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Community Wellbeing and Housing Committee - Tuesday, 16 January 2024
Dear Councillor

| enclose the following item which was marked ‘to follow’ on the agenda for the Community
Wellbeing and Housing Committee meeting to be held on Tuesday, 16 January 2024:

11. Greeno Community Centre Alterations 3-64
To consider alterations to the Greeno Community Centre.

Yours sincerely

Melis Owen
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SPELTHORNE

BOROUGH COUNCIL

Community Wellbeing and Housing

16t January 2024

Title

Greeno Community Centre Alterations

Purpose of the report

To agree alterations to Greeno Community Centre

Report Author

Stephen Mortimer-Cleevely

Ward(s) Affected All Wards
Exempt No
Exemption Reason N/A
Corporate Priority Community
Recovery

Service delivery

Recommendations

Committee is asked to:

1. To endorse the Council’s approach of improving the
flexible use of space in the Greeno Community Centre by
means of internal reconfiguration.

2. To endorse the use of external funding to fully fund the
alterations.

1. Summary of the report
What is the situation Why we want to do something
+ Centre Manager has requested * To potentially improve space
a reconfiguration of the flexibility for members and
entrance lobby and tea bar at potentially improve food margin.
the Greeno Community Centre,
Shepperton.
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This is what we want to do about it These are the next steps

* Anew internal reconfiguration * An application has been made to

of the entrance lobby Your Fund Surrey with the
support of Clir Attewell and if this
report is approved the team will
await the outcome of the Your
Fund Surrey application.

Key Issues

2.1  Clerk of works has received an indicative alteration cost in the region of
£36,680 plus VAT with the associated architects’ fees, with a plan charge of
£250 plus VAT and an inspection fee of £390 plus VAT.

2.2  The suggested timeline is in the region of two weeks.

2.3 There will be a subsequent impact on centre use whilst works take place
Greeno Centre does benefit from an alternative entrance for both members
and for the OPAL group and this work will require a detailed risk assessment
to ascertain whether the centre can remain in operation as the work is carried
out.

2.4  The alteration may improve flexibility and member circulation in the centre
offering opportunities for a more ‘café style’ space at the front of the building.
It is envisaged ultimately that the tea bar space will also need to have some
future improvements if we seek to engage in a café offer which has been
costed . This element is subject to a flagship project piece of work in relation
the whole community food offer delivered by Independent Living. The Project
Initiation Document (PID) has been produced for this and Independent Living
intend to present a full food options report to the Committee that is on the
Forward Plan for April 24. The first element of this work is presented in
Appendix 1 here which was questionnaire in relation to service and food
satisfaction at the centres (presented here in summary form). The survey
reflects a high level of customer satisfaction with the food offer at the centres
with a trend towards keeping similar variety and familiar food offers.

2.5 The alteration alone will not automatically lead to increased revenue for the
centre, that aside there are increased revenue generating opportunities by
creating a flexible café space, these revenue implications are explored in a
paper produced by Power To Change, ‘The Community Business Success
Guide To Cafes’. Providing evidence that Community Cafes at a larger scale
can improve margins for Community Cafes. The paper also covers a principle
known as the ‘Cappuccino Index’, that describes the relationship between
price and maximum social value. (Appendix 2). There are opportunities for
margin improvements particularly if we charge the suggested drink price of
approximately £1.60.

2.6  Anecdotally, the Centre Manager feels that opportunities are being missed in
relation to passing trade and footfall with opportunities to attract dog walkers,
playground and outdoor gym users. Alongside those who drop off for both
local schools and nurseries. The Centre Manager carried out an informal
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2.7

2.8

2.9

2.10

2.11

3.1

5.2

consultation with centre members in preparation for this report who gave
positive feedback on the proposal with a large proportion of class attendees
suggesting they would stay longer and spend more if there was a larger and
more welcoming café, with a ‘barista’ style coffee offer, light bites and fresh
pastries.

The reconfiguration of the reception area could have additional heating cost
implications as more of the building will be exposed to the main entrance.

Service managers alongside our Health and Safety colleagues will need to
assess to changes to fire risk and fire suppression in light of the new
configuration.

It is possible that the reconfiguration will offer more flexible space and
improve capacity for the OPAL group. Though our capacity is rarely limited by
space and rather by staffing ratios.

There will need to be a building regulations application made to Spelthorne
Borough Council. Whilst also checking that planning permission is not
required.

There are limited construction elements involved as can be viewed on the
plans attached in Appendix 1. There will be a provision of a new supporting
beam and stud wall with a new door set.

Options analysis and proposal

Option 1
Do nothing and maximise current footprint and usage.
Option 2 (preferred option)

Endorse the proposed alteration considering the potential for this to be fully
externally funded, by an application to Your Fund Surrey — Small Projects
Funding from Surrey County Council, sponsored by County Councillor
Maureen Attewell, Divisional Member for Laleham and Shepperton. Include
the scheme in the Capital Programme for 2024-25 as a funded project.

Option 3

Defer until the options report presented through the flagship food offer project
and incorporate as a bid for funding as part of the Capital Programme 2024-
25 process. This approach risks falling outside the potential external funding
window.

Financial implications

The capital cost of this project will be fully externally funded in consultation
with the aforementioned Surrey County Councillor. The gross cost has to be
reflected in the Capital Programme as a fully funded item.

Risk considerations

Centre managers often compete for external funding there is a corporate risk
that we have similar approaches from Staines and Fordbridge.

Building works with some inherent risks and there is a small risk we take the
centre out of action if we encounter any delays in work.
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5.3

6.1

7.1

10.
10.1

11.
111
12.
12.1

Income generation will be impacted but only short term.
Legal considerations

Only in relation to Building Regulations.

Procurement considerations

There are procurement considerations as, although we have an indicative
price, we will have to at least have three quotes for the work.

Other considerations

The Council can agree and endorse this project, but although warmly
received as a principle this still requires ‘buy in’ from our members and
residents.

Equality and Diversity

This has the potential to encourage wider community involvement and
improves accessibility for those with mobility issues. It should be noted here
that the member consultation captured ethnicity which highlighted that out of
83 respondents 80 identified as white.

Sustainability/Climate Change Implications

The proposed project will require materials and energy that would otherwise
would not be used if we do nothing.

Timetable for implementation

Financial Year 2024-25. Dependent on Your Fund Application.
Contact

Stephen Mortimer-Cleevely 01784 448616

Background papers: There are none.

Appendices:

1 Community Business Success Guide To Community Cafes
2 Summary of Responses — Spelthorne Community Centres
3 Greeno Budget Outturn

4 Existing Plan with Demolitions

5 Proposed Alterations

6 Indicative Quotation

7 Your Fund Application Form
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1, Inutvoducion

Community businesses are businesses

that are run by local people to bring many
benefits to their local areas. There are many
types of community businesses. They can
be shops, farms, pubs or leisure centres,
among many other types of business.

It’s not always easy for community
businesses to get their hands on the kind
of detailed financial data that helps build a
business case, and get an important local
service up and running. Unlike businesses
in the private sector, local groups often
only have minimal access to information,
advice and financial data on income
generation to support their planning and
goal setting. This often means starting from
scratch, using good judgment, and peer
advice where they can get it.

