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1. Introduction

This refreshed Value for Money (VFM) Strategy sets out the strategic priorities and main objectives that will be delivered between April 2026 and March 2029. It builds on the progress made under the previous VFM Strategy covering 2024 to 2026 (achievements from that strategy are summarised in Appendix A).
Value for Money is central to how WCHG delivers its purpose. We are committed to using every pound wisely to provide high‑quality services and strong outcomes for our customers and communities. This means running the organisation efficiently and effectively, focusing resources on what matters most to customers, and reducing activity that adds limited value. Achieving good value depends on a culture where colleagues feel empowered to challenge existing ways of working, identify improvements, and put forward ideas that enhance service quality or reduce waste.
Economic pressures, rising demand, and the increasing cost of providing safe and decent homes mean we must continually review how we use our resources. For this reason, Value for Money and our commitment to becoming More Commercial go hand in hand. A more commercial approach strengthens our financial resilience by improving income recovery, controlling costs, and ensuring services are sustainably resourced. It also helps us make informed decisions about where investment will have the greatest impact and where services may need to be redesigned to deliver better outcomes.
This approach supports transparent, evidence‑based decision‑making, informed by benchmarking, performance insight, and a clear understanding of customer priorities. Customers will continue to influence how we define and deliver value, through clearer communication and opportunities to shape what ‘good’ looks like. Colleagues also play a vital role, using their expertise to identify value‑adding opportunities and contribute ideas that support simpler, smarter, and more effective services.
By embedding Value for Money thinking across the organisation, and strengthening it through a more commercial mindset, we will create capacity to reinvest in our social heart activities, protect essential services, and build long‑term financial resilience for the communities we serve.
As a result, this refreshed strategy has been renamed ‘Commercial Head, Social Heart’. 
2. Regulation
This VFM strategy complies with the Regulator of Social Housing’s VFM Standard. Registered Providers are expected to demonstrate:
· A robust approach to achieving value for money, including sound decision‑making and rigorous appraisal of options to improve performance.
· Regular and appropriate Board consideration of potential VFM improvements, including assessment of alternative commercial, organisational, and delivery models
· Consideration of value for money across the whole business, including investment in non‑social housing activity, with returns assessed against risk.
· Appropriate performance targets to measure delivery of value for money, supported by regular monitoring and reporting.



3. Objectives of the VFM strategy
The objectives of this Value for Money (VFM) strategy are to ensure that we:
· Run the organisation efficiently and effectively by applying best‑practice procurement and transformation approaches in our everyday work.
· Comply with the Regulator of Social Housing’s Value for Money Standard, support the achievement of future VFM targets, and deliver our own VFM performance measures.
· Continually strengthen customer influence on VFM by placing customers at the centre of decision‑making and supporting effective scrutiny.
· Continually improve colleague involvement in VFM by giving colleagues a strong voice and supporting innovation and value‑focused services.
· Create social value through our operations and supply chains that reflects what matters most to customers and communities.
· Adopt a more commercial mindset across the organisation by identifying opportunities to reduce costs, increase income (including from external funding sources), strengthen financial resilience, and ensure services are commercially viable, while remaining true to our values and social purpose.
The organisation has made significant progress on VFM during the previous strategy period. These achievements have been summarised in Appendix A.
Customers and colleagues were involved in refreshing this strategy to ensure a collaborative and informed approach. Customer consultation focused on improving customer influence, particularly through clearer communication and a wider range of feedback methods, while strengthening involvement in VFM decision‑making.
Colleague consultation focused on what worked well and what could be improved in the previous strategy, generating ideas to enhance VFM and embed a more commercial mindset within the organisational culture.
The Tenant Scrutiny Group provided feedback during the development of the strategy and action plan, advising on future customer engagement and priority areas for service improvement.
Our VFM strategy focuses on strengthening our approach to commercialisation by improving customer services, delivering measurable financial benefits, maximising the impact of social investment, and investing to achieve long‑term benefits.
Benchmarking
This strategy places greater emphasis on benchmarking our VFM performance against peer organisations and the wider sector. We will undertake more detailed benchmarking than is included in the annual VFM statement and aim to achieve at least median‑quartile performance compared to sector peers. 
Service charges
The Service Charges project is a key contributor to VFM. Clear and transparent communication with customers about the value and cost of services is a priority, particularly where services are charged separately. The project ensures charges are accurate and that we clearly evidence and communicate VFM through service delivery, procurement, and contractor management.
Use of the SHAPE model
VFM principles support strategic asset management through the SHAPE model. This assesses the 30‑year net present value of properties to inform investment or disposal decisions based on whole‑life costs, balancing revenue and capital investment and identifying opportunities for improved VFM.
Transformation
The Transformation programme is a key enabler of VFM. The team will support the implementation of commercial ideas across the organisation and develop clear methods for measuring and evidencing their impact.
More Commercial Ideas
A central element of this refreshed strategy is generating and delivering new ideas from colleagues and, over time, customers. Working collaboratively through the Business Influencers Group (BIG) and the VFM Steering Group, these ideas, submitted via the ‘Ideas Box’ will focus on improving service quality and effectiveness while generating resources to support WCHG’s social heart.

