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PREFACE
The Know Your Impact: Social Impact
Management Tools for Young Social
Entrepreneurs programme was
implemented by four organizations,
Koç University Social Impact Forum,
Estonian Social Entrepreneurship
Network, Mikado Sustainable
Development Consulting and Social
Value UK with an aim to empower the
social entrepreneurs and equip them
with the approach, methodology and
skills to manage and maximise the
social impact they create.
The casebook you are holding in your
hands presents the experiences of 8
social enterprises from Turkey, Estonia
and United Kingdom on impact thinking
management. The examples of social
enterprises compiled vary in terms
of the social issues tackled, solution,

business model, experiences, size and
structure of the social enterprise.
What they all have in common is the
commitment of social entrepreneurs
and their teams to maximise their social
impact.
The social enterprises from Turkey and
Estonia presented in the casebook
were involved as beneficiaries in
the programme’s activities: training
program and coaching based on the
Impact Thinking Approach developed
within the programme and described in
detail in Maximise Your ımpact: A Guide
for Social Entrepreneurs.
I would like to express my gratitude
to all the project team members and
people involved in our work during
the last two years, especially social
entrepreneurs and members of their

teams. In the casebook we were able
to present only some of the social
enterprises we have worked with
during the project but many others
have provided us information on
their problems encountered, needs,
struggles that helped to shape the
content of the training and coaching.
I would like to thank the 30 social
enterprises participating in the training
program and coaching for their
motivation and commitment to create
positive social impact. Thanks to you,
our believe in social entrepreneurship
as a successful model to tackle the
social issues experienced in Turkey,
Estonia, United Kingdom and other
parts of the world is even stronger.
Agata Fortuna
Koç University Social Impact Forum
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• E-BURSUM (E-SCHOLARSHIP)
• FRC GROUP
• GELECEK DAHA NET (FUTURE IS BRIGHTER)
• NEPPI ART
• SPEAKSMART
• STREET LEAGUE
• ÖNEMSİYORUZ (WE CARE)
• VODAFONE AKILLI KÖY (VODAFONE SMART VILLAGE)

CASE THEME:

SOCIAL IMPACT MAP
DEVELOPMENT

SUMMARY
• E-Bursum is a social enterprise that
makes the granted scholarships in Turkey
systematized and centralized. It created a
scholarship system that is more accessible,
transparent, democratic and equitable.
It also provides trainings and online
mentoring opportunities to granters to
maximize the granters’ social impacts.
• It has been active since September 2015 and
operates on national level.
• It has been involving its main stakeholders
(mostly beneficiaries) to create and revise
the platform and develop new products.
However, this involvement was disorganized
and non- systematic before developing a
stakeholder based social impact map

.

THE SOCIAL PROBLEM
Every year millions of students search
for funds and scholarships in order to
continue with their education, but only
a few succeed in this difficult quest
because of numerous adversities in
finding and gaining the right financial
support.
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MESUTCAN KESKİN

HIS MISSION

To minimize inequality
of opportunity in
education.

22 years old Mesutcan Keskin,
graduated from Computer Engineering
department of Galatasaray University.
He has held the Presidency of the Youth
Council of the municipality of Beşiktaş,
representing 96,000 young people.
He represented Turkey in many national
and international projects. Eventually,
he represented Turkey in the United
Nations Youth Council.
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THE SOLUTION

more equitable platform for students’
quests for funds.

without needing any human resources
of their own.

Aiming at resolving the longremaining opportunity gap in the
education system, E-Bursum creates
a technology-of-its-own to reach
more students and facilitates the
whole process of finding and gaining
scholarships.

E-Bursum is an online scholarship
platform that offers different services
for scholarship granters and students.
It not provides students with the
necessary information about most
of the scholarships offered in Turkey,
but also enables them to make online
applications. What’s more, it is a
platform for scholarship granters,
which helps them with the handling of
all their scholarship programs online

Additionally, E-Bursum has its own
online mentoring dimension where
granters can also be mentors and
students can be mentees.

Thanks to the advantages the system
provides for students, E-Bursum
intends to eliminate inequalities in
gaining scholarships by presenting a

E-Bursum Mentoring Program gives
granters the chance to positively
impact the academic and occupational
dimensions of students’ lives through
one-on-one communication.
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THE SOLUTION

Services of e-Bursum

Scholarship Pool

Online
Interview System

Blog Posts
on Education

Scholarship
Application System

Online Mentoring
(Employee
Volunteering)

Scholarship
Analysis System

Scholarship
Evaluation System

Event
Organizations
for Students

Scholarship
Payment Tracking
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THE BUSINESS MODEL
Process For Students

