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Objectives and activities

Gingerbread is the national charity working with single parent families. We provide expert information, 
advice and support into work, membership and peer support through local groups and online forums.  
Gingerbread campaigns against poverty, disadvantage and stigma to promote fair and equal treatment 
and opportunity for single parent families.

In May 2007 the National Council for One Parent Families (founded in 1918 as the National Council for 
the Unmarried Mother and Her Child) merged with the charity Gingerbread. In June 2013 we changed 
our registered name from “National Council for One Parent Families” to “Gingerbread, the charity for 
single parent families”, retaining the working name “Gingerbread”. 

Objects

The objects of the charity, as stated in the Articles of Association are:

“To prevent or relieve poverty and disadvantage and to promote fair and equal treatment and opportunity 
among single parents and their children, and to promote and protect their well-being through the 
provision of information, advice, education, training and other services; the conducting, commissioning 
and publication of research; and the raising of awareness through publications, use of the media, public 
advocacy and other means of communication. For these purposes a single parent means an adult who 
is the main carer for one or more dependent children without a partner in the same household.”

Vision

A society in which single parent families are valued and treated equally and fairly.

Mission

Gingerbread works nationally and locally, for and with single parent families, to improve their lives. We 
achieve change by championing their voices and needs and providing support services.

Values

We value the diversity of family life.

Trusted: we can be relied upon to deliver expert, relevant and influential work that is evidence-based. 
Single parent families can rely on us for support.

Resourceful: we work practically, flexibly and creatively to improve the lives of single parent families.

Enabling: we provide single parents with the knowledge, skills and confidence they need to lead the lives 
they want.

Public Benefit

In fulfilling their duties and making decisions about the charity’s activities, the Trustees have ensured 
that these activities benefit the public and have paid due regard to Charity Commission guidance in this 
matter.

In 2015-16 over 600,000 single parents came to Gingerbread – the highest number ever - enabling them 
to find support to address a range of financial, practical and emotional issues facing their families or just 
to share the highs and lows of life as a single parent with others in the same situation.   The number of 
single parents able to access specific services is constrained by funding available: this year we have 
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continued to fund a broad service mix and to achieve significant growth in web visitors, social media and 
membership.

We measure impact using a social return on investment model developed with New Economics 
Foundation (NEF) consulting, to show measurable improvements attributable to Gingerbread across a 
range of well-being outcomes including self-esteem, resilience, reduction in social isolation, improved 
financial situation -particularly when supported into a job and feeling politically and socially represented. 

Gingerbread’s support services meet immediate needs, enabling single parents to help themselves: 
building self-esteem, access to information, knowledge and skills, ability to cope with challenging 
situations and reducing isolation.  We help single parents to get jobs, improve their financial situation, 
and work with their child’s other parent so their family can thrive. We do this through expert services 
– online information, telephone advice and face to face training – and single parent led peer support - 
enabling single parents to provide friendship, advice and support to each other as members through 
social media, online forums, membership and local Gingerbread groups. Gingerbread campaigning 
achieves lasting policy change that can enable single parent families to thrive: removing barriers to work, 
improving their chances of lifting their family out of poverty and building a stable home environment for 
their children.  By giving voice to single parents’ concerns they feel politically and socially represented.

The impact achieved represents considerable social value to the state as well as contributing to 
achievement of Gingerbread’s purpose, as set out in the charitable objects, including improving the well-
being of single parent families and removal of barriers to their overcoming poverty and disadvantage.

Three year strategy

2015-16 was the first year of Gingerbread’s current three year strategy.  Our strategic objectives by our 
centenary in 2018 - as the only national charity for single parent families - are to:

• Connect with 1 million single parents so that more single parents know about and can access and 
contribute to what we offer. Higher media profile, a new website, digital marketing and generating 
user led content for web and social media will all play a role

• Offer a broad mix of services to single parents, both expert services led by staff trained to provide 
complex information, advice and employability programmes and peer support services led by single 
parents enabling them to support each other

• Achieve significant legislative and policy changes reducing poverty and disadvantage by improving 
the child maintenance system and making work pay for working single parents through changes to 
tax credits, universal credit and childcare costs 

• Fund our ability to grow our reach and impact by achieving income growth from a mix of Lottery, 
Trusts and statutory sources, pathways to work contracts and establishment of a successful major 
donor programme. 

Structure, governance and management

‘Gingerbread, the charity for single parent families’ is a company limited by guarantee (registered number 
402748) and a registered charity (number 230750).

Gingerbread’s governing document, the articles of association, was revised in 2013.

The Board of Trustees is responsible for the overall strategy and direction of the charity. Board members 
give their time on a voluntary, unpaid basis. There are a maximum of 15 Trustees, including up to three 
co-options, recruited through an open process, informed by a skills and diversity audit, and appointed 
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for a maximum of two three-year terms. Trustees take part in an induction day.

