core environmental impact of furniture
reuse programs.
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SECTION FOUR

Impact measurement framework

An impact measurement framework is a simple structure that links an organization’s
activities to the changes they aim to create. It sets out what they measure, how
they measure it, and how the data will be used. Having a clear framework helps

the organization:

e Focus on what matters by selecting indicators that reflect their key outcomes.

* Collect consistent and reliable data across staff, programs, and partners.

* Improve services by using data to understand what works well and where to adjust.
e Communicate impact clearly to funders, donors, agencies, and the community.

* Support ethical and transparent data practices that respect clients and reduce

reporting burden.

In short, an impact measurement framework provides the foundation for credible,
meaningful, and manageable impact measurement, helping furniture banks
demonstrate the value they create and make better decisions over time.

This section outlines the core pieces of an impact measurement framework for furniture
banks: key outputs (what the organization delivers), core outcomes (the changes
experienced by stakeholders), suggested indicators, data sources, and data collection
frequencies linked to each outcome. The aim is a practical and flexible starting point
that can be adapted to capacity.

4.1 Key output indicators

These indicators capture the volume of activity delivered. They help furniture banks
monitor performance, understand demand, and report to funders.
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Number of clients served [ households
furnished

Number of partner agencies engaged

Metric tonnes of greenhouse emissions
corresponding to furniture diverted from

Number of furniture donors (pick-up,
drop-off)

Number of items delivered (e.g., beds,
tables, sofas)

Number of kilometres [ miles travelled for
pick-ups and deliveries

landfill

The core output indicators listed here are intended to be relevant for any furniture bank
and can be considered the minimum set of outputs that most organizations should
track. They represent the essential activities common across furniture reuse
organizations, while still allowing additional, community-specific indicators to be added
as needed. For example, furniture banks serving particular groups, such as refugees,
newcomers, women leaving shelters, seniors, or new mothers, may choose to track
more detailed outputs (e.g., number of refugee households supported, number of
newborn starter kits provided). The key is to choose output indicators that accurately
reflect both the services provided and the communities the organization supports.

4.2 Core outcome indicators

The reference table below pairs each core outcome with a suggested indicator, its data
source, and how often to collect it. Client indicators are all expressed as the percentage
of respondents reporting the change, measured once at roughly 90 days after delivery.

Outcome Indicator Data source Frequency

Clients

% reporting worrying less Client survey,
about money due to furnishing agency
needs being met feedback

Clients worrying less
about money

Once, 90 days
post-delivery

Client survey,
agency
feedback

% reporting feeling safer due to
having safer furniture at home

Clients feel safer Once, 9(_) days
post-delivery
Clients feel increased
sense of freedom and
independence

% reporting increased sense of  Client survey,
freedom and independence due agency
to having own furniture feedback

Once, 90 days
post-delivery
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Outcome

Clients feel less
unhappy or depressed

Clients have improved
relationships with
family and friends

Clients feel more
confident to form
romantic relationships

Clients feel increased
community perception
and acceptance

Clients eat better

Clients sleep better
Clients have improved
physical comfort
Clients have increased
self-esteem and self-

worth

Clients spend more

quality time with family

Clients establish or

stabilize family routines

Clients have improved
family relationships

Furniture donors

Indicator

% reporting decreased feeling
of unhappiness or depression

% reporting improved
relationships due to being able
to invite family and friends over

% reporting increased
confidence to form romantic
relationships

% reporting increased
community perception and
acceptance

% reporting eating better

% reporting sleeping better

% reporting improved physical
comfort

% reporting increased self-
esteem and self-worth

% reporting increased quality
time spent with family

% reporting establishing or
stabilizing family routines

% reporting improved family
relationships

Impact Measurement Toolkit for Furniture Banks

Data source

Client survey,
agency
feedback

Client survey,
agency
feedback

Client survey,
agency
feedback

Client survey,
agency
feedback

Client survey,
agency
feedback

Client survey,
agency
feedback

Client survey,
agency
feedback

Client survey,
agency
feedback

Client survey,
agency
feedback

Client survey,
agency
feedback

Client survey,
agency
feedback

Furniture Bank Canada - 2025

Frequency

Once, 90 days
post-delivery

Once, 90 days
post-delivery

Once, 90 days
post-delivery

Once, 90 days
post-delivery

Once, 90 days
post-delivery

Once, 90 days
post-delivery

Once, 90 days
post-delivery

Once, 90 days
post-delivery

Once, 90 days
post-delivery

Once, 90 days
post-delivery

Once, 90 days
post-delivery
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Outcome

Donors feel that they
are "giving back” to the
community

Donors feel that they
are "giving back” to the
planet

Indicator

% reporting increased sense of
"giving back” to the community

% reporting increased sense of
"giving back"” to the planet

Social service agencies (referral organizations)

Agencies spend less
time and resources
procuring furniture and
household items for
clients

Agencies have
improved capacity to
support clients for their
other needs

Agencies improve
housing stability and
other outcomes for
their clients

Agencies providing
accommodation
shorten the time it
takes for clients to
transition into housing

Environment

The environment avoids
greenhouse gas
emissions that would
have been produced if
the furniture went to
landfill

The environment is
exposed to more
greenhouse gas
emissions generated
through pickup and
delivery activities

% reporting reduced time and
resources spent on procuring
furniture and household items
for clients

% reporting improved capacity
to support clients for their
other needs

% reporting increased housing
stability and improved client
outcomes

% reporting reduced time for
clients to transition into
housing

Metric tonnes of greenhouse
gas emissions avoided through
furniture delivered to clients

Metric tonnes of greenhouse
gas emissions created from
pick up and delivery of furniture
(based on kilometres [ miles
travelled)

Impact Measurement Toolkit for Furniture Banks

Data source

Furniture donor
survey

Furniture donor
survey

Social service
agency survey

Social service
agency survey

Social service
agency survey

Social service
agency survey

Admin data

Admin data

Frequency

Once, post
pick-up/drop-
off

Once, post
pick-up/drop-
off

Annual

Annual

Annual

Annual

Annual

Annual
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Table 1. Core outcome indicators by stakeholder group, with data source and collection frequency.
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SECTION FIVE

Data collection

5.1 Recommended tools and platforms

Choosing the right tools and platforms for data collection is important to ensure
accuracy, efficiency, and ease of use. The selected tool should support safe and ethical
data collection while also being manageable for staff and volunteers. When choosing a
data collection tool, furniture banks should consider:

» Data security and compliance (e.g., the Personal Information Protection and
Electronic Documents Act — PIPEDA in Canada)

* Ease of use for staff, volunteers, and respondents

* Ability to customize surveys and forms

e Scalability as data needs grow

e Reporting and analytics features

o Offline capabilities if collecting data in homes or warehouses

e Cost and available support [ training

* Ability to export and import data easily into other systems

Selecting a tool that fits the organization’s size, resources, and level of capacity will help
ensure that data collection remains both useful and manageable.

