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REPORT

A legacy of impactful change has been built by The Clothing Bank’s vision to inspire, skill and support
unemployed South Africans to eradicate poverty in their lives.

Our collaboration with key stakeholders has seen us witness fundamental shifts in the lives of the individuals we
serve. These lives have been transformed by our shared intention to connect unemployed South Africans to the
economy, through income generating opportunities. By accessing and redistributing excess merchandise found
within the supply chain, together we are helping our beneficiaries create sustainable businesses that support

the green economy.

Through our heuristic approach to learning, we have created
an ecosystem that lowers anxiety, encourages emotional
healing and results in healthy life choices.

Our comprehensive training programme includes finance,
business and life skills modules that support our philosophy
of working with the heart, head and hands. This ecosystem
is underpinned by a culture driven by our SISTER values
of: service; integrity; sustainability; teamwork; excellence
and respect. The results of these have proven that our
methodology enhances social and financial inclusion.

People living in poverty face many wicked problems but their
resilience and willingness to learn and grow inspires us to
continually seek solutions to eradicate poverty. We work with
a dedicated team who are fervent about their contribution to
positively impacting lives.

Our impact report recognises and honours every contribution
made by our many stakeholders. We are eternally grateful.
Together we can build a better world.

Tracey Chambers (CEO) and Tracey Gilmore (COO)
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ABOUT THE CLOTHING BANK GROUP

BACKGROUND

The Clothing Bank was established in 2010 to solve two problems. Firstly, fashion retailers produce millions of tons of waste each year. This waste is
merchandise that has been returned by customers or hasn’t sold in a season, and retailers don’t have the resources or systems to process this waste
efficiently, so it often goes to landfills. Secondly, millions of children are being raised in poor households - unemployment rates are stubbornly high and
levels of entrepreneurship are low.

The Clothing Bank Group believes that with the right support structure, everyone can create their own wealth by becoming self employed. It has two
programmes, The Clothing Bank (TCB) and The Appliance Bank (TAB), that inspire, skill and support unemployed South Africans to start small businesses
using waste donated by retail partners. Through an integrated and nurturing learning eco-system of heart, head and hands, The Clothing Bank empowers
these women and men to become financially and socially independent, resulting in families being able to eradicate poverty.
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Once selected by TCB, unemployed mothers (exclusively) join the two-year training programme and very quickly start a small business by trading in the
clothing they source from retail partners. The programme is practical and experiential because you can’t learn business in a classroom. TCB creates a
nurturing and supportive environment, that builds self-belief so that women become successful business owners. The developmental approach is holistic
and deals with all facets of her life, as a healthy woman, with a healthy mind and a healthy family, she will run a healthy business.

TAB runs a two-year programme that upskills unemployed men to run sustainable businesses that sell and repair small household appliances*. TAB uses
the electrical waste donated by electrical retail partners to teach these men new electrical skills. Programme participants learn that pivotal to running a
sustainable business, is managing their finances, both business and personal. This empowering experience fosters a renewed sense of dignity, respect for
others and respect for self.

Since establishment in 2010, TCB and TAB have supported over 4700 South Africans to start
businesses. Strategic retail partners have donated over 8 million items that have enabled
these business owners to collectively generate over R190 million in profits.

Everyday, South Africans are faced with the
economic injustices of the past-present.
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' branches in Cape Town, Johannesburg, Durban, ! were classified as to the COVID-19

| - | multidimensionall andemic, extreme
i East London and Paarl supporting 1 000 i poor. . "poverty in South
| mothers and 150 men each year. |

Africa will increase
by 9%3.
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“The biggest attractor was the prospect of a win-win for us and the organisation whilst
genuinely making a Life-changing, empowering impact on needy women. The Clothing
Bahlk has'made it possible for us to make a difference in a dtﬂ?erem& way than before,
Its targeted on women, true empowerment and lasting impact, ha[aeafui.? , to future
generations through the women in the programme.”

Zinzi Mglodela - Woolworths, Director

The success of both TCB and TAB is built on the power of strategic partnerships with the retail sector. This unigue model demonstrates what can be
achieved when the public and private sector collaborate in a shared value partnership. The TCB and TAB programmes afford retailers the opportunity to solve
both an economic and environmental problem. TCB and TAB’s national footprint provides retailers with a simple, no cost solution for their waste, whilst at the
same time creating an opportunity for them to make a difference to the future of South Africa by lifting people out of poverty and building an entrepreneurial
culture.