This set of Success Guides intends to
support that hard work with some concrete
data can help you run a more sustainable
community business. This doesn’t replace
peer advice, good local knowledge, or

community engagement, but it does
give a bit of useful scaffolding for the
development and growth of trading income.

This guide explores how community
businesses earn money from cafés.

The guide is based on a benchmark
analysis of the Profit & Loss data of 56
community businesses across England.
These businesses either received grant
funding from Power to Change, the
independent trust supporting community
businesses in England, or have applied to
one of their grant making programmes, or
are a non-profit where one element of their
business model (in this case cafés) offers
useful insight into growth, sustainability
and success.




1.1 Twelve Hv&nﬂj yom can
learn fkam/ +Hhis 7uo’vfc

Cafés run in all shapes and sizes!
Ensuring your community businesses sets
up the right café is vital to its success.
Have a look at these elements and see
which apply to your organisation.

Cafés can be run for social
or commercial purposes and
the choice you make affects
the customers you target, the
pricing and the profitability Where your café building is
See pages 14,16, 22 matters; and this can have a
big influence on the types of
customers you can attract, the
price you can charge and the
scale of café you can run

See page 21

Where the café is located
within your building matters;
and has a big effect on how
casual customers will find
your facilities

See pages 16, 22

There are differences
between running

a café open to the
public and one that
serves a user-base
that is coming to a
building for other
reasons

See pages 10, 14

A café designed to make a
financial profit really needs to
turn over at least £65k per annum
See pages 11,12

There is a limit to the size
and scale of café operations
you can run with an entirely
voluntary workforce

See page 19
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Commercially-run cafes need
paid staff somewhere in the
structure (shift manager, chef etc.)
See pages 13,17

Providing catering to those
who hire your rooms out
can add to the turnover
and profit of your café

See page 19

A ‘social purpose’ cappuccino
won’t cost you more than about
£1.60 whereas a ‘commercial’
cappuccino is unlikely to cost
you less than £1.60

See page 16

The balance between grant
and earned income is very

large versus small cafés
See pages 10, 11

There’s a financial
dividing line
between what
interviewees
described as a
‘struggling’ café
versus one that

is ‘tough but
rewarding’

See page 21

‘Small’ cafes of under £35k
revenue per year don’t usually
generate much of a surplus to
be used in other activities

See page 13
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1.2 What & benchmmrking and
comparntive datn nmnlj;é;?

Before going further into our detailed
insights around cafés, we want to explain
what benchmarking is and how it can be
useful to you.

Benchmarking and other forms of
comparative analysis are simply a means

of measuring the relative performance of an
organisation. This usually entails using an
agreed set of definitions or criteria across
the comparison set. For example, the league
table of countries and their tally of Olympic
medals is a simple form of benchmark where
the agreed definitions are the gold, silver
and bronze medals. The importance of the
agreed definitions is that it means that you
know you are comparing apples to apples —
vital if the comparison is to be meaningful!

1.3 ley &4 bcwdv»mkk»&mﬂ ujcful?

Simply put, benchmarking helps you define
what ‘good’ and ‘best’ mean in a particular
field of activity, so that you can work out
how you stack up against the ‘best in class’
and make informed decisions about what
improvements you could make.

Without a benchmark, it is likely that when
planning the next year’s budget or estimating
the audience figures when building your
forward plan, you will work on the basis

of ‘like last year but plus/minus a bit’.

Having some comparative data can help give
that planning a steer. This can be particularly
useful when thinking about a new income
stream. Learning from what other people
have done gives you a concrete sense of
what is achievable. Knowing how that stacks
up financially gives you the best chance of
reaching an income goal.

Benchmarking is useful when considering
new activities — it helps you work out whether
by hitting the ‘average’ you’ll be achieving a
suitable return on the investment or whether
it only works for you if you become best in

class at it.
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1.4 The Cmportance of
benchmarRing agaivist a peer gronp

So what makes a good comparison? The Power to Change financial dataset
It matters who you compare yourself to. should give you a good starting point for
If you are running a community business identifying a ‘home group’.

that doesn’t have a public space it is unlikely
to be wildly useful to compare yourself to

a community hub, as the differences will
vastly outweigh the similarities. So how

do you choose?

It is worth thinking about who you consider
your peers to be. You are aiming for a list
of 10-20 organisations who are roughly
similar to you in what they do, how big they
are, whether they are located in an urban
or rural setting and whether they are in a
big city or not. Think of this as your ‘home
group’. You can then keep an eye on how
your ‘home group’ varies by comparison

to the national average.

1.§ How cane yau Start
benchmarkingl

In order to start benchmarking you need
to answer three key questions:

— What comparisons would be the most
useful to your organisation now?

— What data do you have to hand?

— What data can you get hold of to
compare yourself against?




é [d You need to know how your business model
1 P Wlulf— leu stacks up compared to your peers. You also
need to know how you compare when it

7
on COMM&" comes to your largest sources of income and

customers. On that basis, we recommend

7 : ’
&Wm"kvnﬂ 7 benchmarking your business model first in

order to set a baseline for a more detailed
comparison of your key income sources,
and your online and offline customers.

If you have specific plans for either a cost-
cutting exercise or a new income stream, add
this to your benchmarking shopping list.

1.7 What datn fk ow viour a@nrw’yaréaw
canv help you with bcmh#mnkkva7

You need to locate your organisation’s — Audience and/or user data

data. There is a fair chance that you will — Online and social media data

have one or more of the following types

of data in your organisation: It is worth working out what period to look at.
For accounts information, annual data is the

— End of year report and accounts place to start, but you might want to look at

— Data you’ve submitted to grant monthly or quarterly data for customers.

funding organisations

1.8 What are the benefits ‘
af !:&kakmq?

Organisations and clusters who are — Access to a succinct, fact-based summary
already benchmarking are accruing of the organisation’s greatest strengths
the following benefits: and weaknesses
— Greater familiarity within the senior
— Goal-setting becomes more pragmatic management team of the key ratios and
and realistic as it is informed by better comparison points for the organisation
data. This is particularly valuable in and more regular checking of progress
areas like donations and sponsorship — Greater visibility with and respect from
— Greater clarity within the organisation on funders
how business models tend to change as — Greater visibility as leaders who are
the turnover increases or decreases using all the resources available to them
— More detailed understanding of how the to continue to develop their organisation
‘best in class’ achieve their successes in a tough economic climate
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The dataset we're looking at here is based
on the organisations who have applied to
one of Power to Change's grant funding
programmes. We’ve added to this with extra
data drawn from the Charity Commission,
the Mutuals’ Register and Companies
House. We have in particular searched for
and included organisations who include
‘café’ within the text that summarises their
charitable aims. We have also included
some larger organisations within the

arts, museum and charitable sector with
café income, as we are looking at what
community-led organisations can learn
about the finances of other non-profit
organisations. Whilst this won’t pick up
every non-profit organisation which achieves
some of its income from a café or catering
activities, it does give us a much wider
picture than we’ve been able to develop
previously. We have checked that the
balance of revenue and costs are similar to
the community-led organisations like yours,
and those that Power to Change supports.

Based on an analysis of turnover figures
and details of café revenue we can see that
organisations fall into three groups:

— Those with a café income of under £5k
per annum — there have been quite a few
dementia, wellbeing and other mental
health-oriented cafés that have come and
gone over the last five years. The fact that
many don’t last 5 years is our top finding
for this group.

