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UNDERSTANDING THE SOCIAL VALUE 
FIGURES 
WHAT ARE SOCIAL FIGURES? 
Social Value figures show the £ value of the positive impact created when people are 
physically active in leisure centres. The figures are based on national research 
commissioned by Sport England and use methods approved by HM Treasury. They 
are designed to be credible, consistent and conservative. 

WHAT OUTCOMES ARE INCLUDED 
Primary Value – This is the direct impact to an individual through their improved life 
satisfaction. This is for adults 16+ as well as children and young people 11 – 
16years. 
 
Secondary Value – This is the wider impact to health and public services in the 
community, through reductions in a range of non-communicable disease including 
type 2 diabetes, stroke, CHD etc. Sports injuries are included as a small negative 
value This is only in 16+ adults.  

WHAT THE TOTAL FIGURES SHOW 
You may see two figures. Full social value; which shows the total value created by 
participants overall with assumed amount of exercise outside of the facility.  

Attributable social value shows the share specifically linked to activity in leisure 
centres. Attributable social value is the most relevant figure for funding and impact 
discussions. 

WHO GENERATES SOCIAL VALUE 
Only people who reach minimum activity levels within facilities generate Social 
Value. 

Adults (16+): Active: 162+ minutes per month; Fairly active: 30 to 161 minutes per 
month. 

Children and young people (11–16): Active: 648+ minutes per month; Fairly active: 
324 – 647 mins per month. 

Participation below these levels is counted, but do not create Social Value. These 
figures are based on WHO guidelines. 
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KEY ASSUMPTIONS 
To avoid overstating impact, the figures make important assumptions. Not all activity 
happens in leisure centres, so values are adjusted to reflect only the share of activity 
taking place in facilities. Adjustments are also made where people use more than 
one site, and average session lengths are used where exact activity duration data is 
not available. These assumptions make the figures conservative and trustworthy. 

WHAT AFFECTS SOCIAL VALUE THE MOST? 
Minutes of physical activity in the facility are the biggest driver. Longer and more 
regular sessions create far more Social Value than occasional short visits. 

Age also matters: children generate wellbeing benefits only; adults generate 
wellbeing and major health prevention benefits; and older adults (65+) often 
generate the highest health savings per person. 

Gender can influence results, as some health outcomes apply only to certain 
genders. Helping inactive people become even fairly active also delivers large health 
and wellbeing benefits. 

KEY TAKEAWAY 
Social Value is driven by who is active, how active they are, and how often they use 
leisure centres – not just by visit numbers. Helping people move more, more often, is 
what creates the greatest impact for individuals and communities. 