The Board has a Finance Committee and a Nominations Committee. The scheme of delegation details 
which powers the Board of Trustees retain and which powers are delegated to the Chief Executive. 
Day to day management of the charity is the responsibility of the paid Chief Executive, who reports to 
the Board of Trustees, supported by a senior management team and staff. A number of volunteers also 
make a valued contribution to the charity each year.

The charity benefits from the support of its President and Vice Presidents, and Ambassadors.

Remuneration

Gingerbread’s is committed to salaries that are fair, transparent, based on market rates and enable us to 
recruit and retain expert staff. Gingerbread salaries are set at the median market rate (maximum variance 
of five per cent above or below) for charity sector salaries for all roles including key management 
personnel. Gingerbread is accredited by the Living Wage Foundation. The ratio between highest and 
lowest salary is 3.6:1.

Subsidiary entities

Gingerbread is the sole Trustee of the John Bruce Will Trust. 

Risk management

The Trustees review the major risks faced by the organisation as well as the controls, procedures and 
actions established to manage those risks. Risks are subject to regular review with input from managers 
across the organisation and are documented in a risk register that is reviewed by the Finance Committee 
and annually by the Board of Trustees. 

The highest risks, both in terms of impact and probability, are financial. The economic climate remains 
difficult and highly competitive for charities as is well documented by sources including NCVO  and the 
Charity Finance Directors . There is uncertainty around likely future levels of statutory funding, national 
and local, and growing competition for funding from Trusts and individuals. A high proportion of income 
comes from “pathways to employment” contracts.  It is highly challenging to forecast both the number 
of contracts likely to be secured and the level of payments achievable. Given the low incomes of most 
Gingerbread service users, we do not charge fees for services.

This year the Board commissioned an independent review by Firetail of funding risk.  In response to 
its recommendations, a review of forecasting methodology has been completed and an action plan is 
being implemented to improve operating and financial systems and processes, particularly for payment 
by results contracts, in order to maximise the income we can achieve.  We plan to continue to diversify 
funding including further developing individual giving, but recognise this income source will take time to 
grow. 
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Achievements and Performance

Summary of achievements 2015-16:

• This year we connected with almost 1 in 3 of the UK’s single parents.  Our web traffic grew by 5 per 
cent to 870,155 unique visits.  An estimated 635,213 single parents visited the website, 32 per cent 
of UK single parents  

• Online advice and information was viewed by over 440,000 users, accessing up to date, authoritative 
information on changes affecting their lives

• Gingerbread’s combination of evidence, understanding of parliamentary process and giving voice 
to single parents’ powerful personal stories made a vital contribution to pressure to convince the 
Chancellor to reverse cuts to tax credits announced in the 2015 Summer Budget.  500,000 single 
parents were set to see an overnight drop in their household income of an average £700 a year from 
April 2016.  This did not as a result happen

• We were mentioned in the media 1,333 times including 30 interviews on national broadcast media 
with particularly high coverage in the run up to the House of Lords debate on tax credits

• Gingerbread continues to influence policy through analysis and highlighting the everyday experiences 
of single parents, publishing high quality research on issues from childcare costs to tax credit 
changes.  Engagement is strong and cross party, regularly meeting parliamentarians and civil 
servants on changes to welfare or child maintenance regulations and processes

• The Gingerbread Single Parent Helpline answered 8,609 advice calls from single parents. 56 per cent 
of calls were about benefits and tax credits, 33 per cent family law, 19 per cent child maintenance, 
10 per cent housing, and 6 per cent childcare issues  

• We ended the year with 68,532 single parents in our peer support network, up 17 per cent on the 
previous year – that’s 825 new members a month. 8,354 single parents were active on the online 
forum – 13 per cent up on last year

• There are now 107 Gingerbread peer support groups providing a stable and active base from which 
our network continues to grow

• Every working day two single parents secure a job because of Gingerbread through our partnerships 
with M&S, Home Retail Group and Working Links.  About 60 per cent of programme participants 
achieved a job outcome

• 650 single parents took part in Life Skills programmes in Wales, the North West and London 
progressing towards work for example by building confidence and resilience or moving into Further 
Education

• Although a very tough year financially with a significant budget deficit and subsequent lowering the 
level of reserves, we secured substantial multi-year funding for future years for a number of core 
services.
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Achievements in 2015-16 against our objectives

1. Growing our reach and profile

Strong continued growth in our reach including web traffic, media, online information, 
membership and group numbers. Improved ability to target key audiences to ensure we reach a 
broad single parents audience including young single parents

Grow web traffic to 900,000 web visitors, one in three single parents, and grow the number we 
reach through Twitter and Facebook.

In 15/16 we continued to diversify our online content, featuring more in the way of single parent fronted 
material, making our first forays into video advice and seizing on seasonal hooks eg Valentine’s Day 
to draw in audiences. We also upgraded our Google AdWords account (we now have a Pro account), 
undertook significant housekeeping of key areas of our website including the ‘single parent life’ section 
(which features first person blogs) and worked to produce more visual collateral when publishing new 
policy reports. 