— Those with café income of £5-35k
per annum — these are a mixture of
organisations where the café is their
main or only source of income versus
those where it is one of several revenue
streams for a larger organisation.

® Page 16

— Those with a café income of more than
£65k per annum — again these are
a mix of the café providing the main
stream of revenue or and a more
mixed-income model.

What we learned from the ‘under £5k
turnover’ cafés is that although a café is a
well-known type of trading activity requiring
relatively little in the way of specialist skills
or equipment, it is by no means an easy
win. We also learned that the café can be
the main way the organisation delivers
their social purpose often to disadvantaged
groups, so frequently both the pricing is

low or subsidised and the purpose of the
organisation is linked to the place and the
people, not the food and drink served there.

In this guide, we focus on the latter two
types: cafés with annual income between
£5-35k (referred to as Small Cafés) those
with more than £65k of café income a year
(referred to as Large Cafés), as we think
that this is where both the risks and the
opportunities are. What we want to look
at is how we can separate out those who
are successful from those whose café is
a financial drain, and what we can learn
from each. We are not simply defining

E=

2




The profits from St Sidwell’s Community Café in
Exeter are reinvested to run their inclusive training
and work experience programme in the café.

success as size but are instead interested
in profitability and the extent to which the
operation of a café supports the delivery
of the social purpose of the organisation
(either directly through the café or
indirectly by making a profit in the café
which is used to fund other activities).

The set of 56 organisations with café
income are comprised of:

1




2.1 What Aoes the world af Mfij look
ke ackolf the breadth o; commnﬁv
buj&mgq o the cohokt

We have defined café to include any food
or catering served and consumed on the
premises e.g. those who are running a café
which has allocated physical space and
some form of staff (volunteers or paid) but
not a tuckshop or a vending machine.

2015 2015 2015 2015
All orgs with Full data set Small Cafés Large Cafés
cafe income

Sample Details: 56 286 26 26

Sample size
e e ver £359k £230k £197k £634k

Income by type as a % of turnover

Grant Income:

Trusts & Foundations 12.9 20.0 16.2 *

Local Authorities 14.3 1.3 19.2 *

Lottery Funds 9.3 12.5 * *

Other Gov't grants 29 4.3 * *

Other revenue grants 8.0 12.9 17.8 3.8

Total revenue grants 254 41.5 541 247

In the table above, there is a clear predominantly trusts and foundations (16.2%)
and distinct separation between the and local authorities (19.2%), indeed their
organisations with large versus small café local authority support remains high, and is
income in terms of the levels of grant funding almost twice as much as the full Power to
they receive. Overall, Large Cafés receive Change data set (in the 2nd column). Lottery
much less grant funding (24.7% in total) and funding is not prevalent in organisations with
receive it from a wider variety of sources cafés nor are government grants, but they
than Small Cafés. Small Cafés however, can be found in some examples.

receive 54.1% of their income from grants,




2,2 Look&n,? At revenme fkom/ tHhe venmne

Small Cafés generate much less revenue from their
venue than their Large Café peers, 26.9% vs 45.0%.

2015

All orgs with Full data set Small Cafés Large Cafés
cafe income

2015 2015 2015

gamp{.e Details: 56
ample size
Median turnover £359k

286 26 26
£230k £197k £634k

Venue based income:

One off service purchase e.g. cinema ticket 14.6 219 15.0 *
Ongoing service purchase e.g. series of workshops | 6.1 18.1 * 4.3
Shop & Retail 341 10.5 * 21
Café 1.6 9.1 5.2 29.6
Space hire — Letting 6.8 17.5 7.0 *
Space Hire — Room Hire 7.0 7.0 79 5.6
Total Venue based income 44.4 427 26.9 45.0

The first thing we notice in this profile of
venue-based revenue is that there is a
distinct difference both in the size of revenue
of the organisation and the percentage

of revenue that comes from a café. As the
organisation grows, so does its capacity to
generate a larger proportion of that revenue
from the café. A large organisation appears
able to generate a greater proportion of its
revenue from its café.

The mix of other venue-based revenue also
alters with the size of café income. Small
Cafés have a mix of ticketed events, room
hire and letting, whereas Large Cafés have
a wider mix, with a shop, room hire and the
provision of various services.

Drilling deeper in the data, it shows that
the financial impact of having a café is

a mixed bag, dependent on whether the
café delivers the social purpose of the
organisation, services an existing audience

Left: Glamis Hall offers elderly residents a
freshly cooked three-course lunch every
day of the year, not just at Christmas.

or pulls in its own customers. The overall
size of the organisation and whether there
is a dedicated team for the café is also
important. We can’t be absolutely sure
whether it is the café that lies behind the
differences between café and non-café
models, or whether it is a response to other
venue-based sources of income increasing
or decreasing.

ERE—— A1
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There are some clear patterns in the data: of the overall revenue the organisation
management described running a café

— Almost none of the Large Café as “tough but rewarding”.
organisations run ticketed events,
except the theatres and arts centres. — We were quite surprised to see that
organisations with a café seem to achieve
— Small Café organisations tend to achieve much less of their income from long-term
lower levels of revenue from ticketed lettings — a median value of 7.0% in Small
events than the full Power to Change Cafés vs. a Power to Change group Median
group (15.0% vs. 21.9%). of 17.5%. We were expecting that these
two activities would be synergistic. One
— If an organisation provides workshops, place that does succeed in creating such
classes or other service provision e.g. old synergy is Southmead Development Trust.
age pensioner (OAP) lunch clubs, the café
serves this audience as well as creating — Small Cafés have slightly higher room hire
its own customer base. revenue compared to the general Power to
Change dataset (7.9% vs 7.0%), and Large
— When the café produces more than £65k Cafés generate slightly less (5.6%).
revenue and the percentage of revenue
which originates from the café is less than ~ — Small Cafés generate significantly less
30% of the total income, our interviews revenue from their venue (26.9%) than
reveal that the café management Large Cafés (45.0%) or the other Power
describes the café as “struggling”. to Change organisations (42.7%)

— When the café produces more than £65k
revenue and provides more than 30%

2.3 LooRing at vov—venme-based revenme

Small Cafés achieve less non-venue-based revenue
than other Power to Change organisations, 14.9% vs 19.1%.

2015 2015 2015 2015
All orgs with Full data set Small Cafés Large Cafés
cafe income
Sample size 56 286 26 26
Median turnover £359k £230k £197k £634k
Total Donations and sponsorship 5.7 3.7 10.7 25
Corporate Sponsorship * 3.2 * *
Private Donations 2.3 24 37 1.4
Gift Aid * 1.0 * *
Legacies * 25 * *
Other sponsorship & donations 13.9 4.5 1.5 *
B2B - Product sales * 3.8 * *
B2B - Services & consultancy 4.4 17.2 5.7 26
B2C - Events 2.2 2.4 1.2 *
B2C - Subscriptions & membership 2.8 1.8 * *
B2B - Delivery Contracts * 13.4 * *
Total non-Venue based income 20.0 1941 14.9 227
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When we start looking at the ways in -
which organisations achieve income from

their intangible assets, it looks as though

the operation of a café also has an effect

on these:

— Organisations who run a café at any level
achieve almost no income from corporate
sponsorship. What we can’t tell from
the data is whether the presence of a
café causes them to be less attractive to
sponsors or whether setting up a café is, in
part, a response to the lack of success in
achieving private donations, sponsorship
& grants from trusts and foundations. We -
believe sponsors prefer to put their name
to something e.g. a hall or an event, and
this doesn’t appear to be possible with the
type of organisation with cafés that we
interviewed.

