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Executive Summary  
 
Introduction 
 
FareShare redistributes food from retailers, manufacturers and producers that would 
otherwise go to waste to almost 2,500 local charities and community groups 
(Community Food Members, or CFMs) across the UK. These organisations transform 
this food into nutritious meals for over 211,000 vulnerable people each week.1 By saving 
edible food from being wasted and redirecting it to charities and community groups, 
FareShare’s work has the dual effect of reducing food waste and tackling hunger and 
food poverty.  
 

This report presents findings from a survey of 1,028 individual CFM clients from across 
the UK, providing independent evidence on the direct impact of the work of FareShare 
on the lives of those who receive the food FareShare redistributes.  

 
 

 
 

In addition to CFM clients regularly eating their main meal of the day at the service, 56% 
say that food is their main reason for visiting the CFM. The majority of clients say they 
find it hard to cook a meal for themselves or their family. The affordability of food 
prevents a third of clients from cooking a meal. 
 
CFM clients value the quality of the food provided. 93% think the food is good and 27% 
say that the quality is the main reason they access their food through the CFM. 

 

 
 

 

 

 

 

 

 

                                                           
1
 Figures based on 2015/2016 year end data. 

The majority of FareShare’s CFM clients get 
their main meal of the day from the CFM 

Clients eat more fruit, vegetables, meat, 

bread and cereals since accessing the CFM 
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A key benefit of FareShare providing food to people through CFMs is that clients are 

able to have a more nutritious and balanced diet. 59% of CFM clients say they eat more 

fruit and vegetables since accessing the CFM. Just under half say they eat more meat, 

bread and cereals. 

81% of clients also say that attending the CFM has increased the number of hot meals 

they eat. 

 
 
 
 
 

 
 

53% of clients say their physical strength has increased since getting food at the CFM 

and 52% say that their energy levels have increased. In addition to these improvements 

in clients’ physical health due to getting food from the CFM, there are also a number of 

beneficial psychological effects. 87% say that eating a meal at the service has a positive 

impact on how they feel and 92% say that being able to have a meal at the service 

helps them ‘face the day ahead’. 

 

 
 

 

 

 

 

 

 

 

 

 

Food provided by CFMs has had a range of wider benefits for clients. 82% say it makes 

them feel part of a community and 29% say that what they enjoy most about eating at 

the CFM is socialising. 

 

Accessing food through CFMs allows people to eat together as a family. 35% of clients 

visit the CFM with their children and the vast majority of them think it is important to be 

able to eat together. 

 

 

 

The majority of clients say that eating at 
the CFM has a positive impact on both 
their physical and mental wellbeing 
 

Food provided to FareShare CFMs also 

has social benefits 
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The majority of clients say they are able to save money as a result of getting food from a 

CFM and are using these savings for a wide range of purposes, including paying bills 

and rent, visiting family and treating children. 

 

Many of the clients of CFMs have difficulties accessing food: 39% say they are regularly 

unable to buy food and a quarter say they have gone several days without a proper 

meal in the last year. The majority of clients say they find it hard to cook a meal for 

themselves or their family and the affordability of food prevents a third of clients from 

cooking a meal.  

 

Conclusions 
 

FareShare food is making a huge difference to the lives of CFM clients. Not only does 

the food help to fulfill their dietary and nutritional needs but it also improves their 

physical and mental wellbeing and allows them to save money. FareShare’s food 

provision means that many clients are able to get their main meal of the day at the CFM, 

and that they have a more nutritious and balanced diet. Clients’ physical strength is 

improved, they feel more able to face the day ahead and they value the opportunity to 

feel part of a community, meet friends and socialise. In particular clients who are able to 

sit down and have a hot meal at a CFM are more likely to say that eating at the CFM 

has a positive impact on how they feel. Most clients also save money by eating at the 

CFM allowing them to pay for essentials as well as participating more in society. The 

money that is freed up for CFMs through FareShare food means they are able to give 

more clients access to a wide range of other essential services. Many clients are 

regularly unable to buy food, with nearly half saying they have gone without a proper 

meal in the last month. The affordability of food is the most common reason why clients 

find it hard to cook a meal. Increasing the level of food provision to charities and 

community groups across the UK would provide a wide and varied set of benefits to 

even more of the most vulnerable in society.  

 
 

Eating at the CFM allows clients to save 
money that they can spend on essentials 
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1 Introduction 

1.1 About FareShare 
FareShare is a UK charity that aims to reduce food waste and to fight poverty 
and hunger. 
 
Food waste in the supply chain is a significant and increasingly high-profile issue in the 
UK. The Waste and Resources Action Programme (WRAP) estimate that food surplus 
and waste at retail level amounts to around 240,000 tonnes, whilst the equivalent figure 
in manufacture is 2.4 million tonnes.2  
 
High levels of food waste harm the environment. The United Nations’ Food and 
Agriculture Organisation (FAO) highlight that food waste squanders key resources such 
as water and energy3, while the Institute for Climate Impact Research (PIK) note that 
greenhouse gas emissions associated with food waste contribute significantly to global 
warming and climate change.4 
 
At the same time, many people are struggling to feed themselves and their families. 
The latest figures released by the Department for Environment, Food & Rural Affairs 
(DEFRA) suggest that food prices in the UK (as measured by the Consumer Price 
Index) rose in real terms by 8% between 2007 and 20155. DEFRA note that because 
those on low incomes spend a greater proportion of their income on food, such a rise in 
food prices is particularly challenging for this group. In 2014, the United Nations’ Food 
Insecurity Experience Scale data estimated 8.4 million people in the UK faced not 
having enough food to eat, with 4.5% of people aged 15 and over reporting going a full 
day without anything to eat.6 
 
A substantial amount of food waste generated throughout the supply chain is fit for 
human consumption. According to WRAP 270,000 tonnes of surplus food from the UK 
food industry could be redistributed to feed people each year7. FareShare estimates 
this to be enough for 650 million meals. The redistribution of surplus food from the food 
industry is also seen as a key contributor to the achievement of Courtauld 2025 
targets8 and the UN’s Sustainable Development Goal 12.3 to reduce food waste across 
the world.9 
 

