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1.1

1.2

1.3

1.4

EXECUTIVE SUMMARY

This executive summary provides an overview of findings from the
evaluation of the Save Xmas awareness campaign. The evaluation was
conducted by Ipsos MORI on behalf of the Office of Fair Trading
(hereafter the OFT), utilising a combination of quantitative and
qualitative research approaches, including both trainers and end users.

Save Xmas was developed by the OFT in the wake of the Farepak
collapse. The Treasury provided £1 million to the OFT to develop and
deliver the campaign, in six different regions across the UK: Scotland,
North West England, Northern Ireland, the North East, Wales and the
Midlands. It aims to raise consumers' awareness of the different ways of
saving for Christmas, and their respective pros and cons. More precisely,
the Save Xmas objectives are focussed upon helping consumers,
particularly priority groups including women aged 30-50, people on
benefits or on low income, and lone parents, understand their options
when saving for Christmas. The issue of the Farepak collapse is still
salient with many people, especially in areas where consumers were
particularly badly hit. Saving for Christmas is also an issue that impacts
upon many individuals, including those with families. Both the trainers
who ran these sessions and the end users who attended the sessions
valued the use of Christmas 'as a peg' on which to hang wider financial
capability training.

Save Xmas materials were designed and supplied by the OFT. The
materials have been made available to any individual or organisation who
may want to use them to learn about, and teach others about, saving for
Christmas. The Citizens Advice Bureau (CAB) was also funded to run
financial training sessions using the Save Xmas materials.

The following groups of people were involved in the delivery of the Save
Xmas campaign, and contributed to the evaluation:

e trainers who delivered training sessions using the Save Xmas
materials. Some of them were from CAB and some were from other
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1.5

intermediary organisations. Most held jobs that mainly involved
delivering financial capability training. Others were front line workers,
who had paid or voluntary posts that involved working with people
who are financially excluded, and were trained on Save Xmas so that
they could pass on their knowledge to end users, and

e end users who were trained on how to save for Christmas, for
instance, the consumers who would benefit from learning more
about the different options available when saving for Christmas or
for other reasons.

Overall the evaluation of the Save Xmas initiative shows that the
delivery of the campaign has been effective. Trainers and end users were
positive about the approach adopted by the OFT, and the impact and
benefits of the campaign.

The delivery

1.6

1.7

The vast majority of the training sessions were delivered in a group
setting using a face-to-face approach. This was an effective way of
reaching, and engaging with, the target audience. In about half of the
cases, the training focused solely on saving for Christmas. In the other
half, it was appended to a session with a wider financial capability
focus, for example, 'managing your money', 'how to save' etc. It also
gave trainers the opportunity to gradually warm up end users to the
subject matter. Our observation of sessions (where CAB staff were
involved in training) showed that appending the Save Xmas training to a
course, or session, with a broader remit was particularly well received by
end users. The observation of training sessions was used to increase our
understanding of how the materials were used, and was not intended to
evaluate the quality of the training provided.

The decision whether or not to focus on saving for Christmas or whether
to append the Save Xmas materials and content to wider financial
capability materials was generally made at a local level. Often this was
by the trainer directly, with their own financial training experience being
a key factor. Less frequently the decision to include the Save Xmas
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1.8

1.9

materials as part of a broader trainer session resulted from an
organisational decision within the local CAB (or other organisation). This
decision was also influenced by discussions or conversations at CAB
regional Financial Capability Forums where members shared ideas and
reported their own experiences. The Financial Capability Forums appear
to be a useful information exchange for those involved with Save Xmas
(both CAB and other organisations).

Trainers delivering the Save Xmas sessions adopted a range of
approaches to reach end users. An effective approach to recruitment
consisted of involving partner organisations (such as Sure Start, Housing
Associations, community or religious groups). The trainers contacted
these organisations and offered to run the training free of charge. If the
partner organisation considered the subject as being relevant to their
audience, they would recruit participants and arrange a session in their
own premises. This approach greatly helped to guarantee attendance:
participants were recruited by someone they knew. They were also
familiar with the training venue, and may be acquainted with other
participants. This resulted in a higher turn out, and also created a more
relaxed atmosphere. In contrast, sessions where participants were
recruited through leaflets and adverts were generally poorly attended.
Trainers who adopted this approach found it very challenging.

