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STEPS FOR THE PARTICIPATION OF CO-OPERATIVES 
 

1. Identify a co-operative. 

Identify a co-op that is willing to participate in the process. Clearly describe the process of 
calculating the social value for the co-operative and highlight the potential benefits for the co-
operative, explaining the “Why” and “What for” they should get involved. This is a very important 
step to ensure transparency and set clear expectations and goals. This will form the basis of your 
commitment. 

Once the co-op has agreed to participate, we´ve to explain the participation process and establish 
ground rules for collecting data that will enable the successful implementation of the SPOLY model 
to monetize the social value of the co-operative. 

 The why: 

 Communication: to inform stakeholders and society in general of the value 
generated by the co-operative 

 Benchmarking: comparative analysis of other entities operating in the sector 

 Strategy design: incorporating information to shape the future strategy of the co-op 

 Management: empower management, workers and other stakeholders throughout 
the co-operative organization 

 Impact analysis: analytical account and demonstration of the value of the real 
impact at all levels 

 

2. Stakeholders map 

The first step in the process is to meet with the main leaders of the co-operative to identify and 
create a stakeholder map. The stakeholder map is based on ALL the stakeholders for whom the co-
operative generates value. The process for collecting this information is based on a brainstorming 
session, and the data can be captured using flip charts, sticky notes, or any other method that allows 
for easy categorization of different stakeholders into groups. It is useful to keep this in mind when 
carrying out this session with the main leaders of the co-operative business, since once all of them 
have been identified; the next stage is the categorization of the stakeholders into groups, according 
to the value that the co-operative generates for them. 

Once this has been agreed, a visual representation of the stakeholder categories will be created by 
a) primary stakeholders and b) secondary stakeholders, also identifying individual stakeholders 
within each category. Both internal and external stakeholders should also be considered. To create 
this visual representation, a mind map or onion diagrams of the stakeholders can be used; see figure 
1 below and figure 2 for examples. 
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Figure 1 – Stakeholder onion diagram 

 

 

Figure 2 – Mind Map 
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In order to help get the process going and help the Senior Leadership Team – SLT identify the various 
stakeholders, the following questions could be used to stimulate discussion. 

a. Who are the people or entities for whom your co-operative generates value? 

b. Beyond these people, are there other people or organizations for whom your co-
operative could generate value? 

c. Have you considered both internal and external stakeholders with whom you can 
deal? 

d. Considering the sectoral (or multi-sectoral) activities in which your co-operative 
operates, are there sectoral agents/agencies where the co-operative has an impact? 

e. What about the Socio-Business environment in which your co-operative operates 
and the impact that your business is having in that environment? 

f. Have you considered the institutional environment? (This includes political 
institutions such as the national structure for policy formulation, regulation and 
adjudication, etc.). 

These questions will help you stimulate discussion and get the Senior Leadership Team (SLT) thinking 
about who their stakeholders are. Remember that all stakeholders are important and must be 
considered and it is equally important to ensure that the SLT is not selective with only specific 
stakeholders. ALL stakeholders must be considered equally, however, the 80/20 rule must also be 
taken into account, according to which 20% of our stakeholders can represent 80% of the value 
generated, so it is not necessary to capture to all stakeholders, but rather a broad range of 
stakeholders within a category of stakeholders. 

 

3. Interviews 
The next step in the process is to conduct interviews with stakeholders. The starting point of the 
interviews lies in the selection criteria and categorization of the stakeholders to be interviewed. 
Remember once again that the 80/20 rule applies, according to which 80% of the interest will be 
achieved by only 20% of the stakeholders, so it is not necessary to interview all the identified 
stakeholders, but make sure to interview at least one stakeholder within each stakeholder category, 
to get a truly representative view of stakeholders. 

The interview should take approximately 20 minutes and should be well thought out and structured. 
Preparation and planning is needed before conducting stakeholder interviews. 

 

INTERVIEW STRUCTURE: 

a. Make the stakeholder feel comfortable by outlining the interview process and clearly 
explaining the main purpose of the interview. The object of the interview is always the 
same: to find out what value the co-operative generates specifically for the actor (directly 
or indirectly). 
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b. Set some ground rules for the interview (create a safe space to allow the stakeholder to 
speak freely and give time to think, without pressuring or prompting responses). 

c. Capture stakeholder responses so you can analyse multi-stakeholder results at a later 
stage. 

d. Analyse the results of the interview with the stakeholders. Remember that these results 
will be used later to help identify variables and indicators. 

 

INTERVIEW IMPLEMENTATION: 

Although the interview is semi-structured and a series of questions are set to obtain information, 
flexibility in the approach of the interview questions should always be considered. Depending on the 
amount of information provided by the interested party, the interviewer must ensure that they fully 
understand the full scope of the responses. To do so, the interviewer may need to dig further to 
ensure full clarity and explore any additional value generated. It is a matter of clarifying the answers, 
never of inducing the interviewer's own previous conclusions. 

 

CONDUCTING THE INTERVIEW: 

Interviews can take a variety of methods or formats to obtain information from stakeholders. These 
may include: 

 Face-to-face interviews (individual) 

 Telephone interviews (individual) 

 Surveys (individual responses) 

 Focus groups (group responses, in person or virtual) 

The methodology for conducting the interviews must take into account the access and availability of 
the people to be interviewed and their commitment of time to support the process. 

 

INTERVIEW QUESTIONS (WHAT TO ASK): 

I. What is your relationship with co-operative X? 

II. Could you indicate the main aspects in which you feel that the co-operative 
generates value for you? (this is a required question and must be answered) 

III. Could you give an example? (based on previous question) 

IV. How can the co-operative increase the value it currently provides you? 

V. Could you think about any indicator that can be used to measure the value that the 
co-operative generates for you? 

VI. Would you like to add any other comment or idea related to the value that the co-
operative is generating for you? 
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The interviewer can give some examples of the value being generated, but be careful not to mislead 
the respondent (stakeholder) that may influence their answers. In order not to incur this, you can 
give examples of another co-operative, and even something that is very specific or original, that the 
interviewer knows about other co-operatives in other areas. 

Another way to ask about the value that is being generated is perhaps to explore the services or 
things/activities that co-operatives offer to stakeholders. This could be education etc, but remember 
not to lead the respondent. The value must be identified by the interested party. 

 

DOCUMENTING THE RESULTS 

It is important to capture the results accurately so as not to lose the context and emphasis of the 
answers being given. Information capture is a vital step to identify variables and indicators at a later 
stage. 

