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Notice:  About this Report 

This Report has been prepared on the basis set out in our Contract (the “Services Contract”) with the 
Foreign and Commonwealth Office (“the Client”) dated 18 March 2016. Nothing in this report constitutes a 
valuation or legal advice. 

We have not verified the reliability or accuracy of any information obtained in the course of our work, other 
than in the limited circumstances set out in the Services Contract.   

This Report is for the benefit of only the Client and the other parties that we have agreed in writing to treat 
as parties to the Services Contract (together “the Beneficiaries”). This Report has not been designed to be 
of benefit to anyone except the Beneficiaries. In preparing this Report we have not taken into account the 
interests, needs or circumstances of anyone apart from the Beneficiaries, even though we may have been 
aware that others might read this Report. We have prepared this report for the benefit of the Beneficiaries 
alone. 

This Report is not suitable to be relied on by any party wishing to acquire rights against KPMG LLP (other 
than the Beneficiaries) for any purpose or in any context. Any party other than the Beneficiaries that 
obtains access to this Report or a copy (under the Freedom of Information Act 2000, the Freedom of 
Information (Scotland) Act 2002, through a Beneficiary’s Publication Scheme or otherwise) and chooses to 
rely on this Report (or any part of it) does so at its own risk. To the fullest extent permitted by law, KPMG 
LLP does not assume any responsibility and will not accept any liability in respect of this Report to any 
party other than the Beneficiaries.   

In particular, and without limiting the general statement above, since we have prepared this Report for the 
benefit of the Beneficiaries alone, this Report has not been prepared for the benefit of any other party nor 
for any other person or organisation who might have an interest in the matters discussed in this Report. 

The following material contains personal data and is exempt from disclosure due to section 40 of the 
Freedom of Information Act 2000. This exemption applies indefinitely.  
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Key Messages 
 

74% of participating Foreign and Commonwealth Office Posts have used the Chevening alumni 
network for work on governance, democracy and human rights issues 

 
 

80% of participating alumni reported a positive change in their views of the importance of 
tolerance and diversity in society 

 

 

83% of participating alumni reported influencing the opinion of others in their network of the UK as 
a place to do business 

 
 

£314m additional investment in the UK can be attributed to the estimated impacts of the 
Chevening Programme 

 

 

£1b estimated net additional Gross Value Added has been generated by the Chevening Programme 

  

"I organised a business forum with representatives from British 
businesses, the British Commonwealth Office, and regional investors 
that led to market opportunities for British business across the region.” 

"I learned from marginalised groups that I otherwise would not have 
had any contact with in my home country. I believe this experience 
changed me for the better.” 

"I was impressed by the business culture in the UK and the respectful 
way in which organisations in the UK conduct their business.” 

The Chevening Programme has been evaluated by KPMG LLP (KPMG). KPMG was asked to perform the following 
activities: 

- Identify and measure Chevening’s return on influence. This considers the extent to which the Foreign and 
Commonwealth Office are able to leverage value from Alumni for access to influential institutions. It also tries to 
measure the extent to which Chevening reportedly affected Chevening Alumni’s perception of the UK.  

- Identify and measure Chevening’s return on investment. This was defined as the impact of Chevening on the UK 
economy. 

- Develop a Monitoring and Evaluation Framework as a basis for future monitoring and evaluation of Chevening (See 
Annex 1). 

Data was gathered through surveys and triangulated through interviews to gain richer insights from the survey findings. 
Economic modelling was used to calculate the Return on Investment using data from the surveys. Below is a series of 
key messages that provides a snap shot of the benefits of the Chevening Programme to the UK.   
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Glossary 

Glossary of terms 

Activities 
What is delivered on behalf of the public sector to the recipient. For example, the 
provision of seminars, training events etc. 

Additionality 
Additionality is the determination of whether an intervention has an effect, when the 
intervention is compared to a baseline of ‘do nothing’. 

Direct impact 
Direct impacts occur when additional demand for a unit generates a corresponding unit 
of output, e.g. production of a chair. 

GDP 
Gross domestic product (GDP) is the monetary value of all the finished goods and 
services produced within a country’s border sin a specific time period. 

GVA 
Gross Value Added. It measures the contribution to the economy of each individual 
producers, industry or sector in the UK. 

Impacts 
Wider economic and social outcomes. For example, the change in personal incomes 
and, ultimately, wellbeing. 

Indirect impact 

Indirect impacts arise as demand for materials and fuels used to create that additional 
unit of output (from direct impacts) generates, in turn, outputs in other industries. 
There will be associated increases in labour, profits and capital. 

Induced impact 
Induced impacts are felt as increases in compensation of employees lead to increased 
spending on goods and services in the economy. 

Inputs 
Public sector resources required to achieve the policy objectives. For example, 
resources used to deliver the policy. 

Intermediate 
outcomes 

The intermediate outcomes of the policy produced by the recipient. For example, jobs 
created, turnover, reduced costs or training opportunities provided. 

Investment Refers to the business or personal investment made by Chevening Alumni. 

Outputs 
What the recipient does with the resources, advice / training received, or intervention 
relevant to them. For example, the number of completed training courses. 

Return on influence 

Return on influence. This measures the change in attitudes towards the UK among 
Chevening Alumni and their networks in their home countries. It also includes how 
FCO posts leverage Chevening Alumni to achieve their foreign policy objectives. 

Return on 
investment 

This measures the return, in monetary terms, for the amount spent by the FCO on 
Chevening. 

 

  



  

5 
 
 

© 2016 KPMG LLP, a UK limited liability partnership and a member firm of the KPMG network of independent member 
firms affiliated with KPMG International Cooperative (“KPMG International”), a Swiss entity. All rights reserved. 

1 Evaluating the Chevening Programme 

1.1 Your requirements 

The Foreign and Commonwealth Office (FCO) is responsible for the delivery of Chevening, 
the UK Government’s international awards scheme, which offers a unique opportunity for 
future leaders, influencers and decision makers from all over the world to study in the UK.  

To date, Chevening has not had a comprehensive monitoring and evaluation programme and 
this has been identified as a critical area to address. This evaluation will assist with 
identifying and measuring the baseline impact and influence of the Chevening programme. It 
will also aim to provide guidelines for developing a framework for its ongoing monitoring and 
evaluation of impact. 

