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Introduction
Overview of LED Community Leisure
LED Community Leisure (LED) is a community leisure trust based in East Devon; officially, a Community Benefit Society
with charitable status, registered with the FCA.
LED’s Mission and Vision is “To be the community leisure provider of choice."
LED’s Values are ‘Opportunities’, ‘Our Customers, ‘Our Team’ and ‘Sustainability’.
LED works in partnership with East Devon District Council (EDDC) and runs 12 facilities across East Devon with
activities such as Indoor and Outdoor Sports, Swimming, Exercise and Health, Children's holiday activity programmes,
Instruction and Educational programmes, Sporting Events, Outreach Community Events.
As a charity, LED’s aims are to provide facilities for recreation, sport, and cultural pursuits which are of the maximum
benefit to the community and accessible to all – improving physical and mental health, building stronger communities and
enabling people to reach their full potential. Multiple studies have examined the benefits of increased physical activity
on a range of issues that affect society; including life expectancy, economic activity, educational attainment and demand
for acute NHS services.
www.ledleisure.co.uk
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Project overview
The project seeks to evaluate the social value generated across LED’s facilities in
the full calendar year of 2019 (1/1/19 – 31/12/19).
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OBJECTIVE

To provide a full calendar year breakdown into the Social Value generated across selected LED
Community Leisure operated facilities in 2019.

KEY
FEATURES

•
•
•
•

SITES

Outputs split into the following 7 sites:
•
•
•
•
•
•
•

Social value projections
Total value split into sub-categories: Subjective Wellbeing, Health, Education and Crime
Figures provided at a per-person level and detailed by member category
Analysis of the “Cases Prevented” among individuals as a result of participating in physical activity at sites.

Sidmouth Leisure Centre and Pool
Exmouth Leisure Centre
Exmouth Tennis Centre
Seaton Fitness Centre
Ottery St Mary Leisure Centre
Honiton Leisure Centre
Axminster Leisure Centre

Executive Summary
The social value generated annually across the selected sites during the 2019
calendar year was approximately £8.9 million
Total SV Split by Site
Sidmouth LC + Pool
£678,699
Exmouth LC
£1,225,455
Exmouth Tennis Centre
£2,332,791

Seaton FC

£3,076,428

Ottery LC
Honiton LC

£588,627
Axminster LC
£577,983
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£497,401

Social value generated – full contract
Improved health
£1,650,095
Improved subjective well-being
£7,037,765
Increased educational
£282,582
attainment
Reduced crime
£6,942
Total
£8,977,384
User calculations
Total users hitting the SV
threshold
Social value per individual user

21,637
£414.91

Measuring social value: An explanation (1/2)
Social Return on Investment is a framework for measuring the non-market economic,
social and environmental value created by an activity, organisation or intervention
“Social Return on Investment in Sport: A participation wide model for England1” was published in 2016
by Sheffield Hallam University and forms the basis of social value projections within this project.
The research attempts to value the social impacts of participation in
sport in England. This study adopts economics definitions of social
benefits and costs*, which taken together are often termed social
impacts. Relevant benefits and costs include:
•
•

•
•
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Changes in health care costs, derived from health changes of
individuals;
Changes in criminal justice system costs, derived from changes in
crime and antisocial behaviour and in pro-social behaviour and
citizenship;
The value of changes in human capital and productivity for society,
derived from education changes for individuals; and
The value of changes in social capital, derived from bonding,
bridging and linking capital changes, and changes in volunteering.

In addition, the research considers development of subjective wellbeing,
from both participation and volunteering in sport, as part of social
benefit.
*Further detail provided within the references section of this report

Estimating social value
The process has been undertaken across all sites, using historical data feeds
provided by LED, via the DataHub.
The key outputs of the analysis are a projection of the total
social value at each facility, split into the 4 core categories
(Improved Health, Improved Subject-wellbeing, Increased
Educational Attainment and Reduction in Crime) and then
into granular sub-categories as highlighted below:
• Improved health
• CHD stroke
• Breast Cancer
• Colon Cancer
• Diabetes
• Dementia
• Good Health
• Increased educational attainment
• 11-18 educational attainment
• Enhanced Human capital
• Improved subject wellbeing
• Reduction in crime
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Furthermore, an analysis of the membership base
has been undertaken to provide insight into the
frequency of member participation, the monetary
value per person in each category, the effect pay
and play visits has on social value generation and
the per person social value split for site
comparisons.
Definitions of membership types :
•
•
•
•