                                                           
2
 Parfitt, J., Woodham, S., Swan, E., Castella, T., Parry, A. (2016) ‘Quantification of food surplus, waste 

and related materials in the grocery supply chain’ http://www.wrap.org.uk/content/quantification-food-
surplus-waste-and-related-materials-supply-chain-report 
3
 http://www.fao.org/save-food/resources/keyfindings/en/ 

4
 Hiç, C., Pradhan, P., Rybski, D., Kropp, J. (2016) ‘Food Surplus and its Climate Burdens’ Environmental 

Science and Technology 50 (8) 4269–4277 
5 

Rumsey, J., Lee, D., Riley, L., Hayes, I., Scaife, A. (2016) ‘Food Statistics Pocketbook 2015: In Year 

Update’ 
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/526395/foodpocketbook-
2015update-26may16.pdf 
6
 Taylor, A., Loopstra, R. (2016) ‘Too Poor to Eat: Food insecurity in the UK, The Food Foundation. 

http://foodfoundation.org.uk/wp-content/uploads/2016/05/FoodInsecurityBriefing-May-2016-FINAL.pdf 
7
 Parfitt et al (2016) as above. 

8
 Courtauld 2025 is ‘an ambitious voluntary agreement that brings together organisations across the food 

system – from producer to consumer – to make food and drink production and consumption more 
sustainable’. See http://www.wrap.org.uk/content/courtauld-commitment-2025 
9
 UN Sustainable Development Goal 12.3: ‘By 2030, halve per capita global food waste at the retail and 

consumer levels and reduce food losses along production and supply chains, including post-harvest 
losses’. See https://sustainabledevelopment.un.org/sdg12 

http://www.wrap.org.uk/content/quantification-food-surplus-waste-and-related-materials-supply-chain-report
http://www.wrap.org.uk/content/quantification-food-surplus-waste-and-related-materials-supply-chain-report
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/526395/foodpocketbook-2015update-26may16.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/526395/foodpocketbook-2015update-26may16.pdf
http://foodfoundation.org.uk/wp-content/uploads/2016/05/FoodInsecurityBriefing-May-2016-FINAL.pdf
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FareShare redistributes food from retailers, manufacturers and producers that would 
otherwise go to waste to charities across the UK through its 20 Regional Centres. 
These Regional Centres distribute this food to a network of almost 2,500 local charities 
and community groups known as Community Food Members, or CFMs. These 
organisations transform this food into nutritious meals for over 211,000 vulnerable 
people each week. By saving edible food from being wasted and redirecting it to 
charities and community projects who supply it to those who need it most, FareShare’s 
work has the dual effect of reducing food waste and tackling hunger and poverty.  

1.2 Research aims 

The purpose of this survey is to provide FareShare with independent evidence on the 
direct impact of their work upon the lives of the clients of Community Food Members 
(CFMs). This report presents findings on: 

 The reasons a CFM client attends an organisation to receive food 

 The impact of a CFM’s provision upon the amount and quality of food clients are 
able to access 

 The physical and psychological effects of being able to access food provided by 
CFMs 

 The wider social and financial implications of food provision 

This research forms the second part of a wider project conducted by NatCen on behalf 
of FareShare, and builds upon a telephone and online survey of CFMs conducted 
between April and May 2015.10 The project is aimed at constructing an evidence base 
in relation to the end-to-end impact of FareShare’s work which can be shared with the 
public and other key stakeholders. The first report focused on the benefits to CFMs of 
the food provided by FareShare, including financial benefits, the number of clients 
receiving food and the type of food CFMs are able to offer. This second report explores 
the impact on the lives of individuals from the perspective of the clients in terms of 
financial, physical, psychological and social benefits.  

1.3 Methods 
A pen and paper self-completion survey of individual CFM clients aged 18 and over 
was conducted between April and June 2016. The questionnaire was sent out to 88 
CFMs who agreed to distribute them to their clients. 1,028 CFM clients completed and 
returned the survey from a total of 55 different CFMs across the UK. This makes it the 
biggest survey of FareShare CFM clients to date. As with any survey, there are 
limitations – for example, we cannot be completely sure that the views of the clients 
that took part in the survey are identical to those of all clients of all CFMs. However, 
given the number of respondents we are reasonably confident that the findings 
accurately represent the views of those who receive food from FareShare. 

The CFMs that opted in to help facilitate the client survey had all previously participated 
in NatCen’s 2015 survey of FareShare CFMs. Nine of the CFMs who agreed to support 
the research were attended by over 100 clients on an average day according to data 
produced as part of NatCen’s 2015 survey of FareShare CFMs. To help distribute 
questionnaires to clients of these large CFMs, two NatCen interviewers visited each of 
them on a pre-arranged date to manage the procedure of completing them.  

                                                           
10

 Ormston, R., Reid, S., Simpson, I., Jabin, N., Sharman, S. (2015) ‘Saving money, improving lives: 
Survey of FareShare’s Community Food Members’ http://www.natcen.ac.uk/media/1117871/Saving-
money-improving-lives-Survey-of-FareShare%E2%80%99s-Community-Food-Members-summary.pdf 

http://www.natcen.ac.uk/media/1117871/Saving-money-improving-lives-Survey-of-FareShare%E2%80%99s-Community-Food-Members-summary.pdf
http://www.natcen.ac.uk/media/1117871/Saving-money-improving-lives-Survey-of-FareShare%E2%80%99s-Community-Food-Members-summary.pdf
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For the remaining 79 CFMs, questionnaires were sent directly to each organisation for 
the staff to distribute to their clients. The number of questionnaires sent to each CFM 
was tailored to suit the average number of clients seen by that organisation per day. 
Each questionnaire was accompanied by a participant information leaflet and a pre-
paid return envelope. Respondents were asked to put their completed questionnaires 
in the envelope, seal it and then either hand it to a member of the CFMs staff or post it 
directly back to the research team at NatCen. 

1.4 Reporting conventions 

This report presents percentage figures to illustrate the proportion of clients selecting a 
particular answer option (or options). These figures are based on the number of valid 
responses given to the question under consideration.  