When analysing the overall results from of all stakeholder interviews, responses should be grouped 
based on the value that is generated. This will help to identify the variables and indicators in the next 
step. 

 

STAKEHOLDER INTERVIEW CHECKLIST 

No Action Tick 

1 The people to be interviewed have been selected from each category or group of 
stakeholders 

 

2 The contact details of all the people to be interviewed have been obtained.  

3 The methodology for conducting each interview has been agreed  

4 The interview questions have been planned correctly.  

5 The system for capturing the information is in place and robust  

6 The interview process has been explained to the stakeholders and the ground rules 
have been established. 

 

7 The interviewer has planned some examples to help stakeholders if necessary.  

8 The system for the analysis of the general results has been determined and specified.  

9 A deadline has been established for the analysis of results and the determination of 
the value variables 
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STAKEHOLDER LISTS 
The sectors with which the project works are: 

1. Dairy 

2. Meat 

3. Fruits & vegetables 

4. Olive oil 

5. Wine 

  

Below is a list of stakeholders of the agri-food co-operatives identified through the five focus groups 
that were carried out in Spain, Ireland, Latvia, Croatia, and Portugal. While in some cases the 
stakeholders were identified by subsector, in other cases the results were more generic. 

Therefore, the list of stakeholders is not broken down by subsector, but rather all the identified 
stakeholders are collected, taking into account that not all the stakeholders would be relevant for 
each category of subsector mentioned above. 

 

LIST OF STAKEHOLDERS OF AGRI-FOOD CO-OPERATIVES 

1. Members of the co-op / Partners 

2. Employees (or collaborators in Portugal) 

3. Clients: those to whom the co-operative sells: 

a. small shops in the municipality 

b. large distribution centers 

c. dairy industry 

d. meat industry 

e. overseas buyers 

f. private consumers 

g. non-member farmers 

4. Suppliers of goods and services 

a. Agricultural and livestock products (non-member farmers or ranchers who sell their 
product to the co-operative) 

b. Inputs for agricultural or livestock farms 

c. Inputs for co-operatives 

d. Power, telephone, water... 
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e. Products to market (other non-member producers, who sell part of their production 
to the co-operative) 

f. Marketing services, transport... 

5. Public Administration: 

a. Local administration 

b. National Administration: Public State, Social Security 

6. Final consumers. It includes any specific consumer groups, such as those of organic products, 
those who consume meat, those who consume wine, etc. 

7. Associations: 

a. of co-operatives 

b. sectoral 

c. interprofessional 

d. cultural, sports, neighbours, consumers, etc. 

8. PDO - PGI Regulatory Councils  

9. Scientific institutions: 

a. Universities 

b. Technology Centers 

c. Research Centers 

10. Local community 

a. Neighbourhood 

b. Forest communities, Commonwealths of forest and lands 

c. Local businesses 

d. Schools, students 

e. Arable landowners 

11. Competitors 

12. Tourists (in those co-ops that receive visit from tourists) 

 

When carrying out the work of monetizing the social value of a particular co-operative, the 
stakeholders of that particular co-operative must be specified. The above list is only intended to be a 
reference guide to ensure that all potential stakeholders are covered. 
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STAKEHOLDER MAPPING CHECKLIST 

No Action Tick 

1 The interview with the leaders of the co-operative has been carried out  

2 The process of monetization of the social value of the co-operative has been explained 
in detail 

 

3 The co-operative engages in the process  

4 All stakeholders have been identified  

5 The different stakeholders have been grouped into categories or groups  

6 Potential candidates for interview have been selected  

7 An interview schedule and a deadline for completion of this part of the process have 
been established. 
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VALUE VARIABLES, INDICATORS AND PROXYS  
After the analysis of the results of the interviews, the common values that the co-operative brings to 
the different stakeholders will be identified and grouped into variables. 

Once this has been completed, the indicators associated with each variable that will allow us to 
measure each variable will be identified and agreed upon. 

Once the variables and indicators have been agreed upon, you will need to do some digging to 
establish the monetary proxy value/range for each indicator. This will be necessary to make the final 
calculations for the monetization of the social value of the co-operative. 

There are three possible scenarios for setting the proxy value to quantify the indicators that the 
variables measure: 

1. The market price is known; in this case, we take the average and apply the principle of 
prudence. 

2. The market price is unknown: in this case, we would compare or investigate the official 
statistics. 

3. If neither of the two previous considerations is possible, a third option arises, in which we 
make a reasonable and prudent estimate of the proxy value (it is always better to fall short 
than to go too far). 

An example of configuring a proxy value can be seen in figure 3 below. 

 

Figure 3: Example of calculating the proxy value based on the average. 
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Proxies should only be used when market price or clear research statistics are not available. You 
should also avoid using too many proxies when setting up your calculations, ensuring a balance 
between the three methods. 

 

COMMON VARIABLES 

Next, a series of variables that can be used to stimulate thinking and achieve a better commitment 
with the stakeholders of the co-operative are related. Note that these variables do not work in all 
cases and should only be used to explain and provide guidance. 

Initially, the identified variables that can occur in all production subsectors in the co-operative 
environment are listed, and then those more specific variables of each subsector, as they have been 
identified in the different focus groups developed in Ireland, Latvia, Portugal, Croatia, and Spain. 
These reference sectors are: 

 Dairy products 

 Meat 

 Fruits & Vegetables 

 Wine 

 Olive oil 

 

VARIABLES COMMON TO ALL SECTORS: 

1. Transparency in the operation of the co-operative. 

2. Payment Security. 

3. Guarantee of collection of the production of the partners. 

4. Farm profitability. Income from products produced. 

5. Representation of the interests of producers before different higher-level bodies and public 
administrations. 

6. Joint crisis mitigation measures. 

7. Mutual support. 

8. Building a shared history and a brand. 

9. Protection of small farmers and the family farm model due to the equal treatment of 
members regardless of the volume of product supplied to the co-operative. 

10. Security and stability, to program and work towards the future. 

11. Support, in relation to the modernization of co-operatives (technological improvements, 
etc.). 

12. Legal support. 
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13. Opportunities for personal and professional development. 