The FCO has commissioned KPMG to undertake this work. The objectives of this work are 
to: 

1 Identify and measure Chevening’s return on influence. This is defined as the declared 
change in attitudes towards the UK among Chevening Alumni and their networks in their 
home countries. It also includes how FCO posts leverage Chevening Alumni to achieve 
their foreign policy objectives. 

2 Identify and measure Chevening’s return on investment. This is defined as the 
impact of Chevening on the UK economy. This estimates direct, indirect and induced 
gross value added (GVA1) and employment impacts and investment impacts. 

3 Develop a framework of ongoing monitoring and evaluation using existing human 
resources. This includes input into an annual action plan for its implementation. It will 
cover return on investment, return on influence, value for money and customer 
satisfaction, as well as guidelines to enable Chevening to develop internal models to 
estimate these going forward. 

1.2 The approach 

This section details our overarching approach to estimating the impact of the Chevening 
programme.  

1.2.1.1 Return on influence 

Our analysis captures the return on influence. This considers the extent to which alumni 
indicate they have changed their opinions, views and behaviour in relation to various aspects 
of the UK while studying there.  

We also consider the extent to which alumni influence the opinions of others in their 
professional or personal network when they return to their home country. 

                                                
1 Gross Value Added measures the additional contribution to the economy from the expenditure. 
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1.2.2 Return on investment 

Our analysis also considers the return on investment, or the economic impact, of the 
Chevening programme. This includes estimated GVA, employment impacts and investment 
impacts. GVA and employment impacts include direct, indirect and induced effects.   

To estimate the impact, we draw on the recognised economic impact and cost-benefit 
analysis methodologies set out in HM Treasury’s Green Book2. 

1.2.3 Additionality 

A key part of the methodology involves consideration of additionality3. This is the analysis of 
outcomes and impacts from the programme against a ‘do nothing’ scenario. It estimates the 
extent to which the returns on investment and influence can be attributable to the 
Chevening programme. 

Consideration of additionality is required in order to meet HM Treasury’s Green Book and 
Magenta Book guidance4, and is a key component of the analysis of the net impact of a 
project or programme. 

1.2.4 Our research tools 

Below we provide a brief overview of the research tools used in our study. 

Background and literature review 

The initial step of the study was to conduct a short literature review to analyse existing 
evidence relating to the Chevening programme and to government scholarship programmes 
more broadly.  

The review sought to inform our understanding of the benefits of the Chevening 
programme’s activity and investment. It also examined the extent to which returns on 
influence have been measured for other similar scholarship programmes. 

Workshop with stakeholders 

Building on the findings from the literature review, we held a workshop with stakeholders 
from the FCO and the Chevening Secretariat in order to map out the inputs, activity, outputs 
and impacts of the Chevening programme. This informed the focus of our research and fed 
into our framework for analysis.   

 

                                                
2 HM Treasury. 2013. ‘The Green Book’. See: 
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/220541/green_book_complete.pdf  
3 Additionality is the determination of whether an intervention has an effect, when the intervention is 
compared to a baseline of ‘do nothing’. 
4 HM Treasury. 2011. ‘The Magenta Book: Guidance for Evaluation’. See: 
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/220542/magenta_book
_combined.pdf 
 

https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/220541/green_book_complete.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/220542/magenta_book_combined.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/220542/magenta_book_combined.pdf
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Survey 

Our main source of quantitative evidence on the impacts of the programme was a survey of 
Chevening alumni and FCO Posts. The alumni questionnaire included questions on 
expenditure, investment and business activity, as well as questions around influence and 
additionality. The FCO Posts questionnaire focused on the extent to which they leverage the 
Chevening network and how they do this. We collaborated with the FCO to ensure the 
questionnaires were fit-for-purpose and tested the instruments with a sample of 
participants. 

Final copies of the questionnaires can be found in the Appendix. 

The Chevening alumni survey was sent to around 40 per cent of all alumni5. These alumni 
were those that the Chevening Secretariat held contact details for. Therefore, this is a 
sample of alumni that are likely to be more engaged with the Chevening network than 
Chevening alumni as a whole.  

The survey was open for a period of two weeks and 2,680 responses were received from 
alumni (a response rate of roughly 15 per cent).  Respondents to the survey were self-
selecting.  

The make-up of respondents was skewed towards Chevening Fellows who made up 16 per 
cent of the respondents but only 3 per cent of the recipient population.  84 per cent of 
respondents were Chevening Scholars. Respondents were also more likely to have 
completed their studies – 50 per cent of respondents received their Chevening Award in the 
last 10 years, contrasting with 25 per cent from the recipient population. 

Based on the profile of those alumni surveyed, and those responding, the alumni survey 
responses should not be considered representative of the total alumni population. Any 
biases in results would be expected to be most apparent in responses relating to 
engagement with the Chevening network and with UK Government. 

145 responses6 to the FCO Post survey were received, with broad coverage of all regions in 
which the Chevening Award is offered.  The FCO Post survey was open for a period of one 
week.  

Interviews 

To better understand the individual experience and impact of the Chevening Programme, we 
conducted 30 minute interviews with Chevening alumni and representatives of partner 
organisations. These interviews were used to triangulate survey responses and probe 
deeper into some of these responses.  Interview questions focused on roles post-
Chevening, and how the experience and resulting network has played a part in both 
professional and personal life. 

A total of 11 interviews were conducted – consisting of 8 Chevening alumni and 3 
Chevening partner representatives. The alumni were selected from a list provided by the 

                                                
5 The FCO held contact details for 18,726 of the 45,052 alumni in total as a result of a survey that had 
previously been undertaken with alumni. 
6 This was sent to c. 160 FCO Posts, including some who were responsible for more than one 
Chevening country.  
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Chevening Secretariat. The final list of interviewees included alumni from Botswana, Brazil, 
Croatia, Malaysia, Mexico, Montenegro, Pakistan, and Tunisia, and were graduates from 
1988 - 2013. In general, the alumni interviewed are active in the Chevening alumni network 
and had notified the Chevening office that they would be willing to be contacted without 
post permission. 

2 Background  

2.1 The Chevening programme 

The Chevening programme is a UK Government international award scheme, aimed at 
developing future leaders, influencers and decision-makers around the world. It aims to build 
a network of friends of the UK around the world who are expected to rise to increasingly 
influential positions over the years7.  