2.4 Looki at- cofty

Larger cafés generate higher profits, and smaller
cafés are more typically staffed by volunteers.

When we look at the detail of the data
(i.e. more detail than we are publishing
here as aggregates), we also see that
private donations do not rise at the same
rate as revenue amongst organisations
who run a café. Whilst other sponsorship
or donations are up to twice the general
median (11.5%) for Small Cafés, this
sponsorship is in the form of specialist
equipment for the organisation e.g.

for a skate park or a music venue, and
not related to the café function of the
organisation.

Some cafés such as Southmead
Development Trust run membership
schemes which encourage attendance
(e.g. 10% off prices as an element of
community membership). Size is not an
indicator of a membership scheme.

2015 2015 2015 2015

All orgs with Full data set Small Cafés Large Cafés

cafe income
Sample size 56 286 26 26
Median turnover £359k £230k £197k £634k
Production Costs & Materials 47 41 41 6.7
Education & Participation 5.2 77 * *
Project Staff Costs * 5.1 * *
Freelancers * 4.6 * *
Café, shop & similar 8.9 3.2 3.6 15.9
Retail stock * 9.7 * *
Total Direct Costs 24.0 15.8 1941 29.0
Total Salaries Costs (ex NIC & Pensions) 45.6 46.9 40.5 47.8
Pensions (ex NIC) 0.7 1.0 * 0.9
Rent & Rates 2.7 4.5 2.8 2.4
Marketing 0.8 0.7 0.8 1.2
Professional fees 13 1.5 1.3 1.4
Depreciation 2.8 2.6 2.3 3.2
Buildings maintenance 29 3.2 21 2.9
Total Revenue Expenditure 99.7 96.7 96.4 104.7




Attaching a café to your business can make it
more of a destination, like Café Bowes has done
for The Bowes Museum in Teesdale.

Whilst staffing costs of Large Cafés (47.8%)
are roughly in line with the norm of 46.9%,
many of the Smaller Cafés work with
volunteers, so the 40.5% costs are not

necessarily the whole cost of staffing a café.

If we look at the direct costs of the café
against the revenue generated, we see that
the smaller cafés are generally returning

a 29.0% gross profit on their café costs,
whereas the Larger Cafés extract a 54.0%
gross profit.

This leads us to ask the question of whether
the core purpose of the café is to generate
a surplus or to achieve social impact. We’ll
return to this later in the key points that
came out of the interviews as we cannot
tell from the financial data alone.

Other points of note arising from the cost
data include:

— Small Cafés tend to have lower salary
costs (40.5%) than the median in the wider
cluster (46.9%). The staffing costs are for

" Page 2
b\

the whole organisation, but one reason for
this may be the that many small cafés rely
on volunteers for much of their activity.

— Interestingly organisations with cafés have
a lower spend on rent and rates for both
Small Cafés (2.1%) and Large Cafés (2.9%)
vs. the wider median of 3.2%.

— Marketing spend for organisations with
cafés would seem to be lower than that
seen in the wider cluster. We suspect this
is because the organisations are hyper-
local in their reach and thus marketing
spend is a low priority as it is assumed that
everyone knows who they are and what
they are up to.

— Almost all of the large café organisations
are overspending their income and the
median value is 104.7%, we are surprised
by just how common this is.
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The first thing to say is that if you are going
to run a café you need to be very clear

on what the purpose of it is. Is the café
delivering part of the social impact of your
organisation or is it simply about generating
a profit from the café to recycle into funding
your core social purpose? Your answers to
this will undoubtedly impact your price list
which will in turn affect what costs you can
afford to incur.

You might also be providing food to a
target audience or set of visitors to your
building, providing training or employment
opportunities for a local population, the
café might be a social hub or you might be
catering for an audience already within the
building as they are hiring rooms/having
meetings/ running a conference or
attending a wedding.

While researching this guide we spoke to

a wide variety of cafés — large and small,
sole income to the organisation vs. mixed
income, urban vs. rural etc. To explore how
variable the pricing is, we took the example
of the price of a cappuccino so that we
could map price against social purpose vs.
commercial focus of the café. The blue bars
are social purpose cappuccinos; the red are
commercially-run cappuccino suppliers!

“The first thing to say is
that if you are going to
run a café you need to
be very clear on what
the purpose of it is.”

The Cappucino Index

£3.00

£2.50

£2.00

£1.50

£1.00

£0.50
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The average cost of a cappuccino was

£1.62. This was also the point at which social
purpose and commercial focus overlapped
(numbers 5 and 6 on the above). We suggest
that it is interesting to see just how different
the pricing is between social and commercial
operations — from 50p to £2.40. Clearly this
is going to have an impact on how the costs
of delivering at the 50p end will be met.

As we have also seen in the data, there

is a connection between organisations
running successful cafés and lower levels
of grant funding. We suggest it is worth
thinking about whether you are putting
any of your existing income streams at risk
if you were to start a café? Would you be
perceived differently by funders, sponsors
or customers? Would this be positive

or negative?

One of the ways in which social impact
coffee purveyors achieve their low prices

is to use a largely volunteer workforce.
Many of the organisations we spoke to offer
volunteering opportunities to vulnerable
people, long-term unemployed, people with
learning difficulties or mental health issues.
However good or reliable your group of
volunteers is, the interviewees generally
insisted that professional staff are still

required in some capacity. This could be
trained professionals delivering short
courses to volunteers all the way through
to professional and paid shift managers.

Without going into the details of how

you train, motivate and run a cohort of
volunteers, there seems to be a difference
between volunteers actively involved in
selling a product or service versus those
whose activities are not clearly connected
to the source of income for the organisation.
That is, the closer to commercial your café
operation is, the harder it is to maintain

a volunteer workforce, as it becomes
comparable work to employment in
another coffee shop (probably rightly so!).
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Your product offering must, first and
foremost, meet the needs of your customer
base. This means undertaking some market
research before you commit capital to the
set-up of a café. Is your customer base
going to be similar to the other audiences/
customers that your organisation is already
interacting with? Would your café be more
productive and/or profitable if it attracted
different customer segments to those you
know and serve now?

Are you trying to provide healthy and filling
meals to customers who struggle to afford to
eat well, or are you serving coffee and cakes
to young mums with a disposable income?

In both cases, you want to find ways to ask
your customers what they’d like to see on
the menu so that you can keep refreshing
your offer.

Whether providing local children breakfast, offering lunch to
people who hire out rooms for workshops or classes, or generating
extra income from catering children’s parties, The Donnington
Community Hub in Telford is making the most of their café.




Once you have a kitchen in place, catering to

events (in your building or delivered further
afield) has the potential to be lucrative.
This works best financially when you are
either extending the number of people you
can serve in a single shift (because you’re
no longer just serving the tables you have
but are delivering to meeting rooms etc.)
or you are extending the number of hours
the kitchen is working for (better use of
capacity). Of course, what doesn’t work is
to have staff, raw materials and space only
serving a few people in any one day as
this incurs high fixed costs (especially with
paid staff), has high wastage rates and is
an opportunity cost in that you could be
doing something else with the space if it
wasn’t a café.