All of South Africa’s major listed clothing and general merchandise retailers are contracted power partners and have donated in excess of over 8.4 million items
from 2016 to 2020.
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Strategic funding partners, service providers and fellowships for the period 2016 to 2020 include:
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The TCB and TAB teams and partners are driven by their vision to inspire |
and skill unemployed South Africans to eradicate poverty in their lives. !
It is supported by their belief that every human has the potential to :
be successful, and that creating an ecosystem that supports and T

challenges individuals to become self employed, is the key to unlocking 777
that potential. “Now I am confident, I aspire. I set

myself goals and push myself hard to
achieve them.. I am encouraged and
empowered to ‘exercise my potentiall

Motivated unemployed women (100% are mothers) and men are

recruited into the two year programme. Personal growth is
experienced through life coaching and life skills training. A safe space
is created for healing and as their confidence and resilience grows,
they become more response-able when faced with challenges and Priscilla Nbsie, TCB Business Qwner
opportunities. As their growth journey continues, they become role
models in their communities.

Supported by business mentoring, financial skills, computer training and Priscilla, like many other TCB business owners, succeeded by using

practical business trading, business owners develop the professional ber hfeart, heitj"and hands - a holistic a;pproachh tl:a.t leads ;o
skills and confidence to run a sustainable business. The programmes inspired, skilled and response-able South Africans who

are carefully designed to create opportunities for “I can” moments at eradicate poverty in their families, and contribute to a
every step of the journey that cultivate an entrepreneurial mindset. healthy planet.

Business owners earn an income quickly and learn and practice healthy
money management habits, which results in lower debt levels, savings

and financial independence.

The supply of waste product to the programme by retail supply

partners has a powerful environmental impact by diverting waste

from landfill, whilst at the same time, supporting retailers to be active - l,He"T“'t | “ah 1 " HaT\ds . “I-\’vealthy E'at'ﬁt
and I’esponsib|e Corporate Citizens. elleve | can an ave enoug now | can pe- e care apou e

| am motivated to knowledge to do cause | have done environment...”
change...” it..”

The Theory of Change shows the unique pathways to realising the vision
of connecting unemployed South Africans to the economy. It describes PERSONAL PROFESSIONAL FINANCIAL ENVIRONMENTAL
what TCB and TAB strive to achieve, and provides the blueprint for how GROWTH DEVELOPMENT INDEPENDENCE M PACT
they gauge progress towards their impact goals.

APPROACH PART 3




THEORY OF CHANGE: THE CLOTHING BANK & THE APPLIANCE BANK

IMPACT
GOALS

OUTCOMES

INTERMEDIATE
OUTCOMES

IMMEDIATE
OUTCOMES

ACTIVITIES

APPROACH

INTERNAL MOTIVATION (I)

BREAKING THE CYCLE OF POVERTY IS MULTI-DIMENSIONAL

INSPIRED, SKILLED AND “RESPONSE-ABLE” SOUTH AFRICANS WHO ERADICATE POVERTY IN THEIR FAMILIES

Role models & leaders
equipped to develop 3
entrepreneurial

families & communities

Financial freedom &
entrepreneurial spirit

Social independence
& having a voice

1]

circular economy
& reduce waste

2|

4

~

Contributing to the

Activating & supporting
better responsible
corporate citizenship

Q

mO

PROFESSIONAL DEVELOPMENT

Have skills & capital to create income
opportunities and invest in the future

S

PERSONAL GROWTH

Have agency, a good self-esteem
and feel proud & confident

o

FINANCIAL INDEPENDENCE

Managing finances & earning decent
monthly income from businesses

S

SELF ESTEEM (I)

ENVIRONMENTAL IMPACT

Efficient & effective redistribution of excess
merchandise found in retail supply chain

S

BEHAVIOURAL CHANGE (l)

| SET/ACHIEVE LIFE MAP & PERSONAL GOALS | | ENTREPRENEURIAL SPIRIT IGNITED | | SUSTAINABLE BUSINESS |

| COLLABORATION IN SECTOR |

® & S

EARNING INCOME SAVING PAYING OFF DEBT

'oments and
s to achieve
It in business

Experience “| CA
aware of what it t
a desirable end re

» Build resilience & become
"RESPONSE-ABLE” to find solutions
to life's challenges

) Experiencing practical trading by
running small trading business

Trained on budget management,
and building an entrepreneurial
mindset in starting own business

) Feel safe to talk about fears in a
trusting & supportive ecosystem

©

HEART
SAFE SPACE TO HEAL

» Keeping accurate financial records of
their business, with mentor support

HEAD
KNOWLEDGE TO BUILD A SUSTAINABLE BUSINESS

HANDS

1E GENERATION

) Life coaching ) 1st Year Business Training Programme: ) Start running small trading business
B Business, finance and life skills within 2 weeks of joining programme
) Counselling
) 2nd Year Training Programme: Computers ) Support for financial record keeping

) Life skills training

& Informal Small Business Practice (NQF 3) & managing finances

GREATER SELF ESTEEM (I & WE)

Clothing items & appliances
diverted from landfills

Reduced risk and complexity within
retail supply chain

HEALTHY PLANET
CONSISTENT SUPPLY OF QUALITY PRODUCT

4

Receive & process excess retail
clothing and appliances

Redistribute excess retail product onto
beneficiaries / donate to organizations

1
Recruit unemployed men and women into a holistic programme, which works in 3 dimensions: HEART, HEAD & HANDS

1
Create sustainable self-employment opportunities

FAMILY CHANGE (WE)

COMMUNITY CHANGE (WE & TEHM)

PART 3
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The Relativ Group was appointed to develop The Clothing Bank Group's
impact report, by analysing their impact data from the past five years.
Relativ is an impact solutions provider that supports impact-driven
organisations on their journeys to achieve significance. Relativ has global
experience working across the organisational and investment spectrums.

