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Parentkind exists to;

Empower[ing] all with parental or 
educational responsibility to improve 
the life chances of children, young 
people and their communities.

our purpose



As Parentkind we are guided by these values which gives us the strength to succeed.

Brave 
We address issues head on; 

Informed 
We base our decisions and  
actions on fact;

Co-operative 
We work together to achieve  
more than we can on our own;

Entrepreneurial 
We embrace ideas knowing we  
will sometimes make mistakes  
but we will learn from them; 

Progressive 
We challenge ourselves and  
others to make change.   

our values

We are,



Our plan for the next three 
years is to focus on

our four  
strategic  
pillars

We have put together a list of actions to help us achieve 
our goals in these four pillars and working together, as 
a team, is crucial to achieving this. It is also expected 
that, over the next three years, new actions will emerge 
and these will be considered as they become relevant. 
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growth In order to develop 
our ambitious plans, 
we need to grow as a 
network by attracting 
and retaining more 
PTAs to both broaden 
our opportunity to 
influence within the 
education system and 
to provide vital financial 
resource to support  
our charitable work. 

The key to achieving this is 
through an active focus on both 
PTA membership recruitment 
and retention, continuing to 
develop a relevant and useful 
product offering and through 
advocating for the addition  
of a PTA within schools.
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It is noted that the current 
average revenue per PTA  
member is £117 with total income 
in 2020 being just in excess  
of £1.4 million. If Parentkind 
subscribed all existing PTAs who 
are not currently in membership 
(14% of schools), estimated 
revenue growth would be 
£430,000. £4
30

k
If a utopia could be 
reached that all schools 
had a PTA and were a 
member, the estimated 
revenue growth would be 
in excess of £1.2 million.£1

.2
m
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by 2025:
our 
growthKPIs

We will have 5% 
more PTAs within 
our membership, 
while achieving a 

95% retention rate  

We will support  
PTA members 

to raise at least 
£1/4 billion  

per year

We are currently in 
a marginal number 

of nurseries. We 
will increase this to 

5%

We are currently 
in 55% of Primary 
Schools. We will 

increase this  
to 60%

We are currently in 
25% of Secondary 
and Post-Primary 
Schools. We will 

increase this  
to 30%

47% of parents 
would be likely 
to get involved 
in their PTA. We 
will increase this 

to 55%

We are currently 
in 55% of 

Independent 
Schools. We will 

increase this  
to 60%

The current Net Promoter 
Score amongst our PTA 

membership is 60.  
We will increase this to  

above 80, which is 
categorised as world class



growthactions
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Prioritising PTA 
membership support, 
considering specifics 
such as succession 
planning and resilience;

02
Ensuring our content is 
generationally relevant 
and addresses the needs 
of members, such as 
through addressing  
a PTA’s key challenges, 
and that it is delivered 
in ways that each 
generation of PTA 
members wishes to 
consume it. PTA member 
engagement will be 
looked at as a discrete 
proposition, beginning 
with the launch of the 
new website;

03

We have developed 
a series of pillar 
specific actions to 
help achieve our 
GROWTH KPIs. 
These include: 

Giving specific 
thought to the 
nuances between such 
factors as nurseries, 
primary versus post-
primary / secondary, 
MATs, Independent, 
SEND/SEN schools, 
nations and regions 
when targeting and 
supporting PTA 
membership;

01

our
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Building a strong 
national PTA brand that 
moves away from any 
legacy stereotypes and 
brings huge benefits to 
PTA members locally;  

05

Providing insights as 
to the general public’s 
perception of PTAs, 
understanding the 
barriers to getting 
involved and what PTAs 
perceive is going well 
and where additional 
attention may be 
warranted; 

07
Clarifying our value 
proposition, such as 
through communicating 
that our 65 years’ 
heritage means we 
understand what cover 
PTAs need and will use 
this knowledge and 
expertise to support 
PTAs and meet their 
insurance needs. At 
the same time, we will 
ensure that the broader 
offer is clearly conveyed, 
particularly our ability to 
help PTAs maximise their 
fundraising efforts;

