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About the sample
55 charities responded to this quarter’s Market 
Analysis, representing 3,407 shops like-for-like. 
To ascertain true like-for-like reporting, a number 
of different sub-samples are used throughout the 
report. These are indicated on each chart and table. 
Percentages in charts and tables may not add up to 
100% as they are rounded. Unless otherwise stated, 
the averages used in the report refer to means.

Charity retail chain size categories
• Very small charities - those with 1-10 shops;
• Small charities - operating 11-20 shops;
• Medium charities - operating 21-100 shops;
• Large charities - operating 101-300 shops;
• Very large charities - operating over 300 shops;
• Hospices  - reported separately but also included 

in the relevant charity retail chain size category.
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January-February (J-F) Market Analysis 2020: executive summary

    Like-for-like income including Gift Aid tax reclaims
    J-F 2019: n/a

    Like-for-like income excluding Gift Aid tax reclaims
    J-F 2019: n/a

    Respondents who reported positive growth
    J-F 2019: n/a

    Like-for-like customer sales
    (Customer sales = donated goods sales + bought-in goods sales)
    J-F 2019: n/a

    Average transaction value
    J-F 2019: £5.00

    Average weekly turnover per shop
    J-F 2019: £2,003

    Like-for-like donated goods income
    J-F 2019: n/a

    Like-for-like rag income
    J-F 2019: n/a

    Like-for-like bought-in goods income
    J-F 2019: n/a

    Gift Aid conversion rate
    (Proportion of Gift Aided donated goods sales out of total donated goods sales)
    J-F 2019: 31.1%

January-March (Q1) Market Analysis 2020: executive summary

    Total income including Gift Aid tax reclaims
    Q1 2019: +10%

    Total customer sales
    Q1 2019: n/a

* YoY = year-on-year % change.

+1.2%
YoY

60%

£2,021

£5.06

+0.7%
YoY

+1.8%
YoY

+1.8%
YoY

-13.6%
YoY

-7.8%
YoY

31.8%

-14%
YoY

-13.5%
YoY
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The first three months of 2020 have held 
unprecedented challenges for our members 
and the retail industry as a whole. Storms 
Brenda, Ciara, Denis and Jorge over January to 
early-March, led to record rainfalls and made 
part of the country battle severe flooding. With 
such dismal weather, January footfall results were 
a positive surprise with a decline of only 0.5% 
year-on-year. However, footfall took a nosedive in 
February, with high streets recording the hardest 
hit (-7.8% year-on-year). Although the first case of 
COVID-19 in the UK was recorded on 31 January, 
Springboard reported that the impact of the 
outbreak was not a major factor in overall footfall 
decline until March. 

The rapid spread of COVID-19 forced the 
government to escalate the UK’s response to the 
pandemic, with strict measures announced on 23 
March: the closure of all ‘non-essential’ stores and 
a police-enforced stay-at-home order with very few 
exceptions for members of the public. The impact 
of the lockdown on footfall across retail destinations 
was “immediate and enormous” explained 
Springboard: in the first two weeks of March the 
year-on-year decline in footfall averaged just 2.9%, 
whilst in the final three weeks the annual drop 
averaged -61.5%, reaching -81.4% in the last week. 

With the severe weather, COVID-19, ongoing 
changes in consumer behaviour, and business 
rates to deal with (until the announcement on 
March 17 that these would be suspended for a 
year), the headwinds out of retailers’ control 
have been unprecedented this quarter.

According to the BRC-KPMG Retail Sales 
Monitor, total commercial retail sales declined by 
1.4% from January-March 2019; yet the contrast 
between food (+5.1%) and non-food (-6.6%) sales 
is noteworthy. Food sales were disappointing 
in January, increased slightly in February, and 
experienced unprecedented highs and lows in 
March - rising due to the stockpile fever in the 
first three weeks of March, and plummeting after 
the lockdown. In contrast, due to the closure of 
non-essential stores in March, total in-store sales 
of non-food items declined by 13% from January-
March 2019; a result which even the positive 
growth of non-food e-commerce could not offset. 

SEVERE RAIN & COVID-19: A TOUGH START TO THE NEW DECADE FOR CHARITY RETAILERS

However, as the UK heeded social distancing advice, 
sales fell progressively up to the lockdown in March. 
As a result, charity customer sales and overall 
income slumped by 44.5% and 44.6% respectively 
on a total basis from March 2019. Yet with the 
closure of non-essential stores only commencing 
at the back-end of March, it will be our next 
quarterly report, covering April-June 2020, 
which will capture the most severe impact of the 
COVID-19 pandemic on charity retailing.

On a like-for-like basis, commercial retail sales 
declined by around 0.2% in January-February, 
compared to a year-on-year decrease of 3.5% in 
March. In contrast, charity retailers reported 
positive like-for-like results in January-February, 
as customer sales rose by 1.8% and overall income 
increased by 1.2% year-on-year. Like-for-like sales 
of donated goods rose by 1.8% from January-
February 2019; whilst like-for-like income from 
bought-in goods and rag recorded year-on-year 
declines of 7.8% and 13.6% respectively. Due 
to the lockdown commencing in March 2020, 
comparative like-for-like charity retail figures are 
not available for this month.

With the closure of charity shops affecting 
access to customers and donors, adapting the 
online operation to safely work in a COVID-19 
world, and thereby, boost parent charities’ 
fundraising efforts, has been paramount for a 
number of respondents. Yet according to our 
survey, only 1 in 3 respondents trading online 
have been able to maintain their online operation 
open to date (May 2020). 

The crisis continues; the retail industry is 
at the epicentre and the tremors will be felt 
for a long while yet. Many physical non-food 
retailers have been forced to shut down entirely 
or to limit themselves to online only to protect 
customers and staff. Consequently, hundreds 
of thousands of jobs at are risk within these 
companies and their supply chains.

Helen Dickinson OBE, Chief Executive, 
British Retail Consortium (BRC).

”

“

Mirroring sales in non-food commercial shops, 
over the three months to March, total charity 
customer sales also saw a staggering decline: -13.5% 
year-on-year. Despite the severe and ongoing rain 
deterred shoppers, overall January-February results 
were in the positive territory; with total customer 
sales +2.2% and total income +1.9% year-on-year. 

https://www.charityretail.org.uk/members/coronavirus-covid-19/
https://www.spring-board.info/news-media
https://www.retail-week.com/stores/chancellor-suspends-business-rates-for-12-months-for-economic-fight/7034396.article
https://www.retail-week.com/stores/chancellor-suspends-business-rates-for-12-months-for-economic-fight/7034396.article
https://www.retail-week.com/stores/chancellor-suspends-business-rates-for-12-months-for-economic-fight/7034396.article
https://home.kpmg/uk/en/home/media/press-releases.html
https://home.kpmg/uk/en/home/media/press-releases.html
https://home.kpmg/uk/en/home/media/press-releases/2020/04/brc-kpmg-retail-sales-monitor-match-2020.html
https://home.kpmg/uk/en/home/media/press-releases/2020/04/brc-kpmg-retail-sales-monitor-match-2020.html
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Workforce and shop numbers

Please check our website for member-exclusive 
resources to help you support the wellbeing 
of your colleagues in these unprecedented 
times, including our hibernation pack, access 
to resources from retailTRUST, and activities to 
help you stay connected with your volunteers. 
According to the ONS, 49.6% of people aged 16+ 
in Great Britain reported ‘high’ anxiety between 
20-30 March 2020 (i.e., over 25 million people), 
compared with 21% in October-December 2019. 
People’s biggest concerns arising from the 
pandemic related to their wellbeing, work, and 
finances. In addition, Telegraph news from 5 May 
2020 on the huge proportion of furloughed staff 
expected to be made redundant when the Job 
Retention Scheme (JRS) unwinds, were far from 
reassuring. In commercial retail alone, Richard 
Lim, Chief Executive of Retail Economics, 
expected that about 20% of store staff (i.e., c. 
150,000 people) and a chunk of head office 
employees could be hit over the next decade, said 
the Telegraph (Note: this estimate may change with 
the recent extension to the JRS to end-October).