14. Social section – feeling of belonging. 

15. Transparency – guarantee of value transfer to producers. 

16. Production flow guarantee (peace of mind) 

17. Market price stability. 

18. Payment facilities. 

19. Organizational capacity. 

20. Reduction and management waste and pollutants. 

21. Access to administrative services to support farm/farm management. 

22. Technical support to partners with specialized advisory services in different aspects. 

23. Concentration of purchases of inputs or services for farms, negotiating the best price when 
buying a larger volume (bargaining power in purchases) 

24. Supply concentration: concentration of products for sale in better conditions negotiating the 
best price (bargaining power in sales) 

25. Part of the margin remains in the Co-operative. 

26. Value added products. 

27. Wide range of products. 

28. Prices: stability and control. 

29. Generation of pricing policies. 

30. Transparency in the determination of common prices and purchase conditions. 

31. Homogenization of product quality. 

32. Traceability and food safety. 

33. Guarantee the security of supplies. 

34. Reduction of waste and polluting elements and their sustainable management. 

35. Quality: homogeneous criteria for standardizing the quality of productions. 

36. Quality local production. 

37. National/local Production Guarantee. 

38. Jointly determine the business model. 

39. Sectoral inter-cooperation. 

40. Certification support. 

41. Guarantee of transfer of value to producers. 

42. Production flow guarantee (peace of mind) 
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43. Common fixed assets. 

44. Joint Processing Facilities. 

45. Increased volume of activity for producers and suppliers. 

46. Socialize with like-minded people and share different points of view. 

47. Dialogue between agricultural and livestock production and research centers. 

48. Access to Government Financing / public aid. 

49. Possibility of inheriting shares / participation in the co-operative as a partner. 

50. Heritability of experience through generational interrelationship. 

51. Partnership Opportunities. 

52. Create synergies between farmers from different sectors. 

53. Access to the non-local market (national and international) 

54. Stability and trust (for partners, employees, customers, suppliers, administration...) 

55. Training, knowledge, experience, training (for partners and employees) 

56. Financial flows (loans to members and/or employees, deferred charges to members for the 
acquisition of inputs or services in the co-operative,) 

57. Connection with the local area (co-operatives do not relocate to lower production costs) 

58. Revitalization and development of the rural environment. 

59. Establishment of the population in the territory. 

60. Efficient use of local resources. 

61. Efficient land use. 

62. Economies of scale (including regional ones) 

63. They contribute to the generation of employment (direct and indirect) 

64. Job stability. 

65. Quality employment. 

66. Employment opportunities: make certain types of roles viable, safer, more lucrative and/or 
efficient. 

67. Private health insurance for collaborating employees (Portugal) 

68. Co-operatives create jobs in places where there are no other companies. 

69. They generate quality of life for partners, employees, and the general population. 

70. Dissemination activities of the co-operative formula and the rural environment in schools. 

71. Ability to live in rural areas, sustain rural communities. 

72. Infrastructure: use of roads, schools, health centers and other social services. 
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73. Payment of rates and taxes to the different public administrations. 

74. Impact on GDP. 

75. Participation in research projects. 

76. Costs savings. 

77. Possibility of loans for employees. 

78. Social benefits to employees. 

79. Possible work closer to the place of residence. 

80. Time flexibility. Reconciliation of work and family life. 

81. R+D+i. 

82. Participation in the sector ecosystem. 

83. Dissemination and promotion of agricultural and livestock production. 

84. Sending information to members on income and investment support measures.  

85. Cost savings due to process mechanization. 

 

SPECIFIC VARIABLES TO DAIRY SECTOR: 

1. Price transparency and supervision (milk pricing)  

2. Ability to determine milk purchasing conditions, i.e., price and quality standards. 

3. Payments to milk suppliers (i.e., every cent of the price of Drinagh Co-op milk is equivalent 
to €2 million in the West Cork (Ireland) economy. 

4. Guarantee that milk from partner farmers will be purchased and processed. 

5. Access to international markets. 

6. Access to processing facilities: vehicle for farmer/co-operative self-financing investment that 
could not occur through the private market. 

7. Ability to determine business model. 

8. Organization and management of milk transport to the processing / logistics plant. 

9. Price differential compared to the competition. 

10. Possibilities of regional Interco-operation for similar functions, such as transport, sales... 

11. Market differential in packaged products and own brand. 

12. Quality homogenization. 

13. Lobby – Pressure group. 

14. Saving on transport costs, time, convenience. 
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15. Ability to access customers efficiently. 

 

SPECIFIC VARIABLES TO MEAT SECTOR: 

1. Increased market opportunities: a "safety net" and a competitor to the meat processor 
monopoly in Ireland. 

2. Social commitment (Canteen Facilities - Ireland) 

3. Transparency in the auction process (Ireland) 

4. Equal treatment of small farmers through public auction (Ireland) 

5. New market opportunities with the sale of manufactured products. 

6. Farmers can be exempt from additional duties, because the co-operative takes care of them 
(the farmer is professional) 

7. Implementation/improvement of the production system. 

8. Raise awareness about cooperation (why others need to join) 

9. Educate consumers about beef production. 

10. Availability of quality beef production. 

11. Availability of equal quality for caterers. 

12. Provides an opportunity for like-minded people to socialize by developing events and culture 
(Local BBQ Culture - Latvia) 

13. Slaughterhouses have work because live animals are not removed. 

14. The final product and added value in the industry are created. 

15. Possibility of international sales based on the prestige of quality of meat produced in certain 
regions (Latvia) 

16. Promotion of organic farming culture (Latvia, Spain) 

17. Introduction of the final BIO product in the industry and in stores. 

18. Sustainability of production: sustainable livestock. 

19. Joint participation in centralized procurement to supply consumers with high-quality, local 
meat in larger volumes than a single farm could provide individually. 

