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SUMMARY
•	 Önemsiyoruz (We Care) is a volunteer-led 

design initiative, founded in Istanbul, Turkey. 
Its aim is to design games and toys with 
the support of sociologists, psychologists, 
pedagogues and teachers for from new born to 
6 year old children who grow up in vulnerable 
circumstances. 

•	 After working with the specialists, Önemsiyoruz 
concluded that the answer to their question is a 
play kit and the educational contents. 

•	 At the moment, Önemsiyoruz collects 
qualitative and quantitative data to measure its 
impact. 

•	 Önemsiyoruz aims at revising its Theory of 
Change and systematize impact management in 
2017.

THE SOCIAL PROBLEM
Children born and/or raised in prisons 
can not access to toys and can not 
practice their right to play. This 
interrupts psychological and psychical 
health of children as well as the 
development of their cognitive skills 
and abilities. 
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GÖZDE ŞEKERCİOĞLU
She has been working as a volunteer in 
various NGOs since 2010, while she was 
a professional in design field. 

In 2015 she launched Önemsiyoruz, 
a social enterprise which carries 
out multi-disciplinary research and 
development works on designing 
service and products for social impact. 

She loves to work in a collaborative 
way, integrate stakeholders and expand 
the impact more. 

Right now Önemsiyoruz has more than 
20 active volunteers who are caring 
individuals committed to contribute to 
Gözde’s mission. 

HER MISSION

To enable children to get 
benefit of their right to play 
no matter where they are. 
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THE SOLUTION
After working with the specialists, 
Önemsiyoruz concluded that the 
answer to their question is a play kit and 
the educational contents. 

To play with a toy is every child’s right 
and these are their main tools. 

THE SOLUTION: PRODUCTS 

Products provide an opportunity to 
develop a child’s potential, creativity 
and productivity. The designed product 
set includes; two balls, emotion game 
and information cards. 

BALLS

•	 They have attractive colours and 
sounds.

•	 They help children to develop their 
skills while they are  in motion. 

•	 They are used to teach numbers, 

main and accent colours, basic 
information about nature and 
animals. 

•	 They support motor skills 
development and formation of 
hand-eye coordination. They are 
supportive products, especially 
during the child’s crawling period. 

•	 The holding pieces are attached 
to the balls that make it easier for 
children to hold and play. 

•	 The various texture and colour 
differences increase sensory 
awareness of the children. 
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STAKEHOLDERS OF ÖNEMSİYORUZ

INDIVIDUALS NGOs CORPORATIONS SCHOOLS
STATE 

INSTITUTIONS

Parents, adults, 
children, volunteers, 
designers, teachers, 

sociologists, 
psychologists, 
pedagogues. 

Educational 
NGOs, Teachers 
NGOs, NGOs for 

prisoners, Women 
Cooperatives, 

HR, Corporate 
Communications, 
Public Relations, 

Marketing. 

Kindergardens, 
Departments of 
Design and Child 
Development in 
Universities and 
Vocational High 

Schools. 

Related 
Ministries

EMOTION  PLAYMAT (3+)

•	 It provides a personal playing area. 

•	 Products are soft. 

•	 They don’t cause any physical 
damage. 

•	 The product supports child’s daily 
life. 

INFORMATION CARDS

•	 The information cards provide 
experience on reciprocal learning 
between the child and the adult. 

•	 The designed products are 
beyond ‘‘a product designed for 
a need’’, but they are designed 
with the intention ‘‘to learn while 
experiencing the knowledge and 
meeting the need’’. 
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THE BUSINESS APPROACH 
•	 Önemsiyoruz carries out multi-disciplinary 

research to develop their products. 

•	 Their textile prints are made without 
consuming water as to go with the water 
preservation principles in sustainable 
textile industries; and handmade sewing 
processes are carried out by women 
cooperatives. 

•	 During production process they sometimes 
work with the women in vulnerable 
circumstances so that they can create an 
income resource for other needy groups. 

