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PROGRAMME
27 (EVENING)  -  29  JUNE

#SOCIALVALUE2023TUESDAY 27 JUNE

7PM –  9 .30PM Pre-conference social MANAHATTA

WEDNESDAY 28 JUNE

9.30AM Exhibition opens, refreshments served STUDIO ONE

9.30AM – 11AM Registration ENTRANCE HALL

11AM
Conference opens – welcome address
Emma Peake, Chair and Robin Osterley, Chief Executive, Charity
Retail Association

HALL D

11.15AM –  11.45AM Plenary One - Putting charity retail at the heart of charity
Paul Farmer, Chief Executive, Age UK

HALL D

11.55AM –  12.50PM Focus Session A VARIOUS ROOMS

12.50PM –  2 .05PM Lunch in exhibition area STUDIO ONE

2.05PM –  3PM Focus Session B VARIOUS ROOMS

3PM –  4 .15PM Refreshments in exhibition area STUDIO ONE

4.15PM –  5 .10PM Focus Session C VARIOUS ROOMS

5.15PM End of day programme

6.45PM –  7 .45PM Drinks reception KING'S  SUITE (USE ENTRANCE 3)

7 .45PM -  10 .30PM Awards dinner and ceremony HALL D

THURSDAY 29 JUNE

8.30AM Exhibition opens STUDIO ONE

8.30AM Registration for day only delegates ENTRANCE HALL

9.30AM –  10.15AM Plenary 2 and WOW! Factor Awards winners announced HALL D

10.15AM –  11.20AM Refreshment break and exhibition STUDIO ONE

11.20AM -  12 .15PM Focus Session D VARIOUS ROOMS

12.15PM –  1 .30PM Panel Session: the social value of charity shops HALL D

1.30PM Conference closes

HEADLINE SPONSORS

PLENARY 1: PUTTING CHARITY

RETAIL AT THE HEART OF CHARITY
Paul Farmer, Chief Executive, Age UK

“Charity retail is back on the front foot.

How do we keep it there in the eyes of

Trustees, senior leaders and local

colleagues? I’ll draw from my experiences

as Chief Executive of two charities which

have a significant retail presence-Mind

and Age UK. “ 

PLENARY 2: VOLUNTEERING POST-

PANDEMIC: TRENDS, CHALLENGES

AND OPPORTUNITIES
Catherine Johnstone CBE, Chief

Executive, Royal Voluntary Service

In this keynote presentation Catherine

will discuss what we learnt about

volunteering during the pandemic, what

lessons we should play forward, and set

out the current state of play for

volunteering in 2023 and beyond. 

TIMETABLE



Increased awareness  of  the  benef i ts  of  a  more
inc lus ive  workforce
Increased understanding  of  how to  carry  out  an
EDI  se l f -assessment
Improved awareness  of  how to  deve lop an EDI
strategy .

A1

EQUITY,  DIVERSITY AND INCLUSION -
MOVING FROM TALKING TO ACTION
Ngozi  Lyn  Cole ,  D irector ,  Lyn  Cole  Consultancy

Most  organisat ions  have  ta lked about  EDI  but  few
have a  robust  EDI  s t rategy .  43% of  employees  sa id
the ir  organisat ions  were  in i t ia l ly  wi l l ing  to  take
act ion but  th is  d idn ’ t  last  -  Ipsos .  Yet  65% of  B lack
people  exper ience  rac ism;  1  in  10  f rom LGBTQI+
communit ies  exper ience  barr iers ;  d isabled people
twice  as  l ike ly  to  be  unemployed.  C IPD research
l inks  inc lus ion wi th  employee sat is fact ion ,
creat iv i ty  and reduced absentee ism.  So  we ga in  by
being  more inc lus ive .  Jo in  us  to  d iscuss  how to
move f rom words  to  act ion in  a  meaningfu l  and
authent ic  manner .

SESSION OUTCOMES:
How to  maximise  be ing  part  of  a  campaign wi th
lots  of  media  focus
How to move people from taking part  in
volunteering opportunit ies to long-term volunteer
Understand the learning points from this
campaign to apply to future volunteer
recruitment act iv i ty .