According to our survey data, collected in April 
2020, only three respondents confirmed they 
will decrease their charity shop numbers if 
the lockdown extends beyond the end of May; 
while the shop closures reported by the other 
respondents were all already planned and not due 
to the COVID-19 crisis. As respondents explained, 
the scale of the impact of the pandemic on shop 
numbers is currently difficult to estimate, and will 
depend on post-lockdown staffing levels, which 
are currently a pressing concern for charities 
ranging in retail chain size, especially as many of 
the sector’s workforce are elderly volunteers.

1 in 8 respondents have had retail job cuts due to 
the pandemic, ranging between 2% and 11% of their 
full-time equivalent (FTE) employees. These job 
losses only accounted for 0.14% of the nearly 8,500 
FTE paid staff represented by respondents. But this 
result might be skewed as those with the greatest job 
losses might not have been able to respond to our 
survey. It is yet unclear if worse data may emerge as 
the lockdown is extended and charities review their 
retail operation. Whilst commercial retailers that 
consolidate their shop portfolio will be cutting back 
on staffing costs, charities reopening with reduced 
shop numbers may not be able to do so if shops that 
are able to reopen require additional paid staff to 
compensate for the potentially devastating post-
lockdown volunteer shortage.
All respondents but two very small charities have 
made use of the furlough scheme to preserve jobs; 
and the majority of them are relying on skeleton 
staffing structures to lead their reopening strategy 
in these incredibly testing times.

Government support allows retailers to take 
time to look at a fundamental restructuring 
of their businesses to make it fit for purpose 
post-Covid. They will review store portfolios 
and look at which they can close – the 
unprofitable stores – with repercussions for 
their business models and the composition of 
the workforce. With fewer stores they will not 
need as many shop floor workers.

Richard Lim, Chief Executive,
Retail Economics.

”

“

We are concerned that we will have a shortage 
of volunteers when it comes to reopening our 
shops as the majority are over 70 years old, 
meaning we may have reduced opening hours, 
etc. We are also concerned that we might lose 
a percentage of our volunteers to COVID-19.

Very small charity.
”

“

We see this as being a phased reopening plan, 
to accommodate the lack of volunteers, and 
preparing for the volume of donations.

Small charity. ”
“

We are taking this opportunity to rethink some 
of our operation; we are analysing profitability 
and negotiating a few rent reviews.

Medium charity. ”
“

Sample = 49 charities, 3,469 shops, 8,439 FTE employees. 

Under the COVID-19 Job Retention Scheme, the 
UK Government funds up to 80% of the furloughed 
employees’ employment costs. 56% of respondents 
have chosen to top-up employees’ wages during 
furlough; yet, the majority of them are only able to 
do so for a limited amount of weeks, ranging from 
4 to 13 weeks (median figure: 11 weeks).

Chart 1: % of furloughed FTE retail staff

4% 2% 6% 51%
22%

14%

0% Up to
49.9%

50% -
74.9%

75% -
94.9%

95% -
99.9%

100%

 % of charities

https://www.charityretail.org.uk/members/wp-content/uploads/sites/3/2020/03/Hibernation-Pack.pdf
https://www.charityretail.org.uk/supporting-your-wellbeing/
https://www.charityretail.org.uk/members/volunteer-activities/
https://www.charityretail.org.uk/members/volunteer-activities/
https://www.ons.gov.uk/peoplepopulationandcommunity/wellbeing/bulletins/personalandeconomicwellbeingintheuk/may2020
https://www.telegraph.co.uk/business/2020/05/05/furloughed-workers-face-mass-job-losses-recession-takes-hold/
https://www.gov.uk/guidance/claim-for-wage-costs-through-the-coronavirus-job-retention-scheme
https://www.gov.uk/guidance/claim-for-wage-costs-through-the-coronavirus-job-retention-scheme
https://www.gov.uk/government/news/chancellor-extends-furlough-scheme-until-october?utm_campaign=Political%20Services%20Publications%202020&utm_source=hs_email&utm_medium=email&utm_content=87781858&_hsenc=p2ANqtz-_BLzScV7sGlIr5_qhH_3iWMKRDUo681ClIvr3QqlqsiIACq0youx1PXIxiL3y9WFgxOCzvnH5KqOUgDAJbdvzGSj9r8MDfhvPHSYpbYuZAgiSthb8&_hsmi=87781858
https://www.telegraph.co.uk/business/2020/05/05/furloughed-workers-face-mass-job-losses-recession-takes-hold/
https://www.telegraph.co.uk/business/2020/05/05/furloughed-workers-face-mass-job-losses-recession-takes-hold/
https://www.gov.uk/guidance/claim-for-wage-costs-through-the-coronavirus-job-retention-scheme
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31% of respondents said that their employees 
have agreed to take a proportion of their annual 
leave during the period of furlough. 29% of them 
said that furloughed employees could carry over 
accrued leave to next holiday year, with four 
respondents extending this period to two years. 
Only five respondents mentioned that annual 
leave will not be dealt with in a different way 
for furloughed employees. Whilst the rest of 
respondents were yet to decide how to handle the 
annual leave accrued by furloughed staff.

Cutting costs

With labour costs minimised by furloughing 
employees, all respondents have resorted to 
cutting another big operating cost: rent. Although 
the majority of respondents have been able to 
secure rent concessions from landlords for at 
least one of their shops whilst they are closed, at 
the time this survey was conducted (April 2020), 
negotiations on rent concessions were still 
ongoing for around 70% of shops represented 
in the sample (download our template letter to 
landlords and read landlord success stories).

Donations

As per Chart 3, opinions on donations were mixed.

We are writing to staff who have been 
furloughed to ask if they would take payment 
for any holiday accrued during this period.

Very large charity. ”
“

Staff can choose to take annual leave when 
furloughed, at 100% pay [... or] they will be 
required to take a minimum amount of annual 
leave during the period of furlough, at 100% pay. 

Medium charity.
”

“

All leave booked while on furlough has been 
cancelled. Staff will be able to book again when 
they return, [and] unused holidays will be 
carried over in line with government advice.

Very small charity. ”
“

Furloughed staff were given notice that a week 
of leave will be recorded for them in May. 
All [are] happy as they are receiving full pay.

Small charity. ”
“ Sample = 49 charities, 2,338 shops. 

In commercial retail, in addition to rent, stock is 
another area in which costs are being minimised, 
by addressing future commitments and the unsold 
stock in UK warehouses. To assist with the latter, 
our team has been working with the British Retail 
Consortium on a joint scheme that encourages 
commercial retailers to donate the surplus stock 
due to the pandemic to our charity members. We 
hope that you, and our commercial peers, find 
this unique scheme beneficial (read more).