Some cafés manage to keep their raw
materials costs lower than a commercial
café by sourcing ingredients through
Fareshare or other food networks. However,
the security of this raw materials supply is
highly variable and cannot be guaranteed.
This means that it is not really a scalable
source of ingredients if you want to grow
your café turnover.

The cafés that are flourishing both in terms
of their social and financial health tend to
have separate management and employ
professionally-trained staff. When you
consider that replacing staff in the kitchen
(especially the head chef or manager)

can take four to six months, the shift from
volunteer to professional café comes with
risks that need planning and research into
the likely potential for growth to an income
level that can afford professional staff.

The cafés that have full-time staff are able
to afford this because they are servicing

a set of customers who are coming to the
building anyway — it is a destination for
one or more other reasons. Gallery and
museum cafés such as the Bowes Museum
in Yorkshire are great examples of meeting
visitor needs, and then extending this to
create a food and beverage-based service
which becomes a separate attraction.

This however is very rare and often linked
to the location of your building.

“Some cafés manage
to keep their raw
materials costs lower
than a commercial
café by sourcing
ingredients through
Fareshare or other
food networks.”
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4.

we learnn

Here are two other guides for
organisations opening a café as
part of their business model.

From the MyCommunity website:
https://mycommunity.org.uk/help-centre/
resources/getting-started/tips-community-
cafes/

From the Association of Independent
Museums: https://www.aim-museums.co.uk/
wp-content/uploads/2017/03/Successful-
Museum-Caf%C3%A9s-2017.pdf

Some of the organisations we interviewed
provide good examples of cafés that are

profitable and delivering a social purpose.
We have split them into three types below:

Type 1- small café,
small audience numbers

Stepney City Farm is a three-acre working
farm in the heart of Tower Hamlets, an
inner-city borough in London. They are an
educational charity and over 4,000 children
and young people benefitted from classes,
tours and projects. Their award-winning café
serves up a seasonal menu including items
grown on site. It attracts its own clientele as
well as providing a welcome cup of tea and
a bite to eat for visitors and volunteers.

Glamis Hall is a community centre on an
estate in Wellingborough. The centre hosts
a day centre for the elderly which serves a
freshly cooked three-course lunch. It is also
home to numerous other youth and sports
groups as well as having a number of
rooms to hire.

e

Wheo cap
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Type 2 - a safe haven

St Sidwell’'s Community Centre provides

a safe haven and warm welcome for local
people regardless of their background,
ability or circumstances. Central to this is
Sid’s Café serving affordable, nutritious food.
St Sidwell’s also has a community garden
and rooms to hire, which are used to provide
educational workshops and classes on a
variety of topics.

Donnington Community Hub is a multi-
agency and community partnership.

It provides a range of facilities for the

local community in Telford, and the café
provides children’s breakfasts and lunch for
educational workshops and classes taking
part. They also provide children’s party
catering too.

Type 3 — a proper business

Southmead Development Trust is run by
and for the residents of Southmead in
Bristol. They run a healthy living hub, The
Greenaway Centre and Café which has a
gym and spaces for hire where catering for
conferences and meetings provides a key
revenue stream for the Trust.

The Bowes Museum has a nationally
renowned art collection and is situated in the
town of Barnard Castle, Teesdale, County
Durham. It is also home to Café Bowes which
serves high quality fare featuring locally
sourced ingredients both for visitors to the
museum and also as a destination in its

own right. They have a newsletter keeping
people updated with special events and offers.
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4.1 Three (ﬁof-o’oMD model
bu;&mg’ej who cafij

We have created three fictional businesses who run cafés, to
explain the pros and cons of the different models. The businesses
are called Tiddlers & Toddlers, Safely Social and Let Them Eat Cake.

2015 figures in £ Tiddlers & Toddlers Safely Social Let Them Eat Cake
Grant Income £150,000 £215,300
Workshops & Courses £103,000
Café £26,400 £30,050 £150,500
Letting £4,600 £279,300
Room Hire £50,600

Donations, Events & Sponsorship £48,000 £300 £23,400
Services £22,100 £1,200

Public Sector Contracts £12,000

Total Revenue Income: £147,100 £198,150 £771,500
Direct Costs — Services & Projects £22,200 £7,300 £156,500
Direct Costs - Café £28,000 £17,900 £132,600
Staffing £68,000 £59,200 £289,900
Rent, Rates & Buildings Maintenance £6,300 £800 £17,700
Utilities, insurance, telephony etc £5,300 £8,800 £4,300
Marketing £2,200 £600 £18,500
Other £16,300 £120,000
Total Costs: £148,300 £179,000 £738,500
Contribution to Reserves: (£1,200) £19,150 £33,000

4.1.1 Tiddlers & Toddlers

Tiddlers & Toddlers is a small café that
provides tea and coffee, sandwiches

and cakes for people who come to the
community centre. The café has always
been a central part of the small hub and was
started by volunteers. Five years on, it now
employs a part-time manager. The café is
busy when the centre is busy, but very quiet
when there are no events, classes or groups
at the hub. This is a problem, as the income
can’t be relied on. At one point, Tiddlers

& Toddlers tried employing a dedicated
albeit part-time chef with the intention of
creating more of a destination that would
bring people in even if they were not regular
users of the centre. In truth, the location

didn’t really suit this and they’ve gone back
to a simpler food offer. Whilst some other
community hubs have the problem that the
café is in the wrong place for a café (away
from the main entrance, tucked away in

the depths of the building or just in an ugly
building in an area of town that no-one
wants to stay in) Tiddlers and Toddlers are
lucky. It’s actually a lovely building and
whilst audiences are limited and variable it’s
a well-loved place. The café makes as much
use of Fareshare to source out of date fresh
food but it’s not always reliable enough to
provide enough for all their raw ingredients
needs.
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4.1.2 Snﬁlj Socinl

Safely Social is a small café that provides
services to support their underprivileged
community. They provide a warm welcome
to mums and toddlers, people waiting for or
coming from their exercise classes, and are
a social hub for the local elderly population
with volunteers collecting and taking home

some of their physically less able customers.

Safely Social also provide cooking lessons
to teenagers which has the added benefit
of the participants being able to take home
a hot and hearty meal to the rest of their
family after the lesson. The volunteer run
IT support sessions are also pretty vital to
their customers as they receive help filling
out forms and decoding other letters etc.
Safely Social is very much community-led,
providing whatever the community says it
needs. A café is essential; it is volunteer-run
too. It provides what for some customers is
the only freshly cooked meal of the week.
They also provide cheap/free breakfasts
for local school children many of whom

would otherwise often go hungry. This has
the added benefit of the kids being better
able to focus on learning at school rather
than worrying about whether they’ll eat that
day or not. Prices are as low as possible so
food can be simple but it is home cooked.
The customers remember the person who
came and trained the large volunteer group
and hope to bring them back next year to
help develop the menu further. Volunteers
are dedicated to the community, and quite
a few have mental health issues, or learning
difficulties. This means that very few will
ever have been in paid employment so

the hub leader and other paid staff know
they need patience to help their volunteers
achieve the satisfaction of a job well done
that they are all seeking. Of course, no one
volunteer works all the days that the café is
open so running the volunteering roster is a
significant task in itself ... one that’s done by
the paid café manager.
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4.1.3 Let Them Enr Cakee

The Association of Independent Museums
recommends a minimum annual revenue of
£80k for a sustainable café, but getting to
the point of over £65,000 is tough. Let Them
Eat Cake has learnt this lesson the hard way!
What was tough for this team is that getting
to this level means developing a customer
base that is separate from the rest of the
organisation, people who come just for the
café without ever needing to know what the
rest of the building gets up to. Even though
the building they are based in runs all sorts
of events and does so regularly (more

than three a week) it is not really enough

to serve these audiences alone. Running a
full-time café means a minimum paid staff
base of four. Think of the staffing bill for that.
The management structure for the café is
necessarily separate from the rest of the
organisation. The team have developed a
set of regular offers (a weekend brunch, a
toddlers club and a one day per week OAP
specials) which are important for keeping

customer levels high in the quieter moments
in the week. The team have discovered that
a good chef/catering manager can take 6 — 8
months to recruit and agency replacements
are expensive. This is an ongoing risk
because if they lost a chef at short notice
they would probably turn a healthy profit
into a notable loss for several of the months
that an agency chef would have to cover.