Process For Donors

Additional Services

Become a member

Become a member

Online mentoring

Inquire scholarships

Develop a scholarship plan

Event organization on
education

Apply for scholarships

Track evaluations

Scholarship analysis

Track evaluations

Interview shortlisted
students online

Employee volunteering
opportunities

If shortlisted, attend online
interviews with donors

Pay students who have
gained the scholarship

If the scholarhip is gained,
get payments
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FINANCIAL RESOURCES
Fees from Scholarship Granters to Become a Member of
E-Bursum

Crowd Funding

Fees from Other Organizations in Turkey who also gives
scholarships and ask for verification services

Investors
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IMPACT
MANAGEMENT
UNDERSTANDING
E-Bursum acknowledges that critical
role of education in people’s lives and
the necessity of the measurement
of each step taken for equality of
opportunity in education. That’s why
E-Bursum measures the changes it
might have caused in educational
skills and success, social skills, family
relations, personal development of
the students getting benefit of the
platform.

E-Bursum also measures and evaluates
the changes in scholarships donors
on their scholarship preferences and
structures, awareness and willingness
to give scholarship, their willingness to
become volunteers and to contribute
to society.

E-BURSUM’S OBJECTIVES
BY IMPACT MEASUREMENT
• Developing a social impact archive

SOCIAL IMPACT MAP
Before founding the platform, the
founder Mesut made 24 months of
preliminary research and interviews
with the scholarship granters and
students all around Turkey and refined
the first version of his platform.
By doing this, he involved the main
stakeholders of E-Bursum right from
the very beginning.

• Better contribute to the equality of
opportunity in education
• Use it as a tool for attracting
investors
• Use it as a tool for communication
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Since its foundation, E-Bursum has
regularly talked and exchanged
ideas with 3 of their stakeholders - 1)
students, 2) granters, 3) investor- and
redesigned the platform, created new
services (online mentoring, event
organization, etc.) according to their
feedbacks.
However, before creating a stakeholder
based social impact map, E-Bursum
had a non-systematic stakeholder
involvement approach; social impact
map helped them to manage with and
measure impact in a systematic and
planned fashion.
• E-Bursum drafted the Stakeholder
Outcome Map with the coaching
support provided by Know Your
Impact project.

• The coaching started with defining
the main stakeholders and figuring
out the anticipated outcomes. The
indicators are also set to measure
these outcomes and the tools
are made to measure these. And
a yearly plan is made to apply the
tools and write a social impact
report.
• However, E-Bursum also knows and
acknowledges that there might be
some unanticipated outcomes as
well. That’s why they are always in
touch with their stakeholders and
ready to change the measurement
tools and add outcomes that are
most and least valuable for their
stakeholders.

IMPACT
MANAGEMENT PLANS
FOR THE FUTURE
• To have a social impact report at
the end of 2017
• Attend to 3 more coaching on
social impact management
• Include stakeholders more to their
decision making process
• Sustain their positive approach to
further embed social impact into
their management approach
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CASE THEME:

SOCIAL RETURN ON
INVESTMENT (SROI)

SUMMARY
• FRC Group’s vision is of a society where people can
obtain good quality, affordable furniture without
experiencing the devastating impacts of furniture
poverty – no bed to sleep on or unmanageable debts.
Their mission is to reduce and ultimately eradicate
furniture poverty.
• FRC Group runs social businesses that create profits
and opportunities to change the lives of people living
in poverty and unemployment. FRC also campaign
to raise awareness of furniture poverty and create
practical solutions to get furniture to people who
need it.
• Carrying out stakeholder engagement using the
Social Value Principles has refocused FRC Group’s
understanding of their impact from only looking at
the progress on organisational objectives, to looking
from the perspective of their stakeholders

.

THE SOCIAL PROBLEM
There are two main social problems addressed by FRC:
1. Furniture Poverty This is when a household does not have
the furniture they need to lead a secure life. It is a hidden
issue that affects millions of low-income households in
the UK. Furniture Poverty can mean families are living
without adequate furniture and appliances, or have gone
into unmanageable levels of debt to buy the basic items
they need. For some, the inability to buy basic furniture
keeps them trapped in temporary accommodation. Many
households live with the stress of worrying about Furniture
Poverty, fearing what would happen when an essential item
like their fridge or cooker breaks and there is no money to
replace it.
2. An insecure and uncertain employment environment in
the UK Unreliable and intermittent incomes
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“Since 1998 FRC Group has
had a commitment to “proving
it” - being transparent and
responsive to the people that
matter to us and to whom we
matter – our stakeholders.”

THE FOUNDERS:
GROUP OF SOCIAL
ENTREPRENEURS
FRC Group is a group of social
businesses based in Liverpool
which operates nationally. All of the
businesses are united by the aim to
create profits and opportunities to
change the lives of people living in
poverty and unemployment.
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THE SOLUTION
FRC Group are providing the following
solutions:
• Selling and donating pre-loved
furniture to vulnerable people
experiencing furniture poverty
• Selling high quality contract
standard furniture to social housing
providers, which is used to furnish
the homes of their tenants who are
at risk of furniture poverty

• Establishing the campaigning arm
of the organisation, End Furniture
Poverty, which raises awareness
of furniture poverty amongst the
wider public
• Employing and training those who
are in insecure employment or
have been long term unemployed
to help them to gain secure
employment in the logistics
industry
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THE BUSINESS MODEL
FRC Group has two social businesses,
each with a different business model.