There are two main types of award available – the Chevening Scholarship and the Chevening 
Fellowship. Scholarships provide for full-time study that lead to a Master’s degree 
qualification and Fellowships provide for shorter courses. A large pool of applications are 
submitted annually through the Chevening online application systems and recipients are 
selected through a rigorous application process. This includes interviews by British 
Embassies and High Commissions around the world.  

Funding for the programme, and the volume of Chevening recipients, have varied since its 
inception in 1983. It can be seen from figure 1 that the volume of scholars fell significantly 
from 2003 to 2014, reflecting a decline in funding of 55 per cent over that period (from 
£37.30 million to £16.75 million). 2010 saw an emphasis on expansion of the program, 
prioritising major emerging markets and countries in political transition. This is reflected with 
the steady budget and volume of scholarships seen since then. The current budget for 2015-
2016 is £46.24 million. 

                                                
7 Chevening. 2016. ‘About Chevening’. See: http://www.chevening.org/about-chevening  

http://www.chevening.org/about-chevening
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Figure 1: Number of Chevening recipients (both Scholars and Fellows), 1983-2014 

 

Source: KPMG analysis based on data provided by FCO. 2015. 

2.2 Aims of the Chevening programme 

The Chevening programme focuses on building relationships with influential people in other 
countries. This aligns with the ambition of many government scholarship programmes which 
focus on historic commitments to an international community, public diplomacy and soft 
power objectives, as well as international development and labour market objectives.  

Such scholarship programmes offer the potential to forge relationships with international 
students. These relationships are formed as a result of their experience in the UK and by 
attracting people to the culture, education, language and values of the country8. In general, 
the UK is recognised as one of the most adept soft power states, regularly ranking in the top 
three countries globally for soft power influence9. 

After their experience in the UK, alumni may be more pre-disposed to engage with, invest in 
and continue to be friends of the UK. For example, a report by Gift and Krcmaric10 examines 
the link between a Western education and the likelihood of a leader democratising their 
home country. The study found, after controlling for factors influencing democracy, 
democratisation was more likely when leaders were educated at Western universities. This 

                                                
8 Spielman, A. (Ofqual). March 2015. ‘HMG Scholarship Cluster Review’. See: 
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/418197/Scholarships_
Cluster_Review_-_March_2015.pdf  
9 British Council. 2015. ‘Contribution to UK soft power’. See: 
https://www.britishcouncil.org/organisation/facts/what-the-british-council-does/contribution-uk-soft-
power  
10 Gift, T. and Krcmaric, D 2015. ‘Who Democratizes? Western-educated Leaders and Regime 
Transitions’. Journal of Conflict and Resolution 1(31). 

https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/418197/Scholarships_Cluster_Review_-_March_2015.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/418197/Scholarships_Cluster_Review_-_March_2015.pdf
https://www.britishcouncil.org/organisation/facts/what-the-british-council-does/contribution-uk-soft-power
https://www.britishcouncil.org/organisation/facts/what-the-british-council-does/contribution-uk-soft-power
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was due to the socialisation effect of attending Western universities which led to improved 
views of democracy as a legitimate form of government. 

A recent evaluation of Chevening alumni found evidence of these soft power benefits. The 
findings suggest that a positive perception of the UK translated to improved business and 
government relations. Responding via a survey and face-to-face interviews, almost 90 per 
cent of alumni respondents11 said Chevening had helped in some way to achieve improved 
business outcomes. A general improvement in bilateral relations was also reported, along 
with better public diplomacy opportunities and promotion of the UK education system12. 
Evidence from the literature review suggests such improvements are reliant on the 
recipients being selected based on their ability to have such influence (i.e. holding positions 
of power or authority). 

The evaluation also identified benefits resulting from the sustained relationship between UK 
Government and alumni. Case study evidence from FCO posts emphasises the value of 
Chevening alumni, in particular the ability it gives the FCO to connect with individuals in 
influential positions in foreign governments. There are also benefits for UK businesses 
looking to set up in various countries – for example, in Senegal the FCO Post reported that 
alumni provide relevant business advice to potential UK investors.  

Other similar scholarship programmes to Chevening (such as the Marshall13 and 
Commonwealth14 schemes) have also reported that scholars had retained ties with the UK – 
this was particularly pronounced for the Marshall scheme.   

Results from both surveys identified that alumni felt the qualifications and skills gained on 
their Scholarship further enhanced their career and prospects15.  

2.3 Secondary aims and wider benefits 

The aims of the Chevening programme are primarily linked to foreign policy objectives16. 
However there are also direct and indirect economic benefits to be gained from attracting 
international students to the UK.  

                                                
11 The evaluation team consulted with alumni via a survey using a sample of their alumni. 138 returns 
were received from 900 Chevening alumni. 
12 Internal Chevening Scholarships Evaluation, 2014 
13 The Marshall scheme supports up to 40 American students a year and was originally set up to 
express gratitude to the American people for post-war support and assistance. It is funded by the 
Foreign and Commonwealth office. 
14 The Commonwealth scheme supports students from developing Commonwealth countries who 
would otherwise not have been able to afford to study in the UK. 
15 Marshall Aid Commemoration Commission. 2014. ‘Sixtieth annual report of the Marshall Aid 
Commemoration Commission’. See: https://www.gov.uk/government/publications/sixtieth-annual-
report-of-the-marshall-aid-commemoration-commission  
16 http://www.chevening.org/about-chevening 

https://www.gov.uk/government/publications/sixtieth-annual-report-of-the-marshall-aid-commemoration-commission
https://www.gov.uk/government/publications/sixtieth-annual-report-of-the-marshall-aid-commemoration-commission
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Research by Universities UK17 found that international students make up roughly 13 per cent 
of the UK student population, and around one-eighth of university income comes from 
international students’ tuition fees.  

In total it is estimated by Universities UK that international students contribute more than £7 
billion to the UK economy. A study by BIS also finds that associated expenditure during 
study makes a significant contribution to the UK economy.   

There are also wider benefits for the UK higher education system and UK students of 
international students. A study by HEPI18 found that 87 per cent of prospective students 
from the UK agreed or strongly agreed that studying alongside international students gave 
them a better world view, and 76 per cent reported that it would help them develop a global 
network. 