As the café is a significant source of income
for the wider organisation, it matters that
things like building refurbishments take into
account the potential for a drop-in turnover
during a refit. The team have also discovered
that if you lose regular customers by being
closed for a while you may not get them all
back ... those regulars want a regular food/
beverage offer and if forced to go elsewhere
may stick with what they find as alternatives.
Of course, there’s always the re-launch and
opening party to tempt new people to try
them out!

Stepney City Farm’s on site community café sells fresh
produce from the farm, creates a space for local people
to socialise, and is big enough to accommodate teams
on corporate away days.
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0. TOP TIPS FOR
A SUCCESSFUL CAFE

1. DON'T UNDERESTIMATE THE TIME AND EFFORT REQUIRED
TO RUN A VOLUNTEER PROGRAMME AND GROUP

2. ENGAGE WITH YOUR LOCAL SURPLUS FOOD NETWORK

3. EMBRACE VOLUNTEERS, BECAUSE THEY WILL GROW
IN CONFIDENCE AND REWARD YOU WITH WARMTH
AND GRATITUDE

4. ASK YOUR CUSTOMERS WHAT THEY WANT AND BE
PREPARED TO EXPLAIN AND CHANGE YOUR MENU

9. TRY NOT TO RELY TOO HEAVILY ON VOLUNTEERS TO COPE
WITH THE EVERYDAY PRESSURES OF RUNNING A CAFE

6. PRICE YOUR OFFER AT YOUR EXISTING CUSTOMER BASE,
WITH ASPIRATIONAL 'SPECIAL' OFFERINGS

7. GET A PROFESSIONAL IN TO COOK (SHORT-TERM/FULL-
TIME/PART-TIME) AND TO PASS SKILLS ONTO YOUR STAFF

26



27



power tO business in

community

change | nands

NATIONAL
LOTTERY FUNDED

Power to Change
The Clarence Centre
6 St George's Circus
London SE16FE

020 3857 7270
info@powertochange.org.uk
powertochange.org.uk
’@peoplesbiz

Registered charity no. 1159982

Design: supplestudio.com



12/21/23, 10:12 AM Summary of Responses - Spelthorne Community Centres - Spelthorne

Spelthorne Community Centres
Summary of Responses

1

Which community centre do you attend most often?

Fordbridge Centre
Greeno Centre
Staines Community Centre

Other (please specify)

2

Why do you choose this centre in particular?

This question has been answered 83 times.

3

How did you originally hear about the Community Centres?

Internet (Google etc)

Recommended by a friend or colleague
Recommended by a family member
Recommended by a professional (e.g. doctor)
Social media

Newsletter, blog, magazine etc.

https://spelthorne.inconsult.uleommunityCentres/questionnaireRJ?u@gﬁcQ&ZSN

43
39

35
10

1/9


https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090403
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090403
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090435
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090435
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireResponses?qid=9090371
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireVotes?qid=9090371
https://spelthorne.inconsult.uk/CommunityCentres/listNonRespondents?qid=9090371
https://spelthorne.inconsult.uk/CommunityCentres/searchQuestionnaireResponses?qid=9090371
https://spelthorne.inconsult.uk/CommunityCentres/crossTabs?qid=9090371
https://spelthorne.inconsult.uk/CommunityCentres/exportFullResults?qid=9090371
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Other 27

4

What would you like to see improved within your centre?

This question has been answered 83 times.

5

What days will you regularly attend the community centre?

Monday 28
Tuesday 35
Wednesday 47
Thursday 42
Friday 40
Saturday 15

6

How do you normally travel to our Community Centres?

Car 35
Bus 5
Spelride 17
Taxi 3
Bicycle 0
Walking 20

https://spelthorne.inconsult.uk/CommunityCentres/questionnaireResuItsE%@ﬁgﬁBgB 2/9


https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090499
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090499
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090563
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090563
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090659
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090659
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Train 0
Other (please specify) 7
7
On a normal day, how easy do you find it to attend the centre?
Very Easy 55
Easy 20
Neither easy, nor difficult 4
Hard 4
Very Hard 0

8

Do you eat at the centre?

Yes 59

No 24

9

How often do you stay for the food when doing an activity?

Always 28
Usually 8
Sometimes 10
Rarely 9

https://spelthorne.inconsult.uleommunityCentres/questionnaireRJ?l@gﬁcQ&QSﬂ 3/9


https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090691
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090691
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090755
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090755
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090787
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090787
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Never

10

How would you rate the food out of ten?
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36

11

Would you enjoy seeing more variety in foods?

| want to see much more variety
| want to see some more variety
There is already enough variety

Other

https://spelthorne.inconsult.uk/CommunityCentres/questionnaireResuItsE%@ﬁgﬁ)A'lo

5

13
43
21
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https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090883
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090883
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090819
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090819
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090851
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090851
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12

Would you like to see more themed food days?

Definitely agree
Somewhat agree
Somewhat disagree

Definitely disagree

13

How does the food offer compare to other local alternatives in relation to quality and price?

Much better 42
Better 24
About the same 17
Worse 0
Much worse 0

14
Where else would you eat if you didn’t eat at the centre?

This question has been answered 83 times.

15

What might encourage anyone you know to attend?

https://spelthorne.inconsult.uleommunityCentres/questionnaireRJ?u%gﬁcMSﬂ

15
26
28
14
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https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090915
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090915
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090947
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090947
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9090979
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9090979
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This question has been answered 66 times.

16

Do you feel comfortable and at ease at the centre?

Strongly agree 72
Somewhat agree
Indifferent

Somewhat disagree

O O W o

Strongly disagree

17

Would you go to the centre to watch a special event (e.g. Armistice Day commemorations,
Wimbledon Tennis etc)?

Yes 51
No 32

18

Would you like to see other activities such as a film club, current affairs discussions etc?

This question has been answered 83 times.

https://spelthorne.inconsult.uk/CommunityCentres/questionnaireResuItsE%@ﬁgﬁ)34'l2 6/9


https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9091011
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9091011
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9091043
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9091043
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9091075
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9091075
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9091107
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9091107

12/21/23, 10:12 AM Summary of Responses - Spelthorne Community Centres - Spelthorne

19

Do you regularly have to care for a child or a dependent?