Furniture Resource
Centre
Furniture Resource Centre
has sold new furniture to housing
associations and local authorities
across the UK for over 25 years.
They provide a full one-stop
service for furniture, appliances,
flooring and window coverings.
They have the experience and
expertise to meet all their clients’
needs, providing the highest
quality products at the right price
and always with the very best
customer service.

Bulky Bob’s

+ =
Bulky Bob’s has contracts
with Liverpool City Council
and Oldham Council to
collect bulky household
waste, including unwanted
furniture. This furniture is
then sold or donated as preloved furniture to hundreds
of families at risk of furniture
poverty every year.

19

IMPACT MANAGEMENT
AND SROI

stakeholders and with
their customers about the value they
create.

Since 1998 FRC Group has had a
commitment to “proving it” - being
transparent and responsive to the
people that matter to them and to
whom they matter – their stakeholders.
“Proving It” means publishing an annual
report which tells the ‘warts and all’
story of FRC Group’s work, successes
and challenges.

The most significant benefit of the
SROI studies has been the greater
understanding it has given of how FRC
Group can improve their performance
and identifying which factors are key in
producing positive outcomes for their
stakeholders.

SROI is one of the tools used to
measure FRC Group’s impact. It is
used specifically to analyse the social
value created by their training schemes,
and pre-loved furniture donation
operation. The SROI ratio
and the data within the analyses have
been very useful in opening up different
types of conversations with their

An example is the insight it has given
into how the training programme can be
refined to increase the level of success
for their trainees and therefore the
overall impact of the programme. As
a result of the data in the SROI studies
they have made changes to how they
run the programme. The SROI studies
showed them where to focus their
efforts to produce the best results.
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Carrying out stakeholder engagement
with the Social Value Principles in mind
has freshened up the FRC Group’s
approach. In the past their stakeholder
engagement had been more focused
on whether the organisational
objectives were being achieved but
through the SROI analyses they have
done, their stakeholder engagement
has been improved and refocused on
the stakeholder’s perspective.
FRC Group produced the country’s
first fully audited integrated social and
financial annual report two years ago,
an approach they continue to follow.

IMPACT MANAGEMENT
PLANS FOR THE FUTURE
• FRC Group is still working on making
the language and workings of SROI
analyses widely understood within
the senior team. The starting point
was to focus on the benefits of an
SROI analysis. As they now look
to use the Social Value Principles
and Social Value Budgets for
forecasting and for scenario
planning, there is a greater need for
more people to understand how
the ratio is created, and the factors
which affect the ratio.

• FRC Group has an embedded
an impact measurement system
which includes collection of data
for their SROI analyses. They are
developing ways of using SROI
as a forecasting tool to establish
social value creation targets to sit
alongside the financial targets and
budgets that are used to monitor
the business.
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CASE THEME:

THEORY OF CHANGE

SUMMARY
• Gelecek Daha Net (GDN)
increases employability of young
people in Turkey through online
and offline services empowering
young people. Services vary
from online mentoring, coaching,
trainings, surveys, workshops,
youth camps, etc.
• It has been active since
September 2009 and operates on
national level.
• GDN was more focused on
monitoring & evaluation of the
services until 2016 but now has
developed its theory of change
and started managing their
impact in a more systematic way

.

THE SOCIAL PROBLEM
• In Turkey, where half of the population is
under the age 30, 17% of the population is
aged between 14 and 25 years and youth
unemployment is 24%.
• Young people:
-- cannot reach sufficient knowledge and
guidance when they make decisions about
their life.
-- do not know what to expect from
themselves truly and are not knowledgeable
enough about occupations and career paths.
-- have difficulties in deciding on a suitable
occupation or career path for themselves.
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SERRA TİTİZ

HER MISSION

To increase the
employability of young
people in Turkey

Serra Titiz has been working
on sustainable development
since 2003. She worked with
the youth, and women and
with vocational groups at large
NGOs at managerial levels, has
participated to international
programs on NGOs and Civic
Activism.
In 2007, Serra launched Mikado,
a social business which crafts
and implements new models
and projects around sustainable
development, corporate social
responsibility, and society
capacity-building in partnership

with the private and social
sector. Through the resources
and networks of Mikado she was
able to realize what had been
in her mind for several years—a
global initiative providing youth
with guidance, inspiration, and
empowerment to lead selfdetermined lives. the project,
Gelecek Daha Net, which began
as a pillar of Mikado, gradually
became a more independent
national initiative.
Serra has been an Ashoka
Fellow since 2013. She also is an
Eisenhower Fellow.