20. Launching into new markets and implementation of new production systems. 

21. Maintenance of native breeds 

22. Competitive advantage over competitors, and this is passed on to customers. 

23. Closer, closer (both with customers and suppliers) 

24. Stability in trade. 
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25. Transformation or cleaning of forests for use in grazing (prevents fires - Spain) 

26. Joint sales, marketing. 

27. Saving on transport costs, time, convenience. 

28. Consolidated sales. 
 

SPECIFIC VARIABLES TO FRUITS AND VEGETABLES SECTOR  

1. Markets (Scalability) 

2. Acquisition of investments, including participation in projects. 

3. More efficient production: crop planning. 

4. More efficient information exchange. 

5. Alleviating the workload of the members of the farm. 

6. Amount. 

7. Springboard or platform for the economic growth of the farm. 

8. Springboard or platform for the professional development of family members. 

9. Goods handling and packaging point close to the place of production. 

10. Realization of production through a professional organization. 

11. Best prices and options. 

12. Production on the territory of the municipality. 

13. Shorter supply chain. 

14. Simplified administrative process. 

15. Local patriotism. 

16. Innovation in crops and production techniques. 

17. Possibility to start projects. 

18. Determination of common prices and purchase conditions. 

19. Joint Processing Facilities. 

20. Local products, km 0. 

21. Efficient use of fertilizers. 

22. They generate knowledge and sensitivity regarding agriculture. 

23. Cost savings for the delivery of phytosanitary product containers. 

24. Storage cost savings for partners. 

25. Improved land productivity due to crop rotation. 
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SPECIFIC VARIABLES TO WINE SECTOR  

1. Brand image. 

2. Access to information on prices, trends, markets, consumer taste, etc. 

3. They offer financing and financial facilities for members (even without interest rate) 

4. In relation to market prices, higher income for members. 

5. Modernization of the activity. 

6. They make it possible to expand the wine-producing areas (the impact of co-operative 
wineries on the expansion of the geographical scope of the PDO/IGP). 

7. They offer a wide range of products (product diversity). 

8. Environmentally friendly products. 

9. Price-quality regulation. 

10. Generation of impact on the environment. 

11. permeability capacity. 

12. Commitment to innovation. 

13. They generate value to the land (the value of land in wine production areas increases – 
Spain) 

14. Financing of factors of production or investment in member farms (for example, the Vitis 
Project in Portugal for public support for the planting of vineyards; the co-operatives 
advance the money to carry out the plantations and collect when the Administration pays 
the aid to the farmer) 

15. Harvest insurance taken out as a group by the co-operative (Portugal). 

16. Savings by not having to make a harvest and production declaration (Portugal). 

17. Ensure members have the possibility of grouped applications to program VITIS amendment 
in payment (Portugal) 

 

SPECIFIC VARIABLES TO OLIVE OIL SECTOR  

1. Marketing. 

2. Innovation. 

3. Valuation of quality through brand image. 

4. Processing facilities. 

5. Market price stability. 

6. National/local Production Guarantee. 

7. Availability of by-products for reuse in a circular economy logic. 
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8. Guarantee of production flow and valorisation of varieties and traditional production 
systems. 

9. Maintenance of native varieties. 

 

Below are additional variables that can be used as examples, identified by the Artajona co-o Case 
Study. 

 

 

These can be translated as follows: 

 Operations Safety 

 Supplies marketing 

 Marketing services 

 Co-operative Synergy 

 Query resolution 

 Information 

 Dialogue with the public administration/other entities/partners 

 Advice 

 Training 
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Important: All these variables may or may not be found in each specific case. It is very important not 
to stick to these lists, which are merely indicative, and let the variables emerge from the interviews 
with the stakeholders. 

 

VALUE VARIABLES, INDICATORS AND PROXYS CHECKLIST 

No Action Tick 

1 Value variables have been identified  

2 Indicators have been identified for the value variables  

3 Proxys have been identified  

4 A date has been established for the completion of the work of identification of values, 
indicators, and proxies 
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COMMON POTENTIAL INDICATORS IDENTIFIED 
Also, as a result of carrying out the focus groups in the different countries, we have been able to 
identify possible indicators, although this is hard work that requires greater precision. It should be 
considered that in the co-operatives in which the social value has already begun to be calculated, the 
identification of the indicators is happening gradually, and we can even find variables with which it is 
very difficult for us to establish objective indicators. 

Here are some ideas to use as indicators. On some occasions, ideas for indicators are proposed, even 
without knowing if it is possible to measure it in the different countries, but as a challenge to 
achieve. 

 

POTENTIAL INDICATORS APPLICABLE TO THE DIFFERENT ACTIVITY SUBSECTORS 

1. No. of training hours. 

2. Market price of training courses, €/h. 

3. EUR of financing to partners. 

4. Charge for the use of roads, kindergartens, and other services. 

a. No. of children in local kindergartens. 

b. No. of children in schools in the area of influence of the co-operative. 

c. No. of vehicles using local roads. 

d. No. of businesses in the town. 

e. Business volume generated in the locality, in EUR. 

5. GDP growth in EUR. 

6. Increase in real estate, in EUR. 

7. No. of jobs generated. 

8. No. of male and female employees. 

9. Cost savings for social protection in EUR (when employment is given to people with 
disabilities who, if they did not have a job, would have a social benefit) 

10. Partner profit margin in EUR. 

11. Cost savings in EUR. 

12. No. of partners. 

13. Increase/Reduction of partners with respect to the previous year. 

14. EUR agricultural income. 

15. Total payments to partners EUR. 
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16. No. of meetings in which the co-op actively participates. 

17. No. of talks for the dissemination and promotion of agrifood or livestock production. 

18. No. of hours dedicated to the projects R+D+i. 

19. No. of flexible hours by employees. 

20. Amount of inputs in which savings are generated for the member. 

21. Money financed for members or employees. 

22. No. of meetings attendees. 

23. No. of messages or reports sent. 

24. Cost savings due to process mechanization EUR. 

25. Cost savings by reducing or eliminating intermediaries EUR. 

 

DAIRY PRODUCTS 

1. Multiplier effect of milk payments (Euro to Local Economy) 

2. Difference in milk price between co-operative and non-co-operative markets. 

3. Difference in cost of doing business between farmer-centric business model VS processor-
centric business model. 

4. Average size of dairy herds/number of dairy farmers. 

5. No. of jobs in towns <x no. of population. 

6. Value of wages paid in towns <x no. of population. 

7. Money saved by the implementation of the grass-based model (€) 

8. EUR for the time saved. 

9. Time savings turned into money, GHG emissions reduction, investment savings. 

10. Time savings turned into money, financing availability, financing price difference. 

11. Price difference in EUR/l for milk (when sold individually and sold through a co-operative), 

12. Discount value on purchases (when purchased individually and through a co-operative) 

13. GHG emissions reduction. 

14. Time savings converted to money in EUR (compared to time spent working with individual 
milk suppliers) 

15. GHG emissions reduction related to optimized route: cost savings in EUR. 

16. Planned production volume, Tm. 

17. Saving on transport costs, time, convenience EUR. 

18. Time spent processing MilkFlex loans vs. time spent on a regular commercial loan. 
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MEAT 

1. Difference in meat price of processors “if markets did not exist”, EUR. 

2. No. of small farmers. 

3. No. of people attending the market cafeteria. 

4. EUR sales in the market cafeteria. 

5. Comparable cattle price vs. meat processor prices. 

6. Value of fees paid to county councils EUR. 

7. No. of jobs in towns <x no of population. 

8. Value of wages paid in towns <x no. of population. 

9. No. of members / production carried out / production carried out in terms of the number of 
live cattle (when compared with the results of the industry, it can be understood if it is high 
or low) 

10. The value of the final product created on the costs incurred by the co-operative (cost 
savings); value of the volume sold; marketing value. 