This report covers the period 2016 to 2020. During the reporting period,
beneficiaries from three cohorts graduated from the two year programmes
startingin 2016, 2017 and 2018. For the purpose of this report, beneficiaries
that dropped out during the course of the programme, were not included
in the analysis. The reporting period also includes clothing and appliance
items donated between 2016 and 2020. The first step in ensuring that
the correct impact goals are being measured, was to validate the Theory
of Change. This was done through stakeholder engagement sessions
held with beneficiaries, power partners, funders, management, board
members and project managers. The impact goals that TCB are working
towards, align to the following Sustainable Development Goals (SDGs)*:

DIRECT:

INDIRECT:

The establishment of the SDGs provide a collection of 17 global goals
which serve as a blueprint to end poverty, ensure prosperity, and
achieve a better and more sustainable future for all by 2030. These goals
aim to address economic, environmental, and social challenges and need
collective actions from governments, NGOs, and the private sector.

IMPACT

THE CLOTHING BANK GROUP IMPACT REPORT

"I will always encourage myself. Ive
got my own power. I am always telling
myself,” Do this. This thing will’go ahead
for you. Dont hesitate! It inspires me to
say I'm a businesswoman now. I'm very
empowered, no one will tell me what to
do. I do my own things in my time, I'm
setf—emptoved(’

Tumeka Majikela, TCB Business Owher

TCB is working towards 7 of the SDGs through the training and support
provided in the TCB and TAB programmes. They continue to work
towards sustainable development by aligning their core strategies and
programmes to effective impact management and reporting frameworks,
as well as SDG outcome indicators.

The methodology that Relativ followed to report on the impact that
TCB and TAB are working towards, was based on the principles of the
Impact Management Project (IMP). The IMP was established in 2016 and
more than 2000 practitioners from across the value chain agreed on
performance dimensions for standard setting of impact management,
measurement and reporting. This shared vision and global consensus
resulted a common language between enterprises and investors, to
define, report and compare impact.

PART 4
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THE CLOTHING BANK GROUP IMPACT REPORT

MEASURING

WHAT MATTERS

In order to effectively measure the extent to which The Clothing Bank Group has THE 5 IMPACT DIMENSIONS
achieved the impact goals that they set for themselves, certain indicators need PSS e H
to be in place. Qualitative and quantitative indicators that best demonstrate
The Clothing Bank Group's contribution towards achieving its impact goals
were selected from the organisation’s measurement and monitoring system.

The specific outcome
that TCB/TAB are
contributing to

The sections to follow
describe how The

by applying the 5
dimensions framework of
the Impact Management

Project.5

source from TCB and TAB, and an average estimated selling price. The amount BUTION  have occurred otherwise
of clothing items and appliances donated from suppliers are used to indicate

the positive environmental impact that TCB and TAB are contributing towards.

A The probability that
impact would be
The number of suppliers that TCB and TAB partner with are noted to indicate different than expected
the collaboration and activation of better corporate citizenship. The table on
the next page describes the indicators used to measure the contribution that

TCB and TAB are making towards achieving their impact goals.

[ [

[ [

[ [

[ [

| WHAT i

: W : Clothing Bank Group
Relevant qualitative impact indicators are drawn from the Poverty Stoplight and : : has impacted its
Business Competency Framework surveys. These are conducted at key intervals I The stakeholders I stakeholders between
along the beneficiaries’ development pathway. The Business Competency : experiencing the : 2016 and 2020
Framework Survey is a self-assessment survey used to assess confidence | WHO outcome ! “ :
and proficiency in various areas of business. Each indicator can be scored on I I
a scale of 1to 5. P — y aehold l Each impact analysis

| - OW many stakenolaers | -

. T ! , I — experienced the outcome ! presents evidence
Appropriate quantitative indicators are selected from The Clothing Bank Group's | T and what was the degree | related to The
Customer Relationship Management (CRM) database and supplier reports. Two I HOW of change [ Clothing Bank Group's
core guantitative indicators are selected to reflect progress towards the financial . MUCH : ) 9 . up
independence and environmental impact goals. Average monthly income of : o : contribution to t_he k?y
beneficiaries is the quantitative indicator used to track beneficiary progress ! _|_ '”?gg?:;f Wf?ether ! outcomes described in
towards financial independence. This is captured from the Enterprise Resource I resu/lted i; Eeftretrs I their Theory of Change
Planning system and calculated using the amount of items that the beneficiaries | CONTRI ) tcomes than would |

I I
| |
[ [
[ [
[ [
[ [
[ [
[ [
[ [

The Poverty Stoplight tool is a standardised survey of 50 indicators across six dimensions of poverty that are used to
assess perceived poverty levels®, at a household level, at key intervals by facilitators. The six dimensions are Income and

Employment; Health and Environment; Housing and Infrastructure; Education and Culture; Organisation and Participation;
Self-awareness and Motivation. Beneficiaries score themselves on each of these indicators according to red, amber and
green levels, based on specific definitions of each level.