A2

THE BIG HELP OUT -  GETTING THE NATION
VOLUNTEERING
Ed Wi lson,  Volunteer ing  Development  Manager ,
Ramblers

Hear  f rom char i t ies  who he lped to  spearhead The
Big  Help  Out ,  a  nat ional  vo lunteer ing  campaign
l inked to  K ing  Char les  I I I ’ s  coronat ion.  They  wi l l
revea l  the i r  in i t ia l  success  s tor ies  f rom 8  May and
the impact  of  be ing  part  of  a  nat ional  vo lunteer ing
campaign and the  media  coverage that  comes wi th
i t .  P lus  hear  about  the i r  p lans  for  convert ing  a
surge  in  interest  into  longer- term benef i ts  and
volunteer ing  opportuni t ies  across  the  th i rd  sector .

SESSION OUTCOMES: Using  a  top down approach to  fu l ly  integrate
reta i l
Adv ice  on jo ined up work ing  across  the  char i ty
Quick  wins  and successes  to  keep everyone
happy.

A3

GETTING BUY-IN FROM YOUR PARENT
CHARITY
Neeraj  Sharma,  Chief  Executive,  Daisy  Chain
Project  Teesside

We a l l  know that  too of ten char i ty  reta i l  can fee l
l ike  a  s ide  pro ject  wi th in  a  char i ty ,  rather  than
fee l ing  fu l ly  integrated.  Hear  f rom the  winner  of
the  ‘Most  Support ive  Chief  Execut ive ’  for  2022 f rom
CRA’s  awards  about  the  support  the  wider  char i ty
prov ides  to  reta i l  and how reta i l  has  been
integrated through market ing ,  communicat ions  and
even host ing  board meet ings  in  a  shop.

SESSION OUTCOMES:

Shop model  –  advantages  and de l ivery
Hub model  –  sca le  and cha l lenge
Do both?  What ’ s  the  best  of  both  wor lds?
Costs  and benef i ts .

A4

CENTRALISED VS DECENTRALISED
ECOMMERCE MODELS
Andy Ostc l i f fe ,  Head of  Ecommerce  & Retai l
Innovat ion,  Oxfam GB and Helen Voyce,  Director  of
Retai l ,  Trading  & Socia l  Enterpr ise ,  St  V incent  de
Paul  Soc iety  (England & Wales)

Many char i t ies  are  cons ider ing  whether  to  invest  in
a  centra l  locat ion for  ecommerce  and connect  in
the ir  reg ional  or  nat ional  shop network  –  or  to  do
th is  at  the  locat ion the  donat ion is  made –  the  shop
i tse l f .  Th is  sess ion focuses  on the  mer i ts  of  each
approach -  keep a l l  your  l i s t ing  and ecommerce
expert ise  in  a  s ing le  locat ion (shop –  to  hub)  or  l i s t
f rom the  shop.  What  cha l lenges  wi l l  you face?  What
wi l l  your  customers  expect?  How do you engage
volunteers  and staf f  whi ls t  de l ight ing  t rustees?

SESSION OUTCOMES:
The commerc ia l  impact  of  v isua l  merchandis ing
How to  create  cons is tency  across  a  var ied  estate
Creat ing  a  great  s tore  env i ronment
How to  be  creat ive  on a  budget .

A5

THE POWER OF VISUAL MERCHANDISING
Kate  McLoughl in ,  Project  Manager ,  NCBI/ForSight
and Paulo  Almeida,  Area Manager ,  NCBI/ForSight

NCBI/ForS ight  has  been on a  v isua l  journey ,  tak ing
inspirat ion f rom the  h igh s treet  and other  char i ty
reta i lers  to  cons is tent ly  re - invent  and e levate  our
stores .  Th is  sess ion a ims to  insp ire  other  char i t ies
to  fo l low su i t  by  hear ing  our  journey  in  creat ing
s imple  VM guide l ines  to  a l ign  our  s tores  and create
brand cons is tency .  I t  w i l l  show the  commerc ia l
impact  of  hav ing  a  great  s tore  env i ronment ,  the
pos i t ive  impact  th is  has  had on the  bottom l ine  and
how h igher  reta i l  s tandards  command a  greater
ASP.  The sess ion wi l l  a lso  demonstrate  how to  be
creat ive  wi th  l imi ted resource  and encourage
innovat ive  th ink ing .

SESSION OUTCOMES:

Learn more about  the  c i rcu lar  economy and
text i le - to- text i le  recyc l ing
Learn more about  F ibersort  technology
Extended Producer  Respons ib i l i ty  for  text i les ,
what  does  i t  mean and what  i s  happening  in  the
UK and Europe.