Yes 8
No 75

20

Would you like to receive more help with banking and using technology, hearing aid
maintenance etc? Please specify your wishes in the text box

This question has been answered 83 times.

21

Are there any other services you would like to see?

This question has been answered 83 times.

22

What gender do you identify as?

Male 19
Female 62
Non Binary 0
Prefer not to say 2

https://spelthorne.inconsult.uleommunityCentres/questionnaireRQ@gﬁcMﬂ 719


https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9091139
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9091139
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9091171
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9091171
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9091203
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9091203
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23

What is your ethnicity?

Bangladeshi 0
Black African 0
Black Caribbean 0
Chinese 0
Indian 1
Middle Eastern 0
Mixed 0
Pakistani 0
White 80
Other 0
Prefer not to say 2
24

What is your age range?

35-44 0
45-54 0
55-64 5
65-74 13
75-84 38
85-94 25
95 + 1
Prefer not to say 1

https://spelthorne.inconsult.uk/CommunityCentres/questionnaireResuItsEa@ﬁgﬁ)A'A 8/9


https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9091235
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9091235
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12/21/23, 10:12 AM Summary of Responses - Spelthorne Community Centres - Spelthorne

25

What is the first half of your postcode (e.g. TW18)

This question has been answered 80 times.

26

Do you consider yourself to be a disabled person?

Yes 30
No 45
Prefer not to say 8

27

Is there anything else you would like to add about our services?

This question has been answered 42 times.

https://spelthorne.inconsult.uleommunityCentres/questionnaireRJ?u%gﬁc&ﬂ 9/9


https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9091299
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9091299
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9091331
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9091331
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9091363
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9091363
https://spelthorne.inconsult.uk/CommunityCentres/questionnaireFullResults?qid=9090371&fullquestionId=9091395
https://spelthorne.inconsult.uk/CommunityCentres/quickReport?reportDataType=Question&qid=9090371&questionId=9091395
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Greeno Day Centre Qutturn 2022/23

GL Code Description Budget 22/23| Actuals 22/23| Variance 22/23|
125071001 |Salaries 174,800 173,693 (1,107)
125071002 [Overtime 2,400 165 [2,235)
125071011 [Temporary Staff 5,000 5,594 584
125071101 |National Insurance 16,800 15,750 [1,050)
125071111 |Superannuation 30,200 29,660 (540)
125071803 |Employee related insurance 1,600 1,712 112
125071809 |Long Service Awards 4] 214 214
125072301 |Electricity 13,700 20,681 6,981
125072302 |Gas 8,500 15,345 6,845
125072404 |Business Rates 6,500 7,749 1,249
125072405 |Water Charges 2,400 3,582 1,182
125072601 |Cleaning materials 3,000 1,771 (1,229)
125072602 |Window cleaning 100 297 157
EG?ZGGB Trade waste collection 300 i] (300)
125072604 |Contract cleaning 16,400 18,520 2,120
EG?BIGU Spelride blue bus maintenance 4] 5,212 5,212
125073201 |Spelride blue bus fuel 0 1,301 1,301
125074001 |Operational Equipment purchase 800 858 58
125074002 |Operational Equipment Maint. 1,000 2,146 1,146
125074101 |Food Purchases 23,600 19,665 (3,935)
125074102 |Catering Supplies [Non Food) 500 689 189
125074108 |HighNeedsGroup Food/ Drinks 500 122 (378)
125074311 |Office Stationery [u] B0 B0
125074429 |High Needs Group Activities 1,800 1,862 B2
125074434 |Tutors 7,500 10,430 2,930
125074511 [Telephones call charges 3,300 1,430 (1,870)
125074603 |Conference Fees Travel & Subst i) 4 4
125074904 |Clirs Contributions Exp 4] 0 0
125074911 |Performing Rights 1,000 658 (342)
125074954 |High Needs Group Misc. 200 123 [77)
125074979 |Other Expenses 500 46 (454)
Total Expenditure 322,400 339,349 16,949
125077118 |Clirs Contributions Inc 0 0 1]
125077151 |OPAL [75,000) (78,869) (3,869)
125077211 |Sale of Food {40,000) (30,434 9,566
125077217 |Health & Beauty (1,000) [1,172) (172)
125077218 |High Needs Sale of Food Q (2,430) (2,430)
125077311 |Charges for services {800) [1,949) [1,1459)
125077371 |Spelride blue bus (12,000) [9,502) 2,488
125077374 |Memberships SAT (2,200) (5,105) (2,905)
125077401 |Activities {10,000) (16,106) (B,106)
125077441 |Lettings {1,000) (&840]) 60
125077501 |Rents {17,000) [1,053) 15,942
Total Income {159,000) (147,266) 11,734
Greeno Day Centre Total 163,400 192,083 28,683

Bama A
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Elevation A; Doorsets no. D_01
FIRE ESCAPE FD30s Single action
double (un-equal pair) doorset.
Vision panel

All to match existing doorset details

m

300mm length of masonry wall nib
retained to support new beam.
Nib-wall anchored back to column.
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New Beam B1 - 152x89x16kg UB

(Alternatively use a flitched beam - 2no. 50x200 C24

timber with a 8x200 steel flitch plate grade S275)

see M.J.Brittain, Consultant Structural Engineer's

) Calcs sheets 22/110_1 to 6.
Brick nib retained.
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structural engineers details

]

(c-2580)

- New vertical panel radiators
to replaced the radiators
removed in reception, to be
fitted either side of the
existing door.

Existing floor finishes to be removed
and replaced with selected anti-slip
vinyl sheets safety floor by Polyflor or
similar approved.

4410 TBC
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SAS International or similar.
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Install new full height timber stud partition; Two layers of 12.5mm
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~ Provide new fire sign over door. Fire signage to be updated by
g building user to suit new layout.

partitions by Building Additions Limited or similar approved. Ceiling
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JK
BUILD LTD

264 LOWER FARNHAM ROAD
ALDERSHOT
HAMPSHIRE GU11 3RB
TEL: 01252 315200
MOBILE: 07972 211239

Email; jkbuildltd.king@btconnect.com

COMPANY REGISTRATION No: 4461657
VAT REGISTRATION No: 818 03141/11/

2/11/23

Greeno Day Centre
Glebland Gardens
Shepperton

TW17 9DH

Alteration works to lobby kitchenette and demo works

Dear Tom
Our estimate as follows

Allowing to attend site,
e Take down and remove brick wall dividing corridor and meeting room
Supply and install RSJ’s all to structural engineer spec
Form studwork to end of corridor
s/f door and frame
take up existing flooring to corridor/meeting room and kitchenette and replace with
new antislip vinyl flooring
S/f 3 no LST radiators with all associated alterations to heating pipes
All electrics required for new lighting to meeting room
e Remove existing kitchen and replace with new to form new desired design, allowing
for all new splashback.

For the estimate of £36, 680 + vat

| trust | have interpreted your requirements correctly and await further instruction

Richard King

Manager JK Build LTD
Mobile: 07972211239

Office number: 01252 315200
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Your Fund Surrey Small Community
Projects Sample Form

County Councillor support for your project

Tell us about the County Councillor supporting your application and how you plan to
publicise their support if your application is successful.

County Councillor support

Which district or borough does your councillor represent?
Which County Councillor is supporting your application?