IMPACT PART 4
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INDICATOR OUTCOME INDICATOR TYPE DATA SOURCE FREQUENCY
Motivation & attitude Beneficiaries set clear and realistic goals for themselves and their families and work Business Competency
about success hard to achieve them. Framework Survey
Inception,
PERSONAL . _ Beneficiaries hav_e the courage and c_on_ﬁdence to ask for help when they cannot solve Qualitative Business Competency 12 Months,
GROWTH Dealing with challenges | problems on their own. They are realistic about the occurrence of challenges and . KS 24 Months
have financial reserves in place. ramework survey
Life map and personal Beneficiaries set personal goals and have achieved at least one of their goals. They
goals aim high and work hard towards achieving their goals.
Knowledge & skills to At least one family member is able to generate an income based on skills and
to | knowledge. Beneficiaries can implement new strategies to increase their income, f\
generate Income based on training and lessons they have learned.
Inception,
PROFESSIONAL Capacity to budget and  Beneficiaries plan and budget for the future and are aware of the importance of Qualitative 12 Months,
DEVELOPMENT plan budgeting. 24 Months
Entrepreneurial spirit & Beneficiaries and their families will take well thought out risks, learn from their
motivation mistakes, and are highly motivated to achieve their goals.
. ) - . ) Inception,
Stable employment & The family has one or more economic activities that provide a stable income and Qualitative 12 Months
income sources does not depend on external grants or subsidies. ,
24 Months
%\ Average monthly income = Average monthly income across all cohorts and regions Quantitative THE CLOTHING BANK @ @ Monthly
» FINANCIAL —
INDEPENDENCE
Beneficiaries are self-reliant and do not depend on others for money, housing or food Business Competency Inception,
Financial Independence They are able to support their families. Qualitative Framework Survey 12 Months,
24 Months
Donations from suppliers = Number of items donated by suppliers (TCB and TAB) Quantitative Supplier Donations Records Monthly

IMPACT
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Internal motivation is a key component needed to break
the multi-dimensional cycle of poverty and create a
mindset of “l can”. Having a good self-esteem, and feeling
proud and confident, leads to social independence and
having a voice. Personal growth enables people to set
and achieve personal goals, to have the ability to solve
problems, and in turn provides role model behaviour that
ignites further entrepreneurial families and communities.

"I Llove challenges, If someone tells me ‘I
canlt’, I will bry to push it to ‘I can’, I'm not
easily influenced by other people - I believe

n myself. I love ?Exfe and helping others.
Women should push for what you want, even
i your current situation. Its otk easy. There
are times when I am so tired, but I dont Like

depending on my husband for money - it
pushes me to go harder. I enjoy selling - I'm
a businesswoman. I'm proud kS ocwin my own

house, Ive got two healthy kids, I want m
kids to finish school, education is important.

Iam responsibte. ’Faotaba have so man
children. I have two, that’s what I can afford!

Nwabisa Ndzuzo, Khayelitsho
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IMPACT 1: PERSONALGROWTH

IMPROVEMENT IN PERSONAL GROWTH

I Both TCB and TAB calculate improvement in personal growth using a composite of three indicators: motivation and
} attitude about success, dealing with challenges, and awareness of needs (life map and personal goals).

-
\
\

| 89% of beneficiaries scored at least 4 out of 5 for ‘motivation and attitude about success’. 98% scored at least 4 out
| of 5 for ‘dealing with challenges’. The target for both indicators is that 100% of beneficiaries score at least 4 out of
I 5 after 24 months of being in the programme. 97% of beneficiaries scored green for ‘awareness of needs’ (target
1 100%) after 24 month

‘ 6) after months.

} UNEMPLOYED SOUTH AFRICAN ADULTS

| Beneficiaries include unemployed men and women from low-income, peri-urban and urban communities across the

} 5 TCB and 4 TAB regions. They are carefully selected for internal motivation. These men and women have an interest

| in self-employment income generating opportunities, business knowledge and personal support and growth.

IMPROVEMENT IN PERSONAL GROWTH

I An average of 45% of the beneficiaries showed improvement in the indicators that contribute to personal growth.