This revitalised approach to our online profile has seen us secure 870,155 unique visitors to our website 
including an estimated 635,213 single parents. Twitter followers reached 14,441 (15 per cent up) and 

Facebook likes 15,023 (20 per cent up). More frequent posting on these social platforms, including more 
in the way of content designed to prompt discussions eg asking followers’ views on a new story has 
also delivered a sharp increase in engagement levels eg a Facebook story looking at the impact of cuts 
to tax credits was seen by over 20,000 people and garnered over 540 likes, comments or shares. 

Grow media profile, both the overall number of media mentions and interviews by key national 
influencing media. 
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Nearly one in three UK single parents came to Gingerbread’s website last year

7



Our work to influence topical policy debates, including cuts to tax credits, broader welfare reform and 
support for childcare costs saw us appear in a wide range of news media. Together with our efforts to 
champion single parent voices around the General Election and ahead of the London elections this work 
saw us secure some 1300 media mentions and 30 broadcast appearances including in outlets such as 
Good Morning Britain and R4 Today. We’ve continued to reach out across the spectrum, placing blogs 
in the likes of the Daily Telegraph, while also working to ensure single parents get the opportunity to 
tell their stories directly as much as possible eg arranging for a single Dad to blog for Huffington Post, 
placing a first person story on the new Pool website. 

2. Improving our service mix: engagement, integration, quality and impact

Improved integration of services around key life stages for single parents, including ‘just 
separated’; improved everyday content and engagement and a longer term relationship with 
Gingerbread, supported by a significantly enhanced digital offer.  

Advice and Information

“I don't think you realise just how much you helped me. It's like a massive stress has 
just gone down. I know exactly where I'm going and exactly what to do. I feel more 
confident” (Helpline user, survey November 2015)

Online information was accessed by 441,563 users – just under our target for the year – ensuring that 
our wide range of authoritative up to date information was reached by hundreds of thousands of single 
parents.

We responded to 8609 advice calls from single parents this year, achieving funder targets for the advice 
and information service. This was despite challenging staffing gaps which are particularly difficult to fill 
given the intensive training time advice workers require. 

Over half the calls were about benefits and tax credits (56 per cent) followed by family law (33 per 
cent), child maintenance (19 per cent), housing (10 per cent) and childcare issues ( per cent). We have 
also seen a slow but steady increase in the number of universal credit queries as the pilot areas have 
started and a rise in callers who need to be signposted to or use food banks growing from about 10-15 
to around 30-40 per month, reflecting the increased financial hardship some single parent families are 
experiencing.

“I'm so glad I called you. I thought I was going to have to sell the house and be 
homeless with my kids… I can't thank you enough.” (November 2015 survey response)

The continued pace of welfare reforms posed a challenge again this year. We responded to single 
parents concerns about proposals in the 2015 summer budget delivering detailed information within 48 
hours of the Chancellor’s announcements. Our new landing page for child maintenance consolidates all 
content on the same subject, allowing us to better support single parents with the transition from the 
Child Support Agency (CSA) to the Child Maintenance Service (CMS).  The advice team has kept up to 
date with specialist training on issues from universal credit and child maintenance changes to the right to 
reside law. 

“You always give me reassurance and helped me get the correct benefits as a carer 
for my disabled daughter which would have been impossible without your help” 
(November 2015 survey response)

We introduced a number of innovations in our online information offering this year. A key success has 
been the introduction of multi-media advice products ranging from adviser fronted videos to interactive 
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infographics. Gingerbread’s first advice video on sources of financial help in an emergency, was 
promoted by 38 Degrees, a people-led campaigning organisation, and reached over 100,000. These 
formats for information allow us to reach new single parent audiences by more easily tapping into social 
media marketing, as well as creating accessible advice products for those who prefer advice in non-
written formats. We also reformatted our online advice sessions into ‘Ask an Adviser’, trialling new ways 
of offering this public response to single parent questions and running 12 sessions this year.

New information products included a decision tree on child maintenance case closure which take 
single parents step by step through the transition from the CSA to the CMS and our new “Life’s Big 
Changes” package on moving into education. Research has begun this year into how Gingerbread can 
best support newly separated parents through the acute phase of separation, with enhancement and 
integration of our service offer to this high need stage of single parenthood.

We successfully re-accredited the advice service with the Helplines Partnership’s Quality Standard and 
DWP’s Help and Support for Separated Families mark for another three and two years respectively. 
The marks demonstrate the service meets stringent standards of helpline practice and that we support 
separating parents to work collaboratively in the best interests of their children. 

User engagement and evaluations reveal high levels of satisfaction with the service and show 
a significant impact on parents’ lives. Single parents report outcomes including feeling more 
knowledgeable (96 per cent helpline, 79 per cent online), more empowered to make decisions (76 per 
cent) and better able to cope (83 per cent helpline and 75 per cent online).  Most Helpline callers also 
experienced an improved financial situation following their call (60 per cent) and felt better informed 
about ways to improve their finances (65 per cent).
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Peer support network

Membership 

3.5 per cent of the UK’s 2 million single parents have joined Gingerbread’s peer support network that 
connects single parents to other single parents in similar situations online or face to face in a local 
Gingerbread group, building friendship, social networks and support and reducing social isolation. 

