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Similar to the previous
quarter, the bulk of our
discussions (757 in total)
centred around the cost of coL

living crisis. Throughout 35.2%
these conversations, local
people expressed the
ongoing adverse effects of
the crisis on their mental
and physical health.

FOOD INSECURITY

This quarter, food-related
concerns emerged as a
pressing issue for local

people, with 398 discussions
revolving around issues of
food insecurity, affordability,
and accessibility. Local
people highlighted how the
rising cost of living translates
to less money for food and
therefore, increased reliance
on foodbank provision.
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CRIME AND SAFETY

Crime and community safety continued to be
key concerns for people, with 315
conversations touching on these issues. Local
people expressed feeling a decreased sense
of safety and security, prompted by
perceived increases in crime levels and the
onset of darker winter nights.

HEALTH ACCESS

This quarter, access to health services
remained a concern for local people,
with 432 discussions relating to
accessing and interacting with primary
care. Notably, there is a growing
perception that certain communities
within the borough are facing more
barriers to accessing healthcare than
others.

ENVIRONMENT

Throughout the quarter, discussions about
environmental concerns totalled 248,

particularly focusing on Loxford and

Clementswood, where residents expressed
dissatisfaction with the area's cleanliness —
and inadequate green spaces. & N
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Nn. what's worked

Why Islington?
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Understand your audience

- what really counts for them
- major preoccupations

- their place - worries & aspirations
- Friends / peers \
- global / local events

/ \ - what friends say

- what the boss says
- what influencers say

- attitude in public
- behaviour towards others
- measures of success

. age, iIncome, pronouns, profession,
education, family / marital status, location



Target your audience

1. Identify the right channels, partners and ambassadors for the target audience
2. Be redlistic: utilise your strengths and mitigate weaknesses

3. Think about the outside world and what is going on

4. Test and learn



3. Communicating impact: tips

1. Think about story AND structure

2. Be clear, brief, and jargon-free

3. Choose the right impact data

4. Remember you need data AND feedback




3. Communicating impact: examples

Mama Youth

The team are delighted to share just some of the tremendous talent triumphs from our 2022 cohorts

Iryna Maaksymenko secured a
paid PR & Publicity intern role
at Nutopia

Hannah Kerai

joined Fulwell73 on

their production
internship
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Art Rezari secured
aresearcher role at
Buzz16.

e
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Devinder Ramdeva and Emeka
Diamond have been awarded

the Avalon/Breeders studio and
location paid internship
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Nandipa Sesay is a
Music Co-ordinator
at Banijay.

Young Minds

YOUNGMiNDS

fighting for young people’s mental health

2

Toni Osbourne is in
atrainee Sales role
atITv

Impact Report 2023

Nadia Hussein
is a Production
Secretary at
Naked

loana Kasozi joined the MAMA
Youth team in a full-time
administrative role.

Jordan Burrell
secured a post-
production internship
at Fulwell73.

James Reid joined
Sky as an edit
assistant on 12
month contract.

Christina Vassell looks forward
to bringing value to the team at
Wise Owl Films as a Development
Researcher for 6 months.

Our vision is clear: we want to see a world where no young
person feels alone with their mental health.

Explore our report >

Explore our theory of change

Robyn Salt and
Masa Jamaludeen

secured Digital
Producer roles at
Sky News

Vv



https://www.mamayouth.org.uk/assets/Impact_Report_2022.pdf
https://www.youngminds.org.uk/about-us/reports-and-impact/impact-report-2023/

3. Communicating impact: examples

Street League Clic Sargent
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As part of our commitment to honest and transparent social impact reporting, we wanted o move ‘beyond’ the annual report. You can see

our social impact year round - our successes and what we don't get right.
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https://www.streetleague.co.uk/about
https://www.younglivesvscancer.org.uk/wp-content/uploads/2019/10/19154_Impact_and_Accountability_Report_2019.pdf

Practical brand and marketing services

for charities at critical stages of their
development.

With clarity of purpose every
organisation can achieve its
communication aims. Whether you are
brand new, want to raise awareness of
an issue, or launching a new service
Purposeful Marketing can help.

Clients include BD Giving,
BD_Collective, CAF, H&F Giving,
The Health Foundation, The Rank
Foundation, Renaisi.

www.purposefulmarketing.co.uk

The Purposeful Marketing approach

Discover

Develop

O0-0

0 Deliver

Understand and clarify
your purpose with
research, interviews and
auditing

Assess your status and
how it could be
developed to align with
yOour purpose.

Analysis, guidance

and resources to hit
your strategic aims and
emphasise your unigue
purpose
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