24

THE SOLUTION
Empowers and encourages youth selfdetermination with the ability to make
informed education, career choices
and life choices. This results in lower
high school, university and job dropout
rates, fulfilled personal lives and a
more productive economy and society.
GDN encourages youth to be proactive
members of society, gears them up with
21st century life-skills and empowers
them to make more informed life,
education and career choices.

The initiative combines on- and
offline mentoring-, coaching- and
skill development approaches
involving hundreds of professionals as
volunteers, a majority of which engages
with youth or volunteers for the first
time. This results in more fulfilled lives,
lower high school, university & job
dropout rates, increased employability,
more successful careers, a stronger
economy and a more proactive and
productive society overall.
All the services are for free for young
people who are member of the
platform.
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Services of GDN for
Young People

E-Mentoring

Services of GDN
for Corporates

Webinars

Career Coaching

Corporate Pages

Vocational Videos

Careers Advice
Questionnaire

Careers
Information

Vocational Videos
and Success
Stories

Employee
Volunteering
through
E-mentoring
Programs

Special CSR
Programs on Youth
Development

Online Trainings

Events, News, Blog

Youth Camps

Youth
Employability
Programs

Career Days &
Company Visits

Database of
Schools,
Professions And
Companies
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Stakeholders of GDN
Individuals

NGOs

Corporates

Schools

Students

Youth NGOs

HR

High Schools

Volunteers

Educational NGOs

Corporate Relations

Universities

Conseling Teachers

Teachers NGOs

Corporate Communications

Parents

Vocational NGOs

Marketing

Coaching NGOs
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THE BUSINESS MODEL
Process For
Young People

Process For
Volunteers

Process For
Corporates

Become a member of
the Platform

Become a member

Communicates with
GDN Team

Inquire Services

Become a mentor

Find Common Grounds to
Cooperate

Benefit from Services

Mentor a young person

Become a Sponsor, Provide
Grant, or Carry Out a Project with GDN

Evaluate the Service

Evaluate the System

Reciprocal Evaluation
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FINANCIAL RESOURCES

Corporates- Funds and/or Fees through Cooperation

Donations

Crowd Funding

National or International Grants
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IMPACT
MANAGEMENT
UNDERSTANDING
Social innovation and social impact
measurement is pillars of GDN.
Although no report has been published
so far, monitoring and evaluation
mechanisms are developed for all
the programs and social impact is
measured. GDN believes “what can be
measured can be managed”.

Until 2016, GDN was more focused on
monitoring & evaluation of the services
given. So, the students, the volunteers
and corporates that benefited from
the services were asked to evaluate
the services. From 2016 onwards GDN
took a further step and measured the
impact of its first youth camp. And now,
GDN is focused on its overall impact on
its stakeholders; and has been working
on its Theory of Change as a first step
towards social impact management.

GDN’S OBJECTIVES BY
IMPACT MEASUREMENT
• Developing a social impact
strategy
• Increase its impact
• Use the results for strategic
decision making
• Use it as a tool for attracting
investors
• Use it as a tool for communication

30

SOME IMPACT NUMBERS OF
GDN BY YOUNG PEOPLE
Contributes to
my Personal
and Career
Development

THEORY OF CHANGE
Since the boot camp on Social Impact
Management organized in August 2006
within the scope of Know Your Impact
project, GDN gave momentum on
developing its Theory of Change (ToC).

Improves
Knowledge on
Professions

Can Reach to
Professionals
in my Interest
Areas

Improved
My Career
Objectives

The reason of GDN focusing on ToC is
to be able to systematize and structure
the impact management system.

IMPACT MANAGEMENT
PLANS FOR THE FUTURE

GDN has been working on its ToC since
couple of months and although ToC is
an on-going process, here most recent
ToC of GDN is shared.

• To have a social impact report at the
end of 2018
• Attend to 3 or 4 more coaching on
social impact management
• Constantly revise and renew ToC
• Make strategic decisions through ToC
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(DRAFT) THEORY OF CHANGE
ACTIVITIES

OUTCOMES

Webinar & Video Conferences
E-mentoring
Career Sessions
A Day From the Future
Youth Friendly Corparations Program

Professional became aware of
volunteering opportunities

GOALS

ULTIMATE GOAL

CONNECTED STUDENTS WITH
PROFESSIONALS

Webinar & Video Conferences
E-mentoring
Youth Camps
Design Your Future Module

Managers made aware of needs and
expectations of young people

Webinar & Video Conferences
E-mentoring
Coaching
Star Teams
Youth Camps
Online Trainings

