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1. Introducing Full Value – what and why?

2. Know your value

3. Grow your value

4. Show your value

Today’s workshop



A new performance tool anyone?

 A new technical  

measurement 

tool

An approach to 

help us think 

about and 

understand the 

value we create



Why ‘value’?

• Trend for greater accountability

• Learn about your impact so you can 

make more of a difference

• Desire to demonstrate success



…the specific, actual impact and 

achievements of your organisation 

or project

Not its „values‟

What we mean by „value‟ is…



• Includes users and non-users

• Includes outcomes and satisfaction

What is full value?



Four elements
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What can this do for you?

• The value of your organisation, project or 

group might be broader than you think.

• You may be missing opportunities to 

promote your success to different 

audiences

é.satisfaction and secondary outcomes 

matter!



The Full Value cycle

Know

it

Grow it

Show it



Know your value

• Make a comprehensive list or map

• Different ways into it….

1. By type of value e.g. social, political, economic

2. By the audience who benefits

3. By when your organisation creates value, e.g. 

through the process of delivery or at the end?



Which of your organisation‟s benefits to the 

world are currently hidden or 

undervalued?

Exercise: Hide & Seek



• Full value is dynamic

• You can create more value over time

• You will find trade-offs and synergies

• Full value can be a tool for decision-

making, planning and managing 

performance

Grow your value



1. Agree your purpose and audience

2. Get to know your audience

• their needs and information preferences

• their existing ideas about your organisation or project 

3. Clarify your message

4.  Select your channels

5.  Judge your success

Show your value



Who are your priority audiences, and 

why, really, do you want to 

communicate to them?

Exercise:

Communicating Value



Views on Full Value

• “NCVO‟s helpful publication True Colours explains how 
you can calculate every possible ounce of value”

Daniel Currie, independent consultant

and Chief Executive St Giles Trust, 2000-07

• “NCVO‟s full value model is a simple way of thinking about 
and communicating the total impact that your organisation 
has on the world.   I liked it – less focused on quantifying 
everything and more on getting better at understanding 
our impact and how to communicate it to the right people.”

Beth Longstaff, Research and Policy Officer

Community Development Exchange

• “Not everyone has realised this yet, but the Full Value 
approach is radical and revolutionary”

Paul Barasi, Local Compact Voice Officer



Find out more…

True Colours: 
understanding the value 

of your organisation

Think piece on full value

and public services



Stay in touch…

www.strategy-impact.org.uk/fullvalue

richard.piper@ncvo-vol.org.uk



Impact reporting:

Seven myths 

1. Report annually

2. Be comprehensive

3. Use a 50 page glossy

4. One report must satisfy everyone

5. We need proof

6. Only include ‘real, pure’ impact

7. Only include achievements that we

created