SurveyMonkey / Widely used for creating and distributing online surveys, with a broad
Qualtrics / range of question types, skip logic, multi-language features, and
Typeform

accessible designs. SurveyMonkey and Qualtrics include strong built-
in analysis — dashboards, charts and response summaries without
exporting. Typeform offers simpler analytics but excellent user
experience and design. Well suited to furniture banks that want
reliable, professional surveys with flexible design and easy export.
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Google Forms

Microsoft Forms

Cognito Forms

KoboToolbox

Free and user-friendly, and works well for simple surveys. It integrates
with Google Workspace, storing responses in Google Sheets where
staff can run analysis or build basic charts. Design features are
limited, but it is an excellent option for small furniture banks or
organizations new to data collection: easy to use, simple to share, no
technical knowledge required.

Included in Microsoft 365, with a straightforward way to create
surveys, quizzes and polls. It integrates with Excel and SharePoint, so
data can be managed and analyzed in systems the organization may
already use. Basic analysis is built in; deeper analysis happens in
Excel. A practical option for organizations already on Microsoft
products.

Flexible and affordable, supporting simple or highly complex surveys
including multi-step forms, conditional logic, and detailed back-end
workflows. Especially useful for intake forms, referral forms, volunteer
registrations, and surveys requiring structured follow-up or data
routing. It has no built-in analysis — data must be exported to Excel,
Sheets or another platform — making it ideal where data collection is
complex but analysis is managed separately.

Designed for fieldwork and challenging environments — a strong
choice for furniture banks conducting home visits or collecting data
where internet access is limited. It supports offline collection and
syncs automatically when a connection returns. Basic summaries are
provided; most analysis happens externally. Especially useful in rural
or low-connectivity settings, or where robust mobile collection is
needed.
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Tableau [ Power BI

NVivo | Atlas.ti /
MAXQDA

Primarily data visualization and reporting tools. They are not designed
to administer surveys, but can collect simple inputs through
embedded forms and integrate data from other systems. Their
strength is exploring, analyzing and presenting data through
interactive dashboards — best suited to organizations with growing
data capacity, or those building dashboards for boards, funders or
partners.

Specialize in managing and analyzing qualitative data such as
interview notes, focus groups, stories of change, and open-ended
survey responses. They do not distribute surveys, but they are
powerful for understanding themes, patterns and deeper experiences
— particularly helpful when conducting SROI analyses or elevating
stakeholder voices in impact reporting.

5.2 Data collection platforms vs. impact measurement software

Most survey platforms focus on collecting and storing data, offering good tools for

managing respondents but limited analysis features. Organizations looking for deeper

analysis, outcome tracking, or reporting aligned with specific standards may consider
impact measurement software. These tools can:

e analyze and interpret data

e generate outcome or SROI-aligned reports

e map outcomes to frameworks such as the SDGs, ESG, or Common

Approach principles

e store standardized indicators across multiple projects

In Canada, for example, the Common Approach to Impact Measurement promotes the
Common Impact Data Standard, which helps organizations collect and report impact

data consistently. Several impact measurement software platforms align with this

standard, making it easier for furniture banks to organize, compare, and share impact

data over time.
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5.3 Integration with existing systems

To avoid extra work and ensure smooth data management, data collection tools should
ideally connect with existing systems. Key considerations include:

* APl integrations: some platforms connect directly with CRM systems, donor
databases, warehouse or logistics platforms, or volunteer management systems. This
reduces manual data entry and keeps information consistent.

» Data export /| import options: ensure tools can export in formats such as Excel, CSV,
or JSON so data can be imported into other systems the organization uses.

» Data security and compliance: any tools or systems used must comply with relevant
privacy regulations and protect sensitive personal information collected from clients,
donors, agencies, and volunteers.

5.4 Qualitative methods

Qualitative methods help furniture banks gain deeper insight into the changes
experienced by clients, furniture donors, and social service agencies. They add depth
and meaning to the numbers collected through surveys and outputs, helping
organizations understand why certain outcomes occur and how services make a
difference in people’s lives. These methods are especially valuable for small furniture
banks that may not have large datasets but have rich stories and lived experiences to
draw from.

Interviews and focus groups

Interviews and focus groups are useful for collecting in-depth feedback about people’s
experiences, perceptions, and suggestions. They can validate, enrich, and explain the
quantitative data collected through surveys and administrative records.

Interviews. One-on-one interviews can be conducted with any of the furniture bank'’s
key stakeholders. Semi-structured interviews, using a simple question guide, allow
flexibility and help capture detailed stories about how services have influenced comfort,
wellbeing, settlement into housing, environmental awareness, or partnerships. They are
especially useful for understanding sensitive experiences, barriers faced, or outcomes
that do not easily fit into survey questions.

Focus groups. Focus groups bring together small groups of similar stakeholders — a
group of agency partners, or a group of regular volunteers — to discuss their
experiences collectively. They can generate rich discussion, reveal common themes or
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shared challenges, help identify improvements in service delivery, and highlight
differences between stakeholder perspectives. They are particularly helpful when a
furniture bank wants to understand collective needs or test ideas related to new
programs, referral processes, or donor experiences.

Case studies and anecdotal evidence

Case studies and anecdotal evidence bring impact measurement to life by showing how
furniture banks support real people in real situations. They help communicate impact
to funders, donors, staff, boards, and the community. A case study describes an
individual or family who received furniture — or a donor, volunteer, or partner agency —
and outlines:

* their situation before receiving support
e what happened through the furniture bank's services
* changes they experienced afterwards

e any challenges or reflections

Case studies provide tangible, relatable examples of outcomes such as improved
comfort and stability, reduced stress, strengthened agency partnerships, or increased
donor satisfaction.
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CASE STUDY EXAMPLE - FURNITURE BANK TORONTO
Housing to Home

Sarah* was working for the government in her country of origin, but political unrest
and the nature of her job made her the target of death threats. At the same time,

Sarah was pregnant with twins and the pregnancy became high-risk. Fearful for her
safety — and the health of her unborn babies — she fled, leaving everything behind.

Sarah went to Atlanta, where she gave birth to her boys, who needed treatment after
delivery. Alone in a new country with newborns, Sarah’s life was complex, isolating
and frightening. From Atlanta, Sarah moved to Montreal, then Toronto, where she and
her boys found refuge at a shelter. Homeless and jobless, Sarah juggled motherhood,
immigration and refugee claim appointments, and social work meetings.

With support from the Christie Refugee Centre, Sarah was able to secure affordable
housing, but like so many of her neighbours, she could not afford to furnish her
apartment, and she and her boys ended up sleeping on blankets on the floor. After
visiting Furniture Bank's showroom, Sarah was able to select furnishings to turn her
empty housing into a home. Now her kids are sleeping in beds, they are eating
together at a kitchen table, and have a couch to relax on.