11. Finished products in Kg: the co-operative provides a butcher shop/distribution center, etc. 
(not individually). 

12. Kg for the different levels of quality. 

13. Employment generated in suppliers. 

14. Supply economies of scale. 

15. Time and money saved for transport.  

 

FRUITS AND VEGETABLES 

1. Price difference between co-operative and non-co-operative farmers. 

2. Difference in the costs of production and placing on the market for co-operative and non-co-
operative farmers. 

3. Number of small producers. 

4. Percentage or number of permanent and temporary workers. 

5. Number of projects financed and investment budget. 

6. Reduced cost per quantity purchased. 

7. + (Cost of technical support in the market) – (cost for co-operative) – (amount charged to 
members and non-members) 

8. + Cost of money – interest charged. 

9. No. of Ha in which productivity is improved. 
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10. Surface increase. 

 

OLIVE OIL 

1. Price difference between co-operative and non-co-operative farmers EUR. 

2. Difference in the costs of production and placing on the market for co-operative and non-co-
operative farmers EUR. 

3. Number of small producers. 

4. Reduced cost per quantity purchased. 

5. + (Cost of technical support in the market) – (cost for co-operative) – (amount charged to 
members and non-members) 

6. + Cost of money – interest charged. 

7. Market cost of an alternative product. 

 

WINE 

1. Price difference between co-operative and non-co-operative farmers EUR. 

2. Difference in the costs of production and placing on the market for co-operative and non-co-
operative farmers EUR. 

3. No. of small producers. 

4. No. of specific wine types. 

5. No. of analyses performed. 

6. No. of beneficiary partners. 

7. Reduced cost per quantity purchased. 

8. + (Cost of technical support in the market) – (cost for co-operative) – (amount charged to 
members and non-members) 

9. + Cost of money – interest charged. 

10. Savings by not having to make a harvest and production declaration. 

11. Saving in the cost of the Insurance. 

 

Starting from the variables identified in each case, and determining the indicators and the units or 

proxies that help us to measure each variable, we get to know the NON-MARKET SOCIAL 
VALUE. 
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MARKET SOCIAL VALUE 
In calculating the market value of the co-operative business, a three-stage process is followed as 
follows: 

1. Calculate Direct Market Social Value - P&L (this is done using the accounts) 

 

 

 

Calculation of Added Value: (Increase in the value of inputs purchased and used in the 
processes of the co-operatives) – also known as Generated Value. 

The first stage of calculating annual value added is based on identifying all your operating 
income minus the expenses directly associated with that income. 

 

 

 

 

 

Left: profit and loss example 
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The second stage is the calculation of social value. This is done using the P&L and taking into 
account the following in terms of expenses related to People, Public Administrations, Capital 
and monies retained by the Organization. 

 

 

   

 

 Calculation of distributed value 

The next stage in the process is to calculate the distributed value, based on: 

- Value distributed to people. 

- Value distributed to capital. 

- Value distributed to administrations. 

- Value retained by the organization. 

Again, these figures are drawn from profit and loss and are indicative of how money is 
distributed and potentially fed back into the economy. 
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2. Indirect Market Social Value 

The next step is to calculate indirect market social value, which is based on calculating the 
organization's total purchase value, identifying indirect impact rates, and establishing all 
other rate considerations, such as indirect impact rates: VAT, income tax rates and state 
insurance rates, etc. 

 

 

3. The final calculation of the social market value 

The final calculation to demonstrate the value generated by the organization is based on the sum of 
the two elements of value. These are: 

 Direct Social Value  
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 Indirect Market Social Value 

 

MARKET VALUE CHECKLIST 

No Action Tick 

1 A schedule has been established for the different stages  

2 The social value of Direct Market has been calculated  

3 The social value of Indirect Market has been calculated  

4 Comprehensive Market Social Value has been calculated  
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INTEGRATED SOCIAL VALUE 
 

The integrated social value is the summatory of: 

- Direct Market Social Value 

- Indirect Market Social Value 
- Non-Market Social Value  
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Appendix 1: STAKEHOLDER WORKING GROUP 
GUIDELINES 
 

When conducting the working groups in each country, all participating countries should adopt a 
standardized approach. 

Address 12-15 people to participate in the working group. 

Goals: 

 Identify relevant stakeholders for each subsector. 

 Try to identify common variables for each subsector operating within its own jurisdiction. 

 

Develop an invitation to participate. 

 E-mail invitation. 

 Information sheet about the project. 

 Participation consent form. 

 

Preparation of the working group: 

1. Select a facilitator / rapporteur. 

2. Select participants and send a non-formal invitation. 

3. Select how the task force will be run (methodology for conducting the task force: in person, 
virtual, etc.) 

4. Set a time limit and plan for the working group (usually no more than 2 hours) 

 

Implementation of the working group: 

1. Prepare and set up the breakout group meeting (make sure everything works, especially if 
it's done virtually). 

2. Make sure all participants and facilitators/rapporteurs introduce themselves. 

3. Lay down the ground rules. 

4. Set the stage: Explain the project and the purpose of the working group. 5 minutes. 

5. Clearly describe the objectives to be achieved. 

6. Facilitate group discussion - Focuses on key questions being asked, 100 minutes. 

7. Take notes during discussions. 
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8. For the completion of the working group meeting, summarize the key findings to ensure a 
clear understanding: 5 minutes. 

9. After the working group meeting, analyse the data collected and prepare a working group 
report. 

 

Group discussion: 

I. Identify stakeholders (25 minutes) 

II. Thinking about the value generated for the stakeholders, can any of them be categorized 
into groups and are there differences by subsector (15 minutes)? 