•	 They believe ‘’Givers create givers’’.  

•	 They have strategic partnerships with 
other NGO’s and state institutions that are 
permitted to work on site. 

•	 On behalf of the needs in the field, 
they have different collaborations with 
corporate companies and NGOs to design 
new products and services. 

THE BUSINESS MODEL

Services For 
Beneficiaries

Services For 
Consumers

Products (approved by 
expert) 

Products (approved by 
expert)

Visual educational 
contents 

Visual educational 
contents on Web

Support from the field 
expert Printed contents

E-bultens

Donation Follow Up 
System through web
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THE FINANCIAL 
RESOURCES

Product Fees

Crowdfunding

Corporate 
Supporters

Grants

Individual 
Supporters 

Sponsorships

IMPACT 
MANAGEMENT 
APPROACH DATA 
COLLECTION
The aim of Önemsiyoruz with the 
products and the educational 
contents is to contribute to the 
emotional, psychological and physical 
development of mother and child while 
strengthening their bonds.

Önemsiyoruz gathers qualitative and 
quantitative data to measure its impact. 

All mothers fill Information Gathering 
Forms and field specialists fill minimum 
2 Observation Forms for every mother. 
Our specialists evaluate and report 
the development process according to 
these forms in collaboration with field 
specialists. 

Field specialists are observing the 
interactions of the child with their 
surroundings. 
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Some indicators that are used while 
measuring are: 

•	 Change in between mother and 
child interaction

•	 Violence component in mother and 
child relations

•	 Child’s emotional, cognitive and 
physical skills

•	 Change in mother’s self 
competence

•	 Child’s self-expression abilities 

•	 Change in the equality of accessing 
toys

IMPACT MANAGEMENT PLANS FOR THE FUTURE
Till the end of 2017, 

•	 Revise the Theory of Change 

•	 Systematize the production of toys 
and tools

•	 Better connect with NGOs in the 
field to maximize impact Test the 
kit with experts in prison and in the 
field of child development

•	 Test the kit with mothers and 
children in other vulnerable 
circumstances

•	 Systematize the impact 
management tools and yearly plans.



CASE THEME: 

SOCIAL IMPACT MAP 
DEVELOPMENT
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SUMMARY
•	 EVodafone Smart Village is a new 

generation rural life style that brings 
together traditional agricultural 
methods and high technology.

•	 The village is being established since 
2015. The infra-structure works are 
still ongoing; the target is to start 
activities in mid- 2017. 

•	 From the very start they started to 
build an impact management system 
and recently they have developed a 
very detailed social impact map. 

•	 They have been involving their 
stakeholders to the process since the 
very beginning.

THE SOCIAL 
PROBLEM
Turkey’s agricultural land constitutes 
20 percent of the total agricultural 
land in the European Union, giving it a 
key role in the region. Despite this key 
role, the agriculture sector in Turkey 
faces structural problems in terms of 
access to investment, information, and 
technology. The immediate results 
are an agriculture sector with low 
levels of education among farmers, 
low efficiency and limited marketing, 
making it less and less attractive for 
investors and younger generations. 

 As a result, agricultural employment 
rates are in steady decline and many 
farmers are operating without critical 

agricultural information and know-
how, significantly decreasing their 
efficiency and product quality. They 
also remain isolated from alternative 
markets, relying on the same archaic 
intermediary mechanisms to sell their 
crops year after year. 

Technology offers numerous solutions 
to these problems, yet remain 
inaccessible for the large majority of 
the farmer population. As a result, 
most farmers are operating without 
up-to-date information and know-how 
on issues such as weather forecasts, 
diseases, market price quotes, new 
regulations and financial support 
opportunities, which is significantly 
decreasing their life quality and 
efficiency.
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TÜLİN AKIN
In 2004, at 22, Tülin established Turkey’s first e-learning 
and e-commerce media to meet a farmer’s every 
possible need in areas such as products, marketing and 
legislation. At the time, she was still a university student. 
She managed to reach her first 20,000 users through 
guerilla marketing at agriculture fairs, after which she 
caught the attention of agriculture companies who 
started to advertise on her website. 