Chart 2: rent concessions secured

53%

37%

27%

43%

2%

8%
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5%

1%

8%

1%
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>=50%
rent reductions

<=49.9%
rent reductions

Monthly instead of
quarterly rent payments

No management fees

No service charge
payments

% of shops granted this concession
% of respondents securing this in at least 1 shop

Chart 3: charities’ opinion on donations

Sample: volume of donations = 49 charities, 3,474 shops. 

With charity shops closed and their workforce 
staying home further to government guidelines 
on non-essential travel, dealing with fly-tipping 
on shop doorsteps and around donation banks has 
been a significant concern for many respondents. 
At the CRA, we have promoted our official anti-fly-
tipping message via social media and press, and 
we have joined forces with other UK charities to 
write to bodies representing local government and 
waste professionals to ask for support on this issue. 
The good news is that, according to attendees to 
our last fly-tipping meeting (held on 24 April), the 
problem is diminishing, and councils are being 
helpful, in general, in clearing any fly-tipped goods.

Reopening charity shops

At present, it is clear that charity shops will not 
be able to open again before 15 June 2020. In the 
meantime, our team has put together regularly 
updated resources to help you get your shop(s) 
ready to reopen in the current socially distanced 
world. Please log in to our members’ area to 
access our reopening pack, supporting documents 
and additional resources.

 Volume of donations  Quality of donations

42%
31% 29%

17%18%
39%

22% 29%

Jan-Feb 2020 March 2020 Jan-Feb 2020 March 2020

highlight challenge

https://www.charityretail.org.uk/members/wp-content/uploads/sites/3/2020/04/Template-Letter-to-Landlords.docx
https://www.charityretail.org.uk/members/wp-content/uploads/sites/3/2020/04/Template-Letter-to-Landlords.docx
https://www.charityretail.org.uk/members/wp-content/uploads/sites/3/2020/04/Landlords-successes-anon.docx
https://brc.org.uk/news/csr/stock-donations-to-charity-shops/
https://www.charityretail.org.uk/members/coronavirus-covid-19/
https://www.charityretail.org.uk/members/coronavirus-covid-19/
https://www.charityretail.org.uk/action-on-flytipping/
https://www.charityretail.org.uk/action-on-flytipping/
https://www.bbc.co.uk/news/uk-52801727
https://www.bbc.co.uk/news/uk-52801727
https://www.charityretail.org.uk/members/shop-reopening/
https://www.charityretail.org.uk/members/shop-reopening/
https://www.charityretail.org.uk/members/shop-reopening/
https://www.charityretail.org.uk/members/shop-reopening/
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Post-lockdown customer behaviour

The COVID-19 crisis has put extreme strain on 
charity retailers, hugely affecting their fundraising 
efforts to deliver essential services that have never 
been more needed. In this period of uncertainty, 
retail leadership teams need to focus not just on 
the immediate challenges, but also on preparing 
their operations for the post-lockdown world. 
In doing so, it is essential to understand how 
demand is being impacted by this crisis. Customer 
behaviour is changing rapidly and dramatically, 
and despite customer preferences, demographics 
and competition across retail destinations will 
be different, some trends in today’s crisis that are 
likely to persist in the future are already in view:

• E-commerce - increasing importance:

To some degree we have all had to forsake 
the communities we have built through work, 
sport, friends, family and even shopping 
during the lockdown. Therefore, re-engaging 
with shoppers and rebuilding that feeling of 
belonging will be hugely enticing. At the same 
time, the need to feel safe is paramount, and the 
fear of COVID-19 will linger for some time, so 
demonstrating care for both customers and staff 
will be key. This may include altering the layout 
of stores to increase space between displays, 
deeper counters so staff are further away from 
customers when they pay, limiting the number 
of customers that are allowed to be in the store 
at any one time, and even setting up a system 
for pre-booking appointments to browse.

Diane Wehrle, Marketing & Insights 
Director, Springboard.

”

“

The importance of having an effective online 
proposition has been borne out during the 
lockdown; and whilst the jury is still out on the 
eventual impact on consumer behaviour, at the 
very least it is likely to mean that a far greater 
proportion of consumers will be more familiar 
with online purchasing.

Diane Wehrle, 
Marketing & Insights Director, 
Springboard.

”

“

Charity retail e-commerce is going to play an 
increasingly larger part in the future of charity 
retail and there is no better time to review 
your own operation.

Barry Moles, Managing Director, Skyline.
Author of ‘The Science of Charity Retail’.

”
“

It is likely that even when we are in recovery, 
the psychological impact of the pandemic will 
linger with social distancing continuing to be 
the new normal for some time to come. 
If this were to be the case, retail parks and the 
space they offer will be a favoured destination 
for many.

Diane Wehrle, Marketing & Insights 
Director, Springboard.

”

“
• Retails parks - the preferred destination: • Customer trust/sense of safety - a top priority:

• Consumer confidence - low but there is some 
sense of optimism ahead:

Consumer confidence in Britain’s lockdown 
economy is still severely depressed. However, 
[in the April 2020 report] we are recording 
small improvements in our personal finances 
and the wider economic picture for the next 
12 months, key indicators when gauging 
optimism for our path to recovery. And 
although the majority of high street retailers 
have been closed since March 23rd, we are also 
seeing a small pick-up in our Major Purchase 
Index with a three-point increase, a possible 
indication of pent-up demand once business 
returns to the ‘new normal’. But in contrast to 
this, the nine-point spike in the Savings Index 
– even with interest rates slashed – suggests 
cautious consumers are stashing money under 
the mattress over worries for the future.

Joe Staton, Client Strategy Director, GfK.”

“
Over the last few years, we have had emphasis 
on in-store experience. This has made good sense 
until now. [But] if things aren’t going to return 
to complete normality for some time, people are 
going to start expecting different things - it may 
still be about the consumer experience, but the 
criteria will be different. At the moment, it is all 
about, ‘Is it safe? Is it easy?’ Even once people 
can shop, interact and socialise normally, it will 
take a while to get back into this habit, and some 
may, even if they are told it is safe, no longer feel 
it is appropriate to do so.

Graham Soult, Retail Consultant, 
CannyInsights.com.

”

“

https://www.spring-board.info/news-media/news-post/retail-parks-to-reap-benefits-of-post-covid-19-footfall
https://www.spring-board.info/news-media/news-post/retail-parks-to-reap-benefits-of-post-covid-19-footfall
https://www.spring-board.info/news-media/news-post/the-future-of-retail
https://www.spring-board.info/news-media/news-post/the-future-of-retail
https://www.spring-board.info/news-media/news-post/the-future-of-retail
https://www.charityretail.org.uk/charity-retail-online-trading-efficiencies/
https://www.charityretail.org.uk/charity-retail-online-trading-efficiencies/
https://www.drapersonline.com/news/comment/comment-retail-parks-to-reap-benefits-of-post-covid-19-footfall/7040172.article
https://www.drapersonline.com/news/comment/comment-retail-parks-to-reap-benefits-of-post-covid-19-footfall/7040172.article
https://www.gfk.com/en-gb/insights/press-release/uk-consumer-confidence-up-one-point-to-33/
https://www.edinburghnews.scotsman.com/health/coronavirus/huge-changes-we-can-expect-post-lockdown-shopping-2791198
https://www.edinburghnews.scotsman.com/health/coronavirus/huge-changes-we-can-expect-post-lockdown-shopping-2791198
https://www.edinburghnews.scotsman.com/health/coronavirus/huge-changes-we-can-expect-post-lockdown-shopping-2791198
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1 | TOTAL INCOME & SALES

Total income gives the total turnover generated by all shops 
a charity has open regardless of whether they were open 
or closed throughout, or in-between, the two reporting 
periods. Income includes all sales, Gift Aid tax reclaims, cash 
donations, and miscellaneous income.