A report by the Department for Business, Innovation and Skills (BIS)19 also considered the 
impacts of international education (using the Chevening scheme as part of their evidence 
base). Interviews with alumni of international scholarship programmes found benefits of 
international education including the development of professional networks and the ability to 
influence policy and promote trust. Other benefits identified included business to business 
transactions and trade benefits20. 

2.3.1 The UK as a destination for international scholars 

The advantages outlined above are reliant on the assumption the UK can attract the students 
it wants. Other countries compete for these students – for example, US Scholarship 
schemes are also aimed at attracting top students in influential positions. The International 
Student Barometer21 survey lists the primary alternatives to the UK for international study as 
the USA followed by Australia. Furthermore a report analysing the UK’s competitive 
advantage when attracting students shows that although the UK has grown its share of the 
top-performing students worldwide, other countries like Australia and Canada, have grown 
their share faster and more significantly than the UK22. 

                                                
17 Universities UK. 2014. ‘International Students in Higher Education: the UK and its competition’. 
See: 
http://www.universitiesuk.ac.uk/highereducation/Documents/2014/InternationalStudentsInHigherEduc
ation.pdf  
18 Higher Education Policy Institute. 2015. ‘What do prospective students think about international 
students?’ See: http://www.hepi.ac.uk/wp-
content/uploads/2015/03/InternationalStudents_v5_web.pdf  
19 BIS. 2013/ ‘Research Paper Number 128: The Wider Benefits of International higher Education in 
the UK’. See: 
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/240407/bis-13-1172-
the-wider-benefits-of-international-higher-education-in-the-uk.pdf 
20 BIS. 2013/ ‘Research Paper Number 128: The Wider Benefits of International higher Education in 
the UK’. See: 
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/240407/bis-13-1172-
the-wider-benefits-of-international-higher-education-in-the-uk.pdf  
21 I-graduate. 2015. ‘International Student Barometer Survey’. See: http://www.i-
graduate.org/services/international-student-barometer/  
22 International unit. 2015. ‘International undergraduate students: the UK’s competitive advantage’. 
See: http://www.international.ac.uk/media/3663524/UG-Competitive-Advantage-report.pdf 

http://www.universitiesuk.ac.uk/highereducation/Documents/2014/InternationalStudentsInHigherEducation.pdf
http://www.universitiesuk.ac.uk/highereducation/Documents/2014/InternationalStudentsInHigherEducation.pdf
http://www.hepi.ac.uk/wp-content/uploads/2015/03/InternationalStudents_v5_web.pdf
http://www.hepi.ac.uk/wp-content/uploads/2015/03/InternationalStudents_v5_web.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/240407/bis-13-1172-the-wider-benefits-of-international-higher-education-in-the-uk.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/240407/bis-13-1172-the-wider-benefits-of-international-higher-education-in-the-uk.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/240407/bis-13-1172-the-wider-benefits-of-international-higher-education-in-the-uk.pdf
https://www.gov.uk/government/uploads/system/uploads/attachment_data/file/240407/bis-13-1172-the-wider-benefits-of-international-higher-education-in-the-uk.pdf
http://www.i-graduate.org/services/international-student-barometer/
http://www.i-graduate.org/services/international-student-barometer/
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This indicates an increasing need for initiatives to attract high-performing and influential 
individuals in order to meet future soft-power objectives. 
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3 Return on influence 

3.1 Methodology 

To capture the return on influence, we have assessed the extent to which alumni indicated 
that they have changed their opinions, views and behaviour in relation to various aspects of 
the UK while studying in the UK. We also consider the extent to which alumni feel they 
influence the opinions of others in their professional or personal network when they return 
to their home country.  

Figure 2: Estimation of Return on Influence 

 

This analysis is based on the alumni survey data. 

The remainder of this section details the findings regarding reported changes and trends 
amongst alumni. The declared changes in personal views are reported first, followed by the 
extent to which alumni feel they influence the opinions of others in their personal and 
professional network. 
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3.2 Findings 

3.2.1 Change in personal views 

There has been significant positive change in personal views of the UK amongst 
participating Chevening alumni, as seen in Figure 3 below. 

Figure 3: Change in personal views declared by alumni 

 
Source: KPMG Analysis based on Chevening Alumni survey (2016), n = 2,432 

The most significant positive change was declared in relation 
to alumni’s perceptions of the UK as a place to live. For 
example, positive changes were reported regarding their 
perceptions of UK people in general and UK culture – these 
were reported by almost 90 per cent of participating alumni.  

In regards to how their experience with Chevening impacted their perceptions of UK values, 
the declared impact was overall positive.  

Over 80 per cent of alumni respondents reported a positive change in their views regarding 
the importance of tolerance and diversity in society.  

The most significant 
positive change: 

Perceptions of the UK as a 
place to live – its people and 

culture 
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In terms of democracy and the rule of law there was 
also an overall positive shift, albeit less so – with 
roughly 70 per cent of alumni respondents reporting a 
positive change. These changes do not reflect what 
views were previously held. These changes were far 
more prevalent among those alumni from countries 
with lower levels of democracy23, while changes in 
views regarding the importance of democracy were 
less prevalent among from countries with already 
strong levels of democracy, for example, Australia. 

There was some variation across countries, with 
higher levels of positive change reported in China, 

Mexico and Nigeria in comparison to the average of all countries. 

Declared changes in perceptions regarding UK 
growth prospects and the trustworthiness of UK 
businesses were less positive than other factors, 
though positive changes were still cited by about 
70 per cent of responding alumni for each. It is 
important to emphasise the current study only 
collected data regarding declared perception 
changes, and not the reported perceptions 
themselves.   

An example of variation by country is shown to the 
right. As it can be seen, higher levels of positive 
change in regards to trustworthiness are seen in 
China, India and Nigeria. India and Nigeria also had 
the most significant change relating to growth prospects, with China to a much lesser 
extent. 

We considered that these factors may be heavily impacted by economic conditions at the 
time of this study. We therefore tested how the impact of the programme on perceptions of 
UK growth prospects and the trustworthiness of UK businesses have changed over time, 
mapped against period of recession. The results of this are displayed in Figure 4: Positive 
change in UK growth prospects and perception of trustworthiness of UK businesses below.  