“l woke up this morning as if | was in a dream. | still can’t believe this is
my home and | get to live here — that my babies have an actual bed to
sleep in. | don't have to move anymore; | am home.”

*Names have been changed to protect the privacy of our clients.

Anecdotal evidence and testimonials. Short quotes, stories, thank-you messages, and
testimonials also add a human dimension to impact measurement. These can come
from clients during home visits, agency workers during referral conversations, donors
expressing appreciation, volunteers describing their motivation and experiences, and
open-ended questions in surveys. These stories help illustrate impact in ways that
numbers alone cannot, and can be included in annual reports, shared with funders, or
used to engage community supporters.
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TESTIMONIAL EXAMPLE - FURNITURE BANK TORONTO DONORS

“I hate to see waste and knowing that some people don’t have anything — and we
have surplus sometimes — and we don’t think: well, someone else might need this
and appreciate this!”

Colleen

“I thought that it was a way to pass on some of my mom'’s furniture — gently used
furniture — to others who would be in need. And | know my mom would have liked
that!”

John

"This is something physical, a concrete piece which | have used, and now I'm giving
it to someone else — that connection I'm so grateful for!”

Leonard

5.5 Ethical considerations in data collection

Collecting data ethically is essential for ensuring that the information gathered is
trustworthy, respectful, and safe for everyone involved. Furniture banks work with
individuals and families who may be experiencing hardship, trauma, or major life
transitions. Because of this, it is important that all data collection — whether through
surveys, interviews, referral forms, or stories — is carried out with care.

Following ethical principles helps furniture banks protect participants’ rights, maintain
trust with clients, donors, and partner agencies, and ensure the integrity and quality of
the data collected. The principles below should guide all data collection activities.

Voluntary participation

Participation must always be voluntary. Clients, donors, volunteers, and partner agencies
should know that they can choose whether or not to participate, and that saying “no”

will not affect their access to services. People may withdraw at any time without any
negative consequences. This ensures the data reflects the free and willing contributions
of participants.
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Informed consent

Before collecting any information, participants must understand why the data is being
collected, what will happen to their information, how their data will be stored and
protected, and that participation is voluntary.

Consent should be obtained in simple, clear language that is easy to understand. Consent
can be written or verbal, but it should always be documented. This is especially important
when collecting data from vulnerable groups such as refugees, newcomers, young
parents, or individuals transitioning from homelessness.

Do no harm

Furniture banks often support individuals in difficult or sensitive situations. When asking
questions, especially in interviews or focus groups, staff and volunteers must be careful
not to cause distress. Those collecting data should be trained to ask questions
sensitively, recognize signs of discomfort, pause or stop the conversation if

needed, and provide appropriate support or referrals. The priority should always be
participant wellbeing.

Protecting identity and privacy

Confidentiality must be a core principle of all data collection: keeping personal
information secure, limiting access to sensitive data, anonymizing responses when
possible, and removing identifying details from reports. Data should be stored in secure
systems and handled according to the relevant privacy regulations in your region (e.g.,
PIPEDA in Canada, CCPA/CPRA in California, or other state-level laws in the U.S.).
Protecting people’s identity is essential for maintaining safety, dignity, and trust.

Neutrality

When collecting feedback, especially through interviews or focus groups, staff and
volunteers should remain neutral and avoid influencing the participant’s answers.
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SECTION SIX

Data analysis

Understanding how to analyse both quantitative and qualitative data is an important
step in turning raw information into useful insights. The techniques below provide
simple, practical approaches that furniture banks can use, regardless of size

or capacity.

6.1 Statistical analysis and interpretation

Statistical analysis helps you make sense of quantitative data — the numbers you collect
through surveys, administrative records, and key output indicators. Furniture banks can
begin with three simple steps.

6.1.1 Descriptive statistics

Start by summarizing your data using simple measures such as percentages,
averages, or ranges. This gives you a quick picture of what is happening and helps
identify patterns.

"85% of clients reported that having furniture made their home feel more comfortable and
functional.”

"Clients gave an average score of 5.4 out of 6 for the statement 'The furniture | received
helped me feel more settled at home."”

Descriptive statistics are often all a furniture bank needs for strong impact reporting.

6.1.2 Inferential statistics (optional [ advanced)

Inferential techniques allow you to explore relationships or test assumptions — useful
for furniture banks with higher data capacity.

e Using correlation to explore whether clients who receive more essential items (e.g.,
beds, dining sets) report higher wellbeing.

» Using regression analysis to examine whether quicker access to furniture is
associated with shorter stays in temporary accommodation.

These techniques are optional and not necessary for most furniture banks.
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6.1.3 Visualisation

Graphs and charts make data easier to understand and more compelling for funders,
staff, and community stakeholders.

e A bar chart showing how many clients reported feeling more comfortable, less
stressed, or better settled at home.

* A pie chart showing the percentage of donors who said they were satisfied with the
pickup service.

* A line graph showing tonnes of furniture diverted from landfill over time.

Excel, Google Sheets, Power Bl, or Tableau can all be used for simple visualisation.

6.2 Qualitative data coding and theme identification

Qualitative data — such as open-ended survey responses, interviews, focus groups, or
stories — helps furniture banks understand the human experience behind the numbers.
There are three main steps.

6.2.1 Data coding

Coding involves categorizing pieces of text into meaningful labels or “codes.” For client
interviews or open-ended survey responses, codes might include:

improved comfort reduced stress family eating together faster move-in

respect and dignity

Tools like NVivo, Atlas.ti, or MAXQDA can assist with coding but are not required —
coding can be done manually in Word or Excel.
6.2.2 Theme identification

After coding, identify the major themes that appear again and again across your data:

e Many clients mention better sleep after receiving a proper bed.
* Partner agencies consistently note smoother transitions into housing.

e Donors frequently say they feel good about helping families and keeping furniture out
of landfill.

Themes help answer the key question: what changes are people actually experiencing?
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6.2.3 Triangulation

Triangulation means checking your findings across different sources to increase
confidence in your conclusions:

 If clients report reduced stress, and agencies confirm families feel more settled, and
volunteers observe families becoming more organized, this strengthens the reliability
of the “reduced stress” outcome.

* If environmental reports and donation records both show increased diversion, the
story is consistent.

Triangulation helps ensure your conclusions reflect multiple perspectives.

6.3 Al-enhanced data analysis

Al tools can support furniture banks by helping analyse both quantitative and qualitative
data, especially when there is limited staff time. Examples include:

» Automated theme identification: Al can scan open-ended responses to identify
common themes (e.g., comfort, dignity, reduced stress).

» Predictive analytics: Al can highlight trends, such as which client groups may
experience the greatest improvements or highest needs.

* Anomaly detection: Al can flag unusual patterns, for example a sudden drop in
agency satisfaction scores.

* Visualisation and summarisation: Al can quickly create charts, summaries, or
dashboards to support reporting.

