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A Word from 
Our Founder

Last year was dominated by the pandemic, so introducing this report comes  
with very mixed emotions - a sense of pride and awe about what our volunteers, 
staff and partners achieved during that very challenging year, but also sadness 
and concern at the increasing level of need the crisis has triggered.

We are deeply grateful for the new partnerships and collaborations that 
formed rapidly in 2020 and the cementing of existing ones. Special thanks 
must go to Boots UK whose partnership launched at the beginning of last 
year. Their support allowed us to provide a national emergency response  
to the pandemic over the course of 2020. When our network of UK wide 
projects saw their donations from the public cease, Boots UK not only helped 
them maintain their stock by setting up drop off points in 245 stores, which  
remained opened throughout lockdown, but also provided the charity with 
over 620,000 essential personal care, household hygiene and PPE items.

Equally, I am humbled by the dedication, responsiveness and creativity  
that our central head office team and volunteers across the UK have shown. 
Without them, our work simply would not have been possible.

Our vision is that one day everyone living in the UK will have access to 
essential hygiene products and we will no longer need to exist. We believe  
no one should suffer the injustice of poverty. Sadly, as the economic impact 
of the pandemic continues to be felt, we continue to see the demand for our 
services increase from our community partners, as individuals and families are 
forced to make tough decisions between paying for basics such as food and 
utilities or keeping clean.

Difficult though this period is, we are encouraged by what has been achieved 
together thus far. I know our projects, volunteers, staff, supporters and partners 
will continue to show compassion towards others whilst also seeking to shape a 
more just society, in which everyone can afford to stay healthy, safe and clean. 

I hope you are inspired by our 2020 Impact Report and will join our movement 
to tackle hygiene poverty.

Best wishes,

Lizzy Hall 
Founder, The Hygiene Bank
September 2021

I would like to thank our 
Chairman, board of trustees,  
the operational team led by  
our new CEO and our volunteers 
for their tireless work to build a 
brighter future together.

“ “
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A Letter From  
Our Chairman

2020 was another flourishing year for The Hygiene Bank. We saw growth 
across our key metrics resulting in 152 active projects across the UK supporting 
1,400 community partners and delivering over 363,000 kg of personal care 
and household hygiene products. 

As with other organisations up and down the country, we faced the 
headwinds that were presented to us by the pandemic. We moved quickly 
to ensure the safety of our 409 volunteers and changed our collection and 
distribution strategy, so we were able to confidently deliver products to 
our new and existing community partners. Our partnership with Boots UK 
played a key role in supporting local communities with their major product 
donations and by helping us collect donations from the public via drop off 
points in their stores. 

In the summer of 2020, the board of trustees met for its annual strategic away 
day. The objective of this day was to define our vision, mission and values as 
well as agree on our prioritised initiatives to under pin our three-year plan. The 
trustees are now leading and implementing these initiatives through enhanced 
distribution, a national schools programme, collaborative partnerships and 
resilience in our 152 projects across the UK. With that, we are focusing on 
fundraising and seeking to raise the issue of the injustice of hygiene poverty.

In September 2020 we launched the UK’s first National Hygiene Week.  
The objective of that week was to raise awareness about hygiene poverty 
and to start new conversations in new places. We had a number of activities 
throughout the week, spanning three thought leadership webinars, sponsored 
treks and walks, support from MPs, celebrity quizzes and brand activations, all 
with the aim of creating new conversations.

Last year was phenomenal for The Hygiene Bank. On behalf of the board  
of trustees, I would especially like to thank our incredible volunteer network.  
They have shown tremendous dedication and commitment to helping those 
who suffer hygiene poverty in their communities.

Best wishes

Tom Poynter  
Chairman, The Hygiene Bank 
September 2021
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Poverty 
Landscape

The Cost of the Pandemic is to be Determined
Now more than ever we have an opportunity to tackle poverty by holding 
ourselves accountable for the inequalities holding many people back from 
fully participating in society. The depth of the pandemic’s impact will take 
time to understand, but with estimates of unemployment rates not returning  
to pre-pandemic figures until 20241, we know we need to act swiftly.