04

Considering whether 
there is an opportunity 
to resource regional 
support through 
exploring various 
models;

08
Emphasising the wider 
PTA benefits of the 
development of school 
community beyond the 
fundraising benefits. 

09

Creating a sense of 
belonging to other PTAs 
and Parentkind; through 
networking, training, and 
celebrating achievement; 

06 will take place in a resilient 
way so that there is no 
over-reliance on a single 
revenue stream. For example, 
exploring other memberships 
and collaborations.

growth



Inclusivity
Reflecting the diversity of the school community 
through our PTAs, our research and general 
parental participation in children’s education is 
vital if we are to have the biggest positive impact 
on children and young people’s lives and if we are 
to remain a relevant and important advocate for 
those with parental responsibility. To achieve this, 
we need to work to break down any barriers to 
participation and ensure that we are reaching and 
supporting parents in education that are most  
in need in the most disadvantaged areas. 

Equality, diversity and inclusion 
are at the core of all four pillars  
of the strategy



It is recognised that we need to 
gather some baseline data that will 
support the development of our 
KPIs beyond the initial format that 
we have used and that we will need 
to develop systems that capture 
this information on an ongoing 
basis. The earliest work on this 
strategic pillar will be to develop 
these KPIs further. 

Current Index of Multiple 
Deprivation (IMD) of active 
PTA members in England* 
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* An index of multiple 
deprivation is the 
official measure of 
relative deprivation 
in a small area with 
1 identified as the 
most disadvantaged 
and 10 the least.



Current Welsh Index of Multiple 
Deprivation (WIMD) of active  
PTA members*
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Current Northern Ireland Multiple 
Deprivation Measures (NIMDM)  
of active PTA members*

* Northern Ireland 
Multiple Deprivation 
Measures is the 
official measure of 
relative deprivation 
in a small area with 
1 identified as the 
most disadvantaged 
and 10 the least.
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* An index of multiple 
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in a small area with 
1 identified as the 
most disadvantaged 
and 10 the least.



Number of PTAs in Membership - By England Region

Number  
of Schools

3,889

2,796
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2,638
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65%

60%
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40%

33%

20%

% of  
Total  

Schools
ENGLAND REGION

Number  
of  PTA 

Members

2,607

1,805

1,554

979

502

1,393

1,047

781

634

South East England 

East of England 

South West England 

East Midlands

North East England

North West England

West Midlands

Yorkshire and the Humber

London

inclusivity



by 2025:
our 
inclusivityKPIs

12% of our PTA 
membership in 

England, 17% in Wales 
and 24% in Northern 
Ireland are currently 

in schools in IMD 1 - 3, 
whereas 15% are in IMD 

10, 10% in Wales and 
8% in Northern Ireland. 

We will increase our 
PTA membership so 

that it is reflective of the 
distribution of schools 

within IMD areas.

We will ensure that PTA 
committee members 

will more closely reflect 
the demographics of 
society, as denoted  

in the national  
census data.

We will ensure 
that parental 

contribution to our 
research reflects the 

demographics of 
society, as denoted  

in the national 
census data.

We will ensure that the 
‘Blueprint’ is rooted 
across schools that 
are reflective of the 

distribution of schools 
within IMD areas. 

We will remain an 
inclusive and supportive 
place to work and ensure 

that the percentage of 
staff and applicants with 
protected characteristics 

reflects the demographics  
of society.



inclusivity

Identifying and 
working with specialist 
stakeholders who are 
able to influence and 
support our work in 
making sure parental 
participation is fully 
diverse and inclusive;

03

Continuing to embed 
the Blueprint for Parent-
Friendly Schools, 
ensuring that its content 
clearly advocates and 
supports inclusivity;

Giving consideration  
to how to gather  
the baseline data  
to support our KPIs; 

01

our

Investing in ensuring 
that our research is 
inclusive; 

02

Actively targeting schools 
in under-represented 
communities;

We have developed 
a series of pillar 
specific actions to 
help achieve our 
INCLUSIVITY KPIs. 
These include: 

actions
04

05

inclusivity



Completing the work to 
ascertain whether a formal 
remote working policy 
enables us to recruit a more 
diverse team of staff who are 
able to input views from more 
diverse communities, which 
will support multiple strategic 
pillars of work.

