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Social Navigators

• People returning multiple times for support without         
improving their financial circumstances

• Service users with complex additional health and social needs, which 
continuously impact on their ability to be financially secure and stable

• In 2021 South Tyneside Homes and South Tyneside Council 
established 3 Social Navigators

• Person-centred, outreach roles: work with service users to identify and 
address underlying causes of financial hardship 

• Knitting support services together across the Council and Borough



Evaluation of Social Navigators in South Tyneside

Aim: Explore and quantify health and wellbeing impact of 
Social Navigator on clients to inform recommissioning and 
future development of service 
• WP1: Analysis of service monitoring data (n=330) 
• WP2: Social Navigators trained as peer researchers (n=4) to 

interview service users about their experiences (n=15)
• WP3: Health economic modelling of health and wellbeing 

outcomes using UK Social Value Bank (HACT)



WP1. Analysis of service monitoring data

Most service users are:
• Female (66%)
• Aged 30 – 60 years (71%)
• White (missing data)
• Single (80%)
• No dependants (69%)
• Unfit for work (44%); unemployed 

(22%)
• Income of less than £10,000 (63%)

• 81% reported at least 1 health 
problem

• On average 1.41 health problems 
(± 0.754), maximum of 5

• Mental ill health most common 
recorded health problem (58%)

• Other health problems (disabilities, 
long term health problems) ranged 
between 5%-15% 



Changes in confidence and skills

113 participants (56%) provided 
baseline and follow-up data on eight 
outcomes: 
1. Ability to ask for help 
2. Accessing advice services
3. Accessing financial services
4. Accessing health services
5. Being able to budget your income
6. Digital skills
7. Seeking employment
8. Social skills/ socialising

Statistically significant changes 
across all eight outcomes
Improvements greatest in: 

• Ability to ask for help (3.2)
• Accessing advice services (3.8) 
• Accessing financial services (2.1)

Limited gains in the remaining 
categories. Particularly, Seeking 
employment (0.5) and Digital skills 
(0.7) 



Financial gains one off versus ongoing financial gains

• 68% of service users received a 
one-off financial gain 

• Mean one-off financial gain per 
person was £1,237 (± £844) 

• Highly skewed: 50% of service 
users received a one-off gain of 
<£180; 75% received <£992 

• Most common gains: debt and 
energy related gains, Household 
Support Fund, Lucie’s  Pantry 
Shopping

• 25.9% of service users    
received an annual       
financial gain

• Mean annual financial gain per 
person was £1,703 (± £4,186)

• Highly skewed: 7 users 
received >£10,000, while 75% 
received <£634

• Most common gains: access to 
social security (PIP), Council tax 
support, University Credit



WP2. Interviews with service users

Theme 1 – Awareness of the service and referral process

• Good awareness of the Social Navigators service among service users

• Diverse pathways of referrals (community workers & members, family, self-referral)

Theme 2 – Building trust and relationships

• Social Navigators establish a sense of trust to build relationships with service users by 
providing practical and emotional support

• Participants valued the opportunity to confide in someone who understood their struggles

     "I felt like I could trust you a little bit more because you were giving before you were taking.”



WP2. Interviews with service users (continued)
Theme 3 – Responsive and tailored interactions

• Service users appreciated accessibility and responsiveness of Social Navigators, feeling 
confident to reach out whenever needed

• Importance of tailored and personalised interactions to address individual needs effectively

"At first, the confusion of everything… trying to break that down and understand that, it 
was really daunting... But once that initially hit me and you kind of held my hand through 
it, I don’t think there was ever a reason for me not to fully engage." 

Theme 4 – Benefits and impact

• Financial relief through assistance with debt management and accessing entitlements

• Relieving financial burden improved quality of life for service users by becoming more 
mobile and able to maintain their housing

• Emotional support and empowerment enhanced service users’ mental well-being



Social values of South Tyneside Social Navigators service
Stake-
holder

Outcome Financial 
Proxy

Number 
experien-
cing 
Outcome

Dead-
weight

Attribu-
tion to 
Other 
Reasons

Drop-
Off

Net Social 
Value

Service 
Users

Confidence in 
accessing advice 
services

£2,773 63 9% 0% 0% £2,523

Service 
Users

Confidence in 
social skills/ 
socialising

£3,209 30 11% 0% 0% £2,856

Service 
Users

Confidence in 
accessing health 
services

£12,623 16 22% 0% 0% £9,846

Service 
Users

Financial Gains Monetary 
value of gains 
by participant

136 0% 0% 0% Monetary 
value of 
gains by 
participant



Social return on investment ratio

Social Return on 
Investment

Total Average gain 
per person 

(n=201)

Ratio

Estimated cost £367,278.81 £1,827.26 1

Social benefit £1,090,987 £5,427.80 2.97

Difference £723,708.19 £3,600.54



Summary of findings

• Most users expressed positive experiences with all aspects of service
• Statistically significant changes across all eight confidence outcomes
• Improved confidence and access to advice and financial services 

More limited gains in seeking employment and digital skills
• Direct financial benefit: 2/3rd received one-off financial gain of on 

average £1,237, and >1/4 received annual financial gains of on average 
£1,703

• Relieving financial burden improved quality of life (becoming more 
able to leave and heat their homes), and improved mental well-being

• Positive social return of £3 for every £1 spent: clear net benefit to South 
Tyneside Council



Summary of findings

• Key intermediary role: bridging gaps in local support system, 
advocating for service users, and navigating complexities of pathways 
across Borough

• Break cycle of multiple visits to crisis teams by building trusting 
relationships and providing emotional and practical support, while 
being responsive to the service users’ needs and available when needed



Recommendations

• Improve data collection to demonstrate more impact and strengthen 
business case: conservative SROI estimate due to gaps in data, lack of follow-
up, and mismatch with HACT social values

• Strengthen employability and digital skills offer: linking more closely with 
other support organisations who provide training and resources in these areas

• Support mental wellbeing of Social Navigators: give access to organisational 
health and wellbeing resources, mentoring and peer support

• Strengthening support system in South Tyneside: map all available pathways 
between services, to identify assets, gaps and overlaps

• Follow-up research to demonstrate longer term impact and value: repeat 
SROI with more complete and better matched data annually



Thank you!

Any questions?
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