4. Governance and Delivery
4.1 Board
The Board is responsible for approving the VFM Strategy, overseeing value delivered, scrutinising proposals, and approving budgets and business plans to ensure VFM outcomes are achieved.
4.2 Group Leadership Team / Senior Leadership Team
The GLT and SLT are responsible for delivering the VFM strategy, embedding VFM into decision‑making, overseeing budgets, and monitoring performance through the Group Performance Pack.
4.3 Value for Money Steering Group
The VFM Steering Group supports consistent understanding of VFM, reviews service charges and impact measurement, and enables assessment and delivery of commercial ideas.
4.4 Business Influencers Group
The Business Influencers Group (BIG) leads on operational opportunities and delivers approved commercial ideas in collaboration with the VFM Steering Group.
4.5 Customers
Customers influence VFM through the CX Committee and Tenant Scrutiny Group, supported by transparent performance reporting and regular engagement.



4.6 Colleagues
Colleagues are central to delivering VFM. Managers and budget holders are responsible for effective budget management, supported by engagement activity and opportunities to submit improvement ideas.
4.7 Regulator of Social Housing
The Regulator of Social Housing sets the VFM framework and monitors compliance through ongoing engagement and inspection.
5. Realising and Demonstrating VFM
VFM performance is measured through compliance with the RSH’s VFM Standard, benchmarking against peers, and publication of an annual VFM statement. The VFM metrics arising from the latest approved Business Plan are in Appendix B, which will be updated each year when the Business Plan is refreshed
Internal VFM measures are monitored through the performance management framework to provide clear Board oversight.
6. VFM Strategy Action Plan
Appendix C sets out the action plan supporting delivery of this strategy and monitoring of internal VFM measures.
7. Review
This strategy will be reviewed alongside the Group’s Corporate Plan in March 2029, with annual updates provided to the Board.
8. Glossary of Terms
Benchmarking: comparison of performance against other similar organisations.
Best practice: the most effective method of carrying out a process, based on experience.
Greater Manchester Spend: expenditure within Greater Manchester boroughs.
Service Charge: payments made by leaseholders and some tenants for services provided.
SHAPE: Social Housing Asset Performance Evaluation platform supporting asset management decisions.
Social Value: the impact WCHG has on society, the environment, and the economy.
Value for Money: maximising resources to deliver high‑quality services and positive social outcomes.