Achieving greater 
geographical presence, 
especially across all 
regions in England, 
recognising that our 
PTA membership is 
currently dominant 
within the South East 
of England given the 
affluence of the region; 

07

Supporting our PTA 
members to be inclusive, 
moving away from any 
legacy stereotypes;

08

Actively seeking third 
party funding, such 
as from government, 
for a PTA start up fund 
for schools located 
in disadvantaged 
communities;  

06

Ensuring that our 
content resonates with 
all parents, including 
considerations such as 
reasonable adjustments 
and being available in 
multiple languages;

09

Continuing to diversify 
our staff team so that 
we are bringing in a 
wider representation 
of views from different 
communities and from 
a wider geographical 
representation of the 
country; 

10

inclusivityour

actions 11



In order to achieve the best outcomes for children 
and young people, we need to ensure that we have 
the gravitas to be able to influence. This comes 
through the size of our representation (growth), 
being relevant (inclusivity) and ensuring that we 
have strong evidence to support our assertions  
so that we are seen as a key authority. 

The key to achieving this is through leveraging 
our ‘industry’ knowledge and professionalism to 
continue to establish our credible position, using  
the strong evidence base that we are developing  
and maximising the coverage of our work.

Credibility



We will achieve a  
satisfaction score of above 75% 

from educational professionals 
that have taken part in our 

‘Blueprint’ training.

We will introduce CPD for 
educational professionals  
and increase the number  

of hours year on year. 

52 was our average media 
mentions per month over 
2021. We will increase to  

  75 per month.20,000  
parents are currently 

subscribed to our 
Parent eBulletin.  
We will increase  

sign ups by  
15%

3% of the population 
across the UK recognise 

Parentkind as a brand. We 
will increase our brand 

recognition across PTAs, 
parents and schools.

by 2025:
our 
credibility KPIs

We will be recognised  
as the experts and the trusted 

voice of those with parental 
responsibility in education 
by government agencies, 
businesses and influential 

individuals.

credibility



credibility
actions

Co-ordinating high-level 
stakeholder engagement 
by providing advice 
based on gathered 
intelligence and 
evaluating impact;

Continuing to gather 
case studies of good 
practice and celebrate 
achievements through 
awards;

We have developed 
a series of pillar 
specific actions to 
help achieve our 
CREDIBILITY KPIs. 
These include:

Gathering compelling 
research evidence 
that demonstrates 
the positive impact of 
parental participation 
in education and 
widely disseminate this 
through channels such 
as the media;

our

Continuing to embed the 
Blueprint across schools, 
ensuring we are collecting 
data on and evidencing 
the difference being 
made;

02

0101

Building a 
representative, 
longitudinal quantitative 
and qualitative base;

03

0104

0105

credibility



Providing advocacy of 
the voice of those with 
parental responsibility 
around key current 
issues through 
gathering appropriate 
data. This evidence  
will be delivered in  
a non-political way;

Where appropriate, 
providing informed 
solutions to the issues 
that we provide 
evidence for and 
broadcast these widely;

Considering whether 
there is an opportunity 
to impact the 
relationship between 
teachers and those with 
parental responsibility 
right at the point of 
training;

Clearly defining,  
with evidence, the  
link between PTAs and 
positive outcomes  
in education;

Developing our  
general parent 
content to support the 
transition from nursery 
to primary and primary 
to post-primary / 
secondary, and to help 
parents to achieve  
the best outcomes 
when dealing with  
key conversations  
at school;

In addition to maximising 
our own media coverage, 
ensuring content is 
available for schools/
PTAs to be able to 
promote the positive 
outcomes from their own 
efforts in the local media, 
recognising this will 
potentially inspire other 
parents and educators. 
Ensuring any templates 
also make reference to 
Parentkind in the hope 
that the media also 
include reference 
to the charity;

Carefully select 
appropriate Ambassadors 
for the charity, recognising 
the ability of ‘celebrity’ to 
amplify charity voice and 
attractiveness, accelerate 
policy change and help 
secure funding.