-
\
\

44% 45% 45%

improved got better at are more

motivation dealing with aware of their —

& attitude challenges needs —
HOW
MUCH

} In the absence of comparable industry data, the 2020 cohort inception scores are used as a proxy measure for
| what would have happened in the absence of the TCB and TAB interventions. Compared to these baseline scores,

| TCB and TAB have contributed to a 16% improvement in beneficiaries’ motivation and attitude towards success

unrest, pandemic restrictions et al). TCB and TAB have, however, demonstrated their resilience by returning to
normal operations within 2 weeks after their Cape Town site burned down in 2019, and again, trading within 1 month
after the national COVID-19 lockdown of 2020.

} (counterfactual score: 3.92), a 15% improvement in how beneficiaries deal with challenges (counterfactual score: CONTRI
| 3.98), and a 25% increase in awareness of needs (counterfactual 72%). BUTION
-
} Evidence risk - Medium risk that self-perception scoring varies per individual and at different time periods. There

| is a risk that medium-to-long-term impact is not measured, as beneficiaries are not consistently tracked once they

| leave the programme after 24 months.

} External risk - Medium to high risk that external factors could disrupt the delivery of activities (e.g. floods, civil RISK

\

|

|

IMPACT
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\
\
\
\
\
} & attitude
\
\
\
\
\

Average score after 24 months

97%

are aware of
needs and set
life map and
personal goals

24 months
Inception
Counterfactual

Dealing with
challenges

|

| Motivation & attitude

| about success

} Average score out of 5 for the
| 2016, 2017 and 2018 cohorts
\
|
|
|




PROFESSIONAL
DEVELOPMENT

Professional development enables beneficiaries to create
sustainable income generating opportunities, and to
invest in their own, and their children’s future. Together
with coaching and mentoring, beneficiaries receive
training in life skills, financial skills and informal small
business skills. Collectively these create a supportive
ecosystem, where beneficiaries develop the confidence
to try new things and an understanding that self-
employment is a solution to poverty. When beneficiaries
are equipped with knowledge and emotional awareness,
their self-belief grows. This ignites an entrepreneurial
spirit, which results in financial freedom. Armed with
new knowledge and self-belief, beneficiaries become
entrepreneurial role models to both their families and
communities.

“Roth my Pareh&s have Passed oh. My
mother Was hit by a car in Guqulethu
one night, I was 5o sad. After some time
I moved in with my girlfriend and two
kids. It was hard gul: we were pushing
hard to survive. TAB has qiven mwme techini-
cal skills, I have always been trading but
I was living hand to mouth, TAB kelped
me be respownsible with my money, now I
know about needs and wanks, I am plan-
ning, budgeting and I'm disci LEMQI. My
self-confidence has improved and
boosted. I can kalle to amvome."

Mownde James GoQo, Cape Town



IMPROVEMENT IN PROFESSIONAL DEVELOPMENT

\ \

\ \

} Both TCB and TAB calculate improvement in professional development using a composite of three indicators: } B

| Knowledge and skills to generate income, capacity to budget and plan, and entrepreneurial spirit and motivation. | Qﬁévsini—e 94%
} The target is for 100% of the beneficiaries to score green for all three indicators after 24 months. This ambitious }

\ \

\ \

\ \

scored
green for

to generate
goal was not achieved by all regions and cohorts. However, at 24 months, 94% of all beneficiaries scored green for /AT income

knowledge and skills to generate income. 77% scored green for capacity to budget and plan, and 98% scored green
for entrepreneurial spirit and motivation.

o e e o R i scored
e o green for
VA

- UNEMPLOYED SOUTH AFRICAN ADULTS | Coudget

} Beneficiaries include unemployed men and women from low-income, peri-urban and urban communities across the } and plan

| TCB and TAB regions. They are carefully selected for being internally motivated. These men and women have an WHO |

\L interest in self-employment income generating opportunities, business knowledge, personal support and growth. J *
7777777777777777777777777777777777777777777777777777777777777777777777 scoread

r—-—— - - - - - - - - - - - 7 green for en-

SIGNIFICANT INCREASES IN ENTREPRENEURIAL SKILLS AND SPIRIT

An average of 63% of beneficiaries improved in at least one of the three indicators of professional development.

trepreneurial 98%

spirit and
motivation

|

|

|

|

| |
68% 76% 46% }
|

|

|

|

|

|

|

|

\
\
\
\
\
\
\
\
| improved in improved grew in
\
\
\
\
\
\
\

% OF BENEFICIARIES THAT IMPROVED
knowledge their capacity entrepreneur- FROM INCEPTION TO 24 MONTHS
and skills to budget ial spirit and 2~ 85
to generate and plan motivation E E
income .,,E 75
w
5 >
1
éf 55 _
There is currently no comparative industry measure and benchmark for professional development. The 2020 g; a5
cohort inception data is used as a proxy comparative measure of what would have happened without the L9
interventions. Of the beneficiaries that graduate after two years from the TCB and TAB programmes, there is a =¥ 35—

2016 Cohort 2017 Cohort 2018 Cohort

\
\
\
\
72% increase in the number of beneficiaries that score green for knowledge and skills to generate income, 62% —|— } (2016-2018) (2017-2019) (2018-2020)
\
\
\
|
\
\
\