When the recruitment involved partner organisations, some front line
staff from the partner organisations that organised the session often
attended the training too, which enabled them to pass on the knowledge
gained to other end users they may come across as part of their day-to-
day job.

The OFT materials

1.10

Awareness of the Save Xmas materials designed by the OFT was high,
with over four in five trainers surveyed being aware of each of the
different materials available. Levels of use of the different materials
varied. The leaflet, the DVD film, and the flowchart were used by
between 25 per cent and 40 per cent of trainers. The materials were
thought to be highly effective in engaging participants with the topic.
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1.11

Trainers tended to use the Q&A document and the briefing notes to
prepare themselves for the session, and did not usually hand them out to
participants.

Feedback received from trainers and end users indicate a high level of
satisfaction with the quality and range of materials provided. Trainers
could 'pick and mix' the materials depending on their experience, using
only those materials that suited their own delivery style, the technical
equipment available, and — very importantly - the specificity of the
audience. Alongside this praise, two areas for improvement were
suggested:

e the materials in their current format do not include any local
information. End users frequently asked where the different saving
options are available and how they can access them. This means
trainers needed to research this information before delivering the
training. That being said, trainers acknowledged that it would not be
practical for the OFT to include such information in the materials,
and

e the film includes a handful of screenshots with written information
that is not read out. End users with poor literacy may struggle to
read the information.

Geographical coverage and timing

1.12

Although only six regions were originally targeted for the campaign
(Scotland, Wales, Northern Ireland, Midlands, North West and North
East), the evaluation showed that the campaign rolled out beyond its
original remit. We were informed of training sessions taking place in
London, the South West, the South East and the East of England. The
ease of getting hold of the materials is likely to have contributed to the
training sessions occurring in these areas beyond the originally envisaged
six regions.

The timing of the initiative in the run up to Christmas 2007 and in early
2008 to influence savings for Christmas 2008 was considered helpful by
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three quarters of trainers (74 per cent). The question of when people
start or should start saving for Christmas remains open and trainers who
did not find the timing helpful held a range of different views as to what
would be the ideal time to train people.

Research, impact and outcomes

1.14

1.15

The Save Xmas campaign has reached a mix of front line staff and end
users across a diverse range of organisations. The trainer survey we
undertook asked those delivering Save Xmas to estimate the number of
end users they had trained to date. Alongside with the information
provided by CAB, it is estimated that the Save Xmas campaign reached
about 40,000 end users.

The evaluation has shown a wide range of benefits for end users:

e trainers and end users unanimously agreed that the training has
raised end users' awareness and understanding of the importance of
saving for important events, the different ways to save, and how
safe each option is. Seven in ten trainers agreed that the Save Xmas
initiative is effective in raising people's awareness of the risks
associated with different saving options

e |ooking at end users, before the sessions, 65 per cent of them were
unclear where to go to find out more about saving for Christmas.
Awareness and use of credit unions was particularly low (only 11per
cent of end users had used). A survey conducted with end users
many months after their training shows that awareness and use of
credit union savings accounts have risen comparatively to other
ways of saving

e at the end of the training, the vast majority of end users (95 per
cent) reported that they found the Save Xmas session useful. Nine in
ten knew more about their savings options and four in five knew
where to go for more information. Some also said the session made
them feel more confident about money generally, an effect that
persisted in the long term: in July 2008, for instance, several months
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after the training took place, seven in ten end users said they felt
more confident about deciding how to save (71 per cent), and one
quarter felt about the same (26 per cent)

at the end of the training session, over two in five end users (43 per
cent) indicated that they intended to make changes in how they save
following the session. When contacted again in July 2008, of the
end users we spoke with, just under two in five said they had made
some changes to how they save since attending the training session
(38 per cent)

whilst changing behaviour is not an explicit aim of the Save Xmas
campaign, the follow-up depth interviews conducted with end users
a few weeks or months after they had received their training showed
that their recollection of the training was high. Outcomes reported by
end users include opening credit union accounts, and discussing
saving issues with family and friends. Some had tried to save but
were unable to do so. They felt guilty about it, indicating a shift in
their perceptions of money, and in their overall attitudes towards
saving and borrowing