07

0106

Developing shared 
measurement 
approaches to enable 
self-auditing and 
quality assurance and 
to maximise evidence 
of effectiveness;

08

0109

0110

11 0112 13

credibility



In order to maximise our impact, 
we recognise that that this will 
not be achieved by working 
alone and it is important that we 
work collaboratively with other 
stakeholders to achieve our 
goals. Because we are outcomes 
focussed, it means that we 
recognise that it will not always be 
Parentkind’s ‘name above the door’ 
but that we will be the influencer 
to affect the change that we have 
identified the need for.

Collaboration
The key to achieving this is 
very clearly linked to our other 
strategic pillars and hinges on 
our credibility and relevance 
(inclusivity and growth) as 
well as ensuring our policies 
are developed ‘open book’ 
and that we are establishing 
clearly defined plans for 
stakeholder engagement so 
that interactions with us are 
seen as adding value to the 
other parties.



by 2025:
our 
collaborationKPIs

We will use the 
collaboration 

ladder to 
define the 
degree of 

collaboration 
that exists 
with each 

stakeholder.

We will have 
increased 

membership 
for our parental 

participation 
in education 

parliamentary 
groups by 10%  

to help to  
influence our  

policy solutions.

We will have 
a partnership 

satisfaction rating 
score of above 

75%
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collaboration
actions Identifying top 

influencers through 
stakeholder mapping;

Creating networks for 
mutual benefit through 
sharing information and 
co-operating on activities;

We have developed 
a series of pillar 
specific actions to 
help achieve our 
COLLABORATION 
KPIs. These include:

Ensuring that we have 
clearly defined plans 
for engagement with 
each stakeholder 
relationship that we 
have identified as 
valuable, including 
what outcomes we 
want to achieve, 
why and why this is 
beneficial to both 
parties; 

our

Working with top 
influencers and 
stakeholders who are 
able to influence and 
support our work in 
making sure parental 
participation is fully 
diverse and inclusive;

co
ll
ab

o
ra
ti
o
n

02 01030101

0104



Investing in capturing 
data solutions in order 
to identify a baseline  
of activity, using the 
levels of collaboration 
scale – conversation,  
co-ordination, 
co-operation and 
collaboration; 

05

Ensuring we  
have a knowledge 
management process 
by which we can gather, 
organise, share and 
analyse our information 
in a way that is easily 
accessible; 

06

Providing organisation-
wide insights as to 
where stakeholders 
perceive things are 
going well and where 
additional attention 
may be warranted;

07

Ensuring that our 
language resonates 
effectively with 
stakeholders, including 
being appropriate 
across nations;

08

Lobbying for our policy 
solutions, such as 
parental participation 
and consultation at 
school, as well as at 
a local, regional and 
Government level;

01

Signposting to third 
party resources, where 
appropriate, rather 
than duplicate cost  
and effort;

10

Working in partnership 
to create physical 
resources, provide 
services or perform 
activities, where 
appropriate, to realise 
cost and time savings; 

11

09

Seeking to fund our 
activities through grants 
when appropriate,such as 
to support the Blueprint 
for Parent-Friendly 
Schools; 

0112

Maximising our collaboration 
internally, within the charity, we 
will work with staff to embed the 
strategy using a model, such as 
theory of change to enable the 
team to visualise how everybody’s 
work contributes to our outcomes 
and the interconnectivity of this.

0113
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