Appendix A – 24–26 Value for Money Strategy Action Plan Delivery and Achievements

This appendix summarises the key actions delivered and achievements made during the 2024–2026 ‘Commercial Head, Social Heart’ Value for Money (VFM) Strategy. The strategy was developed following consultation with colleagues and Board members and focused on improving services, strengthening efficiency, and embedding value for money across the organisation.
The sections below set out the achievements against each strategic objective, demonstrating how value for money has been delivered in practice and how learning from this period has informed the refreshed 2026–2029 strategy.
1 We run our business efficiently and effectively by aligning best practice procurement and contract management practices to our day to day operations.
A key focus of the strategy was embedding best‑practice procurement and strengthening contract management across the Group. The procurement team was expanded to four colleagues, including an apprentice, enabling a more strategic approach to tendering, social value delivery, spend analysis, and contract oversight across approximately £90 million of annual third‑party spend.
In 2024/25, the team delivered £1.1 million in procurement efficiencies through improved contracting activity, representing a return of approximately five times the cost of the team. In 2025/26 year‑to‑date, a further £1.6 million of procurement efficiencies has been delivered.
A contract management framework and toolkit were introduced to support colleagues in managing contracts effectively and consistently. Training has been completed and performance reporting is scheduled to commence in the final quarter of 2025/26, providing improved transparency and assurance over supplier performance.
The VFM Steering Group, working closely with the procurement team, also introduced a more strategic approach to analysing third‑party spend. Monthly reviews of spend data now identify off‑contract activity, overspend against contract values, and opportunities to reduce duplication across services.
2 We comply with the RSH’s Value for Money Standard and support achievement of the future VFM targets, whilst delivering our own VFM performance measures
The organisation has continued to demonstrate compliance with the Regulator of Social Housing’s Value for Money Standard, evidenced by the retention of a G1/V1 regulatory judgement following annual scrutiny of financial statements, business plans, and regulatory returns.
Value for Money considerations are embedded within governance and reporting arrangements, recognising that non‑compliance could affect both Governance and Viability ratings. Internal VFM measures have now been incorporated into the corporate performance framework, strengthening Board and executive oversight.
3 We create social value within our operations and our supply chains that delivers what’s important to customers and the community
Social value has been a core element of the Value for Money Strategy. In 2024/25, 52% of third‑party spend was with Greater Manchester‑based suppliers, equating to £42 million invested locally and supporting a place‑based approach to contracting.
A Social Value Tracker was developed to manage and monitor supplier commitments, supported by enhanced reporting through a Power BI dashboard. This has improved visibility of outcomes aligned to the five social value priorities set out in the Community and Neighbourhood Development Strategy. During 2024/25, 41 social value outcomes were secured through the supply chain.
Social value brokerage has also been strengthened. Following soft market testing, Goodsted have been appointed to provide brokerage and measurement support, enabling local organisations and suppliers to collaborate more effectively on social value projects.
4 We increase customer influence on VFM; engaging and informing customers, involved in VFM decision making and encouraging scrutiny;
Customer engagement was a key priority during the strategy period, ensuring customer voice informed value for money decisions. The number of procurement volunteer opportunities available to customers increased from six to fifteen, broadening involvement in key decision‑making processes.
A volunteer service inspectors group was established in collaboration with the Voids Team, enabling customers to assess the quality and standards of void repairs and maintenance. Monthly meetings between volunteers, contract managers, and operational teams support continuous improvement.
Tenant Satisfaction Measures were enhanced in 2024/25 to include a specific question on value for money. Of the 2,590 responses received, 75.5% of customers reported that they felt they received value for money for the rent they pay.
Customer feedback is now reviewed by the customer analytics team ahead of service redesign and procurement activity, ensuring learning from customer insight informs future decision‑making.
5 We continuously develop our VFM culture; improving colleague understanding, encouraging ideas and gaining benefit from colleague feedback
Colleague engagement has been central to embedding a strong value for money culture. The VFM Steering Group expanded to include representation from every directorate, with 17 colleagues actively contributing to initiatives and decision‑making.
Two VFM roadshows were delivered during summer 2025, generating strong engagement and insight. In total, 201 ideas were submitted by colleagues, informing both immediate improvements and longer‑term cultural change.
An ideas box was introduced to enable colleagues to submit proposals for improving efficiency and service quality. Fifty ideas have been received to date, with three progressing through initial triage for implementation. As part of the refreshed strategy, this has been rebranded to align with the organisation’s more commercial approach.
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