Core (4-time participation per month for 9-12
months annually)
Moderate (4-time participation per month for
5-8 months annually)
Infrequent (4-time participation per month for
1-4 months annually)
Non-members (casual/pay and play
individuals who do not have a membership)

Social value analysis – Overall 7 Site Summary
The social value for the selected sites across 2019 was £9million.
User calculations
Total users hitting the SV threshold*
Social value per individual user
Social value generated
Improved health
Improved subjective well-being
Increased educational attainment
Reduced crime
Total
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21,637
£414.91
£1,650,095
£7,037,765
£282,582
£6,942
£8,977,384

Type

People

Value

Value per person*

Core

224

£281,050

£1,254.69

Moderate

524

£396,377

£756.44

Infrequent

2,540

£519,981

£204.72

Non-members

18,349

£7,779,976

£424.00

*Based on research by Sheffield Hallam University, for a participant to generate social value they must participate a minimum of 4 visits over the course of a given month

Social value analysis breakdown
The social value for the health variables can be split down into sub-categories. The
number of cases prevented has also been calculated
Category

2019

Social Value projections
Cases Prevented

CHD stroke

£461,071

321

Breast Cancer

£46,209

4

Colon Cancer

£48,078

3

Type 2 Diabetes

£172,577

121

Dementia

£643,095

50

Reduced GP Visits

£235,314

-

Depression

£43,785

402

Total

£1,650,095

The number of cases
prevented is identified by
calculating how many cases
of each disease/illness are
estimated to have been
avoided, as a result of
consistent physical activity.

*The social value generated by reduced GP visits relates to limiting the required GP
appointments/referrals for various treatments and the costs associated. Unlike the other health
categories, it does not focus on the prevalence rate and the reduced risk of specific diseases.
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Social value analysis – Sidmouth LC and Pool
The social value for the whole site across 2019 was £1.2million.
User calculations
Total users hitting the SV threshold*
Social value per individual user
Social value generated
Improved health
Improved subjective well-being
Increased educational attainment
Reduced crime
Total
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2,942
£416.54
£290,279
£919,768
£15,001
£407
£1,225,455

The site social value has been benchmarked against the rest of
the sector, shown in the quartile analysis below.
The 1st quartile (red) represents the lowest performing sites in
the sector, with the highest performing sites falling in the 4th
quartile (green). The dotted line shows where the site sits,
compared to the industry.

Type

People

Value

Value per person*

Core

27

£36,396

£1,348.00

Moderate

45

£37,347

£829.93

Infrequent

291

£58,217

£200.06

Non-members

2,579

£1,093,496

£424.00

*Based on research by Sheffield Hallam University, for a participant to generate social value they must participate a minimum of 4 visits over the course of a given month

Social value analysis breakdown
The social value for the health variables can be split down into sub-categories.
Category

Social Value projections
2019

CHD stroke

£80,851

Breast Cancer

£9,029

Colon Cancer

£8,431

Type 2 Diabetes

£30,261

Dementia

£112,769

Reduced GP Visits

£41,312

Depression

£7,678

Total

£290,279

*The social value generated by reduced GP visits relates to limiting the required GP
appointments/referrals for various treatments and the costs associated. Unlike the other health
categories, it does not focus on the prevalence rate and the reduced risk of specific diseases.
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Social value analysis – Exmouth LC
The social value for the whole site across 2019 was £3million.
User calculations
Total users hitting the SV threshold*
Social value per individual user
Social value generated
Improved health
Improved subjective well-being
Increased educational attainment
Reduced crime
Total
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7,295
£421.72
£603,333
£2,373,326
£97,683
£2,086
£3,076,428

The site social value has been benchmarked against the rest of
the sector, shown in the quartile analysis below.
The 1st quartile (red) represents the lowest performing sites in
the sector, with the highest performing sites falling in the 4th
quartile (green). The dotted line shows where the site sits,
compared to the industry.

Type

People

Value

Value per person*

Core

84

109,205

£1,300.06

Moderate

225

172,960

£768.71

Infrequent

858

195,991

£228.43

Non-members

6,128

2,598,272

£424.00

*Based on research by Sheffield Hallam University, for a participant to generate social value they must participate a minimum of 4 visits over the course of a given month

Social value analysis breakdown
The social value for the health variables can be split down into sub-categories.
Category