CV's of young people were strengtened

Star Teams
Blog Posts

Raising awareness on volunteering in
young people

Corporate Orientations Programs
A Day From the Future

Young people got ready for professional
life

DEVELOPPED SKILLS OF YOUNG
PEOPLE

INCREASED EMPLOYABILITY
OF YOUNG PEOPLE IN TURKEY

Stakeholders who are active in the field
of youth employment on youth potential
Young people's self esteem increased
Webinar & Video Conferences
E-mentoring
Youth Camps
Online Trainings

Young people were informed on their
career options

Webinar & Video Conferences
E-mentoring
Youth Camps
Online Trainings
Design Your Future Module

Eliminated young people's perceptions
on socio-economic disadvantages
through roles models

Webinar & Video Conferences
E-mentoring
Youth Camps
Online Trainings
Design Your Future Module

PROVIDED YOUNG PEOPLE WITH
INFORMATION AND KNOWLEDGE
ON OCCUPATIONS AND SOFT

Enabled young people to come up with
career plans

SKILLS
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CASE THEME:

THEORY OF CHANGE &
STAKEHOLDER ENGAGEMENT

SUMMARY
• Neppi Art has taught pottery to children aged
5 – 14 in one kindergarten and one youth centre
since September 2016. In today’s world, full of
hurrying and stress, children are increasingly
attached to screens. Pottery lessons give
children a valuable training and a sense of
achievement as they are making something
with their own hands. Working with clay helps
children to develop better dexterity and ability
to concentrate, lowering the stress levels.
• The evaluation of impact of the activities of
Neppi Art demonstrated the participants have
gained new skills and felt themselves better due
to the pottery courses

.
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THE SOCIAL PROBLEM
The overload of (screenbased) stimulation for
children

Prevalence of games
and actions that do not
need complex hand
movement, coordination
and communication

Lack of ability to
concentrate

Increasing stress

Problems with hand
dexterity

Difficulties with learning,
behavioural problems

Higher potential for
depression and other
stress-related problems
Children do not train important
life-skills in their youth

Increasing number of children needing
logo-paedic help (due to the lack of complex
stimulation)

Less creativity, less ability
to make something yourself

Children have problems
with speaking and
communication

Low creativity and
flexibility in their lives

Ready-made toys
Children are deprived of the feeling that
they can make something themselves

Problems with
low self-esteem

Not enough hobbies: 1) That could compete with screens and ready-made games/toys 2) That are available (e.g. at kindergartens and youth centres)
without demanding additional logistics efforts from the parents
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FINANCIAL RESOURCES
SEED FUNDING

LOCAL MUNICIPALITIES

PRIVATE INDIVIDUALS
(PARENTS)

Funding is managed by a
state institution Eesti Töötukassa
(unofficial translation is “Estonian
Unemployment Insurance Fund”),
and co-financed by European
Social Fund.

Pay for the courses in youth
centres

Pay for the courses in
kindergartens

36

THE FOUNDER TALKS
ABOUT HER IMPACT
MANAGEMENT
UNDERSTANDING
I had the advantage of doing research
for my master thesis that directly
addressed the issues that I am now
practically aiming to solve as a
social entrepreneur. It gave me an
excellent starting point. Here comes
my suggestion for students: focus on
something in your research that can
inspire you to really create the change
yourself!
Being the parent of two boys, I have
permanent intense contact with the
main stakeholder group – the kids.

The problem I aimed to address was
haunting my own children as well: they
love handcrafts and making things
but have become more and more
occupied by virtual entertainment. This
tendency needs our full attention and
intervention.
As my enterprise is very small, I
could keep strong contact with
all stakeholders myself, including
the children participating in the
courses. However, it requires some
extra time and effort to analyse
everyday experiences and informal
feedback you get; to understand if
your intuition is correct. To get more
structured information, I conducted a
questionnaire-based survey at the end
of the courses. I plan to continue with
those surveys regularly.
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THEORY OF CHANGE
CAPTION OF THEORY OF CHANGE: MAIN BENEFICIARY GROUP
Children

Children are regularly working
with clay and making pottery

Social interaction during the
pottery course

Children have meaningful
activity and controlled
environment for their free
time

They avoid risk behaviour

They apply their creativity in
creating forms of art

They are more creative

They learn pottery and
ceramics

They acquire new skills
and make art

They see the results and get
positive feedback

Improvement of selfesteem

Working with clay stimulates
their hands and coordination

Better dexterity and other
skills

Children have conversations
and they create good
relationships with
coursemates

They are better socialized

HEALTHIER
AND HAPPIER
CHILDREN
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THE FOUNDER TALKS
ABOUT IMPORTANCE
OF IMPACT
MEASUREMENT
At the end of the first year, I conducted
a survey among key stakeholders to get
feedback and collect their ideas for
improving my service.
I shared 30 paper-based questionnaires
to children, parents, youth workers and
partners. I got back 24 responses that I
analysed myself.