Before Covid-19, many were struggling to make ends meet. Whether it be the 
working poor, zero hour contract workers, ethnic minority households, single 
parents or those living with disabilities, millions lacked the means to afford the 
basics. With 22% of the population living in poverty before the crisis2, almost 5 
million people on furlough as of January 2021, and 6 million currently on 
Universal Credit3, recovery will take time. Looking at populations experiencing 
extreme material deprivation, 43% of those living in destitution most 
commonly lacked basic toiletries.4 Additionally, 65% of those in deep poverty 
prior to the crisis now have reduced hours, have been furloughed  
or became unemployed in 2020.5

The Hygiene Bank have been so helpful and 
supportive with no judgement or questions. 
When I was at my lowest, without a penny  
to my name, because of benefit mix ups. 
They were there to help me and my family 
get through the dark time. 

Knowing there was someone or a group  
that could help me with toilet paper or 
shower gel or even toothpaste was such a 
great comfort. It took a small weight of my 
mind and allowed me to focus on getting  
my benefits sorted. 

Undisclosed recipient 

“
“

1 Economic and fiscal outlook, (2020), Office for Budget Responsibility, http://cdn.obr.uk/CCS1020397650-001_OBR-
November2020-EFO-v2-Web-accessible.pdf

2 Long Covid in the labour market. (2021, February). Retrieved March 25, 2021, from https://www.resolutionfoundation.
org/app/uploads/2021/02/Long-covid-in-the-labour-market.pdf

3 Universal credit statistics, 29 April 2013 to 14 January 2021. (2021, February 23). Retrieved March 25, 2021, from https://www.
gov.uk/government/statistics/universal-credit-statistics-29-april-2013-to-14-january-2021/universal-credit-statistics-29-april-
2013-to-14-january-2021#:~:text=6.0%20million%20people%20on%20Universal,4.2%20million)%20received%20a%20payment

4 Joseph Rowntree Foundation. (2020). (rep.). Destitution in the UK 2020 (3rd ed., p. 8). York, England. 
5 Social Metrics Commission. (2020). (rep.). Measuring Poverty 2020 (p. 5). London, England. 
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6 Joseph Rowntree Foundation. (2021). (rep.). UK Poverty 2020/21: The Leading Independent Report (p. 3). York, England. 
7 Joseph Rowntree Foundation. (2021). (rep.). UK Poverty 2020/21: The Leading Independent Report (p. 5). York, England. 
8 Joseph Rowntree Foundation. (2021). (rep.). UK Poverty 2020/21: The Leading Independent Report (p. 5). York, England. 
9 Joseph Rowntree Foundation. (2021). (rep.). UK Poverty 2020/21: The Leading Independent Report (p. 5). York, England. 
10 United Nations. (n.d.). Goal 1: End poverty in all its forms everywhere. https://www.un.org/sustainabledevelopment/poverty
11 Joseph Rowntree Foundation. (2021). (rep.). UK Poverty 2020/21: The Leading Independent Report (p. 9). York, England. 

In 2020 we delivered almost 364,000 kg of hygiene products, seven times the 
achievement of the previous year, and more than doubled the community 
partners we serve. Yet we only scratched the surface in terms of need. 
Throughout the year we had a waiting list for both new community partners 
and schools in need of hygiene products. Sadly, it is not surprising that the 
demand for our services grew significantly, given 14.5 million people were 
living in poverty pre-pandemic.6

Before Covid-19 it was clear poverty impacted every stage of life, from 
babies to pensioners in the UK. One in five people were living in poverty 
before the pandemic representing: 

• 4.2 million children.7

• 8.4 million working-age adults.8 

• 1.9 million pensioners struggling to make ends meet.9

A key outcome for The Hygiene Bank is recognition amongst citizens and 
government that hygiene poverty is unjust. An indicator of whether we 
have accomplished this is the evidence of shifting perceptions of what it is 
like to not be able to keep clean. Additionally, we want to see our social 
movement grow, tapping into audiences who care but have yet to take 
action. We know the numbers of individuals unable to afford to keep clean 
will likely increase due to the long shadow of the pandemic. The Hygiene 
Bank’s commitment to reduce hygiene poverty is in alignment with the 
United Nations’ Sustainable Development Goal 0110 to end poverty in all 
forms everywhere. Now is our chance to collectively shape a future that 
ensures no one suffers the injustice of poverty.