The report looks at the survey responses by a number of key characteristics relating to 
the CFM clients and their service use to identify any differences between groups of 
clients. The characteristics explored were:  

 Age 

 Gender 

 Housing tenure 

 How long the client has been using the service 

 Type of service the client uses 
 
For detailed information on the demographic breakdown of respondents, please see 
Annex A. 
 
All quotations included in this report are taken verbatim from CFM clients’ responses to 
open text questions. 
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2 CFM service use 

2.1 Summary of key findings 

 Meals provided by CFMs are playing a major role in fulfilling the dietary 
needs of many of their clients. More than half (57%) regularly eat their 
main meal of the day at the CFM. 

 CFM clients are accessing food over a long period of time and 51% 

have visited the CFM for more than one year. 

 Accessing food through CFMs allows people to eat together as a family. 

Over a third of clients visit the CFM with their children and the vast 

majority of them think it is important to be able to eat together as a 

family. 

 Accessing food is the single biggest reason for clients attending a 

CFM. 56% say that their main reason for visiting the CFM is for food; 

meeting people and socialising was chosen by 17% of clients.   

 CFM clients value the quality of the food provided. 93% think the food is 

‘very’ or ‘quite good’ and 27% say that the good quality food is the main 

reason they get food through the CFM. 

2.2 CFM client service use 
We set out to explore the reasons why clients attend CFMs and also look at how long 
they have been getting food from the CFM and their reasons for using the service. 

2.2.1 Length of service use 

Figure 2.1 shows that just over half of respondents (51%) have been getting food from 
the CFM for more than a year. Around a quarter (24%) are relatively new clients of the 
CFM and have been getting food from the service for less than 4 months. 

 
 
 
 

5% 
8% 

11% 11% 
14% 

51% 

Less than 1
week

1-4 weeks 1-3 months 4-6 months 7-12 months More than 12
months

Figure 2.1 How long CFM service users have been getting food from 
the service 

Base: All respondents who gave an answer (956) 
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2.3 Meals eaten at the CFM 
 
Previous research shows that FareShare provides on average an estimated £7,900 of 
food a year to each CFM which is so significant to the CFMs, that 19% said they might 
not be able to continue to operate with this provision. The food provided by FareShare 
is used by CFMs to offer a range of foods to their clients including on-site meals (hot 
and cold), snacks and food parcels. The majority of clients say they have eaten hot 
meals at the CFM.  
 
Most clients eat meals at the CFM, rather than just receiving snacks or food parcels. 
56% of clients say they eat lunch at the CFM, 36% eat breakfast and a similar 
proportion eat dinner (33%). Snacks are eaten by 36% of clients and 13% receive only 
food parcels. 
 

‘It is really important to me as it means I get 
out to socialise and enjoy a hot meal’ 

 
Respondents were asked how often they eat their main meal of the day at the CFM. 
57% of clients eat their main meal of the day at the service, 32% always eat their main 
meal of the day at the service with a further quarter saying they often eat their main 
meal there. This highlights that the meals provided by CFMs are playing a major role in 
fulfilling the dietary needs of many of their clients. 
 
Figure 2.2 shows the breakdown of clients eating their main meal of the day at a CFM. 
Those living in temporary or supported accommodation are much more likely to 
‘always’ or ‘often’ eat at the CFM compared with those who are tenants or who own 
their own home indicating that those experiencing challenges with their accommodation 
are heavily reliant on CFMs for their food.   
 

 
 
 
 
Over a third of clients (35%) say they visit the service with their children. The vast 
majority of these clients (80%) say that it is important to be able to come to the service 
and eat together as a family. 
 

26% 25% 24% 25% 

42% 

27% 

23% 

8% 

Always Often Sometimes Never

Owner or tenant

Temporary or supported accommodation

Figure 2.2 How often client eats main meal of the day at CFM 

Base: All respondents who gave an answer (999) 
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‘It is nothing short of a godsend. It enables us 
to eat a proper balanced diet as a family’ 

2.4 Reasons for service use 
 
FareShare’s CFMs are a diverse range of charities and community groups which 
provide varied services for different client groups. In addition to providing food, CFMs 
also offer other services such as advice, training, medical services, leisure activities 
and give people the opportunity to meet others and socialise.  

2.4.1 Reasons for using service 

Figure 2.3 shows the different reasons clients give for visiting the service, they were 
able to choose multiple answer options. Over three-quarters say that they visit the CFM 
for food, 47% to meet people and socialise and 19% that they go for advice or because 
they feel valued.  

 
 

 
Of the multiple reasons given respondents were then asked to choose which is their 
main reason for visiting the service. The most frequently chosen reason is food (56%), 
followed by meeting people and socialising (17%) and then referral (6%). This shows 
that regardless of whether people are asked to provide multiple reasons or one main 
reason for visiting the CFM, food always come out as the top choice.   
 
We explored the characteristics of respondents who say that food is the main reason 
for visiting the CFM. Those aged under 35 years old (64%) are more likely to say their 
main reason for using the service is food than those aged 55 and above (52%). Men 
(61%) are also more likely than women (52%) to say that their main reason for visiting 
the CFM is food. 
 
These findings highlight the importance to clients of the food that CFMs provide as part 
of the range of services that they offer and also that food is a higher priority for younger 
people and for men compared with women.  

76% 

47% 

19% 

19% 

16% 

16% 

14% 

10% 

8% 

8% 

13% 

Food

Meet people/socialise

Sense of being valued

Advice on other issues

Leisure actvities

Referral

Housing advice

Training

Medical services

Complementary health

Other reason

Figure 2.3 Reasons for visiting this service  

Base: All respondents (1,028) 
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‘The food has been critical to me being able 

to eat daily’  

2.4.2 Would clients use the CFM if they did not provide food 

Respondents were asked how likely they would be to come to the CFM if they did not 
get meals or food parcels. 62% say they would be ‘very’ or ‘quite likely’ to use the 
service even if they did not get meals or food parcels. A quarter said they would be 
‘very unlikely’ to use the CFM if it did not provide food.  
 