A6

FIBERSORT AND CLOSING THE TEXTILE-
TO-TEXTILE  LOOP
Majonne Frost ,  Head of  Environment  and
Sustainabi l i ty ,  Salvat ion Army Trading  Company

F ind out  how the  innovat ive  F ibersort  technology
has  enabled the  Sa lvat ion Army Trading  Company
to  take  the  f i rs t  s tep in  text i le - to- text i le  recyc l ing .
In  th is  sess ion we wi l l  d iscuss  cha l lenges  and
opportuni t ies  in  c los ing  the  text i les  loop and
SATCoL ’s  v is ion for  the  future .  We wi l l  a lso  d iscuss
Extended Producer  Respons ib i l i ty  (EPR)  for  text i les ,
what  i t  means  and what  we can expect  in  the  UK
and Europe.

SESSION OUTCOMES:

To def ine  the  components  of  ‘The  Br icks  and
Mortar  Exper ience ’
To  eva luate  shopper  percept ions ,  mot ivat ions ,
and behav iours  today ,  in  terms of  ‘The
Exper ience ’
To  set  out  a  b luepr int  for  ach iev ing ’  The
Exper ience ’  which  wi l l  de l ight  customers  and
make them return t ime and t ime aga in .

A7

‘BEYOND THE EXPERIENCE’ :  CHARITY SHOPS AS
FANTASY,  FEELING AND FUN!
Dr.  Esther  Pugh,  Senior  Lecturer ,  Leeds  Business
School ,  Leeds  Beckett  Univers i ty

Exper iences  are  memorable  events  that  engage
indiv iduals .  In  a  wor ld  fu l l  o f  compet ing  market ing
messages ,  i t  i s  the  genuine ,  t rue ,  and authent ic
exper ience  that  wins  in  consumers ’  minds .  But  the
term is  over -used today  and misunderstood.  In  th is
sess ion Esther  wi l l  def ine  how a  powerfu l  Br icks
and Mortar  Exper ience  should  look  and fee l ,  and
how to  combine i ts  key  ingredients :  aesthet ics ,
enterta inment ,  educat ion ,  and escapism.  She wi l l
a lso  expand on how you can create  an ent ic ing
exper ience  in  d i f ferent  types  of  spaces ,  us ing  a
proven b luepr int  for  success  and encapsulat ing
people ,  th ings ,  space ,  and t ime.

SESSION OUTCOMES:

KEY:
SENIOR MANAGERS/
DECISION MAKERS

SHOP/FRONTLINE
STAFF

LARGE/NATIONAL
CHAINS

SMALL CHAINS

SUITABLE FOR ALL

HEADLINE SPONSORS

FOCUS SESSION A
WEDNESDAY 28 JUNE

11.55AM –  12.50PM

WORKSHOP MASTERCLASS

MASTERCLASS WORKSHOPWORKSHOP

MASTERCLASS

WORKSHOP



New contacts  wi th in  the  sector  for  support  and
guidance
New ideas  and ways  of  work ing  co l laborat ive ly
wi th  your  peers
T ips  and t r icks  to  take  back  to  your  reta i l
operat ion and t ry  out .

B1

NETWORKING FOR SUCCESS
Faci l i tated networking  by  members  of  the
conference  p lanning  group

This  sess ion is  a imed at  encourag ing  network ing
amongst  our  members .  The focus  i s  on you to  take
part ,  share  knowledge amongst  your  peers  and
come away wi th  some new ideas  –  and most
important ly  some new contacts .  The sess ion wi l l
have  a  fac i l i ta tor  to  he lp  lead the  conversat ion on
the theme of  co l laborat ive  work ing  for  success ,  but
is  very  much about  you get t ing  invo lved and
network ing  wi th  each other !

SESSION OUTCOMES:

How to  a l ign  reta i l  w i th  the  b ig  p ic ture
How to  engage the  char i ty  leadership
How to  create  a  pos i t ive  cu l ture
Being  open,  honest  and t ransparent ,  how,  why
and how does  i t  benef i t ?

B2

PEOPLE AT THE HEART OF EVERYTHING
Trevor  Johnson,  CEO,  Acorns  Chi ldren ’s  Hospice

We succeed or  fa i l  through our  people .  They  are
a lso  the  representat ives  of  our  char i t ies  on h igh
streets  up and down the  country ,  what  do they  say
about  your  organisat ion and how can we fu l ly
engage and harness  them to  ensure  that  they
del iver  rea l  ‘Moments  of  Truth ’  to  customers  and
supporters  a l ike .

SESSION OUTCOMES:
What  i s  the  process  to  de l iver  a  new store
concept?  
Why the  sp i r i t  o f  co l laborat ion is  key  
What  i s  reta i l  ‘ exper ience ’  rea l ly?  
How to  get  bang for  your  buck
Rol l -out :  rev iew,  learn ,  adapt  and improve.