the follow-up survey conducted with end users a few months after
the training provides a clearer picture of the longer term impact of
the Save Xmas campaign. Among those who said they had made
some changes to how they save since attending the training session,
the changes mentioned (unprompted) include opening a credit union
account (27 per cent of those who said they had made changes),
opening an account with a bank or building society (27 per cent),
budgeting and planning (21 per cent), and starting saving (20 per
cent). Once prompted with a list of possible changes, the main
changes mentioned by end users were reconsidering the way they
spend their money (36 per cent of end users), checking that the
saving options they use are safe (30 per cent), starting saving (26
per cent) or increasing the amount of money that they save (23 per
cent). Note that these figures exclude end users who were already
doing these things before they attended the training, and
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the Save Xmas initiative has also benefited the organisations
involved in its delivery. It has strengthened the partnership work
between local organisations. Many trainers told us they had
developed new contacts as part of the campaign, which they hoped
would be useful in the future. The campaign has also contributed to
raising CAB's profile as a port of call for people who need free
advice. Finally, it has helped other organisations such as housing
associations to develop and improve their knowledge and skills in
financial training, and consequently better support their clients.
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2

INTRODUCTION

Background

2.1

2.2

2.3

This report presents the findings from an evaluation of the first year of
the Save Xmas awareness campaign. The evaluation was conducted by
Ipsos MORI on behalf of the Office of Fair Trading (hereafter the OFT),
which runs the campaign. Save Xmas was developed by the OFT in the
wake of the Farepak collapse. It aims to raise consumers' awareness of
the different ways of saving for Christmas, and their respective pros and
cons. More precisely, the Save Xmas objectives are to help consumers
understand their options when saving for Christmas, by enabling them
to:

e identify the alternatives to Christmas hamper saving schemes
e consider their own needs, preferences and attitudes to risk

e understand that different savings options have different
characteristics including varying risks, and

e know where they can find further help or information about their
savings options.

The campaign aims to target a range of priority groups (hereafter end
users), including women aged 30-50, people on benefits or on low
income, and lone parents.

The advice sessions are primarily delivered by Citizen's Advice Bureaux
(hereafter CAB) and other trusted intermediaries such as Housing
Associations. Unlike other organisations, CAB has received funding from
the OFT to run training sessions on Save Xmas across the UK. As well
as the priority groups listed above, the training sessions also target front
line staff from organisations in contact with end users. The rationale
behind this is that front line staff will be able to educate their customers
on saving for Christmas.
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2.4

2.5

To assist community groups and partners with the delivery of the
campaign, the OFT designed the following materials for the training
sessions:

e session supporting material, such as notes to help trainers make best
use of the toolkit, and suggested session format

e detailed background information on each of the different savings
options and a 'Q&A' document to help trainers answer common
questions from participants

e a leaflet which sets out the features of the different savings options

e a flowchart, to help attendees decide which is the best saving option
for them

e a five-minute film, which explores the options when saving for
Christmas, and

e a PowerPoint presentation, highlighting the issues involved.

The materials can be downloaded from the OFT website, and the OFT
sends out toolkits, free of charge, to organisations that request them.

The campaign started in July 2007, and was formally launched
throughout the rest of the year in six different regions across the UK:
Scotland (27 July), North West England (28 September), Northern
Ireland (19 October), North East (2 November), Wales (21 November)
and the Midlands (11 December). Although the rest of the UK was not
formally included in the Save Xmas campaign publicity, evidence
collected during the evaluation shows that the campaign reached all the
other regions in addition to those listed above, the South West, London
and the South East, Yorkshire and the Humber, and the East of England.
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The evaluation objectives

2.6 This Ipsos MORI evaluation aims to look at the following aspects of the
Save Xmas campaign:

how particular priority groups are benefiting from the campaign
awareness, and usage of, the materials designed by the OFT
views on the training materials
added value to the work of local organisations
intended and actual behaviour change on saving amongst end users
design of the campaign and the effectiveness of the approach
adopted by the OFT, and
examples of good practice, for dissemination.

Methodology

2.7 These objectives called for an approach combining quantitative and

qualitative methods.

