
    Value for Money Strategy 2013 - 2017  
 

Value for money (VFM) is synonymous with business effectiveness. For Curo, this means delivering our ‘Big Plan for the Futue’ in the most 
cost-effective way. 
 

Overview:  

The purpose of this strategy is to support Curo in achieving its strategic outcomes economically, efficiently and effectively whilst 

maximising social value. Through its implementation: 

 A comprehensive and strategic approach to VFM will be delivered; 

 Resources will be managed economically and efficiently to provide high quality homes and deliver ongoing improvements in VFM;  

 A robust assessment of all assets and resources will have been maintained; and 

 Curo will be a transparent and accessible organisation that takes into account stakeholder interests and commitments. 

 

Objectives:  

Over the next five years we will deliver our “Big Plan” (our five year corporate strategy) and in so doing achieve the 

organisational priorities and vision.  The plan expects us: 
 To achieve a return on investment of £2 for every £1 invested in strategic change projects; 

 To deliver efficiency savings of at least 3% in procurement expenditure; and 
 To improve the cost and quality of service delivery to customers and in comparison with our peers.  

 
 

Internal alignment: 

This strategy is aligned with: 

 Curo’s ‘Big Plan for the Future’ 
 Procurement Strategy 

 Development and Asset Management Strategy 
 Social and Economic Regeneration Strategy 

 

 
 

 
 

 
 



 

 
 

 

Where are we now?  

Plan On A Page  

 

 



1. Our ‘Big Plan for the Future’ sets out Curo’s mission, vision and strategic priorities. How we achieve these priorities is set out in 

Critical Success Factors (CSFs) over the next 5 years. Our CSFs articulate the essential inputs necessary to deliver our priorities 
and they drive the content of our detailed business plan and budgets. 

2. To help shape our plan we have involved residents, colleagues, stakeholders and our Executive and Board members. 
3. To meet the six strategic priorities and the CSFs, Curo has a detailed list of key projects and activities to be implemented.  All of 

these projects will have intended, defined and measured outcomes and benefits and detailed inputs (usually people and 

expenditure).  After completion, all projects will have a review and report which will measure the actual benefits realised and the 
inputs required, and compare this with the intended benefits and inputs.  The summary of the outcomes of these projects will be 

included in out VFM report. 
4. To ensure VFM and a proper return on investment, the Board have set a target of £2 for every £1 invested. 

 

Where are we going?  
Our vision is that by 2017 “we will be a modern, customer driven, ethical business, which makes a positive contribution to people and 
places”. This strategy will support the achievement of the following strategic outcomes: 

1. Customers will be happy with the quality and consistency of the service experience they get from us; 
2. The average cost of managing a property will be reduced through enhanced organisational structures, customer access routes 

and more effective decision making; 

3. Customers will be happy with the quality of their homes and neighbourhoods; 
4. We will have improved the quality of our properties through cost-effective and intelligent asset management practices; 

5. We will have optimised the use of our existing assets more effectively, particularly from: 
a. The proactive management of garages and non-residential assets. 
b. Converting Georgian stock into holiday lets and furnished apartments. 

c. Converting more of our Georgian stock into market rented housing. 
d. Using previously un-utilised spaces and land for housing. 

6. We will be able to demonstrate the value we add for customers in their journey from dependence to independence or vice versa; 
7. We will be able to track the impact we make at a neighbourhood level and to evidence the social return we achieve for every 

pound we spend; 

8. We will have established social enterprises to support our strategic priorities and increase local employment. 

 

Why do we want to get there?  
The main benefits derived from this strategy are: 

1. Increased customer satisfaction and customer advocacy levels; 

2. Enhanced reputation as an ethical service provider; 

3. Increased colleague satisfaction which will in turn impact positively on our reputation as an employer of choice;  

4. Increased surplus to enable re-investment; 
5. Improved social return on investment; and 
6. Increased opportunities for investment and recruitment. 