Universal Credit:  
‘Keep the Lifeline’ Campaign

Universal Credit Standard Allowance and Working Tax Credit 
increased during 2020 by £20 per week. This has provided 
over £1,000 per year to households who were dealing with 
job loss, decreased income or hours, sickness, caring for 
others for example. Research from Trussell Trust revealed 
the boost helped make buying essentials easier for 72% of 
people on UC since early 2020. 

According to Joseph Rowntree Foundation (JRF) “Over half 
of those who live within families who receive Universal Credit, 
Housing Benefit or any of Employment Support Allowance, 
Jobseeker’s Allowance or Income Support were in poverty 
even before coronavirus, as were almost half of people who 
received tax credits.”11 

We joined JRF’s ‘Keep the Lifeline’ campaign requesting 
Parliament make the temporary £20 per week boost 
permanent. In the April 2021 budget review, the increase 
was extended for an additional six months. We know there 
is more work to be done to ensure there is a safety net for 
those experiencing poverty come Autumn 2021. 
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That one day everyone living in 
the UK will have access to essential 
hygiene products.

Bring communities, businesses and 
thought leaders together to tackle 
hygiene poverty by giving access to 
products and being a voice for change.

• We challenge injustice 
It’s not right that anyone should experience  
hygiene poverty. We take action by raising 
awareness to drive meaningful change.

• We foster wellbeing 
Everyone deserves to be able to care for themselves 
and their families. We know access to hygiene 
products is key to anyone’s health and wellbeing.

• We are compassionate 
We stand alongside those in crisis. Our purpose  
is to ensure no one is held back from participating  
in society because of hygiene poverty.

• We are community 
We believe in building stronger, resilient communities 
by working together to shape a more just society.

Our Vision

Our Mission

Our Values
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The Hygiene Bank’s  
Impact in 2020

2020 was our second full year of 
operations. Core organisational 
infrastructure was established to 
help sustain our rapid growth and 
meet the demand for our services. 
What resulted in 2020 has informed 
our strategy through to 2023. 

Highlights of what we achieved in 2020:

 409 active volunteers.

 152 active Hygiene Bank projects operated across  
the UK. 

 917 new community partners registered with the charity.

 1,400 total community partners registered with  
the charity.

 363,834 kg of personal and household hygiene 
products were distributed.

 774 drop off locations, 245 of which opened in  
Boots UK stores. 

 276 Schools were supported by our Official Schools 
Partnership Programme.

 24,000 followers across all social media channels,  
with more than 70 active social media accounts for 
local projects.

 Over £505,000 in funding was secured.

 A new CEO and Chairman were appointed.

 Scotland charity registration was obtained in  
January 2020. 

In this section learn more about the progress we made and the actions  
we took to help alleviate hygiene poverty in the UK.
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Our Volunteers

Challenging poverty on a local level
We are constantly in awe of the unbridled enthusiasm and generosity we 
witness day in and out from our volunteers. We had 409 active volunteers
who ran 152 projects across the UK in 2020. Despite the pandemic, they 
worked tirelessly collecting and distributing products to our community 
partners, building relationships with local councils and businesses on behalf 
of the charity, fundraising, tracking impact, and so much more. 

We support our network of volunteers by providing them with guidance, 
brand donations, accounting, fundraising expertise and the day-to-day 
logistical oversight they need to help relieve the pressure of hygiene poverty 
in their local communities. The charity is powered by our volunteers, and we 
are eternally grateful for their hard work. They are emblematic of the kind 
of future we can all build together if we raise our hand to get involved.

This year we engaged our volunteers by sending fortnightly newsletters 
which provided key messages and updates. We held regular “Town Halls” 
led by our Chairman and CEO. We also enhanced the members area of 
our website where volunteers accessed various resources and assets to 
confi dently and safely run their Hygiene Bank project. 

We acknowledge that we need to continue to build our engagement 
and support mechanisms for our volunteers and will prioritise this as we 
continue to develop the charity. 