Quantitative:

telephone survey with trainers, using contacts provided by OFT and
CAB. The fieldwork took place between 21 January and 6 February
2008. A total of 122 stakeholders from England, Scotland and Wales
took part in the survey, which asked about their awareness and use
of the materials, their views on the campaign, and estimated
numbers of people trained on Save Xmas

data inputting and processing of the feedback forms completed by
end users and trainers, and returned to the OFT. These forms were
designed by the OFT prior to the evaluation. For end users, the form
included a section to be completed at the start of the training, and
another to be completed at the end of the training. The form aimed
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to assess end users' awareness and usage of the saving options
available for Christmas before and after that training, and their views
on the training session. The form also asked end users to leave their
contact details if they wanted to take part in future research. These
contacts were used to conduct the telephone follow-up survey
conducted with end users in July 2008. They were also used to
recruit the 18 telephone depth interviews with end users detailed
below, and

e a follow-up telephone survey with end users, who had agreed to take
part in further research when completing a feedback form at the end
of their training session. The survey looked at the long term impact
of the Save Xmas training programme. The fieldwork was conducted
between 11 July and 3 August 2008, and 149 end users took part.

Qualitative:

e 12 telephone depth interviews with trainers in the following regions:
Midlands, North East, North West, Scotland, South West, and Wales
(two interviews per region). The purpose of these 12 depth
interviews was to start to explore in more detail the issues identified
by trainers in the earlier quantitative telephone survey

e three discussion groups with trainers (one in the Midlands, two in the
South East/East Anglia)

e six observations of training sessions, followed by a debrief
discussion with end users (one in Wales, two in the Midlands, two in
the North West, one in the North East), conducted in the form of a
short discussion between an Ipsos MORI researcher and end users at
the end of their training session. When attending these sessions the
researcher also talked to the trainer about the effectiveness of the
materials, and the issues associated with delivering the training, and

e 15 telephone depth interviews with end users (a maximum of three
in any one Save Xmas region), looking at what they could recall from
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their training, and any actual behaviour change in terms of savings
for Christmas or saving more generally.

Interpretation of findings

2.8

2.9

The Save Xmas trainers who took part in the quantitative telephone
survey are only a sample of the total 'population’ of trainers. We cannot,
therefore, be certain that the figures obtained are exactly those we
would have if all Save Xmas trainers had been interviewed (the 'true’
values). However, we can predict the variation between the sample
results and the 'true' values from knowledge of the size of the samples
on which the results are based, providing the number of trainers
delivering the training is known (the total population). Whilst we know
the population of CAB trainers (1,454) precise figures for the total
population cannot be calculated, given the 'public' access to the
materials, and that the number of downloads of OFT materials, or the
number of material packs requested may not equate to the final figure of
actual trainers. The quantitative research figures are a useful and
informative element of this research, but they should be considered with
the minor caveat in mind that the population research is a sample (122)
of the unknown total population of Save Xmas trainers.

The findings from the qualitative elements of this research are not
intended to be statistically representative of the views of the trainers
delivering the Save Xmas training, nor are the views of the end users
who were consulted. The qualitative work is designed to be reflective,
adding depth, breadth and detail, or 'colour', to the quantitative work
undertaken. The qualitative analysis and findings highlight the range of
issues identified by trainers and end users when involved in the Save
Xmas campaign. The individual views, experiences and circumstances
discussed will, of course, not be applicable for all trainers or end users.

Report structure

2.10 After this section, the remainder of the report is divided into the

following chapters:
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e chapter 3 looks at how the Save Xmas campaign was organised and
delivered

e chapter 4 focuses on trainers' awareness and views on the Save
Xmas material designed by the OFT

e chapter 5 focuses on the impact, benefits, and outcomes of the Save
Xmas campaign for end users

e chapter 6 looks at trainers' views on the effectiveness of the
campaign, and

e chapter 7 presents the conclusion from our evaluation, and
recommendations for the future of the campaign.

Acknowledgements

2.11
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and debrief discussions.

OFT1025 16



3 DELIVERY OF THE SAVE XMAS CAMPAIGN

3.1 This chapter looks at the delivery of the Save Xmas campaign, based on
information provided by trainers. In particular the chapter focuses on: the
use of the regional launches to make trainers aware of Save Xmas, the
methods used to recruit participants, the timing of Save Xmas, the
different ways of delivering the training, and attendance.

Awareness of the regional launches

3.2 A high proportion of trainers attended their regional launch suggesting
that the launches were popular (chart 1). Three quarters (75 per cent) of
the trainers in a Save Xmas region were aware of the regional launch,
and nine in ten trainers (88 per cent) who were aware of the launch
either attended in person or had somebody from their organisation
attend.