Over the three months to March, total income declined 
by 14% from January-March 2019, when it had increased 
by 10% from the preceding year. Total income was up by 
1.9% in January-February 2020 from the first two months 
of 2019; whilst March saw a historic year-on-year decline of 
44.6%, with COVID-19 changing the consumer landscape 
significantly. As March figures dragged down the overall 
results this quarter, 5 in 6 respondents recorded a decline 
in total income between January-March 2020 and the same 
quarter of 2019.

Total customer sales, representing total sales of donated goods 
and bought-in goods, were down by 13.5% from January-March 
2019 (comparable figures are not available for January-March 
2019). The first two months of the quarter registered a 
combined year-on-year increase of 2.2% in total customer 
sales, compared to a decrease of 44.5% in March 2020 from 
March 2019. 62% of respondents had a year-on-year increase 
in total customer sales in January-February; compared to only 
4% of them in March.

The sharp divide between January-February and March figures 
is an early sign of the devastating impact for charity retailing 
of the necessary measures to fight the spread of the COVID-19 
pandemic. At the time of writing (May 2020), the doors of 
charity shops remain closed, with an expected reopening date 
of June 15, 2020.

Table 1: year-on-year % change in total income, by retail chain size

Retail chain size
January-March (Q1) January-February

2020
March 
20202019 2020

Hospices 10.0% -9.4% 6.4% -42.6%
Very small 15.0% -8.9% 7.1% -41.5%

Small 10.7% -16.5% -4.5% -52.2%
Medium 11.9% -11.0% 5.2% -43.2%

Large 6.9% -17.7% -4.0% -39.4%
Very large 7.0% -15.8% 2.7% -46.2%

Sample total 7.6% -15.3% 1.8% -44.7%
Sector average

(weighted by charity retail chain size)
10.0% -14.0% 1.9% -44.6%

Sample (2020) = 52 charities (very small: 25, small: 7, medium: 12, large: 4, very large: 4, hospices: 18). Sample (2019) = 52 
charities (very small: 18, small: 9, medium: 13, large: 6, very large: 6, hospices: 17). Figures are not adjusted for inflation.

Table 2: year-on-year % change in total customer sales, by retail chain size

Retail chain size January-March (Q1)
2020

January-February 
2020

March 
2020

Hospices -9.9% 4.6% -42.5%
Very small -7.9% 7.0% -38.8%

Small -16.1% -4.1% -54.1%
Medium -11.7% 4.3% -45.4%

Large -17.4% -2.7% -39.7%
Very large -14.8% 3.9% -45.4%

Sample total -14.6% 2.6% -44.4%
Sector average

(weighted by charity retail chain size)
-13.5% 2.2% -44.5%

Sample as above.
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Donated goods, 84.9%
Bought-in goods, 3.5%

Gift Aid tax reclaims, 5.5%
Rag, 3.9%

Cash donations, 1.1%
Misc., 0.9%

2 | LIKE-FOR-LIKE INCOME & SALES

Like-for-like (LFL) income

As the COVID-19 outbreak prompted the temporary closure of 
non-essential stores at the end of March 2020, exceptionally, 
the like-for-like (LFL) figures provided in this report do not 
cover the January-March quarter. LFL income includes the 
income generated by charity shops that have been open over 
both January-February 2019 and January-February 2020, and 
excludes the income from any shops that have either opened 
or closed in the interim. LFL income includes all sales, Gift 
Aid tax reclaims, cash donations, and miscellaneous income; 
and it was divided as follows in January-February 2020:

LFL income rose by 1.2% from January-February 2019 (+0.7% 
if excluding Gift Aid tax reclaims), with 60% of respondents 
reporting positive growth. The overall performance this 
quarter was more favourable for charity retailers with 100 or 
fewer shops. Very small and medium charities were the only 
groups with a proportion reporting 20% or more income 
growth from January-February 2019. Charities with over 100 
shops had a challenging start of the year, with all but one 
respondent in this category reporting year-on-year declines in 
LFL income excluding Gift Aid tax reclaims.

Table 3: like-for-like income, January-February 2020, year-on-year % change

Retail chain size LFL income including 
Gift Aid tax reclaims

LFL income excluding 
Gift Aid tax reclaims

Hospices 3.8% 3.3%
Very small 6.2% 5.4%

Small -4.0% -4.0%
Medium 3.7% 3.0%

Large -3.4% -2.9%
Very large 1.5% 0.7%

Sample total 0.9% 0.4%
Sector average

(weighted by charity retail chain size)
1.2% 0.7%

Sample (2020) = 51 charities (very small: 25, small: 7, medium: 11, large: 4, very large: 4, hospices: 17). 

Chart 5: individual charity retailers’ performance: like-for-like income excluding 
Gift Aid tax reclaims, January-February 2020, year-on-year % change

Chart 4: 
LFL income 
breakdown
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Average weekly turnover per shop

For the purpose of this report, the average weekly turnover per shop is 
calculated as follows: like-for-like income excluding Gift Aid tax reclaims 
divided by the number of like-for-like shops, divided by the number of 
weeks in the reporting period.

The weighted average weekly turnover per shop for January-February 2020 
was £2,021 for charities of all sizes; a slight increase from January-February 
2019, at £2,003.

As shown in Chart 6, hospices had the highest average weekly turnover 
per shop in January-February 2020, at £2,451; and large charities had the 
lowest average weekly turnover per shop, at £1,600. The highest and lowest 
weekly turnover per shop per week were reported by very small charities, 
at £4,896 and £723 respectively.

Chart 6: average weekly turnover per shop, January-February 2020

Lowest = minimum in each size category. Highest = maximum in each size category.
Sample = 48 charities (very small: 23, small: 6, medium: 11, large:4, very large: 4, hospices: 17). 

The average weekly turnover per shop ranged from £1,306 to £4,896 for 
respondents with either furniture stores or superstores in their portfolio 
(sample: 25 charities, representing 2,130 shops); compared to a range of 
£723 to £4,463 for charities not currently running these types of shops 
(sample: 23 charities, representing 1,123 shops).

The median average weekly turnover per shop for January-February 
2020 was £2,016 (sample: 48 charities, representing 3,253 LFL shops). 

The median average weekly turnover per shop also stood at £2,016 for 
respondents including either furniture stores or superstores in their 
portfolio (sample: 25 charities, representing 2,130 shops); compared 
to £1,902 for respondents not currently operating these types of shops 
(sample: 23 charities, representing 1,123 shops).
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Like-for-like (LFL) sales

Sales of donated stock (including donated goods sales and rag 
sales) accounted for 88.9% of income in January-February 2020.