409
active volunteers
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Our Projects

Our projects touched every corner of the UK providing tremendous reach, 
establishing regional partnerships and raising awareness that hygiene 
poverty is close to home. Last year our volunteers not only delivered seven 
times what they had done in the year prior, they also supported more than 
double the number of community partners we serve. This ensured thousands 
who were experiencing hardship could access washing up liquids for their 
homes, nappies for their babies and new toothbrushes for everyone in the 
family so no one had to share. Projects raised approximately £216,000 which 
was reinvested back into local communities, allowing them to purchase 
the exact products their community partner’s clients needed during these 
challenging times. 

152
active projects
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After her employer ran a December 2018 drive to collect products for  
The Hygiene Bank, Jo Gilbert decided to set up The Hygiene Bank Doncaster 
in January 2019. Although she had not done much charity work before, 
once she heard about hygiene poverty the penny dropped and she knew 
she wanted to do more for those who could not afford the basics. 

The project grew quickly. She found another volunteer, Serena van der 
Meulen, to co-lead, and soon after they received funding from the Doncaster 
Business for the Community. This enabled them to lease a small storage space 
and increase the number of community partners they supported, whilst 
giving the young project local credibility. They also took to social media to 
encourage the public to donate products, funds and/or volunteer.  
Although this initially was met with some stigma around perceptions of 
persons experiencing poverty, gradually they saw individuals taking on a 
more compassionate view, and in several instances, donating products. 

After over 500 homes were impacted by flooding in Doncaster in 2019, the 
shipping company DHL got in touch to see if the project could distribute 
surplus stock to those in need. They took on 12,192 kg of products, which 
helped families by providing cleaning supplies and other hygiene essentials. 
SC Johnson then heard about the project through DHL and offered 184 
pallets of cleaning products, which they distributed and shared with other 
The Hygiene Bank projects across the UK. 

Case Study: 
The Hygiene Bank Doncaster

This week we were able to provide a full range  
of hygiene items to a man recently homed after a 
period of homelessness. He has been able to clean 
his new home top to bottom, has detergent for  
the washing machine gifted to him, plus a range  
of personal health items. This has given him a 
wonderful start in his new life.

Food Aware, THB Doncaster Community Partner

“ “
In 2020 they grew to a team of nine volunteers who distributed 45,835 kg of 
products and raised over £32,000 in funding to purchase hygiene essentials 
and storage. At the end of the year, they secured a £60,000 grant from the 
Doncaster City Council and Department of Work and Pensions in support 
of their Covid-19 response work in 2021. This was a huge endorsement of 
the project, which grew from supporting five community partners in 2019  
to 45 in 2020.   

Several of our volunteers take on a similar approach to building their 
projects from the ground up, sustaining their efforts with consistent brand 
donations, having an active social media presence and garnering support 
from local councils and businesses. 
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In 2020, 1,400 organisations such as schools, churches, and refugee support 
were registered with the charity. They off er the products we distribute as a 
supplement to their services. Giving to The Hygiene Bank is a simple way to 
support not just one, but hundreds of organisations. We received consistent 
feedback from our community partners about the importance of our work, 
reiterating how personal hygiene makes their clients feel more confi dent 
and helps their self-esteem. Equally, several end users shared how some had 
lost their jobs due to the pandemic and how challenging it was to aff ord 
the basics. 

Adam struggled to aff ord the basics, including hygiene 
products. Every time we met, I noticed he was not able to 
keep clean and it was aff ecting his self-esteem. As his Key 
Worker, I knew he was going to school 18% of the time, 
and most of his friends were online. When we meet up, 
he rarely looked me in the eye and was not interested in 
much conversation. I felt not being able to keep clean 
was aff ecting his confi dence and it was important he 
had access to hygiene products, so I began to search 
online for charities who provide personal care items and 
came across The Hygiene Bank. This was in the summer of 
2020. The local project very quickly provided essentials I 
was able to turnaround and give to Adam without much 
fanfare as he had not requested them in the fi rst place. 

The next time I saw Adam I barely recognised him. The 
transformation was immediate from his appearance to his 
attendance in school rising to 100% to hearing of new friends 
he met up with in person. He did so well in school he went 
onto university and I am happy to report is doing really well. 

The Hygiene Bank is a great resource for our young people, 
it allows them to be able to spruce themselves up to be 
spick and span at a time when money is tight and toiletries 
are fi nancially out of their reach. To be able to feel clean 
and fresh is a nice thing and it is something that is expected 
of people.