                                                
23 Responses to these questions were cross-tabulated with the Global Democracy Ranking to 
understand how responses differed by countries with high and medium levels of democracy and 
those with low (classified to have a score of less than 55). See: 
http://democracyranking.org/wordpress/  

Positive change in perception 

Country 
(respondents) Democracy 

Rule of 
law 

All countries 
(2,432) 

67% 79% 

Country examples: 

Nigeria (75) 80% 89% 

China (105) 78% 87% 

Mexico (166) 74% 87% 

India (107) 66% 77% 

Brazil (100) 48% 75% 

Positive change in perception 

Country 
(respondents) 

UK growth 
prospects 

Trust-
worthiness 

of the UK 

All countries 
(2,432) 

69% 70% 

Country examples: 

Nigeria (75) 81% 79% 

India (107) 78% 79% 

Brazil (100) 76% 78% 

Mexico (166) 74% 75% 

China (105) 73% 80% 

http://democracyranking.org/wordpress/
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Figure 4: Positive change in UK growth prospects and perception of trustworthiness 
of UK businesses: Perception changes by study cohort 

 

Source: KPMG Analysis based on Chevening Alumni survey (2016). Period of 1988-1992 reflects the global economic downturn and Black Monday. 1996 to 1999 
covers the period relating to the Asian financial crisis. 2007 to 2010 is the period relating to the Global Financial Crisis. n = 2,431 

Figure 4 demonstrates that there are significant fluctuations in responses meaning that a 
clear pattern is difficult to establish. However there was a drop in positive responses relating 
to UK growth prospects from members of the 1989 and 1998 cohorts and, to a lesser extent 
among the 2007 and 2009 cohorts.  However, due to the amount of variation across other 
years, conclusions cannot necessarily be drawn from this. The figure does however appear 
to show that the proportion of alumni reporting a positive change in their perception in 
regards to these two factors has, on average, increased from cohort to cohort in the last 
decade. 

As seen above, the area with the largest number of alumni reporting a negative change is 
that relating to perceptions of the UK government and/or UK government policy. 

3.2.2 Changing opinions of others 

Chevening alumni have reported influencing the opinion of other people within their 
network in a positive way. 

Alumni appear to influence their professional and personal 
networks most positively in relation to encouraging visits to the 
UK or promoting attendance at UK higher education 
institutions. This appears to reflect their positive experience of 
living and studying in the UK. In terms of economic impact, this 

The most significant area of 
influence: 

Encouraging others to visit the 
UK or attend a higher 

education institution in the UK. 
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would be expected to have a flow-on effect to the UK economy in terms of additional 
visitors and incoming international students. 

Figure 5: Influencing perceptions of their professional and personal network 

 
Source: KPMG Analysis based on Chevening Alumni survey (2016), n = 1,921 

Over 80 per cent of respondents said they positively influenced 
their networks’ perceptions regarding the UK as a place to do 
business or to engage in a professional capacity. 

Alumni were least likely to influence their network in terms of 
their views of the UK’s Government policy. This may reflect 
political sensitivities or hesitation for the alumni to influence 
others’ opinion regarding governance. 

3.2.3 Maintaining contact with the FCO or relevant Embassy, High 
Commission or Consulate 

Just under 85 per cent of responding alumni have maintained contact with the FCO or 
relevant Embassy, High Commission or Consulate since completing their Chevening 
Award. 

Of these, 20 per cent said they maintained contact to a significant extent (i.e. they engaged 
on a regular basis). The ways that Posts maintain contact varied, with the majority indicating 
they preferred to stay in touch via email or by inviting alumni to events organised by the 
Mission (for example, for the Queen’s Birthday or other receptions). 

The area Alumni are least 
likely to influence: 

The UK in terms of its 
Government policy. However, 
over 75 per cent still said they 
influenced others in a positive 

way. 
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Responses to the FCO Posts survey also indicate high levels 
of engagement – with 96 per cent of responding Posts 
indicating they utilise their Chevening network. 

In terms of the ways in which they engage with FCO Posts 
or the UK Government, alumni more commonly reported 
helping to identify relevant contacts when required and 
providing input or support relating to a policy or diplomacy 
issues.  

Results from the FCO Post survey also confirm that these 
reflect the main sources of value of the Chevening alumni to 
them. The most cited use of the Chevening network was as 
a source of contacts or to find out information they are 
unable to access from other sources. An example was given by one FCO Post who reported 
that their Chevening network helped them engage with several contacts they did not have 
prior relationships with. Creating these connections turned out to be critical for relationship-
building within their region.  

Looking at specific areas, participating FCO Posts reported Chevening alumni to be most 
useful in regards to the area of governance, democracy and human rights (as seen below in 
6). 

Figure 6: Areas FCO Posts use the Chevening network 

 

Source: KPMG Analysis based on Chevening Posts survey (2016), n = 125 

The ways in which fellows and scholars declare they work with the UK Government are 
broadly the same, with proportionally more Fellows declaring they have helped with testing 
a policy idea or policy solution, or have facilitated a business deal. 

Alumni reported the most useful aspect for furthering their relationship with the UK 
was having first-hand experience in the UK. 

Posts’ methods of 
maintaining contact (n = 125) 

Email 90% 

Inviting Alumni to 
events organised by 
the Mission 

85% 

Social media 75% 

Telephone 62% 

Professional events 
for Chevening 
Alumni 

46% 

Social events for 
Chevening Alumni 

35% 
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Over half of alumni surveyed reported that first-hand experience was the most important 
resource when furthering their relationship with the UK. This included becoming more 
familiar with the UK business and political environments.  

Subsequent access to the Chevening alumni network was also reported to be important for 
just under 20 per cent of responding alumni.  

3.2.4 Interviews 

3.2.4.1 Alumni 
 

Personal benefit 

Interviewed alumni believed they received 
significant personal benefits from receiving a 
Chevening Scholarship. One scholar noted that, as 
a Muslim, he was impressed by the levels of 
tolerance at his university in the UK, particularly in 
comparison with his experience in other European 
countries. Other scholars appreciated the 
openness and tolerance of the UK, and valued the 
freedom that all groups have to discuss views and 
ideas. There is evidence that this open 
engagement carries through to alumni’s’ careers. 
As one interviewee noted, Chevening alumni in 
their country’s civil service seem more open and 
engaging than non-Chevening colleagues. The 
interviewees spoke very highly of Chevening and 
they all recommend the Scholarship scheme to 
professionals within their network.  