\

\

\

|

\

} increase in the number of beneficiaries that score green for capacity to budget and plan, and 60% increase in the

. number of beneficiaries that score green for entrepreneurial spirit and motivation. Although there is an overall CONTRI
| improvement, the outcome level of 77% of beneficiaries scoring green in the area of capacity to budget and plan ~ BUTION
} at 24 months, combined with the fact that there was a 62% increase in the number of beneficiaries achieving this

\
\

CAPACITY TO BUDGET AND PLAN
ENTREPRENEURIAL SPIRIT AND MOTIVATION
target threshold, suggests that this area was a common challenge for beneficiaries at inception, and that it is an

area that is challenging to shift across the board by the time beneficiaries complete the programme. The high outcome level of 98% beneficiaries scoring
LT T ! green at 24 months in the area of entrepreneurial

spirit and motivation, combined with the relatively low

Execution risk - Low risk that activities are not delivered as planned.

Evidence risk - Medium-to-high risk that there is insufficient high-quality data to know what impact is occurring.
Indicators measuring changes at a household level are valuable to provide insight into wider effects from a
programme. However, a programme targeting individuals, should include indicators that measure changes at the
individual level. This will help to determine the extent to which changes are a result of the intervention, rather
than additional factors that may contribute to changes at the household level.

Drop-off risk - Medium risk that the positive impact of sustainable self-employment does not endure due to a
lower percentage of beneficiaries having the capacity to budget and plan when they leave the programme.

IMPACT
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increase in the % of beneficiaries showing improvement,
suggest that this indicator was high at inception. This
is to be expected, given that the programmes target
individuals that are internally motivated at the outset,
and are consequently more likely to have a relatively
high level of entrepreneurial spirit and motivation.
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SINANCIAL
INDEPENDENCE

Financial independence can be achieved when women
and men are able to earn a decent monthly income from
sustainable businesses, as well as effectively manage
their finances. Financial freedom is achieved through
income generating opportunities, financial behavioural
changes and the learning of new skills.

Valerie Grrootboom, from Paarl, was
Previ,ou,siv working as a domestic worker
and earning R100 a day. She was looking

after her mother, her brother with Down
syndrome and her nephew with a di,so\bi,ti,&v‘
When she first joined TCB and started
buying bags of damaged clothing to repair
cmc? resell, she did not think it would work,
bubt she persevered. She set up a stand ot the
wmall on weelkends,

Valerie’s business grew and she has never
looked back. She now employs one person
and has put her son through matric. Her
other two children are also doing well at
school. Valerie prioritized paying off all
her debt and she now is debt free and
experiences financial freedom. She has
renovabted her house and in 2019 toolk her
first holiday ever with a group of friends.
She has alsc bought a house in Plettenberq
Bay, which she F»Lams to turin inko an income
generating business, Her dream is to have her
owh clothing label owne ciouj.



' DECENT INCOME AND IMPROVED FINANCIAL INDEPENDENCE

| Average monthly income earned is a quantitative measure recorded per programme, region and year. Financial

I independence is measured by the two qualitative measures: financial independence, and stable employment and
' income sources.

|

I The average monthly income over 24 months for beneficiaries that graduated from the programme, is R6,152. This
} is above the TCB and TAB’s target monthly income of R5,000. The target for the qualitative financial independence
| indicator, is that all beneficiaries (100%) score at least 4 out of 5 for this indicator after 24 months, meaning that
I they can provide money, food and housing without the help of others, most of the time. 82% of beneficiaries
} achieved this threshold of at least 4 out of 5 at 24 months.

| 77% of beneficiaries (target 100%) across all regions and cohorts scored green for the qualitative indicator of stable

\L employment and income sources after 24 months.

e
\

 UNEMPLOYED SOUTH AFRICAN ADULTS

| Beneficiaries include unemployed men and women from low-income, peri-urban and urban communities across the
| TCBand TAB regions. They are carefully selected for being internally motivated with an interest in self-employment,

\L income generating opportunities, business knowledge, personal support and growth.

INCREASE IN STABLE EMPLOYMENT AND INCOME SOURCES

R6,152

avg. monthly income

68%

of beneficiaries
improved

financia

independence

64%
of beneficiaries
increased stable
employment

and income
sources

Q) R3,759

minimum wage

| Beneficiaries that join the programmes are unemployed mothers (TCB) and unemployed men (TAB), whose only
} source of income is a child support grant of R440 per month per child® TCB and TAB therefore play an integral
| role in enabling beneficiaries to earn an additional income. Compared to the upper-bound poverty level of R1,268
I per month®, TCB and TAB beneficiaries earn more than 4 times this level of income. TCB and TAB also contributed
} to a 46% increase in financial independence (counterfactual score: 2.92), and a 63% increase in the number of
| beneficiaries that scored green in stable income and employment sources (counterfactual: 19%). However, there is
I a general downward trend in income levels of each cohort over time. Despite the significant contribution towards
} average income levels, 18% of beneficiaries do not yet feel they can consistently provide money, food and housing
| without the help of others, and 23% do not vet believe they have stable employment and income sources at the
‘Ltime of completing the programmes.