Clearly food is a way of attracting clients to CFMs, however once they are at the CFM 
they are able to access services they might not have otherwise done. The previous 
report on the CFM survey showed that as a result of FareShare food provision, CFMs 
estimate that they are able to free up on average £1,953 a year to invest in other non-
food services, for example, around 27% of CFMs are able to offer more social or 
befriending services, 23% can make more recreational or leisure services available to 
clients, 22% offer more referral or signposting, and 18% more benefits advice services. 

2.4.3 Main reason for getting food through this service 

The survey asked respondents to select their main reason for getting food through the 
CFM and the results are shown in Figure 2.4 below. The top three reasons for getting 
food through the service are: 
 

 ‘I get good quality food here’ (27%) 

 ‘It is my only option’ (22%) 

 ‘I can afford to eat here’ (14%)11 
 
This highlights how important the food FareShare provides to CFM clients is, many 
would have no other way of sourcing good quality food without the CFMs. 
  

 
 
 
 
 

                                                           
11

 17% chose ‘other reason’ but did not specify what the reason was.  

27% 

22% 

14% 

10% 10% 

Good quality food Only option Affordable Convenient Eat with others

Figure 2.4 Main reason for getting food through this service 

Base: All respondents (1,028) 
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Looking at how views differed by age, we find that the social aspect of getting food at 
the CFM is more important to older clients than it is to younger clients. 13% of those 
aged 55 and over chose their main reason as being able to eat with others compared 
with 8% of those clients aged under 35 years old. These findings are further supported 
by those reported in Section 4.3.2 which looks at what people enjoy the most about 
eating at a CFM.  
 

‘I like the food at this service because there is 
a lot of joy and happiness when I eat…with 
other people’ 
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3 Impact of receiving food from FareShare’s CFMs 

3.1 Summary of key findings 

 81% of clients say that going to a CFM has increased the number of 

hot meals they eat. 

 Clients are able to eat more fruit and vegetables, meat, and bread 

and cereals since attending the CFM. 

 Since getting food from the CFMs a majority of clients have 

experienced positive changes in physical strength and energy 

levels. 

 The food provided by CFMs also has a positive impact on how the 

majority of clients feel and helps them ‘face the day ahead’.  

 Food provided to CFMs by FareShare has a number of social 

benefits, including enabling clients to socialise and to feel part of a 

community. 

 The majority of clients say they are able to save money as a result 

of getting food from a CFM, using these savings for a wide range of 

purposes, from paying household bills and rent to visiting family 

and treating children. 

3.2 Food and nutrition 
Respondents were asked a number of questions about the variety and nutritional value 

of food they receive at the CFM as well as the impact of the food on their physical and 

mental wellbeing. 

3.2.1 Hot meals 

81% of clients say that going to a CFM has increased the number of hot meals they eat 

per week. 50% of those now have between one and three extra hot meals per week 

and 41% eat between four and seven extra hot meals per week.  

 ‘The food I get at [the CFM] is usually the 

only hot food I eat’ 

‘This service is very important, it allows me 

to have hot food regularly’ 
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3.2.2 Increased consumption of healthy food types 

Previous research shows that CFMs believe that food they receive from FareShare has 

an important and positive impact on their clients, specifically that this enables them to 

provide nutritious meals and helps them to improve the diets of their clients. This view 

is supported by the clients of the CFMs themselves. 

‘Having FareShare meals ensures I maintain 

a balanced diet’ 

As a result of getting food at a CFM, 59% say they are now able to eat more fruit and 

vegetables. 46% say they eat more bread and cereal, with the same proportion eating 

more meat since coming to the CFM.  

‘It’s good to have gluten free bread…and 

there’s usually plenty of fresh fruit and veg. I 

wouldn’t be able to afford either of those 

myself, so it’s been an absolute godsend for 

me to access this service’ 

This suggests that the food provided by CFMs helps a large proportion of clients 

consume a wider variety of food and have a healthier and more balanced diet than they 

would otherwise be able to. 

10% 

40% 

28% 

13% 

9% 

1

2 to 3

4 to 5

6 to 7

More than 7

Figure 3.1 Additional hot meals eaten by clients since attending CFM 

Base: Respondents eating more hot meals (614) 
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3.2.3 Overall rating of the quality of food 

In addition to the importance of the wide variety and nutritional value of the food 
provided by the CFMs, the survey also indicates that clients value the quality of the 
food on offer. 93% say the food provided is either very good or quite good.  
 

‘The food is very well prepared and cooked. 

It is varied and very nutritious and better 

than I have at home’ 

Older clients, aged 55 and over are more likely to rate the food as very good (70%) 
than those aged between 18 and 34 years old (60%). Women (70%) are also more 
likely than men (58%) to rate the food as very good. 

3.3 Wider benefits 

3.3.1 Health and wellbeing 

53% of clients say that their physical strength has improved since getting food from a 

CFM and 52% report an improvement in energy levels.  

In addition to the positive physical impacts for CFM clients of getting food, there are 

also a number of beneficial psychological effects. 87% say that eating a meal at the 

service has a positive impact on how they feel. 

 ‘(An) appetising hot meal served with a 

smile in good company has done wonders 

for my mental wellbeing’ 

92% of respondents say that being able to have a meal at the service helps them face 

the day ahead, with 65% saying that this helps them ‘a lot’ and 27% that this helps 

them ‘a little’. 

FareShare food provision means that CFMs are able to provide meals on-site to their 

clients. Clients who get a hot meal from a CFM are more likely than those who do not 

to say that their physical strength and energy levels have improved and that it has a 

positive impact on how they feel. 56% of clients who have hot meals from a CFM say 

their energy levels have improved compared with 42% of those who do not.  

This shows that the benefits of providing meals to people is not only in the nutritional 
value of the food and the physical benefits this brings but also that eating a meal 
together helps to improve clients’ mental wellbeing.  
 

‘Sometimes if feeling unwell/ depressed the 

best solution is a good hot meal with friends’ 
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3.3.2 Social impacts 

Clients enjoy the social element of eating at a CFM and it makes them feel part of a 
community. Of the 73% of clients who receive meals at a CFM (either hot or cold), 82% 
say eating together makes them feel part of a community.  Having a meal (30%) and 
socialising (29%) are key reasons why clients enjoy eating at the CFM, At the same 
time they appreciate having access to a variety of food (26%) and that they can save 
money (8%). Although saving money is a less popular response here, section 3.3.3 
shows that cost savings are significant to clients.   
 