From an Advisor’s perspective it can be a diffi  cult subject 
to discuss with our young people and simply having the 
resource available makes things easier for us in our work.

Key Worker

Our Community 
Partners “
“

*This statement is from a Key Worker we support. The names have 
been changed or excluded to protect the subject’s identity.

917
community partners

Adam’s Story*
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Distributed Products 
and Our Drop Off  Points

£3.5 million worth of products 
distributed to those who needed it

Products distributed
We distributed over £3.5 million worth of product across the UK in 2020. This 
ranged from basic essentials like soap, shampoo, and laundry powder to 
luxury items such as makeup, bubble bath and face lotion. This would not 
have been possible without the public purchasing products online via our 
wish lists, brands stepping up and donating tonnes of products and fi nancial 
support from donors. Our volunteers and Head Offi  ce team ensured hygiene 
products were delivered to those who supported individuals and families 
pulled into poverty.  

Drop off  Locations
For the majority of 2020 we were unable to accept product donations directly 
from the public. This was a huge shift  for the organisation, which had previously 
depended on the public to drop off  unused, in date toiletries and household 
cleaning products to one of our collection points. 

Although most of our drop off  locations were temporarily closed in 
accordance with government and PHE guidelines, we opened 245 drop off  
points in Boots UK stores last year. Equally, the public purchased products 
directly from our For Common Good (formally Easho) and Amazon wish lists, 
resulting in thousands of product donations bought online. A testament to 
the public’s increasing awareness and support of our work. 

773
drop off  locations 
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The Hygiene Bank contribution has been 
invaluable. Many contributions are in food 
form, but these products are so essential. 
These products were not expected by our 
families and clearly greatly appreciated. 

The Foresters Community Foodbank (Adwick)

“ “



Case Study:
Our Strategic Partnership with Boots UK

“
Supporting eff orts to end hygiene poverty in local communities has been a 
mission for Boots UK since it opened its doors over 170 years ago. Soap was 
one of the fi rst non-medicinal products that Boots UK Founder Jesse Boot sold, 
because he recognised that basic hygiene is the foundation of good health. 
Since then, Boots UK has continued to provide aff ordable healthcare and 
basic hygiene products to millions in the UK. 

In 2020 Boots UK and The Hygiene Bank launched their partnership to 
provide essential hygiene and personal care products to those living in poverty. 
With the help of Boots UK and their customers and colleagues, they donated 
over 620,000 products, helping us reach over 155 local communities and 
supporting over 775 charities, including food banks, women refuges, homeless 
shelters and NHS workers.

Boots UK has demonstrated the ideal collaboration between a brand and 
charity by helping raise awareness about the hidden hygiene poverty crisis 
whilst providing hygiene essentials to those in immediate need of the basics.

The community of Moira 
has really gotten behind 
The Hygiene Bank and we 
have had an overwhelming 
response! We are delighted 
to be able to help those 
struggling, especially during 
the pandemic. 

Terry Cunningham, 
Boots UK Employee, Moira

“
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Our Educational 
Partnerships

Food banks set up in 1 in 5 schools in the UK12

With over 4.3 million children living in poverty in the UK, there is a depth of 
poverty that impacts the critical development stages of too many young 
people. When you realise that 30% of students in classrooms are officially poor 
in the UK13, meaning roughly 9 in 30 students are showing up to school hungry 
and unable to keep clean, it is paramount we take action to resolve this crisis. 

In 2020 we supported 276 schools, delivering almost 48,000 kg of products  
to students and their families. We did this by distributing products donated  
by brands and the public and by purchasing essential packs including 
toothbrushes, toothpaste, shampoo, conditioner, body wash, washing up 
liquid and toilet rolls. In addition, during National Hygiene Week we launched 
educational resources for schools to include in their PSHE curriculum, focused 
on raising awareness and compassion for those experiencing hygiene poverty. 
We also began developing an Educational Partnership Programme focused 
on two strands – mental and physical well-being and children’s rights. This 
strategy will prioritise areas of deprivation where we will set up our three 
delivery models – volunteer community, corporate support and educational 
partnership – to allow for sustained support for the schools and trusts we 
work with.

I am overwhelmed at not only the amount of 
products but also the quality.

