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INTRODUCTION

In Vietnam's dynamic and rapidly growing economy, businesses that
prioritize not only financial performance but also environmental
and social impact are uniquely positioned to unlock significant
opportunities. To amplify their efforts and achieve sustained suc-
cess, effective communication about their impacts is essential.

The IMPACT COMMUNICATION PLAYBOOK is designed specif-
ically forimpact businesses (IBs) in Vietnam to help them navigate
the complexities of communicating their stories, achievements,
and vision. Whether they are engaging with investors who seek
transparency and measurable results, donors eager to understand
the tangible outcomes of their contributions, customers driven by
purpose, or internal teams striving for alignment and motivation,
this playbook offers actionable guidance tailored to their needs.

THROUGH THIS PLAYBOOK, READERS WILL:
- Assess whether their business qualifies as an “impact

business” (IB) and understand the vital role communication
plays in impact measurement and management.

« Gain practical guidance on what aspects of theirimpact
to communicate and how to share their stories effectively
with diverse stakeholders.

« Explore simplified tools and frameworks designed to
help their business start its communication journey while
encouraging ongoing practice and collaboration with
supporting organizations in Vietnam.

This playbook helps IBs navigate the essentials of impact commu-
nication, starting with the right mindset and foundational questions
about the business's identity and role. It also provides guidance
on what impact to share, how to communicate it effectively, and
which tools to use, all through practical examples and actionable
insights. By following this journey, IBs will be empowered to build
stronger stakeholder connections and amplify their mission.

If your business is determined to pursue impact, let's embark on
this journey to amplify your impact stories.
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1.ITHE FLOW OF THIS PLAYBOOK

This playbook will begin by discussing impact communication from a mindset
perspective, addressing key strategic questions such as:

+ How can one determine if their business is an “impact business”?

« Whatis the role of communication in the impact measurement & man-
agement process of an impact business?

Once readers confirm that their companies are or might potentially become IBs
and understand the necessity of impact communication, the playbook will
provide more technical guidance on:

« What aspects of impact should be communicated?

+ How to effectively communicate this impact?

When delving into the technical aspects, the playbook will introduce various
frameworks and tools, in the Main body, the Resources part and the Workbook.
Recognizing that these concepts might be challenging for those encountering
them for the first time, the book will present them in the simplest way possible,
offering an overview. To truly master these tools, IBs will need to continue their
research and practice. They can also seek assistance from supporting organiza-
tions in Vietnam.
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1.2 TARGET AUDIENCE OF THIS PLAYBOOK

This playbook primarily targets impact businesses in Viet-
nam and those with the potential to become IBs. There
are different definitions of IBs. In this playbook, we use the
definition proposed by one of the most well-known organ-
izations in the IBs ecosystem in Vietnam, CSIP®, as follows:

An impact business is one where financial goals and the goals of
creating positive impacts on the environment and society, aimed
at sustainable development, are strategically planned, imple-
mented, managed, and measured with the participation of relevant
stakeholders.

©) Impact Measurement and Management Training, UNDP and CSIP, 2023
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This definition builds upon UNDP Vietnam’s concept of a social
impact business (SIB), which describes enterprises that prioritize a
triple bottom line, balancing profits with social and environmental
responsibilities.

The key distinction in this playbook’s preferred definition is that
the impact must be intentional rather than accidental. There are
three main reasons for this:

+ Iftheimpact occurs accidentally, the company may easily
abandon the impact aspect when facing challenging
business conditions or changing business trends.

«  Without strategic planning, organization, and measure-
ment, a company might overstate its impact without truly
understanding it.

«  When driven by strong conviction, even if the company
hasn't fully achieved its impact goals, it can still persuade
stakeholders about its commitment to future actions.

Overall, impact is not just an outcome; it's a journey marked by
clear direction and the perseverance to overcome challenges,
ultimately achieving long-term values.



Please use this decision tree to determine if your business is an impact business (IB) or has the potential to become one, making it the
target audience for this playbook.

Is your business trying to address a social or environmental problem as part of its vision, mission and business model?

Your business is not an impact business. Even if it creates
social or environmental impact, if this impact is outside your
vision, mission, or business model, it is likely considered a
corporate social responsibility (CSR) activity.

Is this problem one of the most pressing ones in today’s
i society? (problems that affects the society atlarge and need to
be addressed immediately)

.
S —————

Your business is not an impact business. The prob-
lem you are addressing might only affect a small group
of people or those who see your products/services as
an additional value rather than a necessity.

i Do you have a long-term plan with
' dedicated resources to address
i this problem?