B3

STORE CONCEPT DESIGN
Scott  Renton,  Head of  Store  Development  &
Maintenance,  schuh

Del iver ing  a  t ransformat ional  new store  concept  for
schuh.  Walk  through the  process  to  des ign  and
del iver  a  new store  concept  f i t  for  purpose ,  on t ime
and on budget .  What  does  success  look  l ike?

SESSION OUTCOMES:

The approaches  you can take  to  set  up your
char i ty ’ s  ecommerce
The d i f ferent  models  ava i lab le  –  f rom
centra l i sed hubs  to  shop- led  fu l f i lment
Categor ies  to  focus  on and pr ic ing  s trateg ies  -  to
help  you ra ise  more  f rom donated i tems.

Understand the  t rue  prof i tab i l i ty  of  ecommerce
How to  get  s tar ted wi th  your  ecommerce
operat ion
The pr ic ing  s trateg ies  that  wi l l  he lp  you ra ise
more for  your  char i ty
The current  t rends  in  ecommerce  and what ’ s
se l l ing  wel l .

B4

SELLING ONLINE - IS IT EVEN WORTH IT?
Josh Bentham, Head of B2B Customer Success ,
Shopiago and Chris Davies, Ecommerce Operations 
Manager, Prospect Hospice

An interact ive sess ion de lv ing into the t rue va lue of 
se l l ing onl ine wi th in char i ty reta i l s tar t ing wi th the 
bare bas ics , and cover ing :

A whist le -s top tour  of  cost -based analys is ,  average
se l l ing  pr ices ,  t rends  to  watch out  for  and va luable
ecommerce  ins ights  wi l l  complete  th is  sess ion.
Shopiago wi l l  be  jo ined by  Prospect  Hospice ,  who
wi l l  share  ins ights ,  facts  and f igures  about  the i r
ecommerce  journey  –  how they  s tar ted f rom
scratch  and have  grown a  successfu l  and prof i tab le
ecommerce  operat ion in  just  12  months .

SESSION OUTCOMES:

What  to  cons ider  when creat ing  incrementa l
bought  in  goods  ranges
T ips  to  maximise  repeat  bus iness  on bought  in
goods  ranges
What  to  cons ider  when analyz ing  customer  data
to  inform buy ing  dec is ions
Pr ic ing  and d isp lay  cons iderat ions  when
introduc ing  bought  in  goods  ranges .

B5

BOUGHT IN GOODS –  HOW CAN THESE
COMPLIMENT YOUR OFFER?
Abby Walker ,  Head of  New Goods,  Barnardo ’s  and
Matthew Keates ,  Operat ions  Manager ,  White
Brothers

In  a  cha l leng ing  reta i l  landscape how do char i ty
reta i lers  capi ta l i ze  on gaps  in  the  market  le f t  by  a
dec l in ing  h igh  s treet  and become “one s top shops”
for  the i r  customers  across  a  var iety  of  new product
ranges .  Whether  smal l  community  based shops ,
large  format  superstores  or  ecommerce  s i tes ,  there
are  opportuni t ies  for  donated ranges  to  be
enhanced and new and ex is t ing  customer  needs  to
be met  by  adding  bought  in  goods  to  the  mix  in  a
strateg ic  way .

SESSION OUTCOMES:

Gain ing  a  bet ter  understanding  of  the
pract ica l i t ies  of  running  hybr id ,  p lug- in  hybr id
or  fu l l  e lectr ic  vehic les
Understanding  the  cost  to  char i ty  and
employees  in  compar ison to  cars  wi th  interna l
combust ion engines
An introduct ion to  sa lary  sacr i f i ce  and how i t
can enhance a  char i t ies ’  recru i tment  and
retent ion of fer .

B6

WE SWITCHED TO ELECTRIC VEHICLES –
DO WE REGRET IT?
Paul Tate , Interim Director Retail and Trading, The 
Chi ldren ’s Society

With a vo lat i le energy market and lots of
commentary c la iming e lectr ic vehic les cost too
much, have no range and are problemat ic to
charge , should you cons ider making the move to 
hybr id , p lug- in hybr id or fu l l e lectr ic cars? Wel l , we 
did , and we ’ l l share our journey , ref lect ing on the 
cost to employer and employee , rea l - l i fe
pract ica l i t ies and exper iences , as wel l as the
di f ference i t made to our CO2 emiss ions . Wi th the 
chal lenge of recru i tment and retent ion , we ’ l l a lso 
explore sa lary sacr i f i ce - a l lowing employers to
of fer EV ’s to non- f leet des ignated dr ivers too. As a 
panel sess ion , you ’ l l have the opportuni ty to meet 
and ask quest ions of the companies we worked
with to make the t rans i t ion to EV ’s .