Customer sales (including donated goods sales and bought-in 
goods sales) represented 88.5% of income in January-February 
2020; and rose by 1.8% year-on-year on a LFL basis.

LFL donated goods income increased by 1.8% from 
January-February 2019, and 69% of respondents saw positive 
growth in this sales category. Rag income was down by 13.6% 
year-on-year on a LFL basis. 

LFL income from bought-in goods declined by 7.8% year-
on-year, with 46% of respondents reporting positive growth 
in this sales category from January-February 2019. Results 
for bought-in goods sales were polarised as usual: 29% of 
respondents had double-digit growth, but 40% of them saw 
double-digit declines.

Table 4: like-for-like sales, January-February 2020, year-on-year % change

Retail chain size Donated goods 
sales Rag sales Bought-in goods 

sales
Hospices 3.3% -17.2% 1.9%

Very small 6.8% 3.0% -28.2%
Small -3.5% -20.5% -2.2%

Medium 2.6% -16.3% 7.2%
Large -1.7% -19.3% -4.1%

Very large 3.0% -17.8% -7.2%
Sample total 2.0% -17.3% -5.9%

Sector average
(weighted by charity retail chain size)

1.8% -13.6% -7.8%

Sample # charities: very small (DG: 25, Rag: 18, BIG: 11), small (DG: 7, Rag: 5, BIG: 5), medium (DG: 12, Rag: 11, BIG: 11), large 
(DG: 4, Rag: 4, BIG: 4), very large (DG: 4, Rag: 4, BIG: 4), hospices (DG: 18, Rag: 17, BIG: 16).

Chart 7: individual charity retailers’ performance: LFL donated 
goods sales, January-February 2020, year-on-year % change

Chart 8: individual charity retailers’ performance: LFL bought-in 
goods sales, January-February 2020, year-on-year % change

Sample # charities: very small (DG: 25, BIG: 11), small (DG: 7, BIG: 5), medium (DG: 12, BIG: 11), large (DG: 4, BIG: 4), very large (DG: 4, BIG: 4), hospices (DG: 18, BIG: 16).
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Like-for-like (LFL) sales make-up

This section looks at the importance of bought-in goods and rag as 
components in total charity shop sales. Table 5 shows the average make-
up of sales (proportion by £, not volume) in January-February 2020. The 
analysis includes respondents that do not sell rag or bought-in goods, to 
give an idea of proportions of sales across the different retail chain sizes.

Table 5: average composition of charity shop sales (by £, not volume)

Retail chain size Donated 
goods sales

Rag 
sales

Bought-in 
goods sales

Hospices 93.9% 3.5% 2.5%
Very small 94.2% 4.4% 1.5%

Small 96.9% 1.5% 1.5%
Medium 92.7% 3.9% 3.4%

Large 90.2% 5.0% 4.8%
Very large 88.6% 5.2% 6.2%

Sample total 90.0% 4.8% 5.2%
Sector average

(weighted by charity retail chain size) 92.3% 4.1% 3.7%

Sample = 51 charities (very small: 25, small: 7, medium: 11, large: 4, very large: 4, hospices: 17). 

Table 6 shows bought-in goods sales as a percentage of overall sales 
(including donated goods, bought-in goods and rag). The average figures 
will differ to those in the above table, which uses sales data from charities 
not selling bought-in goods, as well as from those who do.

Table 6: bought-in goods (BIG) sales as % of overall sales, Jan-Feb 2020

Retail chain size Min BIG Average BIG Max BIG

Hospices 0.17% 2.4% 7.5%
Very small 0.11% 2.3% 5.8%

Small 0.2% 2.8% 7.5%
Medium 0.5% 3.3% 11.0%

Large 0.3% 4.8% 12.1%
Very large 2.6% 5.7% 7.8%

Sample total 0.11% 5.4% 12.1%

Sample = 36 charities (very small: 12, small: 5, medium: 11, large: 4, very large: 4, hospices: 16). 

Gift Aid tax reclaims

89% of respondents claim Gift Aid in at least one of their shops, and 99% 
of LFL shops in the sample have Gift Aid schemes in place.

LFL income from Gift Aid tax reclaims rose by 8.6% from January-February 
2019, for a sample of 32 Gift Aid participating charities (representing 3,107 
LFL shops). Note: the growth in income from Gift Aid tax reclaims is directly 
linked with donated goods sales, and should not be interpreted as an increase in 
the uptake of Gift Aid.

As the first section of Table 7 shows, Gift Aid tax reclaims made-up 5.6% of 
sales including Gift Aid tax reclaims in January-February 2020; accounting for 
a higher proportion of sales compared to rag and bought-in goods. This analysis 
includes all charities, whether or not they participate in the Gift Aid scheme.

Section II in Table 7 looks at the Gift Aid Conversion Rate (GACR, or 
proportion of Gift Aided donated goods sales out of total donated goods 
sales) for charities participating in the Gift Aid scheme. The GACR for 
January-March 2020 was 37.3%, compared to 35.9% in January-February 
2019 for the 30 charities (3,061 LFL shops) that were able to report.

Table 7: Section I: average composition of charity shop sales 
including Gift Aid tax reclaims (by £, not volume), Jan-Feb 2020
Section II: Gift Aid Conversion Rate (GACR)

Retail chain 
size

Avg composition of sales 
incl. Gift Aid tax reclaims GACR

DG 
sales

GA tax 
reclaims

Rag 
sales

BIG 
sales

Jan-Feb 
2020

Jan-Feb 
2019

Hospices 89.5% 4.7% 3.4% 2.4% 27.8% 28.8%
Very small 91.3% 3.0% 4.3% 1.4% 22.6% 21.1%

Small 94.9% 2.1% 1.5% 1.5% 23.3% 25.7%
Medium 87.4% 5.7% 3.7% 3.2% 30.4% 30.1%

Large 83.8% 7.1% 4.6% 4.5% 35.8% 37.8%
Very large 81.6% 7.9% 4.8% 5.7% 39.8% 37.2%

Sample total 83.7% 7.0% 4.5% 4.8% 37.3% 35.9%
Sector average

(weighted by chain size) 86.7% 5.6% 4.0% 3.6% 31.8% 31.1%

Sample = Section I: 51 charities, 3,268 LFL shops; Section II: 30 charities, 3,061 LFL shops.
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3 | COMMERCIAL RETAIL SALES

In January, commercial retail sales were flat on a like-for-like (LFL) basis 
and rose by 0.4% on a total basis from January 2019, when they increased 
by 1.8% and 2.2% respectively from the preceding year. Although January 
saw a welcomed return to growth, our commercial peers faced tighter 
bottom-lines as a result of aggressive discounting, weak consumer demand 
and increasing costs.

The UK was hit by one storm after another in February, which took their 
toll on footfall and retail sales (particularly fashion, although demand for 
non-food items remained generally low). Moreover, the rise in confidence 
among UK shoppers in recent months failed to translate into higher retail 
sales. As a result, total commercial retail sales saw a year-on-year increase 
of 0.1%, against a year-on year increase of 3.2% in February 2019; whilst 
LFL sales decreased by 0.4% from February 2019, when they rose by 2.6% 
year-on-year.