Your business is not an impact business. Your impact is Do you have a system to

likely accidental rather than intentional. Concicer creating : measure and align your i
act plan and allocating s to el your i impact with your busi-
erformance and its impac i ness activities? 5
e e e e e e = e e mmmm— - ——————
L o dommmmommmneoes > YES!
W.

__________________________

Your business is likely a POTENTIAL
impact business. Please use this play-
book to build your impact measurement
and management system. Step by step,
you can proudly showcase your impact
to various stakeholders.

Yes! Your
: business is an i
i impact business! i

___________________________



01-Background

Below are some examples of IBs, and their stories will be shared throughout this playbook.

The first three companies are part of MYSC's investment portfolio in Vietham, allowing us the opportunity to conduct in-depth interviews
and gain a comprehensive understanding of their cases.

journey

of the
senses @

Founded in 2014, Journey of the Senses is a social
enterprise that operates 5 profitable business models
and sustainable social impact through providing
unique, friendly and professional product/service expe-
riences: Noir - Eating in the Dark; Blanc - Eat with Sign
Language; Noir Spa-massage in the dark; La Flower
— Flower with QR Greeting Sign Language; Green
Papaya Vegetarian Restaurant. These experiences
create job opportunities for deaf, visually impaired
and gender diverse personnel and thereby raise social
awareness of their abilities.

Website: https://journeyofthesenses.vn/

Facebook: https://www.facebook.com/journeyofthe-

senses.vietham

12 Impact Communication Playbook

‘ ‘rTECHCOOP

TechCoop, founded in 2022, is an
agritech startup offering trade, financing,
and advisory solutions for smallholder
farmers and agri-SMEs, enhancing pro-
ductivity and sustainability in Vietnam's
agricultural sector.

Website: https://techcoop.vn/

Contrau Eco, established in 2023, lev-
erages Biofloc Technology for sustain-
able, antibiotic-free farming, focusing
on water quality improvement, pro-
ductivity, and economic stability in
local aquaculture.

Website: https://contrau.eco/about/



https://journeyofthesenses.vn/
https://www.facebook.com/journeyofthesenses.vietnam
https://www.facebook.com/journeyofthesenses.vietnam
https://techcoop.vn/
https://contrau.eco/about/

We have also interviewed other IBs and gathered information from public websites and materials to share their stories in this playbook.

EduBridge

N

EduBridge India, estab-
lished in October 2009 by
[IM alumni and professors,
helps bridge the skills gap
for disadvantaged youth
in India. It has more than
100 courses and networks
in 18 states of India.

TINH BOT KHANG
DR. RUDT

Dr. Ruot, foundedin 2019,
focuses on gut health in
Vietnam through inno-
vative resistant starch,
aiming to eliminate
gut-related illnesses
and enhance digestive

well-being naturally.

Seesaw Vietnam,
founded in 2021, is a
game-based mental
health care solution
provider, known for “Tro
Chuyen Trong Tuan/
a card game fostering
meaningful conversations
and self-discovery.

passii

Passii is a fashion resale
company promoting
sustainability and envi-
ronmental conscious-
ness through clothing
resale, reducing waste,
and enhancing the cus-
tomer experience.

PROSUS

Prosus provides sustain-
able animal feed from
Black Soldier Fly Larvae,
addressing agricultural
waste treatment and
offering an eco-friendly
alternative to fishmeal for
feed manufacturers.

z":?@
bTa
is a platform connecting

customers with hourly
housekeepers, pioneering
technology in Vietnam'’s
domestic service sector
to enhance service qual-
ity and provide flexible job
opportunities.

péi
T

Vun Art, founded in 2017,
is a social enterprise
preserving Vietnamese
culture and promoting
sustainability by empow-
ering people with disa-
bilities to create unique

fabric art using repur-
posed fabric scraps.

"9®

KOTO (Know One Teach
One), initiated in 1999, is
a social enterprise pro-

viding vocational training
and life skills to disadvan-
taged youth, empowering
them with stable employ-
ment opportunities and
independence.

\

* %k Kk ok ok
REENFEED

GREENFEED Vietnam,
founded in 2003, is a
leading “Feed-Farm-
Food” (3F Plus) enter-
prise operating across
Vietnam, Laos, Cambo-
dia, and Myanmar. With
a focus on sustainability,
GREENFEED leverages
advanced European
technologies to provide
high-quality animal
feed, efficient farming
solutions, and traceable
food products.