Business with the UK 

There is evidence that Chevening alumni create business links between the UK and their 
home country after their scholarship. One alumnus set up a business forum for UK and 
Montenegrin business leaders, and representatives of both governments. This was deemed 

such a success that the UK Cabinet Office is 
currently developing it into an annual event and 
looking to expand it beyond Montenegro. Another 
alumnus is CEO of a business platform for 
entrepreneurs to create solutions that bring Mexico 
and UK closer in areas of agriculture and/or 
entrepreneurship. One of the British business 
participants has now started to export to Mexico.  

 
 
 
 

‘I value UK education massively. It 
has a much broader type of 
education on soft skills, not just 
technical skills. It also encourages 
free debate and opinion, freedom of 
thought and expression. ‘ 

“I noticed that there are a high 
number of Chevening alumni in 
senior positions within the 
government. It is noticeable that 
those that are Chevening alumni are 
more engaged and open than non-
Chevening staff.” 

“I have such fondness for 
Chevening, and I speak so 
passionately about it, people think I 
work for them” 

 

 

 

“Some investors want to learn more 
about the UK business system, so 
they can use this platform to better 
understand the UK and how to apply 
their investment models to the UK 
context” 
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Leveraging networks 

Individual interviews with Chevening alumni 
highlighted the importance of the networks built 
both while in the UK and through wider Chevening 
alumni activity. Several respondents noted that the 
Chevening alumni network opened doors for them 
that they wouldn’t otherwise have access to. For 
example, liaising with government ministries as 
part of their profession, or setting up regional 
business fora that included business and 
government representatives from several 
neighbouring countries – all made possible due to 
the Chevening network. In multiple examples, 
these connections led to direct business benefits 
for the UK and UK firms.  

 

3.2.4.2 Partner Organisations 

The above experiences have been supported by 
observations provided in interviews with 
Chevening partner organisations. Both university 
partners we spoke to commented on the high 
level of maturity, engagement, and focus of 
Chevening scholars and alumni. Scholars provide 
different perspectives and experiences to their 
courses, which provides benefits to the other 
students. The partner organisations have also 
noted the important impacts of the scholars once 
they graduate – improved foreign engagement, 
generation of overseas research funding, and 
foreign investment in the UK.  

 

  

“I used my networks to encourage 
UK firms to bid on local government 
contracts – eventually leading to £4m 
in wins.” 

“As part of my government agency, 
whenever I need to reach out to 
ministries where we don’t have 
contacts, I know that I can search 
the Chevening alumni network to 
see if there is someone in that 
ministry. The other alumni are almost 
always willing to help and make a 
connection.” 

 

“Chevening students are more 
mature and focused, they make 
much better use of networking and 
opportunities to engage with British 
culture, partly it is that they are older 
but also they are more sure of what 
they want to get out of it (studying).” 

“I was struck by the fact that I met in 
Cambridge two North Korean 
Chevening scholars studying social 
sciences in 2012. It was very striking 
that Chevening was able to engage 
with North Korea through academic 
links when any other form of 
relations had broken down. I see a 
strategic value in the ability of the 
programme to engage in this way.” 
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4 Return on investment 

Return on investment considers the economic impact generated by the Chevening 
programme. It draws comparisons with the costs and estimates the cost benefit ratio.  

The estimated impact includes GVA, employment impacts, including direct, indirect and 
induced effects, and investment impacts.   

Our estimation of the direct, indirect and induced impact of the Chevening Award considers 
the following: 

■ total expenditure on living costs and tuition fees whilst undertaking the Chevening Award; 

■ Alumni expenditure in the UK when returning after the completion of their Chevening 
Award; 

■ investment in the UK by alumni in a personal or business capacity; and 

■ imports from the UK by alumni (e.g. purchasing from UK suppliers in business capacity).   

The extent to which these impacts are present will also depend, in part, on the return on 
influence (i.e. the impact Chevening has on changing the personal views of alumni). A 
change in personal views regarding the UK, its business environment and values may impact 
on decisions by alumni to return to or invest in the UK. This interaction is depicted below: 

Figure 7: The economic impact of the Chevening award 

 
Source: KPMG analysis.  

Although this isn’t captured quantitatively, these effects are likely to interact and influence 
one another along these lines. 

4.1 Methodology 

As described above, return on investment considers the economic impact of the Chevening 
programme versus the costs.   
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Figure 8 provides an overview of how each of these factors fit into the overall estimation 
approach for the return on investment. Estimates of the GVA impact of the Chevening 
programme are based on the spending by alumni in the UK economy, through declared 
personal and business expenditure (purchases from UK suppliers). Estimates of the 
employment impacts are derived from the GVA impacts.  

Figure 8: Estimation of return on investment 

 

The analysis was based on the alumni survey data. 

Additionality is a key consideration as part of the methodology. This includes the extent to 
which recipients declare they would: 

■ come to study in the UK anyway (in the absence of the Chevening award);  

■ come and visit the UK anyway (be it for business, leisure, further study or temporary 
work) in the absence of their experience in the UK as a result of Chevening; 

■ be pursuing business relationships with the UK, including increasing import activity in 
their home country from the UK without their Chevening experience; and 

■ be undertaking investment activity (in both a personal and business capacity) in the UK 
without their Chevening experience. 

The survey research tool was designed to ensure information relating to the above 
additionality questions was gathered.  

The remainder of this section details the findings regarding the estimated GVA and 
employment impacts generated by the Chevening programme. 
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4.2 Findings 

4.2.1 GVA 

The GVA of the Chevening programme represents its contribution to GDP net of the inputs 
of production24. Estimates of the GVA impact for the Chevening programme are based on 
declared spending by survey participants whilst studying in the UK and subsequently, as 
alumni, through personal and business expenditure (purchases from UK suppliers) – 
extrapolated to the entire alumni population.  

The total GVA impact of the programme includes direct, indirect and induced effects.  

Direct GVA refers to impact generated via direct expenditure of scholars and fellows.  

Indirect effects are those generated within the supply chain of goods produced. For 
example, if alumni purchase goods in the UK, then the company producing these goods will 
increase production and will also require more inputs from suppliers (increasing their activity 
– indirect GVA).  

Induced effects are those generated through additional spending of wages by those 
employed both directly and indirectly as a result of the expenditure of alumni. 