As a mother I must admit I have been struggling 
with having the children home so much in the 
winter months money-wise and with some 
weeks having to make the choice of putting an 
extra £5 on the gas and buying the cheaper 
soap powder, the hygiene bag was an absolute 
blessing! I really believe personal hygiene plays 
a big part with one’s mental health so knowing 
those products are there is such a relief! I also 
think it helps the children maintain a ‘school 
morning’ routine of getting up, having a wash, 
brushing teeth and putting clean clothes on 
every morning and feeling clean makes them 
ready for a day of learning and working harder. 
Thank you so much.

Undisclosed recipient, West End Schools’ Trust

“
“

12 Butler, P. (2021, March 4). One in five UK schools has set up a food bank in Covid crisis, survey suggests. 
The Guardian.

13 Child Poverty Action Group. (2020). (rep.). Tackling Child Poverty: A guide for Schools. Retrieved from 
https://cpag.org.uk/policy-and-campaigns/report/tackling-child-poverty-guide-schools 
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Infl uencing the 
Hygiene Poverty 
Conversation

Destigmatising being unable 
to aff ord to keep clean

Hygiene care was a prevalent conversation in 2020. Everyone 
was suddenly expected to have access to PPE and personal/
household hygiene products to protect oneself, their family 
and the community from transmitting or catching Covid-19. 
Meanwhile, millions experienced decreased wages due to 
furlough, reduced hours, job loss, higher utility costs from home 
schooling, and additional unexpected expenditure. 

In both social media and the press we created new 
conversations about the impact of hygiene poverty in the UK 
and how to take action. In particular we launched National 
Hygiene Week in 2020 which gained signifi cant local and 
national attention, with coverage from Metro.co.uk, Big Issue, 
BBC Radio 2, Edinburgh News and other media outlets. In 
December 2020 Boots UK chose to feature The Hygiene Bank 
in its Christmas advertisement to raise awareness about the 
millions of people who are struggling to aff ord the basics. 
Since 2019 we more than doubled our reach, with over 24,000 
followers across our social media channels, plus over 70 local 
project social media accounts. 
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During NHW 2020 we asked everyone 
to say “BOGOF to Hygiene Poverty”. 
Artwork created by Southpaw Agency.

NATIONAL
HYGIENE
WEEK

TO HYGIENE 
POVERTY



National Hygiene Week
Last year, several organisations in the third and private sectors participated  
in National Hygiene Week (14th-20th September 2020), delivering events  
and actions such as thought leadership discussions, educational resources  
for schools, a Metro.co.uk sponsored trek, media coverage, and support  
from 11 MPs. Participating organisations included Boots UK, FareShare, 
icanyoucantoo, In Kind Direct, Joseph Rowntree Foundation, Little Village, 
Mayor’s Fund for London, Trussell Trust, Star Academies, and Women’s Aid. 

The success of the first National Hygiene Week demonstrated the need to 
continue to create new conversations about a wider safety net for those 
experiencing poverty. We were pleased to collaborate with partner 
organisations to raise awareness and will do the same in 2021. From the  
5th-11th July 2021, The Hygiene Bank will host the 2nd annual National  
Hygiene Week with online and in person activities focused on how we  
can tackle hygiene poverty together. 

Give the Gift of Clean:  
Our #ITSINTHEBAG Christmas Appeal
Each year we work with our volunteers and community partners to deliver gift 
bags around Christmas to homeless persons, those suffering domestic violence, 
care leavers, refugees and others in need.

Due to lockdown restrictions, we knew we had to get creative to ensure we safely 
distributed gifts to those who may otherwise go without. Instead of the public 
taking their personal bags and filling them with hygiene products plus a luxury 
gift as we did in the past, we took our campaign online and asked people to 
purchase a series of pre-packaged bundles via For Common Good, offering a 
range of hygiene products for women, men, girls, boys, mums and babies. We 
also worked with Boots UK, who provided luxury items to pair with our essential kits.

We distributed nearly 5,000 Christmas bags to our community partners, including 
2,000 care leaver bags donated by Boots UK. In total we raised over £26,000 for 
this initiative, which allowed us provide thousands of bespoke bags to families 
and individuals over the Christmas period.