Al should be used to support, not replace, human judgment. Staff should review

Al-generated findings to ensure accuracy, context, and fairness, and to avoid

reinforcing potential algorithmic bias.
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SECTION SEVEN

Social Return on Investment
tool for furniture banks

Social Return on Investment (SROI) is a method used to understand and quantify the
broader social, economic, and environmental value created by an organization’s work.
For furniture banks, SROI helps translate outcomes — such as improved wellbeing,
reduced time in temporary housing, environmental benefits from reuse, and donor
satisfaction — into monetary terms. This allows organizations to communicate their
impact in a clear, compelling way to funders, donors, partners, and communities.

Furniture Bank Toronto has developed a simple SROI forecasting tool to help furniture
banks estimate the social, economic, and environmental value they create. The tool is
built around the same four stakeholder groups highlighted in this Toolkit — Clients,
Furniture Donors, Social Service Agencies, and the Environment — and uses
standardized valuations from Furniture Bank Toronto's full SROI model to produce
consistent, comparable forecasts.

This Toolkit does not include the SROI calculation tool. However, it explains the purpose
of SROI, what furniture banks need to use it, what the outputs look like, and how the tool
can be accessed through Furniture Banking Support Services.

7.1 Purpose of an SROI tool

The purpose of an SROI forecasting tool is to give furniture banks a quick and
accessible way to estimate the social value they generate. Rather than conducting a full
SROI study, which requires significant time, data, and expertise, a forecasting tool
allows organizations to:

e Estimate their annual social value

* Understand which stakeholder groups experience the greatest benefits

e Strengthen funding proposals and donor communications

* Identify areas where improved data collection could enhance future analyses

SROI forecasting is especially useful for small or medium furniture banks that want to
communicate their impact but may not have the capacity for a full SROI evaluation.

Impact Measurement Toolkit for Furniture Banks Furniture Bank Canada - 2025



Page 32 of 60

7.2 Inputs and outputs needed

To forecast SROI, furniture banks provide a small set of inputs and key outputs that
most already collect.

INPUTS OUTPUTS

e Annual operating expenses, including e Number of individuals who
staff costs, in the analysis year received furniture

¢ Total value of charitable receipts issued e Number of families who
to furniture donors in the analysis year received furniture

for their donation e Number of individuals who

e Number of hours of volunteering, donated furniture

if relevant e Number of clients (households) referred

¢ The hourly rate the organization would by social service agencies
have paid if staff had carried out the
tasks completed by volunteers during
the year

e Number of clients (households and
individuals) referred by social service
agencies with accommodation facilities

e Metric tonnes of greenhouse emissions
corresponding to the furniture delivered
to clients

e Total annual kilometres [ miles driven
for pickups and deliveries

e Type of vehicle(s) and fuel used
(e.g., diesel cube truck, gasoline van,
electric vehicle)

These inputs and outputs allow the tool to estimate social value based on validated
outcome valuations and assumptions from Furniture Bank's SROI model.

7.3 How the SROI calculation tool works

The SROI forecasting tool, available through Furniture Banking Support Services, is pre-
populated with the most recent outcome valuations and financial proxies from Furniture
Bank Toronto’s annual SROI analysis. Because Furniture Bank Toronto updates its SROI
model every year, the values used in the forecasting tool remain current, evidence-
based, and aligned with the latest sector insights.
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Using Furniture Bank Toronto's valuations for forecasting purposes is both appropriate
and practical. As one of the largest and longest-standing furniture banks in Canada,
Furniture Bank Toronto collects comprehensive data across diverse clients, donors,
agencies, and environmental activities. Its SROI analysis follows recognized Social Value
International principles, uses robust financial proxies, and applies consistent
assumptions. This makes it a reliable and credible foundation for estimating social value
across other furniture banks, especially when the goal is forecasting, not conducting a
full bespoke SROI study. Standardized valuations also ensure comparability and reduce
the technical burden for smaller organizations.

The tool includes:

Outcome valuations and financial proxies from the annually updated SROI model

Evidence-based assumptions (attribution, deadweight, drop-off, displacement)

Average value ranges for environmental impacts

Standardized stakeholder groups and outcomes used across the network

These values and calculations remain hidden, ensuring simplicity for users and
consistency across organizations. Furniture banks only need to enter a small set of
annual outputs, and the tool automatically applies a consistent SROI methodology,
uniform assumptions for all participating furniture banks, and embedded formulas
aligned with Social Value International principles.

This approach aims to produce comparable, reliable estimates across the Furniture
Bank Support Services Network while significantly reducing the time, expertise, and
resources needed to estimate social value.

Furniture banks can select or remove outcomes within the forecasting tool, ensuring the results
reflect only the changes that truly apply to their organization and context.

7.4 How to access the SROI tool

The forecasting tool is not publicly available. Furniture banks will be able to access it in
2026 through Furniture Banking Support Services, which provides:

Access to the SROI forecasting tool

e Training on how to use it

Support for interpreting results

Guidance on strengthening data collection
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e Opportunities to contribute to future improvements of the model

Furniture banks interested in using the tool can contact Furniture Bank for
more information.

ABOUT FURNITURE BANKING SUPPORT SERVICES

Furniture Bank Toronto's Furniture Banking Support Services (FBSS) is a turnkey solution
for charities interested in operating furniture-reuse programs without the full cost and
complexity of building their own infrastructure. Through FBSS, participating
organizations gain access to a cloud-based platform, branding, social enterprise
support, impact reporting, inventory and donor tracking, training, and a national network
— all sharing cost, proven practices, and technology. The service allows each charity to
remain in control of its mission, operations, and staff while benefiting from a mature
system built by Furniture Bank Toronto and designed to scale.

7.5 Outputs generated

When the forecasting tool is used, the following results are typically generated:

* Forecast SROI ratio — expressed as the social value created for every
dollar invested.

» Total social value generated — a single figure representing the annual value created
across stakeholders.

» Value creation by stakeholder group — clients receiving furniture, furniture donors,
social service agencies, and the environment.

These outputs help furniture banks communicate their impact in a simple, credible way.
Worked examples are published in Furniture Bank Toronto's 2023 Impact Report.

7.6 Limitations and notes on interpretation

SROI forecasts are estimates, not exact figures, and should be interpreted with the
following considerations in mind:

* They use average assumptions, not organization-specific evidence gathered through
a full evaluative SROI study.

* They do not replace a full SROI analysis. Forecasts are simplified tools for estimation,
not full economic evaluations.
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e Their purpose is to show value patterns and strengthen communication, not to
generate audited financial results.

* Forecasts depend on the quality and accuracy of the inputs each furniture bank
provides (e.g., outputs, distances travelled, volunteer hours).

e Comparisons between organizations are meaningful only when inputs and definitions
are applied consistently across all users.

Despite these limitations, SROI forecasts offer a powerful, accessible way for
furniture banks to illustrate the social, economic, and environmental value they
create, supporting fundraising, partnership development, advocacy, and strategic
decision-making.