In March, the necessary measures against the spread of COVID-19 led to the 
worst decline on sales in record according to the BRC-KPMG Retail Sales 
Monitor. The closure of non-essential shops and a police-enforced stay-at-
home order led to a collapse of footfall in high-streets and high double-digit 
declines in sales, which even an increase in online shopping could not 
compensate for. Sales of entertainment (e.g., toys, board games), fitness 
equipment, computers/networking equipment, and beauty products rose 
sharply as a result of the move to home-schooling and home-working; while 
the demand for fashion ranges plummeted. Sales of food and essentials 
recorded even more dramatic swings as they saw an unprecedented rise in 
early-March, but fell sharply into negative growth after the lockdown and 
introduction of social distancing in shops. On a total basis, commercial sales 
decreased by 4.3%, against a year-on-year decrease of 1.8% in March 2019. 
Weekly sales comparisons show the severe impact of the lockdown: total 
sales rose by 12% year-on-year in the first three weeks of March, whilst they 
declined by 27% in the last two weeks of the month. On a LFL basis, the 
decline of commercial retail sales was flat year-on-year at 3.5%.

Source: BRC-KPMG Retail Sales Monitor.

January saw a return to growth, however recent political uncertainty and 
a decade of austerity appear to have ingrained a more thrifty approach to 
shopping among consumers. Furthermore, as sustainability continues to 
rise up the agenda, many customers are switching to more environmentally 
friendly products or simply choosing to buy less. These effects are not just 
limited to the high street as growth in online purchases also slowed. Across 
the UK, retailers are facing tighter margins as a result of weak consumer 
demand and increasing costs, including sky high business rates.”

“

Helen Dickinson OBE, Chief Executive, British Retail Consortium.

Returning consumer confidence has done little to benefit retailers, with 
February’s sales growth down 0.4% on a like-for-like basis. The highly 
anticipated ‘Boris Bounce’ has clearly struggled to materialise in the embroiled 
retail sector, and looking ahead COVID-19 isn’t likely to help matters.”

“
Paul Martin, UK Head of Retail, KPMG.

Retail sales experienced an historic drop in March, with COVID-19 changing 
the consumer landscape significantly. Lock down has prompted a fundamental 
rethink of what is deemed essential. Total sales may ‘only’ be down 4.3%, 
but the sharp divide between food and non-food, and between physical and 
online, is far more drastic. Also, the UK’s closure of non-essential stores only 
started at the backend of the month, so it’s likely worse data is yet to emerge. 
Non-essential retailers have had to immediately address cash preservation 
and liquidity, furlough parts of their workforce and understand how to access 
various government support schemes.”

“

Paul Martin, UK Head of Retail, KPMG.

http://brc.org.uk/retail-insight/retail-dashboard/
https://home.kpmg/uk/en/home/media/press-releases/2020/02/stuttering-start-to-2020-for-retail-sales.html
https://home.kpmg/uk/en/home/media/press-releases/2020/03/brc-kpmg-retail-sales-monitor-february-2020.html
https://home.kpmg/uk/en/home/media/press-releases/2020/04/brc-kpmg-retail-sales-monitor-match-2020.html
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Over the three months to March, total commercial retail sales declined 
by 1.4% year-on-year. Food sales increased by 5.1% on a total basis from 
January-March (Q1) 2019, which is higher than the 12-month total average 
growth of 2.4%. While non-food commercial retail sales declined by 6.6% 
on a total basis from January-March 2019, below the 12-month total average 
decline of 3%.

Total in-store sales of non-food items decreased by 13% from 
January-March 2029; a result below the 12-month total average decline 
of 6.1%, that even the beneficial effect of non-food e-commerce (+8.3% 
in January-March, and +18.8% only in March year-on-year) could not 
compensate for.

Chart 9 compares growth in total commercial retail sales with headline total 
income figures for charity retail.

Source for all commercial retail figures: BRC-KPMG Retail Sales Monitor. 
* As the British Retail Consortium (BRC) releases these like-for-like figures monthly, 
we have provided a three-month rolling average to display the quarterly trend.

Chart 10: like-for-like growth in commercial and charity retail

Like-for-like growth, January-February 2020 YoY % change

Charity retail income excluding Gift Aid tax reclaims 0.7%
Charity retail customer sales (DG & BIG) 1.8%

Commercial Retail Sales (BRC) -0.2%

-6.6%
Non-food

 

-13%
In-store 
non-food

-1.4%
Overall

TOTAL sales
Q1 2020 

YoY % change

Chart 9: total growth in commercial and charity retail

Like-for-like (LFL) commercial retail sales declined by around 0.2% 
year-on-year in January-February, compared to a year-on-year decrease 
of 3.5% in March. Over the three months to March, LFL non-food sales 
declined by 6.7%, with LFL in-store non-food sales reaching a decline of 13% 
year-on-year. In contrast, food sales rose by 4.9% from January-March 2019.

Chart 10 compares growth in LFL commercial retail sales with headline 
LFL income figures for charity retail.
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4 | TRANSACTIONS

The weighted average transaction number (ATN) per shop, per day in 
January-February 2020 was 58; and the median average was 56. The ATN 
per shop, per day reported by respondents ranged between 18 and 156. 

The weighted average transaction value (ATV) in January-February 2020 
was £5.06; and the median average was £4.75. The ATV for respondents 
ranged between £1.77 and £9.23 (sample: 39 charities, 3,101 shops)*.

Table 8: number (ATN) and value (ATV) of transactions, Jan-Feb 2020

Retail chain size ATN per shop per day ATV

Hospices 59 £5.42
Very small 57 £5.38

Small 60 £4.71
Medium 59 £4.95

Large 42 £5.91
Very large 69 £4.13

Sample total 57 £5.13
Sector average

(weighted by charity retail chain size) 58 £5.06

Sample = 39 charities (very small: 18, small: 5, medium: 8, large: 4, very large: 4, hospices: 15). 

* For the purpose of this report, the ATV is calculated as follows:
- Sales of donated goods and bought-in goods, divided by the number of 
shops, divided by the number of trading days in the reporting period = 
average customer sales per shop, per day. Note: it is assumed that shops were 
trading every day, excluding Easter Sunday and Christmas Day (as applicable).
- Average customer sales per shop, per day divided by the number of 
transactions per shop, per day = ATV. Note: this is the average across 
shops, as respondents submit the sales figures for all their shops (not by type 
of shop). If interested in the ATV by type of shop, the most up-to-date figures 
are available in our Average Selling Prices January-December 2019 report 
(available in our members’ area).

Based on the results for our matched sample shown on Table 9, the average 
number of customer purchases per day decreased in January-February 
2020 compared to January-February 2019; with 4 in 7 respondents 
reporting fewer customers per shop per day on average. The results for the 
matched sample also show that customers spent slightly more on average 
per transaction in January-February 2020 compared to the first two months 
of 2019. Only 1 in 5 respondents saw a decline in their ATV for January-
February 2020, compared to January-February 2019 results.

Table 9: change in the number (ATN) and value (ATV) of 
transactions for a matched sample

Jan-Feb 2019 Jan-Feb 2020 % change

ATN per shop per day 59 57 -2.3%

ATV £5.09 £5.13 0.9%

Sample = 39 charities (very small: 18, small: 5, medium: 8, large: 4, very large: 4, hospices: 15). 

With social distancing rules limiting in-store customer numbers, as shop 
teams return to work to prepare to reopen, space planning will be key not 
only to ensure that the shop’s layout guides customers easily and safely 
around the premises, but also to increase the ATV.