Which additional Surrey County Councillors are supporting your application?
(optional)

How will you involve the County Councillor(s) to support your project and gain
publicity for it if your application is successful?

What methods will you use to publicise the project? Select all that apply

« Plaque, an 18cm square metal board with pre-drilled holes, engraved with the
Surrey County Council logo

« Sticker, which can be used for smaller items

e Surrey logo, for use on newsletters, a website or any promotional material for
the project
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Main contact for your application

Please ensure you provide up to date details for the person we can contact
regarding this application. We need this information in case we require any further
information about your project.

Who is the main contact for your application?

Title

First name

Last name

Job title or role within the project

What is the main contact's daytime telephone number? A mobile or landline
telephone number, like: 01632 960001, 07700 900982 or 020 7946 0933

What is the main contact's email address? This will be the primary contact route
regarding your application

Email address

Repeat email address

Legally responsible person for your organisation
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Please ensure you provide up to date details for the person who has legal
responsibility for your organisation. This could be a Director, Company Secretary,
Chair or Trustee.

Who has legal responsibility for your organisation?
Title

First name

Last name

Job title or role within the project

What is the legal contact's daytime telephone number? A mobile or landline
telephone number, like: 01632 960001, 07700 900982 or 020 7946 0933

What is the legal contact's email address?

Email address

About your organisation or project group

What is the name of your organisation or project group?

What type is your organisation?

If yours is another type of organisation or project group, what type is it?

What is your organisation's address? If your organisation is a registered charity or
company, this address should match the organisation's registered address
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Address line 1

Address line 2 (optional)

Town

County (optional)

Postcode

What is your organisation's email address?

Email address

What is the VAT registration number? (if you have one)

What is the Company Registration Number? (if you have one)

What is the Charity number? (if you have one)

About your project

We want to know about your project and how it will benefit residents within your
community. Your project must contribute to at least one of our Community Vision
for Surrey 2030
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What is the name of your project?

Describe your project and how the funding would be spent

Which of the Community Vision for Surrey 2030 aims does your project support?
Select all that apply

Children and young people feel safe and confident

Everyone benefits from education, skills and employment opportunities
Everyone lives healthy, active and fulfilling lives

Everyone gets the health and social care support they need
Communities are welcoming and supportive

Residents live in clean, safe and green communities

Journeys across the county are easier and safer

Businesses in Surrey thrive

Everyone has a place they can call home

Communities are well connected and grow sustainably

How will your project meet the Community Vision for Surrey 2030 aims you have
selected?

How will the project make a difference to your community?

Please outline what consultation has been undertaken with the local community?

What geographical area will the project cover? Where the people who would benefit
from your project live

Roughly what month and year do you plan to start your project? Month and year

Roughly how long will it take for your project to be completed?
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Bottom of Form
Permissions required for the project

Who owns the land or property to be used for your project? Select one option
e District or Borough Council
e Project partner
e Surrey County Council
e Your organisation
o A different land or property owner

If it is a different land or property owner, who is it?

Is the land or property owner supportive of your project?

e Yes

« No
Do you have all the permissions in place to carry out this project? Such as planning
permission or permission to use a building

e Yes

e No and the project does not require any permissions
« No but permissions are required

Describe the permissions you do or do not have in place if you feel that the project
does not require any permissions, explain why

Your project finances

What follows is a series of questions regarding the financial aspects of your project

What is the total cost of your project? Enter the total cost in whole pounds, like
17,142, if the total cost is £17,142.23
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Provide a breakdown of costings for the project Include any purchases you plan to
make, if your application is approved.

What part of the project would our funding be spent on?

How much money are you requesting from your County Councillor? Enter the
amount in whole pounds, like 7142, if the total cost is £7,142.93

Has the remaining balance been secured, or does it still need to be found?

If the remaining balance still needs to be found, would the project be completed
within 6 months of you receiving this grant?

e« Yes
¢« No

Have you applied for funding from any other part of Surrey County Council or are
you in receipt of any grant or contract funding? If so, please provide details

Project funding payment details

If your application is successful, we need details of a bank or building society

account to pay project funding into.

Payment details

Name on the account

Account number Must be 8 digits long
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Account sort code Must be 6 digits long

Building society roll number (if you have one)

Upload documents to support your application

To help us assess your application, you must upload copies of documents to show
us proof of any permissions and planned expenditure for the project. The documents
to share with us are:

Proof of permission to use land or property:

This can be a copy of an email or letter from the landowner, stating they permit your
project to go ahead on land that belongs to them.

Proof of costs for all planned expenditure:

We will accept quotes or estimates for works or services. We will also accept website
links and screenshots of websites which display the cost of any items to be
purchased for the project. Please note, if your project or individual purchases cost
between £25,000 and £50,000 you will be required to upload three quotations.

How to upload your documents

o Select ‘Choose file’, navigate to a document and select it. Then select
‘Upload’

e Upload one document at a time.

o Files must be a maximum file size of 15MB and one of the following file types:
jpg, pdf, doc, docx, jpeg, png. Larger files will take longer to upload.

e For security reasons, once a file is uploaded, you will not be able to view or
download it.

e If you find that you are not able to upload any files, you can email them to us
at: yfssmallcommunityfund@surreycc.gov.uk, quoting your application
reference number. We will repeat this information to you, when you have sent
your application.
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Upload your documents

Review details

You can click previous button and make any changes before you submit the
application.

Please click Submit button to submit the details to us.

Once you have submitted your application it will be assessed by the Community

Funding Team in consultation with your Surrey County Councillor(s) to ensure it
meets the funding criteria

If you have any questions in the meantime, please take a look at the frequently
asked guestions or get into contact with us
at yfssmallcommunityfund@surreycc.gov.uk

Your agreement to our terms and conditions

You have agreed our terms and conditions

Page 63


https://www.surreycc.gov.uk/people-and-community/voluntary-community-and-faith-sector/funding/community-projects-fund/criteria
https://www.surreycc.gov.uk/people-and-community/voluntary-community-and-faith-sector/funding/community-projects-fund/faqs
https://www.surreycc.gov.uk/people-and-community/voluntary-community-and-faith-sector/funding/community-projects-fund/faqs
mailto:at yfssmallcommunityfund@surreycc.gov.uk
https://www.surreycc.gov.uk/yfstermsandconditions

This page is intentionally left blank



	Agenda
	11 Greeno Community Centre Alterations
	Appendix 1 Community Business Success Guide to Cafes
	Appendix 2 Summary of Responses - Spelthorne Community Centres - Spelthorne
	Appendix 3 Green Budget Outturn
	Appendix 4 Existing Plan with Demolitions - Greeno MAT 21st
	Sheets and Views
	WD01 Demolitions


	Appendix 5 Proposed alteration Greeno MAT 21st
	Sheets and Views
	WD02 Proposed Plan


	Appendix 6 Indicative Qoute  for greeno day centre
	Appendix 7 Your Fund Small Projects Application Form
	Your Fund Surrey Small Community Projects Sample Form
	County Councillor support for your project
	Main contact for your application
	Legally responsible person for your organisation
	About your organisation or project group
	About your project
	Bottom of Form
	Permissions required for the project
	Your project finances
	Project funding payment details
	Upload documents to support your application
	Proof of permission to use land or property:
	Proof of costs for all planned expenditure:
	How to upload your documents
	Upload your documents
	Review details
	Your agreement to our terms and conditions