SESSION OUTCOMES:

How to  leverage soc ia l  media  for  reta i l
Do you need to  have  a  reta i l  account?
How to  see  your  customers  as  ampl i f iers  and
advocates .

B7

HOW SOCIAL MEDIA CAN DRIVE
CUSTOMER LOYALTY
Athar Abidi , Head of Social, Cancer Research UK

Soc ia l media i s of ten seen as a way to so lve any
problem, but how can i t he lp reta i l ? What i s the
va lue of the core brand versus reta i l spec i f i c
content to you? How should you approach loca l
shop accounts? What ’ s the d i f ference between n ice 
content and good content? Th is sess ion wi l l cons is t
of  a  short  presentat ion fo l lowed by  Q&A from Athar
Abid i  who wi l l  ta lk  about  h is  exper ience  at  Age  UK,
BHF and most  recent ly  at  RNLI ,  a  char i ty  wi th
industry  beat ing  engagement  rates ,  and how he has
used those  p lat forms to  keep the ir  brands  f ront  of
mind when the  t ime is  r ight .

SESSION OUTCOMES:

KEY:
SENIOR MANAGERS/
DECISION MAKERS

SHOP/FRONTLINE
STAFF

LARGE/NATIONAL
CHAINS

SMALL CHAINS

SUITABLE FOR ALL

HEADLINE SPONSORS

FOCUS SESSION B
WEDNESDAY 28 JUNE

2.05PM –  3PM

DISCUSSION GROUP MASTERCLASS

MASTERCLASS WORKSHOP

WORKSHOP

DISCUSSION GROUP

DISCUSSION GROUP



A framework  to  he lp  ident i fy  susta inable
compet i t ive  advantage 
The ro le  of  community  engagement  in  at ta in ing
that  advantage 
The corre lat ion between ta i lored community
engagement  and susta ined growth in  sa les .

C1

COMMUNITY ENGAGEMENT,  SUSTAINED
GROWTH AND COMPETITIVE ADVANTAGE
Dermot  McGi l loway,  Nat ional  Retai l  Development
Manager ,  and Mary  Butter ly ,  Nat ional  Retai l
Coordinator ,  Soc iety  of  St  V incent  de  Paul

As we seek  to  d i f ferent iate  ourse lves  f rom the
compet i t ion  in  a  crowded market ,  we need to
establ ish  what  i s  un ique about  who we are  and
what  we have  to  of fer .  Authent ic  and ta i lored
community  engagement  prov ides  a  so l id  p lat form
upon which  to  bui ld  sa les ,  donat ions  and
volunteers  and creates  an opportuni ty  to  deve lop
an of fer ing  that  i s  as  memorable  and meaningfu l  as
i t  i s  compel l ing  and unique.

SESSION OUTCOMES:

Create  a  safe  learn ing  env i ronment  to  explore
the quest ion:  how can we bui ld  res i l ience?
Understand what  i s  meant  by  res i l ience
Ident i fy  the  key  features  of  res i l ience
Explore  res i l ience ,  wel lbe ing ,  and pos i t ive
menta l  hea l th
Understand the techniques for growing your
resilience
Appreciate why resilience is so important right now.

C2

BUILDING RESILIENCE AGAINST
ADVERSITY
Khesha Patel ,  Equal i ty ,  D ivers i ty ,  Equity  &
Inc lus ion Consultant ,  The  Divers i ty  Trust  

This  sess ion a l lows everyone to  look  at  ways  they
can learn  f rom exper ience.  We wi l l  look  at  case
studies  which  wi l l  a l low de legates  to  th ink  about
how they  have  coped wi th  hardships  in  the  past .
We ’ l l  exp lore  a  range of  sk i l l s  and s trateg ies  that
he lp  people  through d i f f i cu l t  t imes .  Ident i fy ing  key
features  of  res i l ience  and de lv ing  into  the  four
areas  of  t ra in ing  that  can improve res i l ience  wi l l
a l low us  to  focus  on be ing  so lut ions  or iented,
which  wi l l  a lso  be  covered a long wi th  shar ing  a
long term p lan to  improve res i l ience .