13
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1.3 THE ROLE OF COMMUNICATION IN IMPACT MEASUREMENT

AND MANAGEMENT (IMM)

The previous section defined the target audiences of this Playbook
as IBs or potential ones. This section introduces a framework to help
these businesses strategically integrate impact into their business
models while balancing financial and impact goals.

“The framework, called Impact Measurement and Management
(IMM), enables businesses to plan and adaptively manage their
contributions to social and environmental goals. Centered around
an impact thesis that aligns with the business model, IMM ensures
that impact objectives are embedded into core operations and deci-
sion-making processes. It focuses on achieving the positive social
and environmental changes that define the company’s impact.”

14 Impact Communication Playbook

While other frameworks, such as Monitoring and Evaluation (MGE)
or Environmental, Social, and Governance (ESG), are often used
interchangeably with IMM, this Playbook specifically emphasizes
IMM for IBs. It is because MGE focuses on monitoring program
implementation and evaluating the outcomes of individual pro-
grams, primarily within the philanthropy and development sectors.
ESG, on the other hand, is business-oriented but inward-looking.
It involves developing an investment thesis centered on risk man-
agement and meeting disclosure requirements for businesses.



IMPACT COMMUNICATION IS AN IMPORTANT PART OF THE IMM FIVE-STEP PROCESS:

PLANNING

cublatso d Buulldd (ResourceAllocation)

RESULT MEASUREMENT
AND MONITORING

IMPACT
COMMUNICATION

IMPACT VERIFICATION
AND VALUATION

Source: Adapted from Impact measurement and management (IMM) five-step framework, Impact Europe (formerly EVPA), 2015

The chartillustrates that impact communication typically occurs
at the end of the process, after IBs have developed their strategy,
allocated resources to achieve their impact goals, measured/
monitored their impacts, and verified/ appraised their impacts.

However, this process is not static; it is iterative and evolves with
the development stages of IBs. Very small and early-stage busi-
nesses with limited resources (e.g., human capital, infrastructure)
can manage theirimpact using simple tools like Excel. Those that

are more mature with more resources might use purchased impact
management systems or consultancy services for impact meas-
urement and verification. Consequently, IBs can communicate
each part of this process as it develops rather than waiting
for all steps to be completed. Continuous communication helps
your business connect with its stakeholders and creates motivation
and companionship in its impact journey.

15
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1.4 THE NEED FOR IMPACT COMMUNICATION

Through our research, interviews, and workshops with IBs and other ecosystem
stakeholders, there is a consensus that impact communication is crucial for the

following key reasons:

Communicating acompany’simpact
shows its dedication to transparency. It enables stakeholders to assess its social
and environmental performance, which fosters trust and ensures accountability.

Clear and accurate impact data engages
stakeholders, including customers, employees, investors and partners, promoting
productive dialogue and collaboration.

Highlighting sustainability and
social responsibility efforts can set a brand apart and attract customers who

appreciate responsible businesses.

Regular impact reporting can drive new
ideas for business by identifying areas for improvement and setting benchmarks

for future performance.

In short, Impact Communication is not only a sharing tool but also a driving force
for sustainable development and stakeholder companionship.

16 Impact Communication Playbook



1.5 HOW TO NAVIGATE THIS PLAYBOOK

How to

your impact strat-

egy by identifying the problem, solution

and direction?

How to

your strategy, allocate

resources, and achieve impact?

How to

progress, manage outcomes,

and align with your impact goals?

How to

, ,and

the value of your impact?

How to
to the

How to
to

How to
to

How to
impact to

How to
to

and demonstrate your impact
?

and demonstrate your impact
?

and demonstrate your impact
?

and demonstrate your
?

and demonstrate your impact
?

Impact Strategy section

Impact Planning section

Impact Measurement section

Resources section

Impact communication strategy - How to communicate the impact |
Internal Communication

Impact communication strategy - How to communicate the impact |
B2B Customers

and

Impact communication strategy - How to communicate the impact |
B2C Customers

Impact communication strategy - How to communicate the
impact | Investors

Impact communication strategy - How to communicate the impact |
Donors

Impact communication strategy - How to communicate the impact |
Government Agencies
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Impact communication, being the final and crucial part of the IMM
process, must highlight all key elements, including the impact
strategy, impact plan, and impact measurement methodol-
ogies and results.