Options for furniture banks wanting
a bespoke evaluative SROI model

Some furniture banks may wish to develop a bespoke SROI model based on their own
outcome data, including an evaluative SROI that uses actual outcome data collected
from their clients, donors, agencies, and environmental activities. There are several ways
to do this:

¢ Use this Toolkit as your foundation. The surveys, indicators, guidance, and ethical
data collection tools can be used to build an SROI model internally, tailored to your
services and community.

+ Work with an external consultant. For organizations without internal capacity or
time, a specialist impact measurement consultant can design a complete SROI model
aligned with your unique context and stakeholder outcomes.

e Access mentoring through FBSS. Furniture Banking Support Services offers
coaching and technical support to help organizations strengthen data collection and
develop their own SROI approach.

Furniture banks can contact Furniture Bank Toronto to receive more information,
recommendations, and guidance on which option would best suit their needs.
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SECTION EIGHT

Using and communicating results

Using and communicating results is a key part of impact measurement. Once data has
been collected and analysed, it should inform learning, decision-making, service
improvement, and strategic planning. Communicating results ensures that staff,
volunteers, donors, funders, partner agencies, and the wider community understand the
difference your furniture bank makes for the people and environment you serve. Results
can be shared in many ways, including:

e impact or annual reports

e updates for funders, supporters, donors, and government partners

e Board and management reports

 internal communications with staff and volunteers

e fundraising and communications material such as websites, newsletters, brochures,

and social media

Good use of results strengthens accountability, transparency, and continuous
improvement. This section outlines how to use results internally and communicate them
effectively to different audiences.

8.1 Developing impact reports and using results internally

Using results inside the organization helps furniture banks understand their progress,
identify what is working well, and determine where improvements are needed. Impact
reporting also motivates staff and volunteers, strengthens Board oversight, and builds
credibility with funders, donors, government partners, and social service agencies.

8.1.1 Structure and content of impact reports

A strong impact report answers five key questions.
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Need What problem are you addressing? (e.g., furniture poverty, housing
instability, waste reduction)

Activities What do you do? (e.g., collecting, refurbishing, and delivering furniture;
supporting agency referrals; engaging volunteers)

Outcomes What changes result from your work? (e.g., improved comfort, reduced
stress, enhanced settlement, environmental benefits)

Evidence How do you know these changes happened? (e.g., survey data, interviews,
case studies, administrative data)

Lessons What did you learn, and how will this improve your work next year?

A detailed Impact Report Checklist is included in Appendix 9.5.

8.1.2 Best practices for effective reporting

The principles of good impact reporting developed by New Philanthropy Capital (NPC)
provide useful guidance for charities and community organizations. These include:

e Clarity: communicate in simple, jargon-free language.

» Accessibility: present information in formats that meet different needs — charts,
visuals, short summaries.

e Transparency: be open about both successes and challenges.

» Accountability: reflect the experiences and perspectives of stakeholders — clients,
donors, partner agencies, volunteers.

 Verifiability: support claims with appropriate evidence, including both quantitative
and qualitative data.

» Proportionality: tailor the level of detail to your organization’s capacity; shorter,
focused reports are often more effective than longer ones.

These principles help ensure impact reports are credible, readable, and meaningful.
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8.2 Communicating results to stakeholders

Once you have analysed your data and identified key messages, the next step is sharing
results with your audiences in ways they can understand and appreciate. Effective
communication increases engagement and helps people see the value of your work.

8.2.1 Tailoring communication for different audiences

Different stakeholder groups have different information needs. Tailoring your message
means adjusting content, tone, and length for each audience:

* Board members need insights on what is working well, risks, and priorities
for improvement.

* Funders and donors want clear evidence of impact, community benefit, and
environmental outcomes.

» Social service agencies need to understand how your service supports their clients’
wellbeing and settlement.

* Volunteers appreciate stories showing the difference their time and effort make.

» Clients benefit from short, accessible content and positive stories of
community support.

If you have many audiences, you may need different formats — a detailed report for
funders, a simple infographic for social media, a story-focused newsletter for
supporters. Using language and examples that resonate with each audience ensures
your impact is understood, valued, and remembered.

8.2.2 Using various media and formats

People consume information in different ways. Using a mix of formats helps ensure your
impact is communicated widely and effectively.
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Approach Format Audience Content example

Detailed metrics on families
Comprehensive PDF or web Funders, Board, served, items delivered, tonnes
impact report report donors diverted, volunteer hours, and
stories of change.

A client or partner agency

Short video 2-3 minute Public, donors, explaining how receiving furniture
testimonial video volunteers improved comfort, dignity, and
stability.

Key numbers: families furnished,

. .. Social media, tonnes diverted, client
Infographic Digital poster . .
newsletters satisfaction, volunteer
contributions.
. . . Agencies, .
Community Live online Presentation of results, case
. . supporters, .
webinar session examples, and questions.
funders

Story of a family, donor, volunteer,
Blog post Website article General public or agency showing the human side
of your impact.

Quick facts, before-and-after
Series of posts Broad audience photos, quotes, volunteer
highlights.

Social media
campaign

Table 2. Formats for communicating impact, with example content from Furniture Bank Toronto.

Using accessible formats — such as translation, captions, plain language, or visual
summaries — supports inclusivity and helps reach diverse communities.

8.2.3 Al tools for communicating impact

Al can assist furniture banks, especially those with limited staff time, by making
communication faster and easier:

* Al-generated visualizations: tools like Power Bl Copilot or Tableau Al automatically
create charts, infographics, and dashboards from your data.

* Natural language generation: Al can draft summaries, social posts, newsletter text,
or key messages for reports.

* Translation and accessibility: Al tools can translate content, add captions, or
provide voice-over options to reach multilingual and diverse audiences.
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Al should support, not replace, human judgment. Always review Al-generated content
to ensure it is accurate, ethical, and aligned with your organization’s mission, tone,
and values.
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SECTION NINE

Appendices

9.1 Outputs and outcomes mentioned in the working sessions

Outputs. During the working sessions, furniture banks were asked: “Which of these
outputs are you already measuring, or find easy to measure and report on?” Below is the
consolidated list of all outputs mentioned, with duplicates removed for clarity. The key
outputs included in this Toolkit were reviewed and validated by participating furniture
banks during the working sessions and are therefore not repeated here — this list covers

only the additional outputs suggested by participants.