Chart 1

Ipsos MORI The regional launch

Q Were you aware that OFT was Q Did you, or someone else from your
running some regional organisation, attend the event?

launches of the Save Xmas
Yes, | attended the o
event myself

Education Programme?
Yes, someone else
from my organisation [k
attended the event

Yes

No

No, nobody from my 0
organisation attended 23%

Base: 80 Save Xmas trainers who work in a Save Xmas Base: 60 Save Xmas trainers who work in a Save Xmas

Region, telephone survey, 21st Jan to 6" Feb 2008 Region and area aware of regional launch
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3.3

Trainers did not rely only on the regional launches to learn about the
Save Xmas awareness campaign but also relied upon local and regional
networks such as CAB's Financial Capability Forums. These forums
allow potential trainers to learn about schemes such as Save Xmas,
whether formally in the forum meetings, or informally through the
networking that occurs between individuals and agencies that is a
characteristic of the Financial Capability Forums.

Recruiting participants for the Save Xmas training sessions

3.4

3.5

Recruiting participants and ensuring they attend the training session was
clearly one of the key challenges of the campaign. Indeed, knowing who
should attend the training sessions, and targeting those individuals, is
not the same issue as ensuring they actually attend the training. The
difficulties that trainers could have in recruiting end users was described
by trainers across different regions, including a trainer conducting a
group in the South West that we observed:

'"The materials, the delivery of the courses, all that's been relatively
straightforward and relatively easy, but actually getting an audience
has been very difficult... the biggest practical problem, | think, has
been getting people to come along looking for something that's good
for them.'

(trainer, South West)

Anecdotal evidence gained from phoning CAB trainers who were
organising sessions that we planned to attend, suggested that some
groups were delayed or cancelled due problems with recruitment. Front
line workers were often easier to recruit than end users and would often
have close access to their local communities.

Trainers used various ways of recruiting participants for the Save Xmas
training session:

e formal recruitment, directly by trainers (booking them in and knowing
who will, or should, attend the sessions)
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e advertising the session locally as an 'open door' event, and running
the session with the people who turn up, and

e recruiting from known pools of potential participants who utilise the
services of partner organisations, such as people who attend Sure
Start programmes, or people who are a member of a Housing
association or community group. The recruitment is then handled by
the partner organisation.

The remainder of this chapter discusses the pros and cons of each
approach.

Recruitment approaches

3.6

3.7

3.8

Formal recruitment tended to be used by a limited number of trainers
who had existing pools or networks of end users from which they were
able to recruit, for example, groups who had received previous financial
capability training, and for whom Save Xmas would be but one in a
series of training sessions. This had the benefit that trainers were
familiar with the participants and knew at what level to target the
materials. Formal recruitment was seen to be less appropriate when
trainers did not know the potential attendees, as the sensitive nature of
the training may discourage potential attendees from wanting to sign up
in advance for a training session.

The 'open invitation' approach has both positive and less positive
impacts. This approach is perceived to reduce the opportunities for
participants to be 'scared away' by the nature of the subject which may
require participants to face their own failings, or lack of knowledge. Less
positively it can result in trainers investing time and resources in planning
and organising training for which there is limited, or no attendance.

The open invitation approach can mean that the attendees can be varied
and 'it is difficult to know who will turn up' (trainer, North West), 'they
may know about savings and benefits or they may have no financial
literacy skills' (trainer, North West). This means that the materials, and
the trainer, need to be flexible.
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3.9

3.11

A benefit offered by this 'open invitation' approach is that knowledge of
the events amongst the target groups 'spreads by word of mouth' and 'if
nobody turns up in future sessions you know you are doing something
wrong' (trainer, North West).

The flexibility this open invitation approach requires can increase the
value of the Save Xmas awareness campaign in that it can be used to
reach a wider target audience than initially intended. A Housing
Association worker in the Cambridge area reported that after having no
attendees turn up for a (previous pre-Save Xmas) financial capability
training session, she ran the training, with 'on the hoof' revisions, for a
group of Asian mothers, who were not her planned audience, but who
were having a coffee morning in the community building she was using.
Learning from this experience she had ensured that the Save Xmas
training she was about to start delivering would offer the same degree of
flexibility — 'just in case'.