We ended the year with 68,532 single parents in our peer support network which was a 17 per cent 
increase on the previous year. 

We continue to work across the organisation to engage single parents in all aspects of our work. In June 
over 950 members completed the child maintenance reforms survey which aims to help us understand 
the impact of recent policy changes on the everyday lives of single parents; two volunteer group 
coordinators attended a major donor event, both of whom contributed great insight into the challenges 
single parents face; single parents from a local group joined information staff to discuss the realities of 
separating to inform our thinking in the development of our support in this area. 

Using the technology available in our email system, we introduced a series of automated emails aimed at 
single parents new to our membership with a view to better informing them of the full range of services 
and support from Gingerbread. 

Our monthly e-newsletter continues to provide timely and relevant information directly to the inbox 
of single mums and dads in our network. By the end of the year nearly 50,000 single parents were 
receiving this email with top topics of interest to our readers being discounts on days out via Merlin 
Entertainments, tips on money management from single parents, a tax credit blog by a single parent and 
information on Universal Credit. 
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Strong membership growth
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Local Gingerbread groups

Our network of local peer support groups continued to grow with a total of 107 single parents at the end 
of 2015/16 which is a seven per cent increase on the previous year. 

During the year we opened our first group in Liverpool, which is a significant step forward in our having 
more representation in areas with a high concentration of single parents and high levels of deprivation 
and also our first group on the Isle of Man showing the geographical wide spread of interest in our peer 
support groups. 

Work undertaken during the year showed that the number of single parents reached by our groups has 
grown with on average 12 single parents meeting face-to-face on a regular basis, 47 on a local group 
Facebook page and 56 on a group email list.  

We continued to diversify our volunteer recruitment campaigns with a concerted effort to engage 
schools in supporting the opening of a group at their location. This has resulted in a number of enquiries 
and we ended the year with five Gingerbread groups in school settings.  

Our attrition rate remains stable at 35 per cent. Upskilling and empowering our volunteers seems to 
be the key to sustaining our network of groups and ensuring a positive experience for single parents 
contacting groups. 

During the year we delivered a range of events and training to cement our relationship with single 
parents volunteering to run groups. This included telephone training sessions on topics such as finding a 
suitable venue and how to host a meeting. In addition, we hosted three face to face training sessions in 
London, Nottingham and Durham. 

We investigated new ways to strengthen safeguarding in group settings and have now made available 
the NSPCC’s online safeguarding training free of charge to volunteers running groups. We have also 
communicated that optional Disclosure and Barring Service (DBS) checks are available with costs 
covered by Gingerbread, and this has been well received by volunteers wanting to host meet ups in 
children’s centres and schools. 

Online forums

Despite technical issues, at the end of the year we had 8,354 single parents active on the forum, an 
18 per cent increase on the previous year, with a further 20,000 registered to use the forum but not yet 
posting. On average we have 174 single mums and dads actively posting every month with an average 
of 442 posts per month. 
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The main topics of interest on the forum are single parent house/flat shares, dating and a thread for older 
single parents who all appear to be the average age of a single parent! 

Pathway to work training programmes

Ambitious plans to grow the ability of operations to deliver intensive pathway to work support to 
single parents, particularly young single parents.

This year our teams across the UK, have worked with over 1,314 single parents through our range 
of pre-employment and life skills training and support programmes. Our relationships with Marks and 
Spencer (M&S) and the Marks and Start programme and with Homebase and Argos (HRG) and the 
Work Start programme have continued to produce great results with over 50 per cent of single parents 
achieving job outcomes. 

We continue to work with young single parents in each of our regional bases: on programmes such as 
Talent Match in London and Manchester and the Youth Contract in Lancashire and Manchester. Our five 
Big Lottery life skills and support programmes in Wales have focussed on single parents aged under 25 
years old. Our programmes in Wales illustrate our commitment to working in partnership, for example 
with the Mental Health Foundation, Relate Cymru, C3SC and Charter Housing.  

This was our last year as a specialist provider for Working Links as part of the Work Programme. Since 
2011 we have worked with over 1000 single parents in Wales and the South West and in Scotland 
in partnership with One Parent Families Scotland (OPFS) supporting single parents into sustained 
employment. 

We are pleased to have achieved the Matrix Quality standard this year. We have also added our 
employability training programme to our Employment and Skills qualification framework. Since 2005 
Gingerbread has been an accredited centre with a national qualification centre, the Open College 
Network/Open Awards, which means that all our pre-employment and life skills training programmes can 
be accredited and our participants have the potential to receive a nationally recognised qualification.