Furniture in (donations received)

e Number of corporate donors
e Number of furniture items donated
e Number of bulk donations (e.g.,
hotel cleanouts)
¢ Number of donation pick-ups completed by
fleet team
e Number of miles saved when donors drop
off items instead of requiring pickup
¢ Donations received but unusable (sent
to landfill)
e Number of furniture items repaired
or upcycled
e Weight redistributed to other organizations
e |tems sold in store [ social enterprise retail
e Postal or zip codes of donors
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Furniture out (provided to households)

Number of furniture items provided

to clients

Number of items given (total)

Number of beds delivered

Number of households needing beds who
previously had none

Average number of items provided

per household

Number of mattresses [/ box springs
recycled annually
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Households and individuals served Volunteer engagement
e Number of households served e Total number of volunteers
e Total number of adults and children served ¢ Number of regular volunteers (at least 2
e Number of children served hours a month for 12 months)
e Number of daycare-aged children served e Number of corporate volunteers
¢ Number of seniors served e Number of volunteers in specialized
e Number of foster youth served programs (with added supports or benefits)
e Number of single parents served e Number of volunteers who were
e Number of individuals with former clients
disabilities served e Total volunteer hours contributed
e Number of Indigenous clients and other e Estimated value of volunteer labour
priority groups

e Number of veterans or veteran-headed
households served

o Number of repeat clients

e Number of households with no beds prior
to appointment

e Client demographics: age; sex or gender

e Race, ethnicity and cultural background

o LGBTQIA+ identity (if relevant and
ethically collected)

e Languages spoken

e Circumstances that brought them
to the furniture bank (e.g., leaving
shelter, refugee claimant, newcomer,
homelessness transition)

e Postal or zip codes of clients

e Households served by neighbourhood
or county

e Cause for referral [ type of referring agency
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Environmental outputs Organizational and
e Metric tonnes of furniture diverted partnership outputs
from landfill e Number of social service agency partners
e Number of mattresses [ box (referral partners)
springs recycled e Number of case workers or frontline workers
e Number of furniture items repaired directly working with your organization
or upcycled ¢ Number of staff members
e Weight redistributed to other organizations * Number of corporate partners (if tracked
e Greenhouse gas emissions avoided separately from donors)

through reuse
e Number of miles saved by donor drop-offs

Outcomes. Furniture banks were also asked: “Which of these outcomes would you
consider measuring and reporting on?” Below is a consolidated list of the additional
outcomes mentioned, with duplicates removed. The core outcomes already validated in
this Toolkit are not repeated.
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Additional client outcomes

o | feel a greater sense of pride in my home.

¢ Increased or elevated sense of hope for a
brighter future.

e | am able to perform better at work
or school.

e My kids do better in school now that they
have a comfortable place to work in.

e Improved attendance at school.

e Improved attendance or job performance.

e Seeing an improvement in health.

e | am more satisfied with my
living conditions.

e Improved overall quality of life.

e | can afford my children’s school needs now

that | don’t need to buy essential goods.
e | have had an easier time

maintaining employment.
¢ | have had an easier time

making appointments.
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Additional client outcomes, continued

Increased comfort in my home (not
necessarily physical comfort).

| see positive outcomes for my children
(sociability, security, health).

| am able to bring my newborn home
because | have a crib or playpen for my child
to safely sleep in.

| wish to stay in my home.

| am able to concentrate on finding a job
now that | have a comfortable place to
work in.

| have been reunited with family members, in
particular children.

Receiving furniture has helped me maintain
stable housing.

| currently live in the same home that was
furnished by the furniture bank.

| feel comfortable buying food that
requires refrigeration because | now have a
working fridge.

| feel increased confidence to form
romantic relationships.

| am experiencing improved socialization,
including inviting friends and family into
my home.
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Additional social service
agency outcomes

Reduction in agency budget spent on
purchasing furniture for clients.

Improved outcomes for clients who

receive furniture.

The furniture bank filled a service gap our
agency could not meet in any other way.
Creates a feeling of being part of a
community of care supporting clients

in need.

Increased ability to procure essential
furniture for clients.

Provided a resource or service that could
not be found elsewhere for our clients.
Increased confidence when placing

clients in new housing, knowing they will
receive furniture.

Clients are able to meet housing program
requirements for placement or
recertification because they have furniture.
Clients are able to comply with court or
child-welfare requirements (e.g.,
reunification with children) due to having
appropriate furniture.

Providing this resource has helped build
trust between our caseworkers and clients.
Furniture provided by the furniture

bank supports other social services our
agency delivers.

Simple, efficient process for referring clients
to furniture bank services.
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Additional furniture donor outcomes

e Want items to go directly to local families
in need.

¢ | made use of the pick-up service because |
had no other way of disposing of or
donating the items.

e Giving to a local organization.

¢ | prefer giving to organizations that provide
directly to clients as opposed to reselling
my donation.

¢ | was able to move things out of my
house easily.

¢ | like the convenience of having people
remove furniture rather than trying to do
it myself.

¢ | like knowing that my items are getting put
to good use.

¢ |'minspired to donate more often.

o | feel that my deceased loved one's
possessions are going to a good place. It
feels ethical.
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Additional environment outcomes

e Reduced impacts from furniture that
gets incinerated.

e Benefit to the municipality (cost and
sustainability goals).

e Transforming furniture deemed not good
enough to give to a client in order to prevent
a landfill future.

e Repairing furniture to be able to give it a
longer life.

e Pounds of furniture and household goods
saved from landfill.

e Partnering with other organizations who
could use donations that we cannot.

¢ Incentivizing corporate donors to give by
also returning their greenhouse gas savings
for their own climate plan.
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9.2 Sample client survey

INFORMATION AND CONSENT

[Organization name] is conducting this study to find out how much of a difference the
furniture you received has made for you. Your answers will inform how we provide
furniture and other home essentials, so that we can provide the best possible service.

Participation in this survey is voluntary and there are no right or wrong answers — please
give us your opinion. The survey should take about 15-20 minutes to complete.

The answers you give for this research will be confidential. Using this online survey tool,
your answers will go directly to [Organization name] and will not be seen by anyone else.
Only summarized anonymous data will be shared in our annual reports, website and other
communication platforms. Collected data will be kept for 2 years and will not be shared
with third parties.

If you wish to continue with the survey, please tick the box below.

O | have read the information about the survey and | consent to participate.

Section 1: How you received furniture from [Organization name], and what furniture
you received.

1. Among the items listed below, which items did you receive? Please select all the items
you received. Please also tell us which of these items you already had in your home before
you received items.
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Items | already

Item Items | received had
Mattress | |
Bed base [ frame O O
Bedding O O
Sofa and [ or easy chairs O O
Dining table and chairs O O
Kitchen items (cutlery, dishes, pots, pans, etc.) O O
Bathroom items (towels, shower curtains, bathmat, . .
etc.)

Living room storage O O
Wardrobe [ dresser O O
TV | |

Section 2: The changes you may have experienced as a result of receiving furniture from
[Organization name].