Based on scaled-up estimates, between 1983 and 2015, we estimate that in the region 
of £1 billion of net additional GVA has been generated in the UK economy by the 
Chevening programme.  This includes £249 million of GVA generated from the FCO 
spend on the Chevening Award itself. 

This is on average an estimated £31 million of additional GVA in the UK each year. It is 
estimated that 97 per cent of this is GVA generated by scholars and 3 per cent by Fellows. 

The average GVA impact per alumni varies substantially by 
country. The table to the right draws comparisons between 
the average for all countries and the average impact of five 
example countries for the Chevening programme. This 
average impact includes alumni’s stay in the UK and any 
subsequent spend, as well as indirect and induced impacts. 
As it can be seen, the average GVA contribution based on 
declared expenditure by Nigerian, Mexican and Chinese 
respondents appears to be higher than the average GVA 
contribution for all countries. In comparison, estimates based 
on responses from India were far below the average GVA for 
all participating countries. It is important to reiterate the 
overall programme contribution was estimated on the basis of declared expenditure from a 
sample of 2,680 self-selected alumni. The level of declared expenditure is expected to vary 
according to how long ago the alumni had studied in the UK, how many times they have 
returned to the UK since, their professional level, their sector of activity and so on. These 

                                                
24 Office for National Statistics. 2016. ‘Guide to Gross Value Added (GVA)’. See: 
http://webarchive.nationalarchives.gov.uk/20160105160709/http://www.ons.gov.uk/ons/guide-
method/method-quality/specific/economy/national-accounts/gva/index.html  

Country 

Av. impact per 
Alumnus/a 
(incl. indirect 
and induced) 

All countries  
(n = 2,680) 

£294,885 

Country examples: 

Mexico £427,964 

Nigeria £356,730 

China £346,964 

Brazil £309,625 

India £59,317 

http://webarchive.nationalarchives.gov.uk/20160105160709/http:/www.ons.gov.uk/ons/guide-method/method-quality/specific/economy/national-accounts/gva/index.html
http://webarchive.nationalarchives.gov.uk/20160105160709/http:/www.ons.gov.uk/ons/guide-method/method-quality/specific/economy/national-accounts/gva/index.html
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caveats highlight the need for more advanced data collection and analysis (beyond the scope 
of this study). 

Table 1 details the relative contribution to total GVA of each element of spending: 

Table 1: Make up of total estimated GVA 

Total estimated GVA 

 Direct GVA Indirect and 
Induced GVA 

Total GVA 

FCO spend on the Chevening Award 173,887,325 75,512,794 249,400,119 

Estimated spend whilst studying initially 75,527,696 58,003,731 133,531,427 

Estimated spend when returning to the UK 
on business 6,833,555 5,970,521 12,804,076 

Estimated spend when returning to the UK 
for leisure 10,874,719 9,501,312 20,376,031 

Estimated spend when returning to the UK 
for study 27,121,304 18,287,406 45,408,710 

Estimated spend when returning to the UK 
for work 182,941,848 130,828,797 313,770,645 

Estimated value of  importing UK goods 137,821,533 88,464,599 226,286,133 

Forward forecast – spend when returning 924,460 627,194 1,551,654 

Forward forecast – business impact 346,801 317,889 664,689 

Total 616,279,241 387,514,243 1,003,793,484 
Source: KPMG Analysis based on scaled up analysis of results from the survey of Chevening Alumni (2016). Forward forecast refers to the forecasts of impacts of 

Alumni who have studied in the last 20 years. It is expected their impact will continue and need to be captured as the benefit as a result of spend to date. 

Of the total GVA estimated, one of the most significant drivers 
is UK exports (roughly 23 per cent of total GVA). This relates to 
the influence Chevening alumni exert, or decisions they make, 
to increase imports from the UK. Just under 15 per cent of 
alumni reported making or influencing such decisions. The 
importance, in terms of contribution to GVA, reflects the value 
of these changes to UK exports. 

GVA generated by estimated expenditure whilst living in the UK completing their Chevening 
Award is another significant driver of total GVA. This is made up predominantly by 
expenditure on living costs.  

Overall patterns of the value of spend on tuition fees is broadly similar for both Fellows and 
Scholars, although scholars were marginally more likely to spend additional money on tuition 
fees. This may reflect particular courses scholars undertake (for example, an MBA where 
additional tuition fee was payable by the recipients). On 
average, for all those alumni who reported additional spending 
on tuition fees, the average spend per alumni was £5,330.  
This contributes 2 per cent of total GVA impact. 

The average estimated expenditure by alumni on living costs while living in the UK to 
complete their Chevening Award was £4,500 (on average for all scholars and fellows that 
reported spending additional money on living costs over the duration of their stay in the UK 
whilst studying). Scholars were likely to spend double that of fellows (an average 

£226 million of total GVA 
driven by a change in UK 
exports 

~15 per cent of Alumni 
reported influencing or making 
decisions to increase imports 

from the UK (i.e. exports). 

£134 million of total GVA 
driven by declared Alumni 
spend while living in the UK 
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expenditure of £6,480 for scholars and £3,340 for fellows), which reflects key differences in 
the award duration (normally one-year MA courses for scholars and shorter courses of 
varying duration for Fellows). No significant difference in spending habits was identified 
across country, or reported likelihood of coming to the UK in the absence of the Chevening 
award25.  

The expenditure contribution made by the Chevening Award to tuition fees and living costs 
also contributes to the overall GVA impact.   The total contribution made over the lifetime of 
the Chevening programme is just under £249 million26. 

GVA generated by alumni returning to the UK for various purposes makes up roughly 40 per 
cent of total GVA. Two thirds of responding alumni have returned to the UK at least once 
after completing their Chevening Award. 

As seen in figure 9, the total estimated GVA generated from those returning to the UK is 
driven largely by those returning to work (either temporarily or permanently) or to study.  
This reflects the extended length of stay in the UK for these purposes and higher 
expenditure as a result. 