Key highlights included:

• 40 new volunteers  
joined the charity

• 19 new community 
partners and five schools 
joined our network

• Over £60,000 in funding 

• Over 10,000 units of 
products donated  
by brands
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Fundraising Support

We are all in this together
The Hygiene Bank has received support from regional round 
tables, Lions Clubs, community and national foundations 
and trusts, corporations, online campaigns and individual 
donors. We have raised funds through grant applications, 
campaigns like National Hygiene Week, text donations,  
CSR programmes and more. 

Across all funding streams we secured just under £506,000, 
approximately £290,000 of which were unrestricted funds, 
allowing us to have greater flexibility in how we reinvest in 
our operations. With that, our coalition of volunteers rolled 
up their sleeves to fundraise online via grant applications 
and crowd funding, resulting in £216,000 to be reinvested 
into local communities. 

Our key learning remains that as our reach expands, we 
require sustainable financial contributions to support 
operational costs and will increase our fundraising capacity 
to accomplish this.  
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Pre-Covid-19, a vast majority of our product 
donations came from the public, so once 
most of our drop off points were no longer 
accessible, our donations from the public 
reduced drastically. 

Covid-19’s Impact
We acted quickly to deliver hygiene products  
to local communities across the UK. It was 
critical our focus shifted to working with brand 
partners to gather donations and simultaneously 
raise funds to purchase products.

In 2020, we saw endless goodwill and 
compassion for those who faced difficult 
decisions such as paying for heating or being 
able to buy cleaning supplies for the home. 
We are keenly aware there will be many more 
struggling financially and in need due to the 
pandemic, especially when the furlough scheme 
ends. As we transition out of lockdown, we will 
continue to assess the strategic implications as 
we refine and improve our operational model 
moving forward. 

Focusing on the impact of COVID-19 will be 
essential to ensure we provide support to those 
most in need. We know the pandemic has hit 
areas of deprivation hardest. As the economic 
impact is better understood it is likely that 
demand for The Hygiene Bank will be greater.
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Case Study: 
Supporting NHS During Exceptional Times

We are writing to thank you, The Hygiene Bank 
and Boots UK for your extremely kind and generous 
donation of hygiene products in response to the 
COVID-19 pandemic.

Your donation has made a valued contribution 
to maintaining the health and wellbeing of NHS 
staff  and lift ing morale during a very challenging 
and diffi  cult time for everyone. The NHS has been 
overwhelmed by the generosity and thoughtfulness 
of individuals, businesses and organisations, and 
we cannot emphasise how much this has been 
appreciated at a local and national level. 
Sometimes the simplest things can mean the most.

Prerana Issar, NHS Chief People Offi  cer

At the start of the pandemic Boots UK quickly donated over 200,000 hygiene 
products to help support NHS staff  and our community partners across the UK. 

With distribution support from FareShare products were made available to 
help frontline workers have access to hygiene essentials. Initially, we supported 
NHS heroes who did not have time to shop, and if they did, there was no 
stock. It was our privilege to thank them.

The donation from Boots UK not only helped NHS workers access hygiene 
essentials, but also went to our community partners who delivered products 
to their service users pulled into poverty.

“
“
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Plans for the future 

The pandemic has reinforced that the 
balance in life which can shift without 
a moment’s notice whether that be 
bereavement, illness or job loss.
The demand for our services increased and yet we know there 
are many more communities we could have reached given the 
resources. In response, we are setting out our strategy over the  
next three years, enabling us to grow and sustain our infrastructure, 
improve our services, support local communities and spark 
generative hygiene poverty conversations.
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Investing in our capacity 
We believe increasing our internal staffing capacity  
is fundamental to ensuring our sustainability.

Infrastructure
We are reviewing our delivery models and business 
process efficiencies with plans to expand our network 
into more areas of deprivation.

Strategic partnerships
We seek committed partners to collaborate with us  
to find innovative ways to challenge poverty.

Key Initiatives:
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Focus on schools
We are developing our educational partnership strategy, 
which will prioritise areas of deprivation in the UK.

Social Justice
We know there are many who are still unaware hygiene 
poverty exists in the UK. We want to change that by 
starting new conversations, discussing what it is like when 
you cannot afford to stay clean, safe and healthy.

Hygiene poverty research project
We plan to commission a study on the physical and 
mental impact hygiene poverty has on children, women 
and men in the UK. Once completed, we will share the 
findings far and wide to help raise awareness and help 
destigmatise hygiene poverty.