2. Which of these changes, if any, do you think are true for you? Select all that apply.

e | worry less about money due to my furnishing needs being met, and | am more able to
purchase other basic needs

¢ | feel safer due to having safer furniture at home

¢ | have anincreased sense of freedom and independence due to having my own furniture
¢ | feel an increased sense of dignity and feeling more in control of life

¢ | feel less unhappy or depressed; my mental health has improved

e My relationships have improved due to being able to invite family and friends over

e | feel less isolated due to the ability to invite friends over

¢ | feel increased confidence to form romantic relationships

e | feel improved community perception and more accepted in the community

o | eat better

e | sleep better

| have improved physical comfort

| have increased self-esteem and self-worth
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3. If there are any other positive or negative changes you have experienced as a result of
receiving furniture from [Organization name], please state them here. [Open text]

For each change or outcome selected in Q2, the following follow-up questions appear:

A. Thinking about “Outcome x", how big has the change been for you? — Tiny change (barely
noticed) - Small change - Medium change - Big change

B. Thinking about "Outcome x", how important is this change for you? — Not very important
to me - A little important - Important - Very important to me

C. Thinking about “Outcome x", how long do you think this change will last? — The change
was only when | received the furniture, not after - Weeks - Months - Years

D. Thinking about “Outcome x", could this change be down to something else, or is someone
else contributing to this change? — All of it is because of receiving furniture and appliances

from [Organization name] (and nothing or no-one else contributed) - Most of it - Some of it -

None of it

E. Thinking about “Outcome x", would this change have happened anyway if there was no
[Organization name]? — | would not have experienced this change at all - | would have
experienced a lot less change - a little less change - | would have found another way to
experience the same change

4. Do you have any family members living with you and benefiting from the furniture you
received from [Organization name]? — Yes [ No

5. (If yes to Q4) Which of these changes, if any, have you and your family experienced as a
result of receiving furniture and appliances from [Organization name]?

¢ We spend more quality time as a family
¢ We have been able to establish or stabilize family routines

e Our family relationships have improved

6. If there are any other positive or negative changes your family has experienced, please
state them here. [Open text]
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For each family change or outcome selected, the same five follow-up questions
appear, worded for the family:

A. How big has the change been for your family? — Tiny change (barely noticed) - Small -
Medium - Big

B. How important is this change for your family? — Not very important to my family - A little
important - Important - Very important to my family

C. How long do you think this change will last? — The change was only when we received the
furniture, not after - Weeks - Months - Years

D. Could this change be down to something else, or is someone else contributing? — All of it
- Most of it - Some of it - None of it is down to receiving furniture and appliances from
[Organization name]

E. Would this change have happened anyway if there was no [Organization name]? — We
would not have experienced this change at all - a lot less change - a little less change - we
would have found another way

7. Thinking about all the changes that you have experienced, how important are all the
changes together to you? — Not very important to me - A little important - Important - Very
important to me

8. We know this may feel like an unusual question, but we'd love for you to give it a shot.
Please remember it is only for research purposes and has nothing to do with any
expectations or requirements from [Organization name]. We are trying to understand the
value of the changes you have experienced; to do this, we use a method that asks people to
compare those changes to something else in their life. So, as a hypothetical exercise: if you
had to imagine these positive changes in another way, not related to receiving furniture or
appliances, how many hours would you in theory be willing to volunteer each month over 12
months to experience the same positive impact? There is no right or wrong answer, and
your response will not affect your access to any services. [Open text]

Section 3: Some details about your general background. None of the information will
make you identifiable.

9. What is your age? — Under 27 - 28-43 - 44-59 - Over 60

10. What best describes your gender? — Male - Female - Prefer to self-describe - Prefer not
to say
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11. Do you have a long-term iliness or disability? — Yes - No - Prefer not to say

12. What is the highest level of education you completed? — No formal education [ unable
to read and write - Primary education - Some secondary education - Completed secondary
education - Some post-secondary education (e.g., vocational training, college, or
university) - Completed post-secondary education (e.g., vocational training, associate
degree, bachelor’s degree) - Completed postgraduate education (e.g., master’s degree,
PhD) - I don’t know - Prefer not to say

13. Is there anything else you'd like to add about your experience of receiving furniture and
household items from [Organization name]? [Open text]

This is the end of the survey. Thank you for helping us by answering these questions.
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9.3 Sample furniture donor survey

INFORMATION AND CONSENT
[Organization name] is conducting this survey to understand what changes you may have

experienced as a result of your engagement with [Organization name] to donate your
furniture earlier this year.

Participation in this survey is voluntary and there are no right or wrong answers. Please
give us your opinion. The survey should take about 10-15 minutes to complete.

This survey is anonymous, and the answers you give will be confidential. Using this online
survey tool, your answers will go directly to [Organization name] and will not be seen by
anyone else. Only summarized anonymous data will be shared in our annual reports,
website and other communication platforms. Collected data will be kept for 2 years and
will not be shared with third parties.

O | have read the information about the survey and | consent to participate.

1. What motivated you to donate your furniture to [Organization name]? [Open text]
2. How did donating your furniture to [Organization name] make you feel? [Open text]

3. Has donating to [Organization name] changed the way you think about furniture reuse,
waste, or supporting people in need? If so, how? [Open text]

4. What, if anything, did you learn through your experience of donating to [Organization
name]? [Open text]

5. Reflecting on your engagement with [Organization name] to donate your furniture,
please tell us to what extent you agree with the following statements:

5a. "After donating through [Organization name], | felt an increased sense of ‘giving
back’ to others.” — Strongly disagree - Disagree - Neither agree nor disagree - Agree* -
Strongly agree*

5b. "After donating through [Organization name], | felt an increased sense of ‘giving
back’ to the planet.” — Strongly disagree - Disagree - Neither agree nor disagree - Agree* -
Strongly agree*
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Questions 6—-10 appear if 5a is answered Agree or Strongly agree, and are repeated as
questions 11-15 for the "giving back to the planet” statement in 5b.

6 [/ 11. How big has the change been for you? — Hardly noticeable - Small change - Medium
change - Big change

7 | 12. How important is this change for you? — Not very important for me - A little important
- Important - Very important for me

8 /13. How long do you think this change will last? — The change was only when | donated
the furniture, not after - Weeks - Months - Years

9 [ 14. Could this change be down to something else, or is someone else contributing to this
change? — All of it is down to donating furniture to [Organization name] (and nothing or no-
one else contributed) - Most of it - Some of it - None of it

10 / 15. Would this change have happened anyway if you didn't engage with [Organization
name]? — | would not have experienced this change at all - a lot less change - a little less
change - | would have found another way to experience the same change

16. If you hadn't donated your furniture to [Organization name], what would you have done
with it? — Sell it - Give it to a thrift store - Give away to friends and family - Throw it away -
Other (please tell us more)

17. Is there anything else you'd like to share about your experience with [Organization
name]? [Open text]

This is the end of the survey. Thank you for helping us by answering these questions.
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9.4 sample social service agency survey

INFORMATION AND CONSENT

[Organization name] is conducting this survey to understand what changes you may have
experienced as a result of your partnership with [Organization name] to source essential
furniture and household items for your clients.

Participation in this survey is voluntary and there are no right or wrong answers — please
give us your opinion. The survey should take about 10-15 minutes to complete.