 ‘Good quality food and companionship, a 

brilliant emotional boost as well as help 

feeding my family’ 

 
 

 
 

 
So these findings show that overall clients value the social benefits of eating a meal 
together, allowing them to socialise and feel part of a community but there are 
differences between the views of younger and older people. Younger people are more 
likely than older people to say that having a meal is the most enjoyable aspect of eating 
at the CFM. 40% of 18 to 34 year olds chose having a meal compared with 19% of 
those aged 55 or over.  
 
Older people are more likely to say that ‘socialising’ is what they enjoy the most - 40% 
of those aged 55 or over chose this option compared with 16% of those aged 18 to 34 
years old. 
 

‘It means that on one day a week I am not 
eating alone’ 
 
‘I get good friendship and good food’ 

40% 

27% 

16% 

9% 8% 

32% 

24% 

30% 

7% 7% 

19% 

28% 

40% 

8% 
5% 

Having a meal Having a variety of food Socialising Saving money Something else

17 - 34

35 - 54

55+

Figure 3.2 Most enjoyable aspect of eating at CFM by Age 

Base: All respondents (1,028) 
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3.3.3 Financial impacts 

Previous research shows that the majority of CFMs believe that the provision of 
FareShare food means that their clients worry less about money. This survey found 
that 75% of clients say that they have saved money as a result of getting food from a 
CFM and are able to spend this money in ways which improve their quality of life. 
Those who reported saving money were then asked what the savings allowed them to 
do:  
 

 79% of clients say they are able to buy food with the savings they have made 

 71% say they use these savings to pay bills 

 65% are able to use these savings to buy clothes 

 58% are able to visit family and friends50% use these saving to pay rent 

 39% are able to treat their children 
 
Clients are also able to increase their employment opportunities as a result of getting 
food from a CFM. A third say they have used the savings they make to attend a job 
interview or the job centre, and 24% say they use it to travel to work.  
 

 

The food provided by FareShare has significant wider benefits to CFM clients beyond 

providing access to food and improving people’s nutritional intake. CFM clients say that 

their physical health and energy levels have improved, that they enjoy the social aspect 

of eating a meal with others which in turn has a positive impact on their mental 

wellbeing and makes them feel better able to face the day ahead.  In addition, they are 

able to save money, which means they have less financial worries and can pay for 

essential items but also that they are better able to participate in society through 

visiting family and friends.   

79% 

71% 

65% 

58% 

50% 

39% 

33% 

24% 

19% 

16% 

64% 

Buy food

Pay bills

Buy clothes

Visit family/friends

Pay rent

Treat children

Attend job interview/job
centre
Travel to work

Buy school uniform

Put petrol in the car

Do something else

Figure 3.3 Use of savings made since accessing 
food from CFM 
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4 Access to food and cooking 

4.1 Summary of key findings 

 46% of clients have gone a day without a proper meal in the last 
month.  

 Men are more likely than women to have gone a day without a 
proper meal in the last month. 

 A quarter of clients say they have gone several days without a 
proper meal in the last year and 12% have gone without  a proper 
meal for a week or more in the last year.  

 39% of clients say that they are regularly unable to buy food. 

 The majority of clients say they find it hard to cook a meal for 
themselves or their family. 

 The affordability of food prevents a third of clients from cooking a 
meal.  

4.2 Going without food 
Respondents were asked about their access to food, how they feel about cooking and 
what barriers make it difficult for them to cook a meal for themselves or their family.  

46% have gone a day without a proper meal in the last month. Going without a proper 
meal is associated with gender and this report shows that 50% of men have gone 
without a proper meal in the last month compared with 39% of women. It can also be 
linked to the type of accommodation people live in; people living in temporary 
accommodation or on the street  are more like to have gone without a proper meal in 
the last month (54%) compared with those who own their own home or rent (46%). In 
addition, those who find it hard to cook a meal for themselves or their family are more 
likely to have gone without a proper meal in the last month (67%) compared with those 
who do not find it hard to cook a meal (50%).    

One possible explanation for the gender differences is that men are less likely to have 
access to the right cooking equipment (26% of men do not have access to the right 
cooking equipment compared with 13% of women) and are more likely to live in 
temporary accommodation or on the street (16% of men live in temporary 
accommodation or on the street compared with 8% of women). This relative lack of 
access to cooking equipment together with higher levels of living in temporary 
accommodation or on the street might explain in part why men are more likely than 
women to have gone without a proper meal in the last month. 

Respondents were asked what is the longest period they have gone without a proper 
meal. 25% say they have gone several days without a proper meal in the last year and 
12% have spent a week or more without a proper meal in the last year. 
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4.3 Cooking and ability to buy food 
Respondents were asked whether they found it hard to cook a meal for themselves or 
their family. 60% of clients find it hard to cook a meal, with a third saying that they often 
find it hard and 27% saying this is sometimes hard.  
 
Those in temporary accommodation or living on the street are more likely to find it hard 
to cook a meal compared with tenants or those who own their own home (63% versus 
52% respectively). 51% of those in temporary accommodation or living on the street 
also said they do not have the right cooking equipment compared with only 14% of 
home owners or renters. This might be one explanation as to why those in temporary 
accommodation or living on the street are more likely to say they find it hard to cook a 
meal.  
 
Those who said they find it hard to cook were also asked the reasons why they could 
not always prepare a meal for themselves or their family (see Figure 4.3 below). The 
most widely chosen reason for this is the affordability of the ingredients (36%), followed 
by ‘not being physically able to prepare a meal’ (27%) and ‘not feeling confident about 
cooking’ (25%). 
 