A true entrepreneurial spirit, Tülin soon started 
knocking on the doors of major banks, phone operators 
and computer producers to convince them to invest 
in agriculture and farmers. She managed to convince 
them to invest in infrastructure that would ease farmers’ 
access to her portal, which resulted in her reaching 
800,000 farmers all over Turkey in 2012.

Often known as the “Internet girl” among Turkey’s 
farmers, Tülin says she will not stop until the day comes 
in which using information technologies for agriculture 
becomes the norm and her work is perceived as 
mainstream.

HER MISSION

To enable Turkey’s three 
million farmer families to fully 
and actively participate in the 
economy and society.
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THE SOLUTION
Smart Village is a new generation 
rural life style that brings together 
traditional agricultural methods and 
high technology.

AIMS OF SMART VILLAGE 

•	 Increase the efficiency of 
agricultural production through 
information and communication 
technologies

•	 Prevent migration and 
unemployment by enabling youth 
to like farming

•	 To set example to other villages 
and help them to digitalize

•	 To use best agricultural 
technologies in the world

•	 To transform Smart Village to  an 
international agriculture base 
and become a model for other 
countries
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SERVICES OF SMART VILLAGE

*Smart Village will be active in upcoming months; these are the services/technologies that will be functional by then.

Agricultural Production 
Automation System

Animal Husbandry Automation 
System

Social Activities (Cinema, Theatre 
Plays, etc.) Child Education Centre

Centre for Women Education and 
Production

Digital Library

Sports Facilities (Football, 
Basketball, Volleyball Fields)

Farmer Efficacy Centre
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THE BUSINESS APPROACH

Create a Model 
Village

Teach the 
technologies 

to local people 
within Smart 

Village

Enable local 
people to 
produce 
with the 

technologic 
techniques

Help 
local people 
to sell their 
agricultural 
and animal 
husbandry 

products that 
they produced 

with new 
technologies

Create a model 
village

Expand and 
spread the 
model and 

knowledge to 
other villages
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STAKEHOLDERS OF SMART VILLAGE

Local Farmers

Locals (Non-farmers)

Investors

Local Women

Local Tradesman

Supporters

Local Young People

Farmers from Other 
Villages/ around Turkey

Academicians

Kids

Students all around 
Turkey

Employees
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IMPACT MANAGEMENT 
UNDERSTANDING
Before starting the infra-structure works 
of Smart Village, Smart Village:

•	 hired an employee only focusing on 
social impact management, and make 
sure she was trained and prepared 
for impact management of the 
Village.

•	 transfer financial resources to work 
with an expert firm on social impact 
management. 

•	  started to built an impact 
management system and included 
stakeholders (mostly beneficiaries) 
to this system.

•	 drafted a very detailed Stakeholder 
Outcome Map with the coaching 
support provided by Know Your 
Impact project as well as by the 
support of the expert firm.

SOCIAL IMPACT MAP
Smart Village:

•	 included all the activities 
(around 20 services) and all the 
stakeholders to the map.

•	 listed the outcomes that they might 
see as a result of these activates.

•	 have consulted with their 
stakeholders while listing the 
outcomes and try to see the value 
they create for them.

•	 started to think about their 
products and strategies through 
the feedbacks they get from their 
stakeholders. 

IMPACT 
MANAGEMENT PLANS 
FOR THE FUTURE

•	 To have the first social impact 
report at the end of 2017 

•	 To publish reports every year

•	 Continue getting consulting 
services on social impact 
management

•	 Continue making decisions through 
involving stakeholders 

•	 Scale their model all around Turkey 
and maximize the value they create
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