This section will cover each of these elements and offer an overview
of methodologies and tools to help readers define and elaborate
on each component's content.

How to DEFINE your
impact strategy by identi-
fying the problem, solution
and direction?

Impact
Strategy section

How to IMPLEMENT your
strategy, allocate resources,
and achieve impact?

Impact
Planning section

How to TRACK PROGRESS,
manage outcomes, and align
with your impact goals?

Impact Meas-
urement section

9
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21IMPACT STRATEGY

Problem definition

The most crucial component of an impact strategy is identify-
ing the problem(s) your business aims to solve. To do so, your
business needs to understand the target audience they want to
serve, their characteristics, their wants and needs, and the prob-
lem(s) they are facing in detail. One of the popular frameworks
to help your business define a problem is the “HOW MIGHT
WE" framework.

Solution(s)

In answering the “How might we” question, your business will for-
mulate (a) solution(s) for the problem that it tries to address. This
solution statement needs to be:

- Clear: State exactly what the business wants to do.

- Specific: Determine the scope and the approach to
achieving it.

- Actionable: Give practical steps to implementation.

20 Impact Communication Playbook

Please refer to the “Solution Statement” template in the Workbook
to best illustrate your solution(s).

Impact direction

An important part of impact components is defining a business’
impact direction. The Sustainable Development Goals (SDGs) is
a universal framework that businesses can align with when setting
their impact direction and goals.

The SDGs are a set of 17 goals and 169 targets established by the
United Nations in 2015 to promote sustainability, equality, human
rights, and justice for all by 2030.

The SDGs allow business-led solutions and technologies to be
developed and implemented to address the world’s biggest sus-
tainable development challenges.

Businesses like yours can use the SDGs as a guideline to set goals,
drive impact, and align their solutions with global challenges,
thereby creating sustainable and meaningful value.An IB typically
selects 1to 3 Sustainable Development Goals (SDGs) as their pri-
mary impact objectives. These goals are often selected based on
their highest contribution to both business activities and society.
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An addition to these main objectives, the business can also support other SDGs throughout its production and supply chain processes.

Journey of the Senses (JOS)®

Problem definition

People with disabilities seek jobs to avoid burdening their families
but often struggle to find employers who understand and accom-
modate their needs without prejudice towards their disabilities.

How might JOS help people with disabilities find jobs that match
their strengths and accommodate their needs while avoiding
prejudice against them?

Solution(s)

JOS aims to create an inclusive working environment for people
with disabilities, transforming their challenges into strengths.
They ensure that all staff and customers treat these individuals
equally and fairly. JOS achieves this through a chain of restaurant
services and innovative experiences through touch and services

provided by the deaf, blind, and visually impaired, and gender-di-
verse people, including:

Noir Restaurant - Dining in the dark
Blanc Restaurant - Dining in silence
Noir Spa - Spa in the dark

La Hoa - Flowers speak

House of Du Du - Vegetarian restaurant

Impact direction

JOS aligns with two main Sustainable Development Goals: Goal
8 (Decent work and economic growth) and Goal 10 (Reducing
inequalities). Furthermore, JOS products, services and activities
also support Goal 12 (Sustainable consumption and production).

() Interview with Tu Vu, co-founder of Journey of the Senses & JOS’ website https://en.journeyofthesenses.vn/

22 Impact Communication Playbook


https://en.journeyofthesenses.vn/

« Create job opportunities for disadvantaged groups: Creating jobs and empowering
1 REDUCED people with hearing impairments/blind people/visually impaired people/gender diversity

INEQUALITIES « Encourage diversity and inclusion in the workforce: Ensuring a fair and inclusive work
environment, regardless of gender, race, or social status. This includes promoting equal
promotion opportunities for all employees, ensuring a fair salary and compensation
policy, and enabling everyone to express and develop their abilities.

A

(=)
— « Share benefits from economic growth: Service fees are divided equally among employees,
A 4 there is support for language learning for visually impaired / blind ones.

DECENT WORK AND + Protect labor rights and promote a safe and healthy working environment for all work-

ECONOMIC GROWTH ers, including people with hearing impairments, visual impairments, blindness and
gender diversity.

« Development of training and career development programs: Cooperating with the Ho

Chi Minh wCity Association of Persons with Disabilities and Nhat Hong Center for the

Visually Impaired to organize vocational training and development programs for vis-

I ually impaired/blind people in soft skills courses, management, and restaurant service

professions.

local suppliers, especially organic and sustainable products, in order to reduce carbon
CONSUMPTION PP pectdally or9 P

12 RESPONSIBLE « Choose sustainable and local raw materials: Prioritizing the use of raw materials from
emissions from transportation and support local manufacturing communities.