This survey is anonymous and the answers you give will be confidential. Using this online
survey tool, your answers will go directly to [Organization name] and will not be seen by
anyone else. Only summarized anonymous data will be shared in our annual reports,
website and other communication platforms. Collected data will be kept for 2 years and
will not be shared with third parties.

O | have read the information about the survey and | consent to participate.

1. Which of the following best describes the primary population your organization serves, or
the type of your organization? — Indigenous - Formerly homeless - Women and children

- LGBTQ+ - Immigrants and newcomers - Refugees - People living with mental health
conditions - Veteran - Food banks - Poverty reduction services - Vulnerable populations

- Other

2. How long has your organization been working with [Organization name]? — Less than a
year - 1-2 years - 3-5 years - More than 5 years

3. Which best describes your current role? — Frontline worker - Follow-up worker
- Management*

4. (Appears if Q3 is Management) To what extent do you agree with the following
statement: “Working with [Organization name] has reduced the time and resources my
organization spends procuring furniture and household items for our clients.” — Not
applicable: my organization doesn’t spend time and energy to look for donations - Strongly
disagree - Disagree - Neutral - Agree** - Strongly agree**

5. (Appears if Q4 is Agree or Strongly agree) To what extent do you attribute the reduction
in time and resources spent on procuring furniture and household items to working with
[Organization name]? — Not at all - A little - Somewhat - Mostly - Completely
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6. (Appears if Q4 is Agree or Strongly agree) If [Organization name] had not been available,
how likely is it that your organization would have experienced a similar reduction in time
and resources spent procuring furniture and household items for your clients? — Very
unlikely - Unlikely - Neutral - Likely - Very likely

7. (Appears if Q4 is Agree or Strongly agree) If [Organization name] had not been available,
how much additional time and resources would your organization need to spend sourcing
furniture and household items for your clients? Please explain and provide an estimate of
the additional annual funds that would be required. [Open text]

8. To what extent do you agree with the following statement: “Working with [Organization
name] has contributed to increased housing stability and improved outcomes for our
clients.” — Strongly disagree - Disagree - Neutral - Agree - Strongly agree

9. To what extent do you agree with the following statement: “Working with [Organization
name] has improved my organization’s capacity to support our clients with their other
needs.” — Strongly disagree - Disagree - Neutral - Agree* - Strongly agree*

10. (Appears if Q9 is Agree or Strongly agree) If [Organization name] had not been
available, how many hours on average per month would your organization have spent
supporting your clients in sourcing furniture and household items? [Open text]

11. To what extent do you agree with the following statement: “Working with [Organization
name] has enhanced my organization’s capacity and effectiveness in serving clients.” —
Strongly disagree - Disagree - Neutral - Agree - Strongly agree

12. Does your organization provide facilities where clients can stay during their transition to
a new home? — Yes* [ No

13. (Appears if Q12 is Yes) What percent of the clients that your organization referred to
[Organization name] in the last 12 months were staying in your facilities during their
transition? [Sliding percentage bar]

14. (Appears if Q12 is Yes) To what extent has working with [Organization name] helped
reduce the time it takes for your clients who received furniture donations to transition into
their new homes? — Not at all - To a small extent - To a moderate extent - To a great extent
- Completely

15. (Appears if Q12 is Yes) On average, how many days do you estimate that access to
[Organization name]’s furniture provision and delivery services has saved each client
during their transition? [Open text]
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16. (Appears if Q12 is Yes) What is the average daily cost to your organization for providing
accommodation for a client in your facilities? [Open text]

17. On a scale of 0 to 10, how likely are you to recommend [Organization name]’s services
to other organizations like yours? [0—-10 scale, NPS format]

18. What is the main reason for your score? [Open text]

This is the end of the survey. Thank you for helping us by answering these questions.
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9.5 Impact Report Checklist

Use this checklist when drafting an impact report. The three overview questions apply to
the report as a whole; the sections below list what each part should contain.

OVERVIEW — CHECK

e Does it address the questions your readers will want to know?
e Will everyone be able to understand it?

e Are the key points clear?
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Section Check

Title page Name of your organization - name of your project - date the report was
published - period covered by the evaluation - report author or name
of the evaluator

Glossary An explanation of any technical words or abbreviations used in the
report
Executive summary What was evaluated and why - key findings - lessons learned -

recommendations - maximum two pages

Methodology Purpose of the evaluation — what you wanted to find out - who
conducted it - how they did it - who took part and how they were
selected - strengths and limitations of this approach - how you
analysed the information - how confident you are of the findings

Purpose Rationale behind your program or project — what problems you are
addressing and why - overall aims, including who you aim to work with
- existing evidence base - context in which you work

Activities What activities or services did you provide — what did the program or
project look like? - what resources were required (funding, staff,
volunteers)?

Evaluation findings This should relate back to your aims - users and engagement: number
of people who engaged and number who completed the activities -
feedback: what users (and staff or volunteers, if relevant) thought of it
- outcomes: what differences did it make? - have you addressed the
key evaluation questions you set out in the methodology? - to what
extent did your involvement contribute to the difference, and how can

you tell?
Learning and What can you conclude from your evaluation findings? - what worked
recommendations well and what didn’t go to plan, and why? - what, if any, changes will

you make in future?

Conclusion Did the project or program meet your aims and objectives? - what are
the wider implications of your findings? - did your evaluation approach
work — is there anything you would do differently next time? -
recommendations for yourself or others

This resource is taken from the Inspiring Impact Programme resources. Inspiring Impact was a
UK-wide programme which ran from 2011 to early 2022 to support good impact practice in the
charity sector.
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SECTION TEN

Quick start: the first
90 days of practice

A furniture bank starting from nothing can have a defensible impact practice running

inside one quarter. This checklist sequences the steps drawn from the framework above

— no SROI, no new software, no new staff.

01

02

03

04

05

06

Name your stakeholder groups

Start with the four in Section 3 — clients, furniture donors, referral agencies,
environment. Decide which two you will report on first.

Count what you already deliver
The six key output indicators in Section 4.1 are mostly already in your delivery
records. Pull last year’s numbers as a baseline before adding anything new.

Pick five client outcomes, not fifteen

Choose the ones your staff hear most often at delivery — sleeping better, feeling
safer, worrying less about money are the usual starting five.

Build one short survey in a free tool

Google Forms or Microsoft Forms is enough. One question per chosen outcome,
phrased as in the indicator column of Table 1.

Write your consent script before you collect anything

Four sentences: why you are asking, what happens to the answers, how they are
stored, and that saying no changes nothing. Document every consent.

Set the 90-day follow-up rhythm
Client outcomes are measured once, about 90 days after delivery. Put it in the
calendar as a recurring task, not a project.
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07 Collect three stories a quarter

One client, one donor, one agency worker — with consent. Stories carry the
outcomes your percentages cannot explain.

08 Report once, then improve once

Publish the outputs, the outcome percentages, and one story. Then change one
thing in the service because of what you learned — that is the loop the framework
exists to close.
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