The overall numbers for our programmes were below our target for 2015/16 due to challenges with 
delays in the release of key funding and lower numbers than expected from our referral agencies 
However we remain proud of the positive impact we have on the lives of single parents as we support 
them to secure or progress towards paid employment and hope to secure funding to grow the numbers 
we can reach next year.  Work for many single parents is transformative: many can lift their family out of 
poverty, easing the daily struggle to pay bills; it builds self-esteem and a sense of purpose; is a remedy 
for social isolation and stigma and crucially many say with considerable pride that it enables them to be 
a role model for their children. 
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3. Securing policy changes through campaigning

Effective influencing of the next government focussing on single parent employment and 
finances including the introduction of universal credit and child maintenance charging.

Intensive relationship building with new government and opposition post-election.

Our policy work continues to inform debate and discussion. We are keen to both react to the external 
environment, but also drive policy thinking through analysis and highlighting the everyday experiences 
of single parents and the impact that policy changes have on their lives. Our political engagement 
remains strong and cross party. We regularly meet with politicians and civil servants to discuss a range 
of issues that affect single parents, from childcare to child maintenance, welfare reform to the impact of 
separation. Our research and analysis is regularly cited in parliamentary debates and the media. We are 
increasingly working with single parents themselves to put their stories front and centre. We are known 
to be independent, authoritative and robust analysts and campaigners. 
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We were an influential voice in convincing the Chancellor to reverse cuts to tax credits announced in the 
Summer budget, leading to our highest web traffic during the year from working single parents anxious 
about the impact on their income. Our activities included briefing MPs from the main political parties 
on the impact on pledges by successive governments to ‘make work pay’; sharing our research with 
key members of the House of Lords who submitted Gingerbread’s amendments on this issue, and 
cited our briefings in the debate; and taking a Gingerbread local group volunteer to meet with peers 
to tell her personal story – with observable impact.  We were the only charity to give evidence to the 
Work and Pensions Select Committee enquiry and succeeded in influencing recommendations.  We 
published The impact of the Summer Budget on single parent families, using data commissioned from 
IPPR, demonstrating that single parents were going to lose an average of £1,300 a year by 2020/21 as 
a result of upcoming changes. It generated high volume coverage on Good Morning Britain, Sky News 
and Channel 4 and in The Sun in the run up to the key House of Lords debate. We enabled a number 
of single parents to voice their concerns about the impact on their families through videos (nearly 
half a million views) and media interviews. Many parliamentarians, media and charities contributed 
to the pressure on the Chancellor to drop the proposals but Gingerbread’s combination of evidence, 
understanding of parliamentary process and giving voice to single parents’ powerful personal stories 
made a vital contribution.

500,000 single parents – a quarter of single parents families in the UK -  were in April 2016 set to see an 
overnight drop in their household income of an average £700 a year.  This did not as a result happen.

The continuing high rate of welfare changes has been challenging to the expert but small team – 
nevertheless Gingerbread has been active on a wide range of issues, briefing civil servants and 
parliamentarians on issues from sanctions to the impact of requiring single parents with pre-school 
children – three or four years old – to work from 2017, and other measures in the Welfare Reform and 
Work Act. Gingerbread secured a change to Discretionary Housing Payments guidance, for those 
parents impacted by the benefit cap, to specifically include those who are pregnant or have a young 
baby. We gave evidence to the Work and Pensions Committee on Contracted welfare to work and as 
part of the Childhood Bereavement Network influenced the Committee to back eligibility to bereavement 
benefits for cohabiting (not just married) parents. These changes will make a positive difference to single 
parents. 

In addition to our work on welfare reform, we continue to present evidence that the high cost of 
childcare locks single parents out of paid work. Our report, Paying the Price: the childcare challenge 
published in March found that over 50 per cent of single parents we surveyed were borrowing money 
to pay for childcare. Childcare in universal credit and the implications for single parents, by Donald 
Hirsch, Loughborough University, published in June, modelled the impact of delays to introducing higher 
childcare payments on poverty. Our estimate that 20,000 working single parent families will miss out on 
the Government’s enhanced childcare offer of 30 hours a week, was picked up by The Times. Ahead 

14



of the London Mayoral elections, we published Upfront: A childcare deposit guarantee in March calling 
for childcare support in the capital. Used to engage candidates and campaigners, our findings were 
covered widely in both broadcast and print media. 

The rollout of changes to child maintenance – including the introduction of fees for applying to and 
using the Child Maintenance Service (CMS) and the closure of hundreds of thousands of Child Support 
Agency cases – is proceeding rapidly this year.  Gingerbread is tracking the changes closely, briefing 
media, civil servants and the Minister responsible as well as meeting MPs across the political spectrum 
who are keen for us to inform them on how to support their constituents who are struggling to get 
support from the new CMS.  Gingerbread has also participated in a series of ‘voice of the customer’ 
regional events across the country, organised by the Department for Work and Pensions (DWP), and 
aimed at putting the experience of single parents before frontline staff and raising their concerns. 
Child maintenance is an issue where members are in touch, wanting to start campaigns and need our 
support. We will be working up a campaign plan for 2016 to do that more effectively.