Social Value projections
2019

CHD stroke

£168,404

Breast Cancer

£17,525

Colon Cancer

£17,561

Type 2 Diabetes

£63,033

Dementia

£234,887

Reduced GP Visits

£85,926

Depression

£15,993

Total

£603,333

*The social value generated by reduced GP visits relates to limiting the required GP
appointments/referrals for various treatments and the costs associated. Unlike the other health
categories, it does not focus on the prevalence rate and the reduced risk of specific diseases.
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Social value analysis – Exmouth Tennis Centre
The social value for the whole site across 2019 was £497,000.
User calculations
Total users hitting the SV threshold*
Social value per individual user
Social value generated
Improved health
Improved subjective well-being
Increased educational attainment
Reduced crime
Total
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1,297
£383.50
£104,214
£376,510
£16,222
£455
£497,401

The site social value has been benchmarked against the rest of
the sector, shown in the quartile analysis below.
The 1st quartile (red) represents the lowest performing sites in
the sector, with the highest performing sites falling in the 4th
quartile (green). The dotted line shows where the site sits,
compared to the industry.

Type

People

Value

Value per person*

Core

13

£18,840

£1,449.23

Moderate

30

£20,128

£670.93

Infrequent

242

£29,346

£121.26

Non-members

1,012

£429,088

£424.00

*Based on research by Sheffield Hallam University, for a participant to generate social value they must participate a minimum of 4 visits over the course of a given month

Social value analysis breakdown
The social value for the health variables can be split down into sub-categories.
Category

Social Value projections
2019

CHD stroke

£29,244

Breast Cancer

£2,486

Colon Cancer

£3,049

Type 2 Diabetes

£10,946

Dementia

£40,789

Reduced GP Visits

£14,921

Depression

£2,777

Total

£104,214

*The social value generated by reduced GP visits relates to limiting the required GP
appointments/referrals for various treatments and the costs associated. Unlike the other health
categories, it does not focus on the prevalence rate and the reduced risk of specific diseases.
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Social value analysis – Seaton FC
The social value for the whole site across 2019 was £577,000.
User calculations
Total users hitting the SV threshold*
Social value per individual user
Social value generated
Improved health
Improved subjective well-being
Increased educational attainment
Reduced crime
Total
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1,384
£417.62
£105,834
£442,184
£29,448
£517
£577,983

The site social value has been benchmarked against the rest of
the sector, shown in the quartile analysis below.
The 1st quartile (red) represents the lowest performing sites in
the sector, with the highest performing sites falling in the 4th
quartile (green). The dotted line shows where the site sits,
compared to the industry.

Type

People

Value

Value per person*

Core

25

£34,062

£1,362.48

Moderate

66

£53,467

£810.11

Infrequent

317

£76,630

£241.74

Non-members

976

£413,824

£424.00

*Based on research by Sheffield Hallam University, for a participant to generate social value they must participate a minimum of 4 visits over the course of a given month

Social value analysis breakdown
The social value for the health variables can be split down into sub-categories.
Category

Social Value projections
2019

CHD stroke

£29,728

Breast Cancer

£2,420

Colon Cancer

£3,100

Type 2 Diabetes

£11,127

Dementia

£41,465

Reduced GP Visits

£15,168

Depression

£2,823

Total

£105,834

*The social value generated by reduced GP visits relates to limiting the required GP
appointments/referrals for various treatments and the costs associated. Unlike the other health
categories, it does not focus on the prevalence rate and the reduced risk of specific diseases.
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Social value analysis – Ottery St Mary LC
The social value for the whole site across 2019 was £588,000.
User calculations
Total users hitting the SV threshold*
Social value per individual user
Social value generated
Improved health
Improved subjective well-being
Increased educational attainment
Reduced crime
Total
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1,435
£410.19
£75,545
£498,970
£13,355
£757
£588,627

The site social value has been benchmarked against the rest of
the sector, shown in the quartile analysis below.
The 1st quartile (red) represents the lowest performing sites in
the sector, with the highest performing sites falling in the 4th
quartile (green). The dotted line shows where the site sits,
compared to the industry.

Type

People

Value

Value per person*

Core

19

£19,919

£1,048.37

Moderate

37

£27,675

£747.97

Infrequent

185

£34,778

£187.99

Non-members

1,194

£506,256

£424.00

*Based on research by Sheffield Hallam University, for a participant to generate social value they must participate a minimum of 4 visits over the course of a given month

Social value analysis breakdown
The social value for the health variables can be split down into sub-categories.
Category

Social Value projections
2019

CHD stroke

£21,181

Breast Cancer

£1,863

Colon Cancer

£2,208

Type 2 Diabetes

£7,928

Dementia

£29,543

Reduced GP Visits

£10,807

Depression

£2,011

Total

£75,545

*The social value generated by reduced GP visits relates to limiting the required GP
appointments/referrals for various treatments and the costs associated. Unlike the other health
categories, it does not focus on the prevalence rate and the reduced risk of specific diseases.
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Social value analysis – Honiton LC
The social value for the whole site across 2019 was £2.3million.
User calculations
Total users hitting the SV threshold*
Social value per individual user
Social value generated
Improved health
Improved subjective well-being
Increased educational attainment
Reduced crime
Total
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5,653
£412.66
£377,430
£1,887,544
£66,070
£1,747
£2,332,791

The site social value has been benchmarked against the rest of
the sector, shown in the quartile analysis below.
The 1st quartile (red) represents the lowest performing sites in
the sector, with the highest performing sites falling in the 4th
quartile (green). The dotted line shows where the site sits,
compared to the industry.