 
 



What are the possible obstacles…risks if we do/risks if we don’t? (Productive Paranoia) 
 

1. Reputational risk if we do not have a robust framework to deliver VFM 

2. Regulatory risks if we do not demonstrate effective commitment and evidence to delivering VFM  

 

 

Delivering the Value for Money Strategy – overview of the key components (HOW) 
1. Embed VFM throughout Curo 

Ensuring business effectiveness at all levels of the organisation is key to the successful delivery of this strategy. By ensuring that 

accountability and responsibility for cost and quality outcomes and measures are reflected in team plans and in individual 
objectives, ‘VFM’ will become part of Curo’s culture and ‘the way we do things’ and not seen as something separate. 

2. Procurement 
A key element of VFM will be the delivery of the Procurement Strategy which was approved by the Board in July 2012.  It has a 
number of detailed aims which address the six strategic priorities, including delivery of our stated efficiency target of at least 3% 

of procurement expenditure. Benefits realized from procurement activities will be reported in our VFM report and will be 
measured in both cash and non-cash savings.  Cash savings will be measured by cost reductions achieved when comparing with 

previous costs, and, for new activities, by measuring actual prices against estimated prices.  Non-cash savings will measure 
improved services, either in delivery quality or specification, as well as social value. 

3. Assets and resources assessment 

An important element of this strategy will be to ensure we’re maintaining a robust assessment of our return on assets and ensure 
our Development and Asset Management Strategy effectively optimizes this return. 

4. Benefits realisation 
In the context of delivering our strategic objectives, we will: 
 Demonstrate a robust approach to use of resource decisions, with particular emphasis on ensuring a clear understanding of 

the business case including inputs and intended benefits; 
 Review and report on all completed business plan projects, which will measure which will measure the actual benefits realised 

and the inputs required, and compare this with the intended benefits and inputs. The summary of the outcomes of these 
projects will be included in our VFM report; 

5. Performance and Benchmarking 

As well as benefits realisation delivered via the business plan and procurement, we also use a series of KPIs covering service 

delivery, customer satisfaction and activity costs, inter alia.  The Performance Dashboard, containing the key strategic indicators, 

is reported to the Board each quarter.  On a monthly basis, operational indicators are used in all areas across the business to 

monitor and improve service delivery, quality and costs.  Monthly accounts are used to monitor actual financial performance 

against budget, and to enable business improvement activities to be identified and monitored. Key strategic KPIs include: 

1. Customer Net Promoter Score (which measures customer advocacy); 

2. Overall service quality; 

3. End-to-end time to complete repairs; 



4. Average time to re-let properties; 

5. Operating margin; 

6. Interest cover. 

Benchmarking will be a key part of delivering VFM within Curo.  Curo is a member of the Housemark Benchmarking Club which 

includes many other RPs, ALMOs and Local Authorities.  This club works on the principle that members share operational and 
financial information to allow comparisons to be made. Financial and operational performance data is submitted on a regular 
(usually annual) basis in a standard format.  We will include quartile indicators from Housemark on our KPI reports so, as well as 

assessing our own internal performance, we can measure our progress against our peers. 
6.  Maximising social value 

Delivering VFM is exactly the same as running an effective social business, which adds value. 
It is not possible to measure value unless the desired outcome has been set out in advance.  Value is unique to each organisation 
and is about measuring what the organisation is seeking to achieve, compared with its resources and the relative importance of 

that goal. Thus the diagram below shows how running an effective business will deliver VFM: 
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Benchmarking: 

Our current standard benchmark approach is to compare service quality and costs of our core business areas (general needs 

housing and housing for older people) against all England housing associations (including traditional HAs and LSVTs), 7,500-
15,000 units using Housemark benchmarking club. For other areas of the business we may use more appropriate 

benchmarks e.g. SITRA   
 
 

Equality Impact Assessment  

 
 
 

 

What are the Key Timings and Milestones (Disciplined Execution)? 
Date Task Milestone 
14 May 2013 Report to Board Strategy approval 

 
 

 
 

 
 