As a member of the End Child Poverty coalition, we were relieved that the Government has at least 
committed to continue to measure and publish the number of children living in families on low incomes. 
This after the House of Lords voted in favour of keeping income measures of child poverty. This is an 
important step forward for the 3.75 million children currently living below the poverty line, 450,000 of 
whom are in working single parent households. We will continue to be an active member of the coalition.

4. Promoting positive attitudes towards single parents 

Building positive attitudes to single parents promoting brand messages, everyday stories, and 
understanding of single parent families today as we approach our centenary.  

Across the year we have worked to embed our refreshed brand, in particular our desire to feature more 
‘user generated’ or single parent fronted content – from blogs to videos to first person quotes for use on 
social platforms. This has included more in the way of ‘everyday’ content on our website eg blogs about 
everything from returning to education as a single parent to the stigma single Dads can face. 
These have proved very popular with our online audience, prompting comments on our website and 
shares on social media, with notably positive responses.  

5. To support our people to deliver the strategy

Supporting our people ensuring they have the skills and tools to do the job and are supported, 
rewarded and recognised for their contribution.  

The support we provide to our staff remains a priority for Gingerbread. In the last year our primary focus 
was on ensuring we had the right structure in place across Operations to deliver services and ensure 
sustainability. This consultation and re-structure process was successfully completed in late 2015-16. 
We were then able to re-focus on developing and implementing measures to support our staff, such 
as a review of our e-learning provision and refresh of our service to staff to provide a broader and more 
accessible range of learning tools.

Significant investment in resources and processes to support staff including IT, digital, quality 
and embedding improved systems and processes including impact measurement and finances.

On 1 April 2015 we implemented a new finance system with two main aims; to improve the information 
flow between budget holders and finance staff, and improve the speed and quality of management 
information. The first aim has been met with budget holders having ‘real time’ access to detailed financial 
information. There is still further work to enhance tools for financial management and forecasting and 
implement the recommendations of the funding risk review.
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We are progressing the wider work to improve support systems and processes. We commissioned 
an external review of business processes and the systems in place to support our charitable activities. 
We implemented the initial recommendations to improve IT infrastructure and strengthen data security. 
Work to identify and implement IT solutions that we will enable us to deliver services more effectively will 
continue in 2016-17, alongside the wider digital strategy.

6. To grow income to fund our ambitions

Generating an increase in earned income contribution in London, North West and Wales and at 
least one further region, building the profile of our key products, tailoring our offer for different 
sectors or corporate partners.

This year has been a challenge for each of the regions when it comes to meeting income targets. This 
has been a result of the challenging funding environment -  delays to the release of key funding streams 
in particular European Social Funding -  and the fact that a high proportion of our contract portfolio (a 
third) consist of competitive Payment by Results (PbR) contracts where delivery risk to income is high, 
control over referral rates low and margins are becoming ever more squeezed. However with improved 
processes for forecasting and risk management we should see an improvement in meeting income 
targets in 2016/17.

Given the challenges faced with income this year we took the difficult decision to wind down our 
operations in North Wales and have delayed our decision on exploring expansion into a new region 
focussing our efforts on building impact, income and profile in our existing areas.

Diversifying and growing our income, securing income for the helpline and campaigning, in 
particular achieving a turnaround in income from individuals, particularly major donors, as we 
approach our centenary.

In pursuit of our income diversification strategy we have invested in major donor fundraising through 
consultancy support and the appointment of a Major Donor Manager.  An inaugural event was held in 
January which resulted in engagement with a number of potential donors and a significant multi-year gift. 

A significant achievement this year was securing three year funding for a core helpline service with major 
grants from the Big Lottery and from HMRC and with a shorter term extension of existing funding from 
DfE. Members and website visitors consistently identify the Helpline as the top service they feel it is 
important for Gingerbread to offer and demand far outstrips capacity to take calls. Securing funding for 
a baseline service for a number of years will enable us to continue to offer complex advice and focus on 
improving how we manage demand.

Grow income by eight per cent by March 2016

Income in the year fell by 11 per cent due to the ending of some large one-off grants and we were not 
able to secure the planned increase in our income this year, largely due to the delays in the release 
of European Social Fund as described above.  These are now being released and a number of early 
successes give us grounds for optimism in the coming year with a strong pipeline of confirmed and 
submitted funding bids.
  
A good performance with small trust applications and some significant successes with large trusts 
meant that we achieved our highest ever performance for income from Trusts for the current year.

Financial review

Total income fell to £3,175,700 (2015 - £ 3,571,858) and total charitable expenditure reduced to 
£3,459,788 (2015 - £3,652,670). This resulted in a deficit on charitable activity for the year of £284,088. 
The total deficit when allowing for losses on investments held in the endowment, was £313,276. 
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We fell some way short of our income targets for the year as outlined above. A significant element of the 
targets was dependent on the commissioning of projects funded by the European Social Fund, which 
was much delayed. We also experienced difficulties in achieving target income from Payment by Results 
contracts. Our mid-year review was not able to fully identify the level of risk inherent in these projects. 
The challenges associated with PbR contracts are common across the sector.