III. Work in small groups to answer key questions about the generation of value. (30 minutes) 

IV. Collect responses by subsector. 

V. Agree variables and identify potential indicators by subsector (30 minutes) 

 

Guide to questions for the working group meeting 

I. Can you identify the key stakeholders in your sub-sector for whom the sector creates value? 

II. Could you indicate the main aspects in which you believe that co-operatives generate value? 
(This is a required question and must be answered) 

III. Can you give an example (based on the question above) 

IV. How can the co-operative increase the value currently provided to it? 

V. Can you think of any indicator that can be used to measure the value that the co-operative 
generates for you? 

VI. Would you like to add any other comment or idea related to the social value that is being 
generated for you? 
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Appendix 2: e-mail INVITATION 
Estimated XXXX, 

I would like to invite you to participate in a focus group regarding the AgriCoopValue Project, which 
is an European project on monetizing the social value of co-operatives in the agricultural sector. The 
entire event should last approximately 3 hours, and the date will be decided later taking into 
account your availability. 

The focus group will give you the opportunity to meet different stakeholders from various 
subsectors (dairy, livestock, wine, olive oil, and fruits and vegetables) relevant to your country. 

In particular, we would like to collect information about: 

● the relevant key stakeholders for each subsector. 

● the value generated by each subsector. 

● the relevant variables and indicators for each subsector. 

More information (date, detailed program, location, or online link) will be sent before the focus 
group. 

Their views will help us further develop training curricula and a methodology for calculating to 
monetize the social value of a co-operative, in the context of the ERASMUS+ AgriCoopValue Project, 
which will eventually be used in training institutions and co-operatives in different European 
countries. 

In the future, you may gain some benefits from participating in this study, as its goal is ultimately to 
help co-operatives: 

 Communication – to inform stakeholders of the value generated by the co-operative. 
 Benchmarking: comparative analysis of other entities operating in the sector. 
 Strategy design: incorporating information to shape the future strategy of the co-operative. 
 Management: empower management, workers, and other stakeholders throughout the co-

operative organization. 
 Impact analysis: analytical account and demonstration of the value of the real impact at all 

levels. 

The focus group will be face-to-face/online and we will send you detailed instructions to participate. 

If you would like to participate in the focus group, please let us know by contacting (insert name and 
contact number) or by email (insert email address). 

 

Sincerely 

XXXXXXXXX 



 
 
 
 

 

Guidelines for calculating the social value of agri-food co-operatives & Sectorial specificities   33 
 

Appendix 3: PARTICIPANT INFORMATION SHEET 
This focus group (small discussion group) is part of a pan-European project co-funded by the 
ERASMUS+ Program, on monetizing the social value of co-operatives. The project (AgriCoopValue) is 
being carried out by 7 partners from 6 European countries. The focus group is organized by XXXX 
(partner organization name). Event organizers are AXXXXX- facilitator and BXXXXX- speaker. 
AXXXXXX is the name of a company, and you can contact them by email at (add email address here). 
BXXXXXis (Role) from (partner organization) and you can contact them through the following email 
address: (add email address here). 

Any and all information you may provide will be treated in the strictest confidence. The facilitators 
will take notes during the discussion, but everything you say during the focus group will be 
completely anonymous. The results of this research may be published externally, on a website, or 
through a presentation at a conference. Your personal details will be kept strictly confidential and 
your name will be removed from any work published as a result of this research. However, we want 
to be able to refer to the positions and some aspects of the identities (eg country) of those who are 
involved. 

To participate in this research project, you must attend the 3-hour focus group that begins at (insert 
time here) the day (insert date here). You must complete and sign the attached consent indicating 
that you understand that you are participating in a research study and that the focus group may be 
videotaped. Those are the only requirements. 

There are no risks associated with participating in this project. In the future, you may benefit from 
participating in this study, as its goal is to help co-operatives: 

 Communication – to inform stakeholders of the value generated by the co-operative 

 Benchmarking: comparative analysis of other entities operating in the sector 

 Strategy design: incorporating information to shape the future strategy of the co-
operative 

 Management: empower management, workers and other stakeholders throughout 
the co-operative organization 

 Impact analysis: analytical account and demonstration of the value of the real 
impact at all levels 

The video recording of the focus group will remain confidential and will be used only by AXXXXX- 
facilitator and BXXXXX– speaker in the preparation of the summary report of the focus group. 
However, we cannot guarantee this confidentiality beyond the limitations of the law. We do not 
intend to use the video recording for any other study and will not keep the recording for more than 
1 year. 

Your participation in this project is completely voluntary and you can withdraw at any time. 

If there is any aspect of the project or your involvement that you would like to discuss further, or if 
you feel you may need support, please do not hesitate to contact one of the focus group organizers. 
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Appendix 4:  

INFORMED CONSENT FORM FOR PARTICIPATION  
I will attend a focus group that is part of the AgriCoopValue Project on monetizing the social value of 
co-operatives. The project (AgriCOOPValue) is being carried out by 7 partners from 6 European 
countries. The focus group is organized by XXXX (partner organization name). Event organizers are 
AXXXXX- facilitator and BXXXXX- speaker. 

I understand that I will not be asked to provide any personal information in this focus group. 
However, due to the small size of the group, I understand that it may not be possible to keep my 
participation completely confidential or remain anonymous. I can withdraw from the focus group at 
any time. 

I am aware that the focus group may be videotaped, and that the data collected during this focus 
group will be analysed and shared with the AgriCoopValue project partners, and that this data may 
be published as part of a report. I understand that the data will be kept confidential within legal 
limits and that the video recording will be destroyed after 1 year. 

Please complete the following (circle Yes or No for each question) 

 I have read the participant information sheet    yes  not 
 I understand the information provided     yes  not 
 I have had the opportunity to ask questions and discuss this study yes not 
 I have received satisfactory answers to all my questions   yes not 
 I am aware that the focus group discussion may be videotaped  yes not 

I have read and understand the information on this form. My questions and concerns have been 
answered by the facilitators and I have a copy of this form. Therefore, I give my consent to 
participate in this project. 