 

 

30% 

18% 

25% 

6% 6% 

15% 

Never A day Several days A week More than a week Don't know

Figure 4.2 Longest period without a proper meal 

36% 

27% 

25% 

21% 

21% 

17% 

14% 

12% 

Cannot afford
ingredients

Not physically able

Not confident at
cooking

Don't have the right
equipment

Don't see the point of
cooking

Don't know how to
cook

Food provided by
carer/meals on wheels

No specific reasons

Figure 4.3 Reasons why clients cannot always cook a meal 
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Those who say the reason they find it hard to cook a meal is because they ‘cannot 
afford the ingredients’, they do not have ‘the right cooking equipment’ or they do not 
‘see the point of cooking just for myself’ were all more likely to have gone without a 
proper meal in the last month than not to have gone without a proper meal. Among 
those who give the affordability of the ingredients as a reason why they find it hard to 
cook a meal, 72% have gone without a proper meal in the last month. And among 
those who give either not having the right equipment or not seeing the point of cooking 
as reasons for finding it hard to cook a meal, 63% have gone without a meal in the last 
month.  
 
39% of clients are unable to buy food on a regular basis. Some groups report more 
difficulties than others, with responses varying by gender, age, housing status and the 
length of time they have used the service.  
 

 41% of men are unable to buy food on a regular basis compared with 28% of 
women. 

 Around half (49%) of clients aged under 35 are unable to buy food on a regular 
basis compared with just over a quarter (27%) of those aged 55 and over. 

 More than half (52%) of those living in temporary or supported accommodation 
report difficulties buying food on a regular basis compared with a third of 
tenants and those who own their own home.  

 

These findings show that men, younger people and those in temporary or supported 
accommodation are finding it more difficult to buy food.  
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5 Conclusions 
FareShare is making a significant contribution to the resources of CFMs enabling them 
to make a huge difference to the lives of clients, who number among the most 
vulnerable in society.  
 
Previous research shows that FareShare provides on average an estimated £7,900 of 
food a year to each CFM. CFMs estimate that they are able to free up on average 
£1,953 a year to then invest in other services. So significant is FareShare’s contribution 
that 19% of CFMs said they might be unable to continue without them.  FareShare’s 
input not only allows CFMs to provide better quality food to more clients but also to 
provide other services to more clients. CFMs believe that FareShare provision has an 
important and positive impact on their clients for example through improving their diets 
and reducing their money worries. This report shows that clients support this view.   
 
The meals provided by CFMs are playing a major role in fulfilling the dietary needs of 
many clients. Over half of CFM clients say they get their main meal of the day at a 
FareShare CFM, 93% say that the food provided is either very or quite good and the 
majority say that it enables them to have a more nutritious and balanced diet.  
 
It’s perhaps unsurprising therefore that the food provided by FareShare’s CFMs is the 
biggest single reason for clients attending, with half saying it is the main reason 
they visit the service. But whilst the provision of food is what attracts clients to the 
CFMs, once they are there CFMs are able to offer them vital services they might 
not otherwise receive.  
 
Indeed, the benefits of FareShare food provision go far beyond increasing access to 
food and improving nutrition. Clients say that the food has positive impacts on their 
physical wellbeing, increasing both their physical strength and their energy levels. It 
also has a positive effect on their mental wellbeing, helping them face the day 
ahead, as well as giving them an important opportunity to feel part of a community, 
meet friends and socialise. In particular those who are able to sit down for a hot meal 
at a CFM are more likely to say their physical strength and energy levels have 
improved and that it has a positive impact on how they feel.  
 
Furthermore, 75% of clients say they have saved money by getting food at a CFM. 
These savings allow them to not only pay for essentials such as bills and clothing, but 
also to participate in society by visiting family and friends. Many clients say they have 
no other way of sourcing food and that they are regularly unable to buy food, with 
nearly half saying they have gone without a proper meal in the last month. The 
affordability of food, access to the right equipment and not feeling confident about 
cooking are all factors that clients say prevent them from cooking a meal.  
 
So FareShare’s food provision is crucial to many people and provides them with a wide 
range of benefits. Given the level of food poverty in the UK, the need for FareShare’s 
resources is only likely to grow. Increasing the level of food provision to charities and 
community groups across the UK will provide a wide and varied set of benefits to even 
more of the most vulnerable in society. 
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Annex A 
 

1,028 clients completed and returned the questionnaires. The characteristics of the 
clients who took part in the survey were explored by gender, age, ethnicity and housing 
status. 

An extremely broad range of individuals responded to the survey and ages spanned 
from 18 years to 93 years old.  

 21% were aged 18 to 34 years old 

 39% were aged 35 to 54 years old 

 30% were aged 55 years old and over 

 a further 11% did not provide their age 

 58% were male 

 42% were female  

When asked to describe their ethnicity, respondents replied as follows:  

 75% described their ethnic group as White12 

 16% said they were Black and Minority Ethnic (BME)13  

 9% of respondents did not provide information on their ethnic group.  

Figure A shows the housing status of the survey respondents. 17% of those who took 
part were in accommodation that indicated issues of homelessness14 which is broadly 
in line with the proportion of FareShare CFMs whose main focus is the support of 
people who are homeless.     

 44% lived in rented accommodation 
o 34% in council or housing association and  
o 10% in private rented accommodation 

 13% of respondents owned their own home 

 14% lived in supported accommodation 
 

 
  

                                                           
12

 People who chose one of the following categories: White-English/Welsh/Scottish/Northern 
Irish/British/Irish/Gypsy or Irish Traveller or Other White. 
13

 People who chose one of the following categories: Mixed/multiple ethnic groups; Asian/Asian British; 
Black/African/Caribbean/Black British or Other ethnic group. 
14

 This includes people living in hostels, temporary accommodation (e.g. bed and breakfast, staying with 
a friend/relative) and people living on the street. 

34% 

14% 

13% 

10% 

8% 

6% 

3% 

12% 

Rented
council/housing
Supported

Own home

Rented-private

Living on street

Hostel

Temporary
accomodation

Figure A Housing status 
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Annex B 
 
Questionnaire – please see overleaf. 



 

 

 

 

 

 

 

 

 
FARESHARE CLIENT QUESTIONNAIRE 

 
 
What is this about? 
 
FareShare is the leading charity that takes food that would otherwise have been 
wasted and distributes it to organisations across the UK, like the one you are 
visiting today.  
 
This questionnaire will provide essential feedback to FareShare to help it 
improve the services it provides to projects like the one you are visiting today.  
 