The risks that materialised and affected performance in 2015-16 remain present. The external review 
of Funding Risk has helped us strengthen the mechanisms by which we assess current and future 
risk. This will ensure that our budgets and targets take due account of the factors that may have an 
adverse effect on income, and that planned and committed expenditure remain appropriate to resources 
available. 
Our income to deliver employability (pathways to work) services fell by £100,439. The growth in the 
London region, an increase of £217,433, was offset by reduced income in other regions. Our funding for 
programmes in Wales fell by £243,722. 

Funding for other core services reduced to £719,155 (2015- £853,760) as a result of reduced statutory 
grant funding. Aside from this, the balance of our income sources remained unchanged in 2015-16. 
83per cent of our income derives from corporate, lottery (direct or indirect) and statutory sources. 
Our future income forecasts account for the different risks associated with potential new income to 
ensure that, while targets remain ambitious, our operating budget for the year is realistic with no undue 
reliance on particular income streams.

Our direct expenditure on charitable activities fell by nine per cent to £2,505,380, reflecting the drop in 
income available to deliver those services. Staffing costs are our largest expenditure and in 2016 fell to 
£2,524,176 (2015 - £ 2,670,401), reflecting a reduction in the number of employees during the year. 
Salaries for individual posts at Gingerbread are benchmarked against the voluntary sector as a whole. In 
2015-16 all staff were awarded a 1.5 per cent pay increase. 

Interest 1%
Volant Charitable Trust 11%

Individuals 1%

Trusts 4%

Lottery 28%

Corporate contracts 16%

Statutory grants 15%

Statutory contracts 24%

Income by source
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Support costs represented 20 per cent of our total expenditure (2015 -17 per cent), with governance 
costs remaining at 2 per cent of total spend. Total expenditure on support and governance was 
£769,198,109 (2015 - £706,649) with much of the increase due to a rise in irrecoverable VAT, itself a 
result of the type of funding available for charitable activities. 

 
The financial statements, including notes to the accounts, have been prepared in accordance with the 
Financial Reporting Standard 102. As a Charity, the accounts are also prepared in accordance with the 
Statement of Recommended Practice. 

Reserves policy

The Board of Trustees reviewed and revised Gingerbread’s reserves policy in March 2016, in line with 
revised Charity Commission guidance published in January 2016. The policy aims to ensure that the 
charity’s reserves are sufficient to provide: continuity of service to our beneficiaries, investment capital 
and ongoing financial security. Gingerbread’s policy is that the minimum level of free reserves should be 
equivalent to three months’ core running costs (excluding incremental projects) and the maximum level, 
where prudent, should cover six months’ running costs. Free reserves exclude restricted, endowed and 
designated funds.

Free reserves, at 31 March 2016 are £869,873; a reduction from the previous year (2014 - £1,153,961). 
This is equivalent to four months’ operating costs. In February 2016 the Charity Commission approved 
the release of the permanent status of the endowment fund to allow the charity to invest in its activities. 
The Trustees have designated this fund for investments that support strategic capacity of the charity. 
The designated fund at 31 March 2016 is £485,901. Trustees will consider strategic investment projects 
presented by the executive and make funds available providing certain criteria are met. 
Restricted funds were fully expended during the year in the course of delivering the funded activities. 
Total reserves at 31 March 2016 are £1,355,774 (2015 - £1,668,393). 

Governance 2%

Support 20%

Communications &
campaigning 7%

Generating funds 4%

Pathways to work programmes 46%

Membership & groups 4%

Info & advice 12%

Research & policy 5%

Expenditure by activity
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Investment policy

The charity’s policy is to seek to maximise its investment income while not incurring a level of risk that 
is inconsistent with our status as a charity. Investments held directly by the charity are predominantly in 
a common investment fund divided between a deposit account and a mixed investment fund. All of the 
charity’s investments (other than investments held within the endowment) are with the Charities’ Official 
Investment Fund in common investment funds, managed by CCLA Investment Management Ltd.
Following the release of the endowment, which is in the form of shareholding, we will review our 
investment policy and introduce a policy to guide future treasury management. 

Auditors

Kingston Smith LLP were re-appointed auditors for the year.
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Priorities for 2016/17

Gingerbread’s strategic direction is driven by awareness that we are the only national charity in England 
and Wales that focusses specifically on single parents, putting their needs and perspectives at the 
heart of everything we do. We therefore offer a broad range of expert and peer support services and 
campaigning and are ambitious to grow to reach the considerable unmet demand and to respond to the 
high pace of policy change in the external environment affecting single parent families.  

We are acutely aware of the difficult funding environment for charities and factors that favour larger 
charities better able to scale up. The funding difficulties this year, mainly linked to Payment by Results 
contracts are ones we are learning from and adapting to so that we are in better shape to thrive in future 
years. 
We build on a deep understanding of single parent families. In a tough funding climate we have 
sustained high quality and delivery levels for intensive services (Helpline and pre-employment 
programmes) as well as growing the number of local Gingerbread groups.  Our strong track record of 
growing digital reach (to 1 in 3 UK single parents) and achieving tangible policy changes demonstrate 
that Gingerbread consistently punches above weight.  