 

Signature of the participant:         

 

 

Name in capital letters:         

 

 

Date:            

 

 

 



 
 
 
 

 

Guidelines for calculating the social value of agri-food co-operatives & Sectorial specificities   35 
 

Appendix 5: GLOSSARY OF TERMS1  
 

 

INDEX - In alphabetical order 

 
Calculating & Visualising Integrated Social Value ........................................................................ 37 

Emotional Value ........................................................................................................................ 37 

Feedback & Ongoing Improvements ........................................................................................... 37 

Good ......................................................................................................................................... 37 

How to Manage & Document Information .................................................................................. 37 

Identifying Stakeholders. Stakeholders’ Map .............................................................................. 38 

Identifying Value Variables ......................................................................................................... 38 

Induced Value ............................................................................................................................ 38 

Integrated Social Value .............................................................................................................. 38 

Mobilised Value ......................................................................................................................... 39 

Monetisation ............................................................................................................................. 39 

Monetising Outputs ................................................................................................................... 39 

Non-Market Social Value ............................................................................................................ 39 

Proxies & Fair Value ................................................................................................................... 39 

Selecting the interviewees ......................................................................................................... 40 

Social Accounting ....................................................................................................................... 40 

Social Equilibrium-Market Index or Social Market Balanced Index ............................................... 40 

Social Good ................................................................................................................................ 40 

Social Market Value ................................................................................................................... 41 

Social Plus Value Index ............................................................................................................... 41 

Social Value ............................................................................................................................... 41 

social value Generated Concerning the Co-Op Asset.................................................................... 41 

Social-Emotional Value .............................................................................................................. 41 

Stakeholders Theory .................................................................................................................. 41 

The Monetisation of Social Value ............................................................................................... 42 

Total Added Value Distributed ................................................................................................... 42 
 

1 Source: IO1. Training Itinerary for the Monetization of Social Value in the Agri-food sector, by GEAccounting. 
AgriCoopValue project Dropbox: https://cutt.ly/hKXusbi 
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Value ......................................................................................................................................... 42 

Value Distributed to Community ................................................................................................ 42 

Value Distributed to Costumers .................................................................................................. 42 

Value Distributed to Founders .................................................................................................... 42 

Value Distributed to Investors .................................................................................................... 43 

Value Distributed to Suppliers .................................................................................................... 43 

Value Distributed to the Government ......................................................................................... 43 

Value Distributed to Workers ..................................................................................................... 43 

Value-oriented to indicators ....................................................................................................... 44 

What to ask during the interview ............................................................................................... 44 

Why is Social Accounting important? .......................................................................................... 44 
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Calculating & Visualising Integrated Social Value 

Calculating the value is based on cost-volume-profit analysis and the traditional 
consolidation methods of accounting. 

The visualisation of integrated social value comprises: 

 The value that the co-op’s activity generates for society as a whole 
 Cash flows that generate returns or savings for the public administration 
 Specific social value for the stakeholders through non-market relationships 

Emotional Value 

It is a sentimental Value -positive or negative- contributed by the co-op to its stakeholders.  

It is a corrective factor that multiplies upwards or downwards (+-50%) the integral social 
value generated by the co-op, depending on whether its perception by citizens is higher or 
lower than the average of the co-ops’ set. 

Feedback & Ongoing Improvements 

It applies to the co-op itself by successive cycles of analysis (annual social accounting) and to 
other organisations that can benefit from the results and lessons learned, especially those 
operating in the same sector. 

Good 

It is a material or intangible product or service produced by a co-op through the market and 
non-market mechanisms. 

How to Manage & Document Information 

It is necessary to collect the main ideas in some way: Recorded, written down or ticked off 
on a list. 

The interviewer should be rigorous and accurate, so the subsequent group analyses can be 
carried out to decide which variables are relevant in each organisation. 

The evaluator should group all the ideas about the value to perform a semantic analysis 
based on the experience and the relational part. 

The interviewer can use some software to mindmap the information. 
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Identifying Stakeholders. Stakeholders’ Map 

List of people, organisations or entities to whom the co-operative assumes it generates 
value.  

In this sense, value is understood concerning the recipients of that value. Social value refers 
to all Values perceived by the co-op’s stakeholders. It must be drawn up with the value 
generated in the past, not from the perspective of a future strategy. 

Drawing up this map is not a one-off action but an entire process: the working team 
compiles a draft version and sends it to the interlocutors for their consideration and 
contributions; the map will not be considered complete until a consensus is reached 
regarding its expedience. Identifying potential interlocutors for each stakeholder group that 
has been identified.  

Identifying Value Variables 

Value variables are those aspects in which the organisation generates value for third parties. 

It carries out with the stakeholders responsible for identifying those variables. 

That is probably the most complex phase of the process: redefining the variables expressed 
in generalist terms and reformulating them with the indicators corresponding to the co-op’s 
measurable outputs, which in turn implies the possibility of obtaining proxies.  

Induced Value 

The one that an entity helps to create another entity through financing, know-how or other 
types of dynamisation. 

Integrated Social Value 

That is the social value distributed to all stakeholders, the value that a co-op generates for 
the whole of society -social value. 

Calculated by adding the value the co-op generates to the different stakeholders, it 
incorporates the value generated through the market activity and the one distributed 
outside the market -hence called “integrated”.  

Synonym: Social value [It is the sum of the market and non-market value]. 
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Mobilised Value 

The one that the entities pull through purchases with suppliers. Only the added value is 
considered. 

Monetisation 

It estimates the equivalence in monetary units of the degree of utility a good provides in a 
specific socio-cultural context. 

Monetising Outputs 

Once value variables are obtained, the next step is to identify the outputs generated by the 
co-op that correspond to each variable and the proxies that allow for their quantification. 

Non-Market Social Value 

It is the social value distributed outside the market. Therefore, priceless or with a price that 
does not respond to the market.  

It is the value a co-op distributes to some of its stakeholders, but since there is no monetary 
transaction, it is not reflected in the financial statements. Sometimes, that value is only 
collected qualitatively.  

The main contribution of social accounting is to incorporate this -hidden- value into the 
integrated social value. 

Proxies & Fair Value 

Proxies are values that allow for the monetary assessment of the outputs, namely a 
comparison item with the reference monetary value, either specific – unique – or standard – 
obtained through a membership function. They are usually data obtained from, for example, 
official statistics. 

After identifying an output that fits in with a value variable, the next step is to locate one or 
more monetary proxies that allow for the monetary quantification of that output. 

For instance, public administration savings or costs are usually effective proxies, as they 
identify how much the Government, and by extension society, is prepared to pay for the 
corresponding outputs. However, the general trend is for a series of proxies rather than a 
single one. Moreover, these proxies must share a series of geographical and time 
characteristics and comply with the criterion of prudence. 
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Fair value is a concept used in accounting that refers to the price that could be paid for an 
asset or liability in a transaction, provided that the parties are appropriately informed and 
there is nothing to prevent them from acting freely and voluntarily. 