Our teams at the moment are thinking about how we might re-imagine 
or re-layout the stores such that customers are able to experience all the 
categories, meaning we get a much higher basket value. If you think that 
our ATV at the moment is £7, if you add 20% to that it’s only £1.40 more 
per customer. If we’re widening our categories – for example, health and 
beauty or low-end electronics – and when customers are coming in to 
grab a newspaper or magazine they’re seeing all these categories in an 
inviting way, that’s where we can benefit.

Carl Cowling, Chief Executive at WHSmith.”

“

https://www.charityretail.org.uk/members/quarterly-market-analysis/
https://www.charityretail.org.uk/members/quarterly-market-analysis/
https://www.retail-week.com/general-merchandise/analysis-how-whsmith-is-preparing-for-travel-retail-to-take-off-again/7034859.article?mkt_tok=eyJpIjoiWkdKaVl6WmtZemxpTWpWayIsInQiOiJmWjl4NmxYcmtMVElXZjZrbG5XblkxVU1nMFZRRFFkZWJOanBBMDVBY05TQjl2NmdRcm9tdlpjVFwvU0RnRHRLN0xsNE1xRGxxTGVLcFJDNGdZcmw2RnFDRHVHOUVHUDR3dG03UEEzcTc2c0RvTGhZWnBVNm1nRG91a3ZpNTdjc2QifQ%3D%3D
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5 | FOOTFALL

Springboard’s January footfall figures show a decline of 0.5% from January 
2019, when overall footfall dropped by 0.7% year-on-year. Footfall in retail 
parks rose by 1.4% year-on-year, demonstrating “their ability to bridge the gap 
between functionality and experience, and cater for the needs of today’s efficient 
shopper” according to Springboard. Footfall in shopping centres increased 
by 0.2% - the first month since March 2017, and only the third month in 
four years, to have shown an increase - which Springboard noted as an early 
sign of success from the regeneration schemes of malls to better reflect 
consumers’ demands. Footfall in high streets declined by 1.8% from January 
2019, in part as more shoppers were attracted back into shopping centres.

The severe and ongoing rain in February, particularly from storms Ciara 
and Dennis, caused footfall to plummet 4.9% from February 2019, when 
it declined by 2% year-on-year. Footfall in high streets saw the hardest 
hit (-7.8% year-on-year); yet the resilience of retail parks and shopping 
centres (-1.1% and -2.5% respectively year-on-year), demonstrated that the 
COVID-19 pandemic was not a major factor causing the overall footfall 
decline in February. As Springboard explained “if COVID-19 had been a 
significant factor then it is likely that all three destination types would have been 
impacted more equally”; however, they also noted that the month ended 
before the warning about the increased severity of the pandemic in the UK 
was made.

Overall footfall in March recorded an unprecedented decline of 41.3% 
from March 2019, when it increased by 1.4% from March 2018. As the UK 
adhered to the government advice and stayed home amid the rapid spread of 
COVID-19, the impact of the lockdown on footfall across retail destinations 
was inevitable and enormous. In the last three weeks of March footfall 
dropped by 61.5% year-on-year, reaching a fall of 81.4% in the final week 
of the month, which was the first full week of police enforced lockdown 
and closure of all ‘non-essential’ shops. Delayed by panic buying, footfall in 
retail parks only began to see a sharp decrease a week after high streets and 
shopping centres; and therefore, footfall in March declined by around 15% 
less in retail parks compared to the other two retail destinations.

Chart 12: weekly footfall in March 2020, YoY % change

Chart 11: monthly footfall January-March 2020, YoY % change

Jan-20 Feb-20 Mar-20

UK total retail footfall -0.5% -4.9% -41.3%

High street footfall -1.8% -7.8% -46.7%

Footfall in retail parks 1.4% -1.1% -29.2%

Footfall in shopping centres 0.2% -2.5% -41.9%
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Inevitably, retail parks will continue to fare better during the lockdown than malls 
or high streets. The need to shop safely is paramount, and with a premium placed 
by shoppers on suitable ‘social distancing’, large stores are more desired as they are 
situated in more spacious environments, most frequently found in retail parks.

Diane Wehrle, Marketing & Insights Director, Springboard. ”
“

https://www.spring-board.info/news-media
https://www.drapersonline.com/news/comment/comment-retail-parks-to-reap-benefits-of-post-covid-19-footfall/7040172.article?blocktitle=Comment&contentID=19012
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6 | CHARITY SHOP NUMBERS

Charity shop numbers in the sample decreased by 0.2% between 31 March 
2019 and 31 March 2020. General shop numbers continue on a downward 
trend (-0.9%); while the number of specialist shops keeps rising (+4.6%), 
with superstore and discount shop numbers recording the highest net 
increases. Yet 1 in 2 respondents focused their efforts on preservation and/or 
improvement of their shops rather than on growth in shop numbers.

Table 10: change in shop numbers, by retail chain size

Retail 
chain size

Shops
 YoY % change Shops by type 31-Mar

2020*
31-Mar

2019
YoY % 
change

Hospices 2.7% General 3,028 3,057 -0.9%
Very small 0% Furniture/electrical 85 86 -1.2%

Small -0.8% Book shops 18 17 5.9%
Medium 0.6% Boutique/vintage 58 54 7.4%

Large -2.4% Discount shops 238 228 4.4%
Very large 0.2% Superstores 72 65 10.8%

Sample total -0.2% Other 5 5 0%

Sample = 55 charities (very small: 26, small: 8, medium: 13, large: 4, very large: 4, hospices: 19). 
* Shop numbers at 31 March 2020 include shops temporarily closed due to the COVID-19 crisis, which 

would otherwise be open.

March 2020 made history as the month that the UK went into lockdown. 
1 in 3 respondents closed their shops progressively, with temporary closures 
starting on March 13, just after COVID-19 was confirmed as pandemic by 
the World Health Organisation, and the majority of charity shops temporary 
closing from March 19 onwards. Only 1 in 4 respondents were able to keep all 
their shops open until March 23, accounting for one third of the shops in the 
sample. With charity shops’ reopening day yet to be confirmed at the time 
our survey was conducted (April 2020), respondents were unable to estimate 
the impact of the pandemic in shop numbers. As they explained, the number 
of shops that will be able to reopen will depend on post-lockdown staffing 
levels, which are currently a pressing concern for charity retailers of all sizes.

England

9,463 shops
 862 retailers

Scotland

914 shops
 100 retailers

Wales

560 shops
 78 retailers

Northern 
Ireland

304 shops
 39 retailers

79.8%            8.4%    3.4%                3.4%
General             Furniture/           Boutiques/           Discount
shops                 Electrical   retro/vintage        shops

2.4%   1.4%     0.8%                 0.4%
Bookshops/        Superstores         Children’s             Other shops
Music

Chart 13: 
charity retail sector 
overview, May 2020

Help us to keep our member-exclusive Find a Shop web page 
updated, so that customers/donors/volunteers can reach you 
when your shop(s) reopen. Please send Irina Preda any shop 
updates (address/telephone): irina@charityretail.org.uk.

https://www.bbc.co.uk/news/world-51839944
https://www.bbc.co.uk/news/world-51839944
https://www.charityretail.org.uk/find-a-charity-shop/
mailto:irina%40charityretail.org.uk?subject=
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7 | COVID-19 MEMBER RESOURCES

CRA’s COVID-19 hub:
https://www.charityretail.org.uk/members/coronavirus-covid-19/

• UK Government advice, including links to all the relevant Government 
guidance, support for businesses including the cash grants for retail 
businesses, the business interruption loan scheme, VAT relief, PAYE and 
NI relief and much more. 