The questionnaire is designed for people aged 18 and over receiving food from 
this service. If you do not receive food from this service, or are not 18 or 
over, please do not fill in this questionnaire. 
 
What do I have to do? 
 
Please answer the questions in this booklet as honestly as possible by placing a 
tick () in one or more of the boxes, as instructed at each question. 
  
It shouldn’t take too long to complete, and we hope you will enjoy taking part. 
 
Who will see my answers? 
 
When you have finished filling it in, please place this questionnaire in the 
envelope provided and seal it. The envelope will only be opened by the 
independent researchers (NatCen Social Research) carrying out the survey. No 
one at FareShare or at this service will see your individual answers. 
 
How do I return my questionnaire? 
 
Please put your questionnaire in the envelope provided, seal it and post it back 
to NatCen directly yourself. There is no need to put a stamp on it. Or, if you 
prefer, seal it in the envelope and hand it back to the person who gave you the 
survey.  
 

 

THANK YOU AGAIN FOR YOUR HELP 
 
          

  SN:  1001 – 1007 

CKL: 1008 

CARD (01): 1009 – 1010 

BATCH: 1011 – 1015 

SPARE COLUMNS: 1016 - 1024 

 

Barcode 
CFMPersonSN PersonChk 





The first few questions are about the food you get here. 
 

Q1 Which meals do you eat at this service? 

PLEASE TICK ALL THAT APPLY 

    
 

() 

   

 
Breakfast  

1  
1025 - 

1028 

 
Lunch  

2   

 
Dinner  

3   

 
Snacks  

4   

 
None of these (I get food parcels only)  

5   

 

Q2 How often do you eat your main meal of the day at this service? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Always  

1  1029 

 
Often  

2   

 
Sometimes  

3   

 
Never  

4   

 

Q3 Which of the following do you get from this service? 

PLEASE TICK ALL THAT APPLY 

    
 

() 

   

 
Hot meals  

1  
1030 - 

1033 

 
Cold meals  

2   

 
Snacks  

3   

 
Food parcels  

4   

 

Q4 How long have you been getting food from this service? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Less than 1 week  

1  1034 

 
1 to 4 weeks  

2   

 
1 to 3 months  

3   

 
4 to 6 months  

4   

 
7 months to 1 year  

5   

 
More than a year  

6   

 
Don’t know  

8   

 



 

 

Q5 What is your main reason for getting food through this service? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
I can afford to eat here  

 1  1035 

 
I get good quality food here  

2   

 
It is convenient  

 
 

3 
  

 
It’s my only option  

4   

 
To eat with other people  

5   

 Other reason (PLEASE WRITE YOUR REASON IN THE BOX)  

 
 

 
 6   

SPARE COLUMNS: 1036 - 1049 

 
Q6a What are your reasons for visiting this service? 

PLEASE TICK ALL THAT APPLY 

    

 
() 

   

 Food 
 

01  
1050 - 

1071 

 Medical services 
 

02   

 Complementary health 
 

03   

 Housing advice 
 

04   

 Advice on other issues 
 

05   

 Referral 
 

06   

 Training 
 

07   

 Recreational or leisure activities 
 

08   

 Sense of being valued 
 

09   

 To meet people and socialise 
 

10   

 Other reason (PLEASE WRITE YOUR REASON IN THE BOX)  

 
 

 
 

11 
  

SPARE COLUMNS 1072 - 1089 
 



Q6b And what is your main reason for visiting this service? 

PLEASE TICK ONE BOX ONLY 

    

 
() 

   

 Food 
 

01  
1090 - 

1091 

 Medical services 
 

02   

 Complementary health 
 

03   

 Housing advice 
 

04   

 Advice on other issues 
 

05   

 Referral 
 

06   

 Training 
 

07   

 Recreational or leisure activities 
 

08   

 Sense of being valued 
 

09   

 To meet people and socialise 
 

10   

 Other reason (PLEASE WRITE YOUR REASON IN THE BOX)  

 
 

 
 11   

SPARE COLUMNS – 1092 - 1106 
 

Q7 How likely or unlikely would you be to come to this service if you 
did not get meals or food parcels? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Very likely  

1  1107 

 
Quite likely  

2   

 
Quite unlikely  

3   

 
Very unlikely  

4   

 
Don’t know  

8   

 

 



 

 

Q8 If you come to this service with your children, how important is it 
to you that you are all able to eat together as a family? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Very important  

1  1108 

 
Fairly important  

2   

 
Not very important  

3   

 
Not at all important  

4   

 
I do not come to this service with children  

5   

 
Don’t know  

8   

 

Your experiences of getting food from this service. 
 

Q9 Has accessing food from this service increased the number of 
hot meals you are able to eat per week? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Yes  

1 Please go to Q10 1109 

 
No  

2 Please go to Q11  

 
Don’t know  

3 Please go to Q11  

 

Q10 How many more hot meals a week do you now eat since 
coming to this service? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
1  

1  1110 

 
2-3  

2   

 
4-5  

3   

 
6-7  

4   

 
More than 7  

5   

 
Don’t know  

8   

 



Q11 How would you rate the overall quality of the food you get? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Very good  

1  1111 

 
Quite good  

2   

 
Neither good nor poor  

3   

 
Quite poor  

4   

 
Very poor  

5   

 

 

Q12 Since coming to this service, do you eat more or less of the 
following types of food? 

 
 

PLEASE TICK ONE BOX  

ON EACH LINE More About the same Less Don’t know 

 

a. Fruit and vegetables     
1112 

 1 2 3 8  

b. Bread and cereal     
1113 

 111 2 3 8  

c. Meat     
1114 

 1 2 3 8  

d. Hot meals     
1115 

 1 2 3 8  

e. Cold meals     
1116 

 1 2 3 8  

 
 
Your views about the food you get here. 
 