AND PRODUCTION

+ Use environmentally friendly products:

« Applying technology such as e-menus, which saves paper and minimizes environ-
mental impact
+ Using packaging from bagasse biodegradable materials for takeaway food,
stainless steel straws, recycled glass cups, etc.
+ Installing water stations in all models of JOS (https://refillmybottle.com/)
« Support social enterprises and social justice: Maximizing the use of suppliers in the IB
ecosystem and enterprises owned by women and disadvantaged groups.



https://refillmybottle.com/
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2.2 IMPACT PLANNING

Inthe impact planning phase, an IB must address several
key questions: What is the process for implementing
solutions to your identified problems? What resources
are required for this plan? What impact outcome do you
expect to see?

In this session, we introduce three tools commonly used
by IBs to effectively communicate their plans to stake-
holders such as investors, donors, and internal team
members. These tools include the Theory of Change
and the Lean Startup Canvas.

Theory of change

In the IB world, the Theory of Change (ToC) is used as
a comprehensive framework in which the goal (output,
short-term outcome, and desired state/long-term out-
come) and its prerequisites (inputs and activities) are
connected to each other based on causal relationships.

Through this theory, we can examine the likelihood and
rationality of IBs’ solutions.

24 Impact Communication Playbook
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Example: TechCoop®

| Bricriy

Ale

INBUSTRY, MNOVATION
AND INFRASTRUCTURE

o

Long-term
Outcome
Short-term
Outcome
Number of Percentage of price ) Number of
farmers/agricultural reduction due to Improvement in umber o Total amount of loans
enterprises utilizing n optimization o quality metrics “ products sold “ provided
the platform
Output
A contract platform for collecting transaction A platform for tracking the cultivation process .
condition data between farmers/agricultural enter- of contracted farmers/agricultural enterprises and for A product sales service platform for . . .
prises(prepayment status, payment terms, prices, selling organic/inorganic fertilizers contracted farmers/agricultural Financial services
etc.) (environmentally friendly). enterprises.
Activity
An all-in-one platform for supplying, producing, distributing, and tracking environmentally friendly fertilizers.
Decreased agricultural The challenges of digitalization lllegal lending issues stemming from the lack of working
Problem production and debt issues in the agricultural ecosystem of Vietnam. capital and low financial accessibility among Vietnamese
due to unstable supply chains. farmers/agricultural enterprises
) MYSC provided material - Theory of change - Techcoop

25
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Lean Startup Canvas

The Lean Startup Canvas is a simplified business
model framework tailored for startups. It assists entre-

preneurs in breaking down their ideas into fundamental
assumptions and identifying potential risks at an early
stage. It consists of nine building blocks:

N o oA

0 ©

Problem: |dentify the problem that the business
wants to solve,

Customer segments: The target audience of the
product or service;

Unique value proposition: The outstanding value
makes the business different from the competition;
Solution: Specific solutions to solve the problem;
Channels: Means and ways to reach customers;
Revenue streams: How the business makes money;
Cost structure: Expenses necessary to operate
a business;

Key metrics: Factors that measure success;
Unfair advantage: Elements that are difficult for
opponents to copy.

Based on this Canvas, businesses can easily under-
stand how to integrate their impact directly into their
business models.

26 Impact Communication Playbook



Contrau Eco®

Problem

« Low farming success
rates (40-50%) in
traditional shrimp
aquaculture.

« Environmental issues
like water pollution
and mangrove eco-
system degradation.

 Lack of stable
income structures
and unpredicta-
ble shrimp quality
for customers.

Solution
+ Implementation of Bio-

floc Technology for sus-

tainable shrimp farming.
- High-density aquacul-
ture model with 100
shrimp per m2.
« Adoption of eco-friendly
practices that enhance
productivity and quality.

Key metrics

« Farming success rates
(target > 90%).

« Production volume
(target 400+ tons/year).

« Profitability based on
production volume and
market price.

Unique

value proposition

 High-quality, pre-
dictable shrimp
supply with
minimal environ-
mental impact.

« Increased farm-
ing success rates
(over 90%) and
productivity.

« Contributing to
biodiversity con-
servation while
supporting eco-
nomic stability
for farmers.