Foremost, I would say that it was a great
confirmation and encouragement that I
am doing the right thing.
Feedback gives you small but practical
tips to improve the program, like the
need to turn more attention to the
transportation of products so that
these would not break or the reminder
to coordinate the timeslots with other
hobby-activities that schools offer. I
got a confirmation that children want
to continue so I need to have more
groups (beginners and advanced).
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THE FOUNDER TALKS
ABOUT HER IMPACT
MANAGEMENT PLANS
FOR THE FUTURE
Being a novice solo-entrepreneur,
impact thinking has helped a lot to
structure my activities and get a better
contact with my stakeholders’ and
their needs. Getting feedback was very
reassuring for me and gave me several
insights.
I plan to continue to include impact
mapping to my enterprise to monitor

the changes I create. There are some
practical nuances I will improve
next year (like distributing parents’
questionnaires earlier so I have more
time to collect them). Also, I am
exploring how to get valid information
about some indicators like children’s
self-esteem and better socialization:
I measured it by observation and
feedback questionnaires but would like
to find even more precise methods.
Impact thinking becomes especially
important for me when I plan to involve
more beneficiary groups in the future
(like elderly people)
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CASE THEME:

THEORY OF CHANGE &
STAKEHOLDER ENGAGEMENT

SUMMARY

“To promote a mindset
in society where a
stronger argument is
the determining factor
in any discussion and to
teach necessary skills.”

SpeakSmart is a social enterprise that offers
training and consulting on analytical thinking,
argumentation, public speaking and debate
since 2006. Also, it starts debate clubs in
organizations, and provides moderators as well
as offer show debates at conferences.
As a social enterprise, part of their generated
income is used to implement the objectives of
the NGO Estonian Debating Society. The NGO
focuses mainly on teaching youth and also
undertakes other “non-profit” mission-related
activities. To create societal conditions where
good arguments are appreciated and called for,
both organizations believe to the need to teach
argumentation and debate skills to as many
people as possible

.
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THE SOCIAL PROBLEM
Individual´s full potential
remains untapped (hindering
innovation and finding the
best ideas and solutions)

Fear of expressing oneself
with words

Lack of skills to express
oneself with words

Lack of experiences in
business speaking skills

Good ideas and valid
arguments are left
unexpressed or do not get
the attention they deserve

Unbalanced work relations,
frustration in professional
situations

Argumentation culture is not
developing in the society /
business relations
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HELINA LOOR
I have been involved in debating since
2000. As an active debater, judge,
tournament director already during
school and university years, I have for
long time shared the mission of the NGO
Estonian Debating Society: to cultivate
the mindset that a stronger argument is
the determining factor in any discussion.
SpeakSmart combines debating
with another great interest of me:
adult education. I firmly believe that
everybody should have an opportunity
to evolve despite their age, type of job
or the level of education. Everybody
needs rhetoric and argumentations skills
in their daily situations; it is something
that could and should be learned and
developed as adults as well.
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THE FINANCIAL CYCLE

THE TEAM

Income from paying
clients (businesses,
public institutions,
NGOs and private
individuals)

15 TEAM
MEMBERS

3 FULL TIME
EMPLOYEES

PART-TIME
TRAINERS

PART-TIME
MODERATORS

PART-TIME
CONSULTANTS

Profit Sharing with
NGO Estonian
Debating Society

Operational costs
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IMPACT
MANAGEMENT
UNDERSTANDING
SpeakSmart aim long-term results and
for that they:
• Find out client representative’s
(manager, HR partner) expectations
for the training and compare it to
the expectation and needs of the
participants. Knowing our client and
the participants helps us to meet
their expectations better but also
be clear about the focus of this
training.

• Ask the participants to assess
situations they have used
argumentation after the training
and tell what has been difficult for
them. In the 6 month feedback it
is common for the participants
to describe how they have
used argumentation skills to be
more clear and effective when
presenting their ideas.
• In 2015 SpeakSmart asked young
anthropologists at RAK (Center for
Applied Anthropology of Estonia)
to conduct a communication study
to map more deeply their clients’
motivation and the changes they
have experienced.
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THEORY OF CHANGE
Argumentation skills

Custom group training
www.speaksmart.ee/en

Facilitation and
moderating services
www.moderaator.ee/en
Long-term training

Consultation

Better argumentations skills
Rational professional relations,
Negotiations, meetings, sales
better discussions full of arguments
and quicker and better decisions
Presentations and Public speaking,
Better public speakers and
Media interviews, Vocal training
presenters
Promotion
High-level public debates,
of the
Moderating and Facilitation
discussions, conferences
mindset
Better communication in
in society
Team communication
professional relationships
where a
Moderators for in house meetings,
stronger
conferences and seminars
High-level debates, discussions,
argument
Show-debates in conferences
conferences
is the
Meeting format + moderator for
determining
business discussions
factor in any
SpeakSmartClub™ debating
discussion
Professionals who use
clubs in organizations for regular
and teach
argumentation for business
argumentation practice
Private and corporate consultation
necessary
relations, decision-making an
for managers and communication
skills
communication
specialists
Better debating skills and the
Supporting Estonian Debating
dissemination of the principle that
Society financially in their activities stronger argument should be the
determining factor in any discussion

More
rational
society
where
discussions
are based
on strong
arguments
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STAKEHOLDER
FEEDBACKS
• As SpeakSmart shares its mission
with the NGO Estonian Debating
Society, it is difficult to measure
the wider social impact of
SpeakSmart activities separately.
The NGO Estonian Debating
Society is more directly oriented
to social activities, many of the
“non-profit”, as they run debating
programs at Estonian schools
and universities, organize public
debates and participate in public
discussions.