| Evidence risk - Medium risk that data does not exist to provide sufficient evidence of medium to long-term impact,
} as the financial independence of beneficiaries is not routinely tracked beyond 24 months. It is recommended that
| TCB continue to periodically conduct assessments with a sample of beneficiaries one year after graduating from
| the programme to determine the extent to which effects are sustained once beneficiaries leave the supportive
} environment of the programmes.

| External risk - High risk that the Covid-19 pandemic and the resulting impact on consumer spending power and
} priorities will limit the income earning potential of 2019, 2020 and 2021 cohorts. This is already evident in the
| lower year 1 average income levels of the 2020 cohort compared to the 2016 - 2018 cohorts, as well as the general
\Ldownward trend in income from inception to year 2.

IMPACT
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TCB - AVE MONTHLY INCOME PER COHORT
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TCB’s highest recorded average monthly income was
R6,841. TCB’s lowest average monthly income was R4,916,
30% above the 2021 minimum wage’. However, the average
monthly income across the cohorts, was 66% above the
2021 minimum wage. For TCB there is a downward trend
in average monthly income from inception to year 2. This
is the result of beneficiaries becoming more independent.
A recent survey answered by a sample of the TCB 2019
cohort, showed that approximately 36% of beneficiaries
shop at other sources as well and not exclusively at TCB.
The downward trend could also be as a result of the time
consuming Informal Small Business Practise course in the
second year of the programme, leaving beneficiaries with
less time to buy and sell stock. Covid may have enhanced
the steep decline for the 2018 cohort.

TAB - AVE MONTHLY INCOME PER COHORT

R7,000

R6,500

R6,000

S —
- T~

R5,500

R5,000

R4,500

Inception Year 1 Year 2

2016 cohort (2016 - 2018)
2018 cohort (2018-2020)

TAB’s lowest average monthly income was R4,896, 30%
above the 2021 minimum wage. However, the average
monthly income across the 2016 - 2018 cohorts, was 61%
above the 2021 minimum wage. The upward trend of the
2018 cohort is a result of the increase in supplier donations
received, enabling beneficiaries to buy and sell more
appliances.






IMPACT 4: ENVIRONMENTALIMPACT

NUMBER OF CLOTHING ITEMS
RECEIVED PER YEAR

CONTRIBUTION TO CIRCULAR ECONOMY

TCB and TAB have established strategic long-term contracts with South Africa’s major clothing and general

\ \
\ \
\ \
} merchandise retailers who donate excess stock to TCB and TAB. These items are made up of customer returns } 2000000
} and end-of-season merchandise that would otherwise end up in the landfill, resulting in a negative environmental } :288888 AT T T s E u
| impact. \ 1400000
} To track environmental impact, an annual quantitive measure is used. This measure tracks the volume of clothing WHAT } Jéggggg
" items and appliances received from suppliers each financial year. Volume of items is an indicator of sustainable \ 800000
} resource management (lowering resource demands), societal behaviour (citizen awareness, engagement and } 600000
| participation) and business operations (changing and adapting business models according to principles of a | 400000
} circular economy). To establish the change in volumes, the number of items received from the number of suppliers } 200000 |
| in 2016 were compared to the number of items received from the number of suppliers in 2020. | 2016 2017 2018 2019 2020
S _
\r 7777777777777777777777777777777777777777777777777777777777777777777777 j\ TCB received more clothing items each year starting with
| EN\/|RONMENT Q | 1,404,584 in 2016 and increasing to 1,854,981 items in
} TCB and TAB's contribution to the circular economy has a direct impact on the environment in which they operate. } 2020 as demonstrated above.
‘L fffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffffff \i\/ﬁfoffj ---Target
' INCREASED NUMBER OF ITEMS RECEIVED B CUMBER OF ABBLIANCES
} TCB received 32% more clothing items in 2020 (c1.8m) compared to 2016 (c. 1.4m). In 2020, TCB exceeded their ~ ——— } RECEIVED PER YEAR
| target of 1,740,000 items of clothing received from suppliers per year. SR | 165"8’888 _____________________________
} HOW } 140,000
- TAB received 588% more appliances in 2020 (c109k) compared to 2016 (c.16k). TAB has not yet met its target of 1 120,000
' 154,800 appliances received per year. | oo
- _ v
e - 60,000
40,000
' SUSTAINABILITY DIVIDEND FROM RE-USE OF APPLIANCES AND CLOTHING 20,000

\
\
- Between 2016 and 2020, TCB received over 8 million items of clothing from eight retail suppliers. These contributions } 2016 2017 2018 2019 2020
. enabled the re-distribution of clothing, adding value to the retail partners by assisting them to get rid of excess |
- stock while contributing to life-changing empowerment. Over the same time period, TAB received over 412,000 _|_ | TAB received more appliances each year from 2016 (15
} appliances from three retail suppliers. Re-use of appliances reduces the volumes ending up in landfills, making a } 844) to 2019 (124 708), but less in 2020 (108 960) than
- significant contribution to the circular economy. This provides benefits to supplier partners themselves, upcycling 10 in 2019 as seen above.
\
\
\
\
\
\

' electrical devices on their behalf.