Unfair

advantage

« Expertisein
utilizing Biofloc
Technology to
revolutionize
traditional aqua-

culture practices.

« An early adopter
of high-density
shrimp farm-
ing in Vietnam.

Customer
segment

 Factory buyers

Channels
Direct part-
nership with
shrimp factories.

seeking consistent,
high-quality shrimp.
Local aquaculture
farmers interested in
adopting sustaina-
ble practices.
Environmen-
tally-conscious
stakeholders pri-
oritizing sustaina-
ble products.

Cost structure

Investments in Biofloc Technology and high-density farming equipment.

Training programs for farmers and internal teams.

Data collection systems.

Revenue stream

Sales of premium-quality shrimp to factories.

(@] Interview with representative of Contrau Eco

27
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2.3 IMPACT MEASUREMENT

What is impact mesurement?

Impact measurement is a systematic process that evaluates the extent to which
a business’ products and interventions achieve their intended goals and positively
impact the target beneficiaries. In the IMM process, the Impact Measurement
stage follows Impact Planning and addresses the straightforward question: Is
the plan effective?

How to implement impact mesurement?

STEP 1: Choose suitable impact measurement frameworks

STEP 2: Familiarize yourself with the chosen framework

STEP 3:Revisit your impact planning framework to set out measuring objectives
STEP 4: Select indicators

STEP 5: Collect and synthesize data

STEP 6: Compile an Impact report

28 Impact Communication Playbook

STEP 1: Choose an Impact Measure-
ment Framework that fits your start-
up’s situation

Numerous impact measurement frameworks
exist, each having their own characteristics.
The table below highlights three key criteria
startups can use to select a framework that
aligns with their business needs.

Please note that this list is not comprehensive.
It focuses on prominent frameworks widely
adopted by the global impact community, with
growing popularity in Vietnam.



CRITERIA

Resource availability

Resources here refer to the availa-
ble time, human resources and tools
the company has for data collection
and monitoring.

STARTUP SITUATION

Resource-constrained

SUGGESTED TOOLS

Lean Data

Resource-rich

IRIS+, GRI Standards, BIA

Customers (B2C)

Lean Data

Customers (B2B, especially for-
eign companies)

Lean Data, IRIS+, GRI Standards, BIA

Lean Data, IRIS+, GRI Standards, BIA

Target audience
Investors Investors usually have their own adapted
frameworks that are beyond this list.
Lean Data, IRIS+
Donors Donor requirements for impact meas-
urement may extend beyond what is
included in this list.
!mpoct monitoring for future Lean Data, RIS+
Improvements
Desirable output Standardized impact reports for com- IRIS+, GRI Standards, BIA

munication to important stakeholders

Impact verification

BIA

29
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STEP 2: Familiarize yourself with the chosen
framework by carefully reading its guide-
lines and exploring its key components

This section will briefly introduce the impact
measurement frameworks suggested in Step 1.
The goalis to give you an overview of what each
framework is about. For more details on how
to use each framework, please check Impact
Measurement Tools in the Resources section.

1. Leandata

2. BImpact Assessment (BIA)
3. IRIS+

4. GRI Standards

30 Impact Communication Playbook

21.LEAN DATA

WHAT IS LEAN DATA?

Lean Data is a way of using and collecting social impact data, following three
principles of lean experimentation:

- Customer-centric: What is the most suitable way to collect data from
the customers? How to drive as much value as possible to the people who
want to get and use the data?

« Low-cost technology: What are the simplest and most efficient techniques
to collect the data?

- Decision-making: How can the data be used to rapidly inform decisions?



Edubridge, a vocational training provider in India, used Lean Data
principles to improve job placement outcomes for rural-to-ur-
ban migrants.

With the key question: “How do “successful” trainees—those who
obtain and accept job placements immediately after they undergo
Edubridge training—differ from trainees who don’t have that out-
come?”, they conducted a phone-call-based survey (low-cost tech-
nology). This leveraged Edubridge’s existing call center employees,
who were fluent in four Indian languages and who already knew
how to build rapport with trainees (customer-centric).

Call center operators set aside one hour of their time per day for
survey calls and were able to meet their usual responsibilities for
the remainder of their shift. They completed 650 calls in all, and

each call lasted seven to eight minutes.

They gained insights into their customer base afterwards:

« Trainees with friends who lived in cities where the job
was located were 21 percent more likely to take jobs than
trainees who didn't have such friends.

« Those who had accepted jobs were 8 percent poorer than
those who had not.