Figure 9: Proportion of GVA generated by alumni returning to the UK 

 

Source: KPMG Analysis based on Chevening Alumni survey (2016), n = 2,394 

Based on scaled-up estimates, £314 million of additional investment has been made in 
the UK as a result of the Chevening programme 

Of the estimated £314 million of additional investment, personal investment declared by 
participating Chevening alumni contributes £97 million, whilst business investments 
contribute £217 million. An additional £1.4 million is expected to be made in the coming 20 

                                                
25 A t-test was run on the sum of expenditure each year for alumni indicating they would have come 
to study in the UK anyway versus those who would not have been able to. No statistical significant 
variation existed between these two samples at the 5% significance level (for spend on living costs 
t(31)=1.32, p >0.05; for spend on tuition fees t(31)=-0.81, p>0.05). 
26 The funding provided by the FCO is spent in the UK economy and generates GVA and employment 
impacts (and as such, is considered as a benefit). The cost benefit analysis will net the benefits (i.e. 
GVA – costs of the Chevening Award)/Costs of the Chevening Award). 
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years as a result of current Chevening alumni. 

Personal investment was reported by 9 per cent of participating alumni at an average value 
of £38,023 across those who reported that they have invested. The value of investment was 
broadly consistent for both fellows and scholars, however scholars were marginally more 
likely to make investments above £150,000 than their Fellow counterparts. Investment was 
also more common for recipients who undertook their Award 10-20 years ago. 

Alumni from Nigeria and Brazil who answered this question 
were more likely to report investing in the UK in a personal 
capacity (with 14 per cent in both countries reporting they 
had, in comparison to an average of 9 per cent for all alumni 
survey respondents). The average value of their investment 
per alumni survey participant was also higher than the 
average in both countries. 

Decisions to make business investments were reported by 
a smaller proportion of alumni (6 per cent). The value of this 
investment varied (as seen in the figure below), with an 
average declared value of roughly £323,168. This was 
broadly consistent for both scholars and fellows. 

Figure 20: Value of business investment reported 

  
Source: KPMG Analysis based on Chevening Alumni survey (2016), n = 65 
 

Declared personal investment 
by country 

Country 
(respondents) 

Av. Investment 
per Alumni 

respondents 

All countries 
(213) 

£38,023 

Country examples: 

Nigeria (12) £71,020 

Brazil (14) £64,483 

India (6) £48,304 

China (9) £34,841 

Mexico (105) £27,015 
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The average value of the business investments also vary 
across countries, with more significant values reported by 
both China and India in comparison to the average. Once 
again, it is important to emphasise these estimates are 
made on the basis of the responses received to the survey, 
which will have varied according to a number of factors 
beyond the scope of the current report. 

4.2.2 Employment 

Estimates of the employment impacts of the Chevening 
programme are based on the estimated GVA impact in 
Section 4.2.1. As a result of the additional activity generated 
in the UK economy, there are direct impacts on 
employment. Indirect effects are generated within the supply chain of the goods produced 
and induced effects are those generated through the additional spending of wages by those 
employed (both directly and indirectly) as a result of spending by alumni. 

Based on scaled-up estimates, between 1983 and 2015, the equivalent of around 
25,000 jobs have been generated as a result of the Chevening programme  

As can be seen below, the majority of these jobs created were a result of the change in UK 
exports.  

Table 2: Make up of total estimated employment impact 

Total estimated Employment effect 

 Direct employment 
effect 

Indirect and 
Induced 

employment effect 

Total employment 
effect 

FCO spend on the Chevening Award 3,783 1,153 4,936 

Estimated spend whilst studying initially 1,626 883 2,509 

Estimated spend when returning to the UK 
on business 276 119 395 

Estimated spend when returning to the UK 
for leisure 439 190 629 

Estimated spend when returning to the UK 
for study 566 239 804 

Estimated spend when returning to the UK 
for work - 7 7 

Estimated value of importing UK goods 9,449 6,053 15,502 

Total 16,139 8,643 24,782 
Source: KPMG Analysis based on Chevening Alumni survey (2016). Based on estimation from n = 2,680. 

Of these total jobs generated, 65 per cent are due to direct employment effects with 35 per 
cent due to indirect and induced effects. 

4.2.3 Cost Benefit Ratio 

The final aspects of return on investment is understanding the cost benefit ratio. This 
considers the benefits, considered to be total GVA as above, divided by the FCO costs of 
the Chevening programme. The direct impact of the FCO funding for the Chevening 

Declared business investment 
by country 

Country 
(respondents) 

Av. Investment 
per Alumni 

All countries 
(65) 

£323,168 

Country examples: 

Brazil (3) £560,825 

China (4) £514,564 

India (3) £397,708 

Mexico (5) £314,554 

Nigeria (4) £224,170 
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programme on GVA must be subtracted from total GVA to properly account for additional 
benefits (as below)27: 

𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶 − 𝑏𝑏𝑏𝑏𝑏𝑏𝑏𝑏𝑏𝑏𝑏𝑏𝐶𝐶 𝑟𝑟𝑟𝑟𝐶𝐶𝑏𝑏𝐶𝐶 =  
(𝑇𝑇𝐶𝐶𝐶𝐶𝑟𝑟𝑇𝑇 𝐺𝐺𝐺𝐺𝐺𝐺 − 𝐹𝐹𝐶𝐶𝐹𝐹 𝑏𝑏𝑓𝑓𝑏𝑏𝑓𝑓𝑏𝑏𝑏𝑏𝑓𝑓 𝑓𝑓𝑏𝑏𝑟𝑟𝑏𝑏𝑑𝑑𝐶𝐶 𝑏𝑏𝑖𝑖𝑖𝑖𝑟𝑟𝑑𝑑𝐶𝐶)

𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶 𝐶𝐶𝑏𝑏 𝐶𝐶ℎ𝑏𝑏𝑒𝑒𝑏𝑏𝑏𝑏𝑏𝑏𝑏𝑏𝑓𝑓 𝑖𝑖𝑟𝑟𝐶𝐶𝑓𝑓𝑟𝑟𝑟𝑟𝑖𝑖𝑖𝑖𝑏𝑏
 

 

Based on scaled up estimates, between 2002 and 2014, the Chevening programme 
generated £1.38 for every £1 spent by the FCO. 

This indicates that the Chevening programme generates a positive return on public 
investment in monetary terms, generating greater economic value to the UK economy, than 
it costs the exchequer.  This should be considered in the context of the programme 
objectives, which are primarily focussed on delivering soft power gains and returns on 
influence, which cannot easily be monetised.  

 

 

  

                                                
27 Although the direct impact is subtracted, the subsequent indirect and induced impacts are still 
accounted for in the CBR. 
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