The trustees have a policy of maintaining unrestricted 
reserves sufficient to meet at least three months of the 
working capital requirements of the charity. 

We have a business plan that is expected to generate 
£728,000 of income from grants and donations for 2021. 
This will help us in building an operational structure  
that will enable us to respond to the needs of our  
local communities in addressing hygiene poverty.  
We recognise our business plan and strategy will need  
to be adaptable and responsive due to the evolving 
impact of Covid-19, the global socio-economic rise in 
poverty and the potential for joint efforts with peer 
organisations, businesses, the public and government.

Our Trustee Annual Report 2020 contains our audited 
accounts.
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Our accounts have been prepared on an accruals basis.

Grants were received from various organisations including: ASDA; Ashford 
Borough Council; Beccles Town Council; CAF Emergency Fund; Cambridge 
Community Fund; Charities Trust; Charles Lewis Foundation; Charterhouse; 
Cheltenham Borough Council; Coyler-Fergusson; Crisis UK; Danson 
Foundation; Doncaster Business Community; Doncaster Council; Enkalon 
Foundation; Friarsgate Trust; Glamorgan Council; Godstone Parish Council; 
Groundwork; Grace Trust; Hertfordshire County Council; Homity Trust; Hunter 
Foundation; John Bourne Foundation; Kent Community Foundation; the 
Lions Club; Munro Charitable Trust; National Lottery Community Fund; Norfolk 
Community Foundation; Oxted Parish Council; PCC St Stephen; PCC Sussex; 
Richard Watts Charity; Rotary Club; Ruils; Sevenoaks District Council; 
Sevenoaks Roundtable; Sevenoaks Town Council; St Albans City & District 
Council; Stoke City Council; Suffolk Community Grant; Spelthorne Better 
Neighbourhood Grant; Tamworth Roundtable; The Waterloo Foundation; 
The Moondance Foundation; and Wakeham Trust. 

Support has also been received from other organisations including:  
Axa PPP; Barclays; Cardiff Vineyard; Ecclesiastical Insurance Plc; EUI Limited; 
Hastings Direct; Make it Locally; Meg & Bee; Pfizer; Prudential; Purenique; 
Royston Limited; St Georges Parochial Church; Taylor Wimpey; the Big Yellow 
Self-Storage Company; The Old Roffensian; Translink; Waitrose Plc; Western 
Power; UNUM; and Zee Bees.

The donated hygiene goods that have been distributed by the charity for the 
year were estimated to have a value of £3,500,000 (2019 restated: £268,000).

This has been included as income in the Statement of Financial Activities.

Additionally, the charity has received support from other organisations that 
have donated goods and services to aid in the running and promotion of the 
charity. The value of the goods and services recognised in the Statement of 
Financial Activities for the year was £127,000 (2019 restated: £37,000).

Finances

Total expenditure

93% Products

4% Direct charity costs*

2% Support costs

1% Fundraising

* Direct costs include: storage rent, 
postage, marketing, computer, 
subscriptions, audit



Thank you 

We owe a great debt of gratitude to our volunteers who persevered 
during these incredibly challenging times. To our brand donors who 
supplied communities across the UK with hygiene products when they 
needed it most. To our ambassadors, corporate and brand partners, 
thank you for bolstering our cause by providing us the support we 
needed in order grow our reach. 

Charities like The Hygiene Bank would not exist without the generosity 
of donors, businesses, the general public and local communities. 
Our impact is a direct result of the incredible eff ort from those who 
want everyone to stay clean, healthy, and safe.

Image courtesy of Canva
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We are always in need of 
donations and volunteers, 
so if you want to get 
involved please visit our 
website to learn more or 
consider supporting us by 
making a donation to our 
JustGiving page. 



General 
Information

Registered Address
DAC Beachcroft 
The Walbrook Building
25 Walbrook
London
EC4N 8AF

Correspondence Address
PO Box 639
Sevenoaks
TN13 9UZ

www.thehygienebank.com
enquiries@thehygienebank.com
@thehygienebank

The Hygiene Bank is a registered charity in England 
and Wales number: 1181267 and Scotland: SC049895. 

Publish Date: September 2021
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