SESSION OUTCOMES:

What  co l laborat ive  work ing  can achieve?
A new bus iness  model  
What  char i t ies  should  be  say ing  to  the  wor ld  of
fash ion reta i l .

C3

CHARITY SUPER.MKT
Maria  Chenoweth,  Co-Founder ,  Char ity  Super .Mkt
&,  CEO,  TRAID and Wayne Hemingway,  Co-Founder ,
Char ity  Super .Mkt  & Partner ,  HemingwayDesign

Everyone ’s  ta lk ing  about  the  UK ’s  la test
revolut ionary  reta i l  concept  and at  last  i t s  char i t ies
that  are  grabbing  a l l  the  headl ines .  Hear  f rom
Char i ty  Super .Mkt ,  i t s  ob ject ives  and achievements
and f rom some of  the  great  char i t ies  that  have
part ic ipated and what  they  th ink  of  i t  a l l !

SESSION OUTCOMES:

Understand how to  ut i l i se  eBay ’s  customer
engagement  and promot ional  too ls  e f fect ive ly  
Introduce Terapeak ,  eBay ’s  ins ights  too l  to  he lp
you understand which  products  and categor ies
are  performing wel l  on  the  p lat form
Best  pract ice  for  l i s t ing  in  key  categor ies
re lat ing  to  your  inventory
Have your  quest ions  asked by  the  eBay  for
Char i ty  team.

C4

MAXIMISING THE POTENTIAL OF YOUR
EBAY SHOP
eBay for  Char ity  team

In  th is  sess ion ,  you wi l l  hear  f rom the  eBay  for
Char i ty  team on how to  maximise  your  eBay  shop
through tapping  into  the  customer  mindset ,
bui ld ing  sa les  s t rateg ies  us ing  ins ights  too ls  and
understanding  the  growth potent ia l  o f  e -commerce
for  char i ty  reta i lers .

SESSION OUTCOMES:

Understanding  the  importance  of  space
management
How to  compare  space  and sa les  in  your  shop
How to  make good dec is ions  about  your  shop
f loor  layout
How to  make the  best  use  of  your  f i t t ings  
Apply ing  space  management  to  d i f ferent  types
of  s tore .

C5

MAKING THE MOST OF YOUR SPACE
Vicki  Burnett ,  Senior  Consultant ,  The  Char ity
Retai l  Consultancy  

Invest ing  in  reta i l  space  is  a  b ig  commitment  –  so
i t ’ s  v i ta l  that  you make the  very  most  of  every  inch!
This  sess ion wi l l  in troduce the  pr inc ip les  and
benef i ts  of  good space  management .  I t  w i l l  a lso
g ive  pract ica l  ideas  and guidance on how to  ensure
you ’ re  making  the  most  of  the  space  you have  in
your  shops .  The sess ion wi l l  be  interact ive ,  wi th
exerc ises  and d iscuss ion for  everyone to  jo in  in .

SESSION OUTCOMES:  
Ident i fy  pract ica l  gu idance and so lut ions  to
make interna l  changes
Hear  how to  moni tor  and benchmark  your
progress  towards  be ing  net -zero
Share  successes  f rom other  organisat ions  who
are  on th is  journey .

C6

ACHIEVING NET-ZERO
Beth Mukushi, Head of Supporter Services, SCVO

With a  growing push f rom boards  for  char i t ies  to
work  towards  be ing  carbon neutra l ,  how can we do
th is  wi th in  reta i l ,  when we have  lots  of  shops ,  each
with  the i r  own unique features  and lots  of  t rave l  of
both  goods  and people  across  the  cha in .  Hear
about  how to  assess  your  current  carbon footpr int
and star t  to  dev ice  s t rateg ies  for  reduc ing  th is .

SESSION OUTCOMES:

How us ing  a  content  creator  can work  for  you
The poss ib le  return  on investment  in  terms of
impact
T ips  and ideas  to  take  away and apply  to  your
reta i l  market ing  s trategy
Engagement  adv ice  for  target ing  eco-consc ious
shoppers  into  your  s tores .

C7

WORKING WITH CONTENT CREATORS:  THE
INSIDE STORY
Lauren Alger ,  Market ing  Manager  & Content
Creator ,  Instagram,  T ikTok

Jo in  th is  focus  sess ion to  hear  f rom content  creator
Lauren A lger  about  her  work  wi th  some of  our
members  on promot ing  the i r  shops  onl ine .  Lauren
wi l l  share  her  ins ight  into  what  works  best  when
col laborat ing  wi th  a  content  creator  and how she
increases  your  onl ine  awareness  and engagement
through her  shop v is i ts  and posts .  F ind out  about
the  impact  of  th is  work  and what  i t  could  mean for
your  engagement  wi th  Gen Z  and second-hand
shoppers .