• By focusing mostly on business
clients, SpeakSmart trains people
in argument-based reasoning as
well as supports Debating Society
financially, being one pillar in
fulfilling the broader social mission
of the debate community.
• Stakeholder involvement is
essential for SpeakSmart. They aim
to establish strong connection
with thaie clients and participants
before the trainings and have
been constantly monitoring
client satisfaction and collecting
feedback afterwards.
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PHASES OF STAKEHOLDER FEEDBACKS
PHASE 1

PHASE 2

PHASE 3

Instant feedback from the
participants

Feedback from the client’s
representative (mostly managers
or specialists responsible for
human resource development)

6 months after the trainings,
participants are asked about
how they have kept using
argumentation in their working
situations.

*As for argumentation skills in diverse situations, SpeakSmart doesn’t aim to quantify the responses but mostly collect qualitative data and stories.

IMPACT
MANAGEMENT PLANS
FOR THE FUTURE
• More systematic impact mapping
has been in SpeakSmart’s schedule
for some years already but didn’t
have sufficient time to take action.

• Being a social enterprise associated
to the NGO Estonian Debating
Society, SpeakSmart already
positioned themselves significantly
differently than an average training
company in Estonia.
• When the clear presentation of
their social impact will give them
advantage in competition, it will
become much more relevant for
them.

• To grasp wider social change and
to find the indicators for that, is a
challenge that SpeakSmart works
on.
• SpeakSmart will work in
collaboration with the NGO
Estonian Debating Society for
impact management.
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CASE THEME:

DATA COLLECTION

SUMMARY
• Street League is the UK’s leading sport for
employment charity. At Street League you play
sport everyday and learn the key skills to move
into work.
• Youth unemployment is still a massive problem
in the UK, more than 1 in 7 16-24 year olds
are unemployed, Street League think this is
unacceptable, and their vision is to see an end to
youth unemployment.
• As an organisation, encouraged by their partners
and funders, Street League recently decided
to collect more information about the young
people they work with, and their journeys with
the charity. Now they collect more useful impact
data, noting hard and soft outcomes and only
use one hundred per cent data sets

.

THE SOCIAL PROBLEM
• For young people, the youth unemployment
remains high at 13.7% in UK which is almost
three times higher than the 4.9% national
average.
• Hundreds of thousands of young people,
with no qualifications, are facing huge socioeconomic barriers and are still out of work.
• For many young people around the UK, they
face an uphill struggle from the start. Not
succeeding in school at an early age (for
many different reasons) means that they are
often unable to find or keep jobs later on in
life. All too often their situation is passed on
to their own children, and so it continues.
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MATT STEVENSON-DODD
CHIEF EXECUTIVE

“If an organisation says they are 100%
successful, then they are not taking any
risk and they are not trying to improve.
We don’t want to be like that. So we are
being upfront about whom we have not
been able to help (the young people who
left our programmes) so that we can
look at how to improve”

• Street League is the UK’s leading sport for
employment charity.
• At Street League you play sport everyday
and learn the key skills to move into work.
• Matt Stevenson-Dodd, Chief Executive at
Street League, has placed an emphasis on
putting transparency and accountability at
the centre of their work moving forward.
• Matt has led Street League since 2010,
changing its direction and driving growth
of 30-40% every year for the past six years.
Street League now employs 136 full time
staff, operates in 14 regions across the UK
and serves 36 local communities.
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Some headline statistics:
• 81% of participants are from the Top
40% most deprived areas of the UK
• 75% of participants face at least
one socio-economic barrier to
employment

THE SOLUTION
Street League operates in 14 regions
across the UK with their sport for
employment programmes running in
36 local communities. Their 10-12 week
long programmes support unemployed
16-24 year olds to learn the key skills,
gain the necessary qualifications
and work experience to move into a
sustainable job or further training.

They believe in the power of sport to
enable people to achieve their full
potential; sport is a universal language.
They believe that school is not a onesize-fits-all approach, and that you can
find your own success in many different
ways. Sport teaches teamwork,
leadership, discipline and competitive
spirit – not only beneficial on the
pitch or in the dance studio, but also
essential for the world of work.