The open invitation approach was preferred by trainers who sought to
use the training sessions as a dialogue rather than a lecture:

'it's very much a matter of engaging with people and using the
materials to stimulate conversation, discussion, rather than to lecture
at people'

(trainer, South West)

The relatively short term nature of the initial Save Xmas funding appears
to be a driver in influencing trainers to recruit participants through
known partner organisations or existing programmes. The use of trusted
intermediaries to recruit participants for the training was perceived, by
the trainers consulted, to be a successful way of best ensuring that
recruitment approaches are appropriate to the local target audience. This
approach has many significant advantages:

e it is a cost and resource effective way in recruiting participants,
saving trainers a large amount of time, and allowing them to
concentrate on the delivery of the session
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e it reaches individuals who do not necessarily know CAB, and at the
same time makes them aware of what CAB can do for them, should
they need advice in the future, and

e it is more effective than trainers' advertising the training as an 'open
door' event. Partner organisations tend to have long term links with
their customers. Participants are recruited by an organisation they
are familiar with, at the same time as other people they know. This
makes them more likely to attend the session than if they were
recruited by someone unknown to them.

However, this may result in the campaign not reaching the target
audience fully, as only those individuals who are 'plugged into' existing
programmes or service provision may get to learn about new
developments such as the Save Xmas campaign. To a varied extent this
factor may be reduced by the tendency of end users to tell peers, friends
and family about the training they have received and thus it is possible
that a wider network of potential end users will learn about the training
on offer. However, trainers suggested that longer term and increased
funding would allow trainers to devote more resources and time into
developing wider recruitment practices. We note again that our fieldwork
was undertaken before further funding for Save Xmas was secured.

To sum up, there is no 'one size fits all' approach to recruitment. Each
method has pros and cons. Therefore, it is important that trainers use
different recruitment approaches to ensure they reach a mix of people,
and adapt their recruitment approach to the groups they are targeting.

Who attended the training sessions

3.15

The feedback forms indicate that three quarters of the people trained
were female (77 per cent), and less than one quarter were male (23 per
cent). They also show that a fairly wide spread of age groups has been
trained: 22 per cent of end users are aged under 30, 45 per cent are
aged between 30 and 50, and 32 per cent are aged over 50.
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3.16 Some examples of the types of groups who have attended training
sessions are provided in the annexes. This list also gives some indication
of the scope and variety of organisations involved in the Save Xmas
training. The list also shows that end users and front line staff were
often trained together.

Timing

3.17 The timing of the campaign generated a range of discussions. Knowing
when people start thinking about next Christmas, and when they should
be trained was perceived to be a difficult question to answer. Chart 2
shows that the views differed as to when training should be
implemented, although three-quarters of trainers found the timing
appropriate.

Chart 2

Ipsos MORI The timing of Save Xmas

Q Now thinking of the timing, would you say that the scheduling of the
programme in the run-up to Christmas 2007 and in early 2008 is ...
[useful] for influencing peoples’ approaches to saving for Christmas

ps
2008 Not at all useful Don’t know

Not very useful

Very useful

Not useful : Useful

Base: 122 Save Xmas trainers, telephone survey, 21st January to 6% February 2008

3.18 Trainers acknowledged the speed with which end users start to think
about next Christmas immediately after the current Christmas. However,
due to the large remit of the training (from our research, participants
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widely understood that it could apply to saving for other special events
than Christmas), we feel that the timing should remain fairly open.

How is the training delivered?

3.19

3.20

The 144 feedback forms received from trainers show that the vast
majority of training sessions are delivered in a group setting (93 per
cent), rather than in a one-to-one setting. Trainers acknowledged the
benefits that running the training as groups offers, in preference to one
to one sessions, in that the discussion that occurs can be a useful
element of the training:

'Group work is better than individual one to one training — as there
is more of a dialogue, more involvement - they learn that the training
is relevant to a lot of people and their point is valuable. You are
discussing rather then telling them the options. It is dynamic rather
than passive'

(trainer, East of England)

However, with open invitation events the requisite number of attendees
to facilitate group discussion may not be present.

The feedback forms also show that just under half of the sessions
delivered focus solely on Save Xmas (48 per cent). The remaining
sessions were incorporated into a wider content (52 per cent). Whilst
some trainers reported successful 'stand alone' Save Xmas training
sessions, other trainers rep