SESSION OUTCOMES:

KEY:
SENIOR MANAGERS/
DECISION MAKERS

SHOP/FRONTLINE
STAFF

LARGE/NATIONAL
CHAINS

SMALL CHAINS

SUITABLE FOR ALL

HEADLINE SPONSORS

FOCUS SESSION C
WEDNESDAY 28 JUNE

4.15PM –  5 .10PM

MASTERCLASS MASTERCLASS

WORKSHOP WORKSHOP

WORKSHOP

WORKSHOP

DISCUSSION GROUP



What  i s  soc ia l  va lue  and soc ia l  return  on
investment?
The soc ia l  va lue  char i ty  reta i l  c reates  for
customers ,  donors ,  vo lunteers  and staf f  ( in i t ia l
f ind ings  of  the  s tudy)
How you and your  char i t ies  can use  these
f indings  and next  s teps .

D1

SOCIAL RETURN OF CHARITY SHOPS
Tim Goodspeed,  Technical  Lead (SVUK)  and Socia l
Value  Consultant  (morethanoutputs)

CRA have commiss ioned an SROI  (soc ia l  return  on
investment )  s tudy  of  char i ty  shops .  We a im to
share  the  f ina l  report  la ter  in  the  year .  Ahead of
publ icat ion ,  we wi l l  hear  in  th is  sess ion some of
the  resul ts  and f ind ings  f rom th is  p iece  of  work .

SESSION OUTCOMES:

How to  ensure  you are  be ing  led  by  ins ight  
Importance  of  s takeholder  buy- in
How to  br ing  your  s t rategy  to  l i fe  
How to  measure  the  impact  and success  of  your
strategy .

D2

DEVELOPING & OPERATIONALIZING A
VOLUNTEERING STRATEGY
Sarah Boardman,  Retai l  Volunteer ing  Operat ions
Manager  and Jo  Wright ,  Volunteer  Engagement
Manager ,  Br i t ish  Heart  Foundat ion

From gather ing  meaningfu l  ins ight  to  inform your
strateg ic  p lan  to  ensur ing  i t  i s  brought  to  l i fe ,  we
wi l l  share  wi th  you the  opportuni t ies  and
chal lenges  faced when launching  a  new
volunteer ing  s trategy  des igned to  have  measurable
impact .

SESSION OUTCOMES:

Expanded hor izons
New thoughts  and poss ib i l i t ies
Fresh approaches
Probably ,  more  quest ions !

D3

QUO VADIS  -  THE FUTURE OF CHARITY
RETAIL
Robin  Oster ley ,  Chief  Execut ive ,  Char ity  Retai l
Associat ion,  p lus  guest  panel l ists

Where is  char i ty  reta i l  go ing?  What  i s  i t  a l l  go ing  to
look  l ike  in  5  or  10  years ’  t ime?  Wi l l  we s t i l l  have
br icks  and mortar?  Wi l l  we be  ab le  to  automat ica l ly
l i s t  i tems on webs i tes  wi thout  manual  intervent ion?
Wi l l  we be  overtaken by  greenwashing  by
commerc ia l  reta i lers?  Wi l l  we even s t i l l  ex is t?  Jo in
our  Chief  Execut ive  and a  panel  of  leading  f igures
from the  char i ty  reta i l  sector  in  th is  b lue  sky
sess ion which  wi l l  exp lore  these  quest ions .  And
br ing  your  crysta l  ba l l !

SESSION OUTCOMES:

Tangib le  loss  prevent ion act ions  to  reduce loss
An understanding  of  the  current  reta i l  c r ime
landscape
Key pointers  on where  to  turn  for  he lp  
An apprec iat ion of  the  journey  h igh s treet
reta i lers  have  successfu l ly  t rave l led  and char i ty
reta i lers  can too
Hor izon scanning  for  what  new threats  are  l ike ly
to  deve lop.

D4

HOW RETAILERS SLASHED SHRINK FROM
15%+ TO 0.07%
Paul  Bessant ,  Founder ,  Retai l  Knowledge

Reta i l  R isk  Founder ,  Paul  Bessant ,  has  not  only
l ived through one of  the  most  important  eras  in
reta i l ’ s  f ight  aga inst  cr ime,  but  he  has  a lso  been
instrumenta l  in  he lp ing  to  shape i t .  In  th is  a l l -new
presentat ion ,  Paul  of fers  a  b luepr int  for  char i ty
reta i lers  to  t ransform the ir  loss  prevent ion
operat ions  us ing  the  same strateg ies  that  have
shown themselves  inva luable  around the  wor ld  in
f ight ing  cr ime and reduc ing  reta i l  loss .