2016/17 is the second year of a new three year strategy that will take us to Gingerbread’s centenary.  
Achievement of our priorities is partially funding dependent but we start the year with c. 70 per cent of 
income secured, a commitment to sustain the broad balance of activities (albeit on constrained budgets) 
and to invest in strategic developments including a new website and a contacts database to improve 
understanding of single parent outcomes, reporting and compliance. 

Our top priorities following a difficult financial year are:

Grow reach and profile and promote positive attitudes towards single parents

1. By Gingerbread’s 2018 centenary nearly a million single parents feel connected to other single 
parents, politically and socially represented, can access information, build confidence and resilience, 
and reduce social isolation. Gingerbread enables them to find support to address a range of financial, 
practical and emotional issues facing their families or just to share the highs and lows of life as a single 
parent with others in the same situation. 

Objective: Develop a 3-5 year digital strategy for Gingerbread to support services, campaigning, single 
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parent engagement and online giving for Gingerbread’s work, with 950,000 web visitors, including more 
than 1 in 3 of the UK’s single parents (nearly 700,000). 

Improving our support services

2. Advice & information: hundreds of thousands of single parents access information (including new up 
to date information on universal credit, child maintenance system changes and “just separated” support) 
and we respond to 9000 complex advice calls, building confidence and resilience, and enabling callers 
to sort out a range of financial, practical and emotional issues facing their families. 

Objective: Fund and maintain access to online information (425,000) and Helpline calls answered 
(9,300), launching on online hub for newly separated parents. 

3. Peer support: Tens of thousands of single parents feel connected to Gingerbread, politically and 
socially represented, less isolated and have access to information. 

Over a thousand single parents regularly meet face to face, feel less isolated, and build confidence and 
resilience through friendship, social networks and support from other single parents in similar situations.  
Many more link up with a local Gingerbread group through social media. 

Objective: Grow Gingerbread’s peer support network to reach 79,000 members (up 15 per cent) and 
130 local groups (up 23 per cent). 

4. Employment:  Every working day two single parents secure a job because of Gingerbread, many 
lifting their family out of poverty as a result, and many more progress towards work by improving their 
confidence, resilience and skills 

Objective: 60 per cent job outcomes from our Pre-Employment and Life Skills support and training 
programmes – improving job outcomes by sourcing more work placement opportunities, and building 
profile and visibility to support new and stronger partnerships. 

Securing lasting policy changes through campaigning 

5. Hundreds of thousands of working single parents and single parents trying to secure child 
maintenance payments feel politically and socially represented, improve their chances of securing a 
better income for their family, and in many cases are helped to lift their family out of poverty.

Objective: Securing policy changes to improve the child maintenance system and make work pay for 
working single parents through improvements to universal credit and childcare costs.  

Growing net income so we can improve the lives of single parent families 

6. Fund Gingerbread’s work, achieving budget targets including a £50k surplus, raising 70 per cent of 
the income required for 2017-18, new multi-year funding (ESF, Lottery), maximising delivery contribution 
from Payment by Results contracts, restoring Trust income to previous high, and establishing major 
donors as a significant income source.  

7. Financial management, accountability and reporting – improvement in forecasting and risk 
management processes, methodology, and accountabilities, reducing the level of unanticipated variance 
in budgets and improving contract performance. 

Statement of Trustees’ responsibilities

Company law requires the trustees to prepare financial statements for each financial year in accordance 
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with United Kingdom Generally Accepted Accounting Practice (United Kingdom Accounting Standards 
and applicable law). The financial statements are required by law to give a true and fair view of the state 
of affairs of the charity at the end of the financial year and of the income and expenditure of the charity 
for that year. In doing so the board is required to:

• Select suitable accounting policies and apply them consistently
• Make judgements and estimates that are reasonable and prudent
• Observe the methods and principles in the Charities SORP
• Prepare accounts on the going concern basis unless it is inappropriate to presume that the charity 

will continue in business 
• State whether applicable accounting standards and statements of recommended practice have been 

followed, subject to any departures disclosed and explained in the financial statements.

The Board of Trustees is responsible for maintaining proper accounting records that disclose accurately 
at any time the financial position of the charity, to ensure that the accounts comply with the Companies 
Act 2006. It is also responsible for safeguarding the assets of the charity and for taking reasonable steps 
to prevent and detect fraud and other irregularities. 

At the time the Trustees’ report is approved, so far as each of the Directors is aware:

a) There is no relevant information of which the auditors are unaware
b) The directors have taken all relevant steps they ought to have taken to make themselves aware of any 
relevant audit information and to establish that the auditors are aware of that information.

This report has been prepared in accordance with the special provisions relating to small companies 
within Part 15 of the Companies Act 2006.

Jonathan Welfare   
Chair
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