Singhania is now using data from the survey to inform Edubridge’s
customer segmentation strategy (decision-making) as the com-
pany prepares to expand its operations to 100 training centers
over the next several years.

Source: | ean Daota Approaches to Measure Social Impact course, Acumen Academy
For more information on Lean Data, please check Lean Data Approaches to Measure
Social Impact by Acumen Academy.
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STEP 2: Familiarize yourself with the chosen
framework by carefully reading its guide-
lines and exploring its key components

This section will briefly introduce the impact
measurement frameworks suggested in Step 1.
The goal is to give you an overview of what each
framework is about. For more details on how
to use each framework, please check Impact
Measurement Tools in the Resources section.

1. Leandata

2. BImpact Assessment (BIA)
3. IRIS+

4. GRI Standards
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2.2.BIMPACT ASSESSMENT (BIA)

WHAT IS BIA?

BlAis a questionnaire-based, self-assessment tool that focuses on assessing a
company's sustainability management system and sustainability performance.
It gives 2 types of scores (Operations and Impact Business Model scores) to 5
impact areas (Governance, Workers, Community, Environment, Customers).

Besides the main assessment of positive impacts, there is Disclosure Question-
naire for companies to disclose voluntarily sensitive practices, fines, and sanctions
related to their business.

Certification is obtained when the company reaches an 80-point/200-point
threshold in the evaluation process.



TechCoop Viet Nam

The following image is the BIA result from TechCoop For Fscal Year End Dute: 31 Dec 2023

Viet Nam (as of 31 Dec 2023). The total score is 106.3/

200, broken down into five impact areas:
Your Company S E—

B Copatabion CertRcason Cuaification @I I

Source: MYSC and TechCoop Viet Nam 0
OUESTICNES ANSWERED)
3nm
——
QUESTIONS ANSWERED
54/60

CUIESTIONS KESWERED
6971

UESTIONS KESWERED
35/35

CUESTIONS ANSWEFED
3a/38

ONERALL S00RE

49

ONERALL S00RE

CVERALL SCORE
165

OVERALL SCORE
106
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e EE e m e e e —————— s 2.3.IRIS+

See Workbook

WHAT IS IRIS+?

IRIS+ is a globally accepted set of tools and guidance that translates impact

intentions into measurable results.
STEP 2: Familiarize yourself with the chosen

framework by carefully reading its guide-
lines and exploring its key components

Key features of IRIS+ include:

- Core Metrics Sets
+ Thematic taxonomy
- Updated IRIS+ Catalog of Metrics

This section will briefly introduce the impact
measurement frameworks suggested in Step 1.
The goalis to give you an overview of what each
framework is about. For more details on how
to use each framework, please check Impact
Measurement Tools in the Resources section.

1. Lean data

2. BImpact Assessment (BIA)
3. IRIS+

4. GRI Standards
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Core Metrics Sets identify clear, standardized indi-
cators, the underlying data needed to calculate each
indicator (that is, IRIS metrics), step-by-step calcu-
lation guidance, and a succinct explanation of the
insights derived from these indicators

Source: RIS+ Core Metrics Set

Thematic taxonomy describes the generally
accepted definitions of Impact Categories, Impact
Themes, and Lenses providing a shared language for
describing, assessing, communicating, and ultimately
comparing impact performance.

Source: RIS+ Taxonomy

KEY INDICATORS

© Number of clients experiencing increase in voluntary savings accounts 4

Why Is This Important?

Key Indicator

To understand the number of unigue clients experiencing the outcome, in relatienship to all clients served. h Key insights

IRIS DATA NEEDED
Underlying sssfl- & Client individuals Total (P14060)
data needed to % Number of Voluntary Savings Accounts

calculate the Ele0)
key indicator

THEME(S)

FORMULA / CALCULATION GUIDANCE

. Calculate the total number of individual clients served by the
organization, using Client Individuals: Total (P14060)

X

w

. Disaggregate by unique clients with voluntary savings accounts,
using Number of Voluntary Savings Accounts (P16439)

derived from
the indicator

<l Step-by-step
formula/calculation
guidance

. Identify the number of those unique clients with increased value in

their voluntary savings accounts at the end of the reporting period,
using Value of Voluntary Savings Accounts (P13240)

IS

. (Optional) Organization may also identify the number of unique

clients with decreased or no change in savings

7]

. (Optional) Organization may also report these figures as

percentage (e.g., percentage of clients with increase in savings).