• Resources and guidance including our hibernation pack, advice specific 
to Scottish members, template letters to landlords, working from 
home guide, ideas for keeping staff and volunteers occupied whilst not 
working, funding sources and much more

• Our lobbying activities and what we have been up to on your behalf
• The #EveryDayCounts campaign to secure extra support for the charity 

sector as a whole: 
https://www.charityretail.org.uk/everydaycounts-lobbying-activity/

• Shop reopening: 
https://www.charityretail.org.uk/members/shop-reopening/

Support from CRA corporate members: 
https://www.charityretail.org.uk/
coronavirus-support-from-corporate-members-1/ 

Charity retail wellbeing for CRA members via the retailTRUST’s 
self-help website: 
https://www.charityretail.org.uk/members/charity-retail-wellbeing/

Government COVID-19 briefings (subscription service):
https://public.govdelivery.com/accounts/UKDECC/subscriber/
new?preferences=true

Job retention scheme (HMRC): 
https://www.gov.uk/guidance/
claim-for-wage-costs-through-the-coronavirus-job-retention-scheme

Social distancing in retail (Goverment):
https://www.gov.uk/guidance/social-distancing-in-the-workplace-during-
coronavirus-covid-19-sector-guidance#retail

Employment law (Ellis Whittam):
https://elliswhittam.com/covid-19/register/

Funding sources for charities (Civil Society Media):
https://www.civilsociety.co.uk/voices/what-funding-is-
available-to-charities-during-covid-19-pandemic.html?utm_
source=New+Main+List+From+Live+CIVIL+Site&utm_
campaign=6061b47da3-EMAIL_CAMPAIGN_2020_03_27_12_56&utm_
medium=email&utm_term=0_5a5428978b-6061b47da3-87633949

Third Sector Resilience Fund (TSRF) for Scotland (SCVO):
https://scvo.org.uk/support/coronavirus/funding/for-organisations/
third-sector-resilience-fund

Guidance on property matters (Ethical Property Foundation):
http://propertyhelp.org/

Checking volunteers (Disclosure and Barring Service, DBS):
https://www.gov.uk/guidance/
covid-19-how-dbs-is-supporting-the-fight-against-coronavirus

Building resilience and creating a fundraising recovery strategy 
(Charity Excellence Framework):
https://www.charityexcellence.co.uk/

CIPD’s COVID-19 hub:
https://www.cipd.co.uk/knowledge/fundamentals/emp-law/health-safety/
coronavirus-factsheet

https://www.charityretail.org.uk/members/coronavirus-covid-19/
https://www.charityretail.org.uk/everydaycounts-lobbying-activity/
https://www.charityretail.org.uk/members/shop-reopening/
https://www.charityretail.org.uk/coronavirus-support-from-corporate-members-1/ 
https://www.charityretail.org.uk/coronavirus-support-from-corporate-members-1/ 
https://www.charityretail.org.uk/members/charity-retail-wellbeing/
https://public.govdelivery.com/accounts/UKDECC/subscriber/new?preferences=true
https://public.govdelivery.com/accounts/UKDECC/subscriber/new?preferences=true
https://www.gov.uk/guidance/claim-for-wage-costs-through-the-coronavirus-job-retention-scheme
https://www.gov.uk/guidance/claim-for-wage-costs-through-the-coronavirus-job-retention-scheme
https://www.gov.uk/guidance/social-distancing-in-the-workplace-during-coronavirus-covid-19-sector-guidance#retail
https://www.gov.uk/guidance/social-distancing-in-the-workplace-during-coronavirus-covid-19-sector-guidance#retail
https://elliswhittam.com/covid-19/register/
https://www.civilsociety.co.uk/voices/what-funding-is-available-to-charities-during-covid-19-pandemic.html?utm_source=New+Main+List+From+Live+CIVIL+Site&utm_campaign=6061b47da3-EMAIL_CAMPAIGN_2020_03_27_12_56&utm_medium=email&utm_term=0_5a5428978b-6061b47da3-87633949
https://www.civilsociety.co.uk/voices/what-funding-is-available-to-charities-during-covid-19-pandemic.html?utm_source=New+Main+List+From+Live+CIVIL+Site&utm_campaign=6061b47da3-EMAIL_CAMPAIGN_2020_03_27_12_56&utm_medium=email&utm_term=0_5a5428978b-6061b47da3-87633949
https://www.civilsociety.co.uk/voices/what-funding-is-available-to-charities-during-covid-19-pandemic.html?utm_source=New+Main+List+From+Live+CIVIL+Site&utm_campaign=6061b47da3-EMAIL_CAMPAIGN_2020_03_27_12_56&utm_medium=email&utm_term=0_5a5428978b-6061b47da3-87633949
https://www.civilsociety.co.uk/voices/what-funding-is-available-to-charities-during-covid-19-pandemic.html?utm_source=New+Main+List+From+Live+CIVIL+Site&utm_campaign=6061b47da3-EMAIL_CAMPAIGN_2020_03_27_12_56&utm_medium=email&utm_term=0_5a5428978b-6061b47da3-87633949
https://www.civilsociety.co.uk/voices/what-funding-is-available-to-charities-during-covid-19-pandemic.html?utm_source=New+Main+List+From+Live+CIVIL+Site&utm_campaign=6061b47da3-EMAIL_CAMPAIGN_2020_03_27_12_56&utm_medium=email&utm_term=0_5a5428978b-6061b47da3-87633949
https://scvo.org.uk/support/coronavirus/funding/for-organisations/third-sector-resilience-fund
https://scvo.org.uk/support/coronavirus/funding/for-organisations/third-sector-resilience-fund
http://propertyhelp.org/
https://www.gov.uk/guidance/covid-19-how-dbs-is-supporting-the-fight-against-coronavirus
https://www.gov.uk/guidance/covid-19-how-dbs-is-supporting-the-fight-against-coronavirus
https://www.charityexcellence.co.uk/
https://www.cipd.co.uk/knowledge/fundamentals/emp-law/health-safety/coronavirus-factsheet
https://www.cipd.co.uk/knowledge/fundamentals/emp-law/health-safety/coronavirus-factsheet


T: 020 7697 4080
E: mail@charityretail.org.uk
W: charityretail.org.uk
T: @CharityRetail
F: @charityretailassociation
I: welovecharityshops

This report remains the property of the CRA and is made 
available to our charity members to be used only within your 
organisations. This publication has been carefully prepared, 
but should be seen as general guidance only. You should not act 
upon the information contained in this report without obtaining 
specific professional advice. The CRA does not accept any 
responsibility for any loss incurred as a direct and/or indirect 
result of acting on information in this publication. 
Please contact our team should you have any questions.

https://www.charityretail.org.uk/members/quarterly-market-analysis/
mailto:mail%40charityretail.org.uk?subject=
https://www.charityretail.org.uk/members/quarterly-market-analysis/
https://twitter.com/charityretail
https://www.facebook.com/charityretailassociation
https://www.instagram.com/welovecharityshops/