Selecting the interviewees 

That consists of identifying specific members of the stakeholders’ organisations to be 
included in the dialogue (interviews).  

It requires the interlocutors’ selection at the core of the reference group and who have a 
sound knowledge of the potential of the analysis to contribute value to the organisation. 

Social Accounting 

Social Accounting is a system to transfer information in monetary terms about the value 
distributed or subtracted by a co-operative across the various stakeholders. 

It is also called Stakeholder Accounting. Social Accounting has two parts: the market value 
and the non-market value.  

For market value, we need the profit and loss statements (P&L) and some other information 
to establish the monetised social value from financial transactions.  

The non-market value is based on the stakeholders’ map, the value variables that 
stakeholders have shown, and the monetisation process. 

Steps to apply Social Accounting: market and non-market value [stakeholder map (value 
creation), Interviews, List of Variables, Proxys] + Emotional Value 

Social Equilibrium-Market Index or Social Market 
Balanced Index 

The index calculates the balance between the value from the market and the non-market. 

Social Good 

What provides well-being/discomfort to some members [stakeholders] of the society. 
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Social Market Value 

It is the value a co-op generates and distributes through its commercial activity. It comprises 
net wages, social security contributions, staff and corporate taxes and fees, and VAT -
reflected in the company’s accounting. 

Social Plus Value Index 

The index calculates the percentage of social value generated above the budget used. 

It is obtained by dividing the specific social value among the income, whatever its origin 
(sales, subsidies, or extraordinary income). 

Social Value 

It is the degree of utility provided by the social goods generated by a co-op for the related 
interest groups. 

social value Generated Concerning the Co-Op Asset 

The index calculates the social value from a sunken investment, reflected in the asset; or, 
failing that, at fair value.  

It reflects the social value generated by an investment -usually, public institutions with 
extensive investments in assets have an interest in this index.  

Social-Emotional Value 

It reflects the totality of the market, non-market, and emotional value that a co-op 
generates for society; it corresponds to the sum of Integrated social value and Emotional 
Value. 

It results from multiplying the Integrated social value by the emotional corrective index 
[ratio]. 

Stakeholders Theory 

The Stakeholders Theory establishes an information system that identifies the value 
generated for the different stakeholders. That value must be understood not only on 
monetary terms but also in non-market and emotional values. This stakeholder-oriented 
accounting materialises as an extension of traditional accounting, which expands the reach 
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of accounting, incorporating the market value of non-market and emotional. And it also 
establishes a category for each interest group receiving this value. 

The Monetisation of Social Value 

The process by which a co-operative produces the equivalence in monetary units of the 
degree of utility of the set of social goods -those providing well-being or discomfort to some 
society set of members- is estimated. 

Total Added Value Distributed 

Consolidated summation (without doubling the shared value) of the value set distributed to 
the different stakeholders. 

Value 

The utility a good provides. 

Value Distributed to Community 

The value contributed to society is identified with the Integrated Social Value.  

It is calculated by consolidating (adding without repeating the amounts that could be 
duplicated) the value generated to the stakeholders (based on the Polyhedral Model).  

It is also the sum of the market and non-market social value. In the first case (stakeholders), 
reference is made to Value distribution, and in the second (market), to the distribution 
mechanism of that value.  

Synonym: Integral social value. [It is the sum of the market and non-market value]. 

Value Distributed to Costumers 

It is the added value received by customers through the purchase price. 

In co-ops operating in the market, within a pricing system, the value perceived by customers 
is equated to turnover. 

Value Distributed to Founders 

All financial expenses.  
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In this case, the total expenditure made is considered since the expenditure is subtracted 
from the added Value. 100% financial expenses are considered. 

Value Distributed to Investors 

That is the income from all Investors, directly [profits] or indirectly [% of supplier profits].  

It reflects the totality of value that the co-op generates, directly to its investors, through the 
result after financial expenses and taxes, and indirectly to its suppliers’ investors. 

All profits are considered, regardless of whether they are distributed or retained by the 
company. 

Value Distributed to Suppliers 

The driving effect of the purchase made from suppliers is pondered in proportion to the 
billing ratio concerning the total turnover of all suppliers.  

To not include as social value the consumption of raw materials and energy, only the value 
added by the supplier is considered. 

From the Added Value, the percentage that the supplier distributes to workers and investors 
is imputed. Only the added value of the First Level Suppliers is contemplated. 

Value Distributed to the Government 

That is, the revenues generated to all public administration, directly [added value] or 
indirectly [suppliers]. The co-ops’ economic flow to all governmental agencies, mainly 
through contributions to the social security system (company, staff, or induced by 
suppliers), the various taxes and fees paid, corporation tax, and VAT paid. Includes: Social 
Security, Staff Income Tax, Miscellaneous Taxes, Corporation Tax. 

Value Distributed to Workers 

That value is received by workers directly (co-op staff) and indirectly (supplier companies’ 
staff).  

It refers to the net wages (not duplicating the contribution to social security and staff 
income tax) that workers obtain from the co-op and induced through supplier companies. 
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Value-oriented to indicators 

For instance,2: 

 Co-operative synergy: verifiable efficiencies. 
 Crop Planning: regulation of supply and better access to transformation and 

distribution. 
 Resolution of queries: all kinds of regulations, allegations, and resources. 

What to ask during the interview 

The interview is semi-structured (script), meaning the questions must be prepared and 
thought out, but there is scope to carry out others if the script requires it. 

The objective is clear: To find out what social value the entity generates for that person. 

Why is Social Accounting important? 

The economic-financial information is a sound information system for a company’s 
shareholders, but it is not helpful for citizens because it does not include the critical 
dimensions of value transfer for them. In addition, other information deficits arise from the 
analysis scheme of financial accounting, which focuses on shareholders.  

In the accounting process, the value attributed to suppliers, staff and the public 
administration -among others- appear as negative figures, i.e., expenses and, therefore, as 
drivers of value detraction. The only value explained positively in classical accounting is 
profit. In this context, it is tough to understand as positive any value provided to a 
stakeholder that implies a reduction in the profit generated by economic activity.  

That is why we need a new accounting that positively identifies the value that co-operatives 
transfer to their various stakeholders. 

The most apparent application of Social Accounting is to value and visualise the value 
transferred by co-operatives to society. That allows management planning and control from 
the perspective of the generation and distribution of value. 

Social Accounting is helpful for: dialogue with the Government, and funding, showing that 
they are more than financial ratios. 

 

 
2 IO1, see page 135. 