• 84% of participants have no
qualifications higher than G.C.S.E
level or equivalent
• 18% have no formal qualifications at
all
• Getting a job is one thing, but
staying in it is our most important
measure of success
• 55% of young people sustained
their employment outcome for 6
months or longer
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FINANCIAL STATUS
• Street League has grown rapidly
with a 20% increase in turnover in
2015-16, whilst also growing their
reserves to two months for the
first time in Street League’s history.
• At the same time as a 20% increase
in turnover and growth in reserves,
they achieved a 42% increase in
hard outcomes.
• Strong financial management of
the charity is crucial, ensuring
that they achieve the balance
between delivering as much social
impact as possible and long-term
sustainability.

IMPACT
MANAGEMENT
APPROACH DATA
COLLECTION
In 2010 Street League were just
measuring participation from samples
of young people and drawing
conclusions from the data. They were
pretty sure they were doing lots of
good stuff, but because they weren’t
collecting enough data, they did not
know what the good stuff was. They
moved to a more outcomes based
model, however they were only
measuring the hard outcomes, and the
intended outcomes, so again the data
was not giving them the full story.

They decided as an organisation,
encouraged by their partners and
funders, to collect more information
about the young people they work
with, and their journeys with the
charity. They started to look at the
backgrounds of their service users,
including social, economic, religious
and health backgrounds to check they
were focusing on the right priorities.
Now they collect more useful impact
data, noting hard and soft outcomes
and we only use one hundred per cent
data sets.
At a time when the public have low
trust in charities, particularly in CEO’s,
Matt wants to lead by example and be
transparent about how hard it can be,
rather than painting a rosy, but false
picture.
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Street League now have lots of data,
but they want to be able to use it to
implement true learning within the
organisation. They want to be honest
about the work they are doing, they
want to find out where they aren’t
being successful so that they can
address that.
They are doing this, in part, in their
annual survey, where they visually show
the journeys people make, and the
impact Street League has had on those
journeys. They find showing people’s
journeys on the whole, and not just
the intended outcomes or the success
stories, means that they are asking, and
encouraging other people to ask, the
important questions.

IMPACT
MANAGEMENT PLANS
FOR THE FUTURE
• The Street League board were
hesitant at first, and of course
there are questions that need to be
asked around how honest you are
with business critical information,
but Chief Executive- Matt fully
believed that their impact data
should be totally transparent.
• Now that the board have seen that
Street League are leading the way
in this approach, and that they are
growing and improving as a result of
that, their fears around the change
have diminished.

• Moving forward they are
continuing to look at how we can
use our impact data to get better
year on year.
• They plan to add into this culture
change further with their ‘Calling
for Clarity’ campaign where they
suggest three golden rules for
reporting on social value: do not
over claim, clear data with sample
sizes shown and that all outcomes
should be auditable.
• They believe there should be
basic, universal rules on social
accounting and fully believe in
assurance and accountability of any
results claimed.
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CASE THEME:

DATA COLLECTION

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.

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.

• 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

.
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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.

HER MISSION

To enable children to get
benefit of their right to play
no matter where they are.

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.
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THE SOLUTION

THE SOLUTION: PRODUCTS

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

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.

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

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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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’’.

STAKEHOLDERS OF ÖNEMSİYORUZ
INDIVIDUALS

NGOs

CORPORATIONS

SCHOOLS

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.

STATE
INSTITUTIONS
Related
Ministries
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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

Grants

Crowdfunding

Individual
Supporters

Corporate
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.

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.

Önemsiyoruz gathers qualitative and
quantitative data to measure its impact.
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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

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.

• Child’s self-expression abilities
• Change in the equality of accessing
toys

63

CASE THEME:

SOCIAL IMPACT MAP
DEVELOPMENT

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 knowhow, 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.

65

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.

HER MISSION

To enable Turkey’s three
million farmer families to fully
and actively participate in the
economy and society.

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.
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THE SOLUTION

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

Smart Village is a new generation
rural life style that brings together
traditional agricultural methods and
high technology.

• To use best agricultural
technologies in the world

AIMS OF SMART VILLAGE

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

• Increase the efficiency of
agricultural production through
information and communication
technologies
• Prevent migration and
unemployment by enabling youth
to like farming
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SERVICES OF SMART VILLAGE
Agricultural Production
Automation System

Centre for Women Education and
Production

Sports Facilities (Football,
Basketball, Volleyball Fields)

Animal Husbandry Automation
System

Digital Library

Farmer Efficacy Centre

Social Activities (Cinema, Theatre
Plays, etc.)

Child Education Centre

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

Local Women

Local Young People

Kids

Locals (Non-farmers)

Local Tradesman

Farmers from Other
Villages/ around Turkey

Students all around
Turkey

Investors

Supporters

Academicians

Employees
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IMPACT MANAGEMENT SOCIAL IMPACT MAP
UNDERSTANDING
Smart Village:
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.

• 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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