SESSION OUTCOMES:

Understanding  the  bas ics  of  a  pop-up shop
How pop-up shops  can support  susta inabi l i ty
and connect  wi th  donors
Learn how to  successfu l ly  f ind  the  r ight  property
to  use  as  a  pop-up shop
Take away t r ied  and tested ways  to  min imise
r isk  and maximise  success .

D5

POP-UP SHOPS,  ALL SHAPES AND SIZES
Carol ine  Jones ,  Area Manager ,  Br i t ish  Heart
Foundat ion,  Natasha Spyrou,  Store  Development
Manager ,  Shelter  and Sharon Gi l ls ,  Head of  Retai l ,
Hospice  in  the  Weald

Explor ing  the  d i f ferent  types  of  pop-up shops  f rom
sing le  day  events  to  longer  term.  Ident i fy ing  what
works  in  what  locat ion and wi th  what  target
audience.  Bui ld ing  a  rea l ly  easy  to  use  concept  wi th
low cost  and maximum ga in  through t r ied  and
tested methods.  Inc ludes  top t ips  for  success ,
inc luding  s trateg ies  to  ensure  swi f t  set  up ,
opt imum locat ion and t imings .

SESSION OUTCOMES:

Explor ing  the  wider  opportuni t ies  ava i lab le  to
the  char i ty  sector
Engagement  wi th  a  wider  audience
Understanding  impact  beyond the  shop
Promot ing  susta inabi l i ty  to  a  wider  audience
Explor ing  how char i ty  reta i l  establ ishes
themselves  as  susta inabi l i ty  sector  leads .

D6

FASHION FOR SOCIAL CHANGE –  SHELTER
SCOTLAND X SCOT:REDESIGN
Becky  O ’Hagan-Tait ,  Area Manager  East  and Alex
Owens,  Area Manager  West ,  Shelter  Scot land

Shel ter  Scot land reta i l  use  fash ion to  connect  wi th
people  about  the  cr i t i ca l  i ssues  we are  bat t l ing  -  to
star t  a  conversat ion around unf i t  hous ing ,  the
hous ing  emergency  and homelessness .  Us ing  the
power  of  fash ion as  a  too l  to  communicate ,  we can
also  s tar t  conversat ions  about  susta inabi l i ty  and
re-use .  Th is  g ives  us  many unique opportuni t ies  to
lead d iscuss ions  in  a  creat ive  and engaging  way.
This  sess ion explores  the  opportuni t ies  th is
creates .

SESSION OUTCOMES:

Learning  what  to  measure  and how to  measure  i t  
Understanding  about  ‘ sa les  funnels ’  and how to
use  them
The importance  of  test ing  and learn ing
How to  put  the  s trongest  case  forward when ROI
isn ’ t  c lear .

D7

THE MARKETING ROI  CONUNDRUM -  FOR
SMALLER CHARITIES
Ju l ian  Temblett ,  Associate  Consultant ,  The  Char ity
Retai l  Consultancy

Measur ing  the  return  on investment  for  market ing
and campaigns  i s  a  b ig  cha l lenge for  smal ler
char i ty  reta i lers .  And wi thout  compel l ing  ev idence
when budgets  are  so  t ight ,  i t ’ s  r i sky  invest ing  in
market ing  wi thout  proof  of  the  benef i ts .  But  a l l  i s
not  lost !  The sess ion wi l l  cover  what  to  measure
and how to  measure  i t ;  how to  use  ‘ sa les  funnels ’
to  p inpoint  cer ta in  performance problems;  and the
importance  of  test ing  and learn ing  and wider
ins ight .  And there  wi l l  be  p lenty  of  examples  and
discuss ions  a long the  way.  No s i lver  bul le t ,  but
def in i te ly  l ight  at  the  end of  the  tunnel !

SESSION OUTCOMES:

KEY:
SENIOR MANAGERS/
DECISION MAKERS

SHOP/FRONTLINE
STAFF

LARGE/NATIONAL
CHAINS

SMALL CHAINS

SUITABLE FOR ALL

HEADLINE SPONSORS

FOCUS SESSION D
THURSDAY 29 JUNE
11.20AM –  12.15PM

MASTERCLASS MASTERCLASS /  DISCUSSION GROUP
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