Type

People

Value

Value per person*

Core

48

£53,439

£1,113.31

Moderate

91

£60,194

£661.47

Infrequent

503

£94,494

£187.86

Non-members

5,011

£2,124,664

£424.00

*Based on research by Sheffield Hallam University, for a participant to generate social value they must participate a minimum of 4 visits over the course of a given month

Social value analysis breakdown
The social value for the health variables can be split down into sub-categories.
Category

Social Value projections
2019

CHD stroke

£105,342

Breast Cancer

£10,986

Colon Cancer

£10,985

Type 2 Diabetes

£39,430

Dementia

£146,930

Reduced GP Visits

£53,750

Depression

£10,004

Total

£377,430

*The social value generated by reduced GP visits relates to limiting the required GP
appointments/referrals for various treatments and the costs associated. Unlike the other health
categories, it does not focus on the prevalence rate and the reduced risk of specific diseases.
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Social value analysis – Axminster LC
The social value for the whole site across 2019 was £678,000.
User calculations
Total users hitting the SV threshold*
Social value per individual user
Social value generated
Improved health
Improved subjective well-being
Increased educational attainment
Reduced crime
Total
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1,631
£416.12
£93,460
£539,463
£44,803
£973
£678,699

The site social value has been benchmarked against the rest of
the sector, shown in the quartile analysis below.
The 1st quartile (red) represents the lowest performing sites in
the sector, with the highest performing sites falling in the 4th
quartile (green). The dotted line shows where the site sits,
compared to the industry.

Type

People

Value

Value per person*

Core

8

£9,192

£1,149.00

Moderate

30

£24,606

£820.20

Infrequent

144

£30,525

£211.98

Non-members

1,449

£614,376

£424.00

*Based on research by Sheffield Hallam University, for a participant to generate social value they must participate a minimum of 4 visits over the course of a given month

Social value analysis breakdown
The social value for the health variables can be split down into sub-categories.
Category

Social Value projections
2019

CHD stroke

£26,321

Breast Cancer

£1,900

Colon Cancer

£2,744

Type 2 Diabetes

£9,852

Dementia

£36,712

Reduced GP Visits

£13,430

Depression

£2,499

Total

£93,460

*The social value generated by reduced GP visits relates to limiting the required GP
appointments/referrals for various treatments and the costs associated. Unlike the other health
categories, it does not focus on the prevalence rate and the reduced risk of specific diseases.
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Key terms and outcome evaluation
Key terms and analysis groups have been identified below, from the original SHU research
Category

Improved health

Increased
subjective
wellbeing

Reduced Crime
Improved
Educational
Attainment
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Detail
• Six health outcomes (reduced risk of various health conditions) were valued by estimating the number of
reduced cases resulting from sports participation multiplied by the average cost per person diagnosed with the
condition.
• Reduced GP visits & psychotherapy usage was calculated by estimating the reduced likelihood of visiting the
GP 6+ times per year / using psychotherapy services, multiplied by the average annual cost savings per
person.
• Subjective wellbeing was calculated by multiplying the derived value of increased life satisfaction (or higher
positivity) by sports participants from engagement in sport (using the wellbeing valuation approach) by the
number of people taking part in sport. The wellbeing valuation approach uses large scale survey data to
estimate the impact of sport on people’s self-reported wellbeing and uses these estimates to calculate the
amount of money (through a series of financial proxies) that would produce the equivalent impact on
wellbeing.
• The crime outcome was valued by estimating the number of criminal incidents prevented amongst males in
the 10-24 cohort taking part in sport, multiplied by the average cost per incident of crime.
• Educational attainment was valued by estimating the number of additional sports participants with formal
qualifications (level 2 and level 3) by the average lifetime productivity returns. • The second education-related
outcome represents the value of an individual's enhanced skills, gained through participating in sport at
university. It was valued by estimating the number of final year students in Higher Education Institutions doing
sport, multiplied by the average additional starting salary for sports participants.
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