Q13 Since you started getting food from this service…   

   

PLEASE TICK ONE BOX  

ON EACH LINE Yes - improved Yes – got worse No change Don’t know 

 

a. …has your physical health changed?     
1117 

 1 2 3 8  

b. …have your energy levels changed?     
1118 

 111 2 3 8  

 

Q14 Do you feel that being able to have a meal at this service helps 
you face the day ahead? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Yes, helps a lot  1  1119 

 
Yes, helps a little  2   

 
No   3   

 
Don’t know  8   

 

 



 

 

Q15 Does eating a meal at this service…  
  

PLEASE TICK ONE BOX  

ON EACH LINE Yes No Don’t know 

 

a. make you feel part of a community?    
1120 

 1 2 8  

b. have a positive impact on how you feel?    
1121 

 111 2 8  

 

Q16 What do you enjoy most about eating at this service? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Having a meal  1  1122 

 
Having a variety of food  2   

 
Socialising (e.g. meeting with others)  3   

 
Saving money  4   

 Something else (PLEASE WRITE YOUR REASON IN THE BOX)  

 
   5   

SPARE COLUMNS: 1123 – 1137 
 

Q17 Have you saved money by getting meals from this service? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Yes  1 Please go to Q18 1138 

 
No  2 Please go to Q19  

 
Don’t know  3 Please go to Q19  

 

Q18 Have the savings you have made allowed you to …  
  

PLEASE TICK EITHER YES OR NO 

FOR EACH OPTION Yes No 

 

a. Visit family / friends?   
1139 

 1 2  

b. Travel to work?   
1140 

 1 2  

c. Attend job interview / job centre?   
1141 

 1 2  

d. Pay rent?   
1142 

 1 2  

e. Pay bills?   
1143 

 1 2  

f. Buy food?   
1144 

 1 2  

g. Buy clothes?   
1145 

  



 
Q18 
cont 

Have the savings you have made allowed you to …  
 

PLEASE TICK EITHER YES OR NO 

FOR EACH OPTION Yes No 

 

 1 2  

h.  Put petrol in car?   
1146 

 1 2  

i. Treat children?   
1147 

 1 2  

j. Buy school uniform?   
1148 

 1 2  

k. Do something else? (PLEASE WRITE YOUR  
     ANSWER IN THE BOX) 
 

  

1149 

 1 2  
SPARE COLUMNS: 1150 - 1164 

 

 
The next few questions are about food and cooking. 
 

Q19 Other than the food you get through this service, how often on 
average do you eat fruit, vegetables and other fresh produce? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Every day  

1  1165 

 
Several times a week  

2   

 
Once a week  

3   

 
Less often but at least once a month  

4   

 
Less often than once a month  

5   

     
 

 
  

  
  

 

 

 

 

 

Q20 Have you gone a day without a proper meal in the last month? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 Yes  1  1166 

 
No  2   

 
Don’t know  8   

 

Don’t know 

Never 6 

8 



 

 

Q21 In the last year, what is the longest period you have gone 
without a proper meal? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 Never 
 1  1167 

 A day 
 2   

 Several days 
 3   

 A week 
 4   

 More than a week 
 5   

 
Don’t know  8   

 

 

Q22 Do you find it hard to cook a meal for yourself or your family? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Yes, often  1 Please go to Q23 1168 

 
Yes, sometimes  2 Please go to Q23  

 
No   3 Please go to Q24  

 

 

Q23 Are there any specific reasons why you can’t always cook a 
meal for yourself or your family? 

PLEASE TICK ALL THAT APPLY 

    
 

() 

   

 
I cannot afford the ingredients I need  1  1169 - 

1176 

 
I don’t have the right cooking equipment  2   

 
I don’t see the point of cooking just for myself  3   

 
I don’t know enough about how to cook meals  4   

 
I’m not very confident at cooking  5 

 

 
 

 
I’m not physically able to prepare food  6 

 

 
 

 
My food is provided by a carer/meals on wheels  7 

 

 
 

 
No specific reasons  8   

 

  



 

Q24 Are you able to buy food on a regular basis? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Yes  1  1177 

 
No  2   

 

 

Q25 We would very much like to hear your comments on the food that you receive at this service. Please 
let us know how important it is for you to be able to access this food: 

 

  

1178 
SPARE COLUMNS: 1179 – 1229 

 

And finally some questions about you. Your answers will only be used to help us 
look at the range of people who use this service. They will not be used to identify 
you individually in any way. 
 

Q26 How old are you?  
 

 

   

 
Please write in     

1230 - 
1231 

  years    

 

 

Q27 Which of the following describes how you think of yourself? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Male   1  1232 

 
Female  2   

 
In another way (PLEASE SAY HOW) ____________________  3   

  

  



 

 

Q28 What is your ethnic group? 

PLEASE TICK ONE BOX ONLY 
 

White 

English/ Welsh/  

Scottish/ Northern 
Irish/ British Irish 

Gypsy or Irish 
Traveller 

Other 

(please write in 
below) 

1233 - 1234 

 
 01  02  03  04 

 

 Other White background:_____________________________________  

Mixed / Multiple ethnic  
Groups 

White and Black 
Caribbean 

White and Black 
African 

White and 
Asian 

Other 

(please write in 
below) 

 

 
 05  06  07  08 

 

 Other Mixed/Multiple ethnic background: ___________________________  

Asian / Asian British Indian Pakistani2 Bangladeshi Chinese  

Other 

(please write  

in below) 

 
 09  10  11  12 13 

 Other Asian background: _____________________________________  

Black / African /  
Caribbean / Black British African Caribbean 

Other 
(please write  

in below) 

4 

 

 
 14  15  16   

 Other Black/African/Caribbean background: _________________________  

Other ethnic group Arab 

Other 
(please write in 

below) 

3 4 

 

 
 17  18   

 

 Other ethnic background: _____________________________________  
      

 

Q29 What type of accommodation do you live in? 

PLEASE TICK ONE BOX ONLY 

    
 

() 

   

 
Rented – council or housing association  1  1235 

 
Rented – private landlord  2   

 
Hostel  3   

 
Living on the street  4   

 Temporary accommodation (e.g. bed and breakfast, staying with 
a friend/ relative)  5   

 
Supported accommodation  6   

 
Own your home  7   

 
Thank you for answering these questions. 

 
Please put your completed questionnaire in the envelope provided and 

post it back to us yourself. There is no need to put a stamp on it.  
Or if you prefer, give it back to a staff member. 