BUTION
\
} TCB and TAB's efficient reporting helps suppliers to track their own contributions to the circular economy and NUMBER OF SUPPLIERS PER YEAR
| include these results in their sustainability reports. TCB and TAB assist suppliers on their responsible corporate
' citizen journeys by reducing their waste through a heuristic empowerment programme.
- - J
e . TCB

} Evidence risk - High probability that insufficient high-quality data exists to effectively determine impact level.
, TCB and TAB are measuring volume of items, where other industry actors typically measure in tonnes. This makes A

. contribution comparative analysis difficult.
} Alignment risk - Low risk that impact is not locked in the success of the business model, such that delivery of the
| activities required for impact may not endure.

.- | 2016 2017 2018 2019 2020
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FINDINGS

5 INsIGHTS

® Beneficiaries that complete the TCB and TAB programmes grow personally, develop professionally, and are more financially independent than before.
Having learnt how to overcome challenges and how to be more self-aware, beneficiaries are more motivated after 24 months and have an improved
attitude towards success. Their increased skills and knowledge, with the ability to budget and plan learnt through practical experience of running a
business in a safe environment, enables beneficiaries to generate a decent monthly income that is on average 64% higher than minimum wage.

e With increased financial freedom and a growing entrepreneurial spirit, beneficiaries become role models that positively impact their families and
communities and provide much-needed success stories to encourage future entrepreneurs.

e Both TCBand TAB have a positive impact on the planet and contribute to responsible corporate citizenship, partnering with retail suppliers to demonstrate
what is possible.

e Although overall averages show promising improvement across impact areas, some target thresholds were not met. In these cases, beneficiaries scored
relatively low at inception (signalling an area of need) and showed improvement, but did not improve sufficiently to meet the target thresholds that would
indicate the level of capacity needed to support sustained positive changes after leaving the protective environment of the programmes. These areas
include: capacity to budget and plan, stable employment and income sources. At the time of completing the programmes, 23% of beneficiaries did not
perceive they had mastered budgeting and planning, and 23% did not yet believe they have stable income sources and are independent of external
grants or subsidies.

e There is a downward trend in income levels, and the first month of trading typically marks the highest level of income. Average monthly income
levels at the time of completing the programmes are more than R1 000 above the target income level of R5 000. These measures do not currently
provide a coherent picture of the extent to which beneficiaries are prepared for financial independence on leaving the programme. In particular, if the
average level of income (quantitative indicator) achieved is sufficient, one would expect to see a positive correlation with the beneficiaries’ perception of
stable income sources and independence from external grants or subsidies (quantitative indicator).

e |[tis important to consider qualitative results - Poverty Stoplight measures based on self-perception - against the quantitative income level measure, and
to note that the Poverty Stoplight survey provides household-level measures. Even though a household-level measure is valuable to understand the
wider impact of the programmes, it can limit the potential to understand the contribution that TCB and TAB are making to individual beneficiaries,
compared to other factors affecting the household.

® The comparison between the results of the quantitative and qualitative indicators suggests that current measures and associated target thresholds can
be investigated to identify refinements to measures, target threshold-setting and programmme enhancements. Possible remedies to address inconsistencies
could include:

P Setting reasonable target thresholds for informal businesses that reflect a necessary degree of change to support sustained financial outcomes
after leaving the programme. Income level thresholds should indicate a positive change for beneficiaries and positively correlate with the perception
of stable income sources and financial independence.

) Programme interventions to ensure targets can be met and alleviate ‘stubborn’ areas of change.
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RECOMMENDATIONS

| PROGRAMME DESIGN |
4
Focus on capacity to
budget and plan training to
build core competencies of
financial management to
strengthen financial stability

and income levels once
beneficiaries leave programmes

Combine stable employment
and income sources as
key indicators of financial
independence and expected
correlation with positive
income level outcomes

Nve

VBV,

Aim for consistency of
average monthly income
levels to address the current
decline in income levels from
inception to year 2

Routinely track and
measure performance
beyond 24 months of

programme participation
to assess persistency in
outcomes achieved

IMPACT MEASUREMENT

D 4

@

Ensure that targets are
realistic, achievable and
comparable with
industry metrics

INSIGHTS

Review metrics annually
to check if additional
indicators should be added

b

Review measurement
tools for accuracy against
impact goals e.g. individual-level
measures to assess
direct programme effects on
individual participants

& Da

Develop indicators and
measures that align to
environmental impact
standards i.e. shifting to
standard industry metrics
in weight (tonnes)
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