DELIVERY MODELS

STRATEGIC GOALS

* Clean Air
Aligns to
* USEPA (Clean Air Act)

* European Commission Ambient Air
Quality Directives

* Sustainable Development Goals
+ UNPRI Market Map

+ FAO-Adapt

Also known as:

+ Air Quality

* Reduced Air Pollution

* Access to Clean Air

* Ambient Air Quality

« Ozone layer protection

Businesses or projects for the themes in
this category include the following

* Manufacturing with reduced emissions
(NOX, SOX)

Services (scrubbers)

Technology

Domestic solutions (clean cookstoves,
sl light e Bl

Fuels and Vehicles (removal of air
pollutants from fuel prior to combustion,

emissions control, efficiency combustion,

renewable fuels)
DELIVERY MODELS NOT INCLUDED
+ Forest Conservation

+ Forest Restoration

*+ CO, and other greenhouse gas reduction

« Mitigating carbon emissions from forestry
and land use

Mitigating climate change through carbon
capture and sequestration

« Mitigating climate change through clean
electricity and heat production

* Mitigating climate change through
sustainable agriculture

Mitigating climate change through
sustainable manufacturing

* Mitigating climate change through clean
mobility

For Theme: Clean Air
* Improving the capacity of communities to

adapt to climate risk

Strategic Goals under the Clean Air theme
214 planised for futtire davelapmant;

Strategic Goals in italics were developed
for an Impact Theme other than the one
respectively listed.
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Updated IRIS+ Catalog of Metrics, numerical meas-
ures offered in both a searchable and downloadable
format to enable search and discovery of individual
metrics.Curated resources and practical how-to
guidance to support day-to-day IMM implementation.

Alignment with the UN Sustainable Development
Goals (SDGs), including both SDG Goals and targets.

Alignment with other major frameworks and con-
ventions, including the five dimensions of impact
and more than 50 metrics frameworks, standards,
and platforms.

Interoperability with third-party data platforms
and systems that use IRIS metrics
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Search metrics

® Impact Category

® SDGs

® Joint Impact Indicators

® Dimensions of Impact

® Operational Impact

® Product Service Impact

® Focus

® Investment Lens

® Financials

Reset filters

Account Value (P11653)
Disaggregates a metric representing accounts in terms of the direction of their change in value during the
reporting period. Select any that apply: Increased in value during the reporting period Decreased...

Accounts Payable (FP2852)

Value, as of the end of the reporting period, of all outstanding debts that must be paid by the organization
within a given period of time in order to avoid default.

Accounts Receivable (FP2213)
Value, as of the end of the reporting period, of the organization's outstanding debts from clients who received
goods or services on credit.

Active Borrowers per Loan Officer (P19250)

Number of active borrowers (clients) per loan officer at the organization as of the end of the reporting period.

Active Use (P17985)

Disaggregates another metric in terms of active use. For example, Client Individuals (P14060) disaggregated
by this metric, option "active," would yield Active Users in many contexts. See usage guidance...

Source: RIS+ Catalog of Metrics



These following images are a cut of an impact report using IRIS+ from bTaskee, an on-demand home cleaning service platform.
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IMP DATA CATEGORY CHECKLIST

ImpactDimensionand Impact DataCategory

Dimension DataCategory Section
What Qutcomelevelinperiod Outcome
Outcomethreshold Created by
Importanceoftheoutcome theSolution
tastakeholder
SDGtargetorotherglobalgoal | Sodial
Problem &
. Solution
Who Stakeholder Outcome
Geographical Boundary Created by
theSolution |

Outcomelevel at baseline

Relevant ltem

" Outcomelevelinperiod

Outcome threshold
Importanceof outcome to

| stakeholder

SDGs tarpet that the outcome
relatesto

' Keystakeholder
Geographical boundary

Outcome level at baseline

Modusign Document.|D.;, 83fA89c0-e89] = 11ed-b78d-9b75541 e@lehsifvAaracteristics

Source: blaskee Impact Report Social Venture, bTaskee (2023)

For more information on RIS+, please check IRIS+ website.

duebe the oranimtion sactiities

Additional Information

Infrmatinnof rons deretionis provided, The estimared chanpe that wiouid have heppensd amywayis provided, with

anexpanationior the rskfacosafecing the dtasnon=d by the orparization.
At ..'-.-'Inn..:lrs.-_hur:'.' “.ar_-_-":.I".=-'_-3;ni»'- on setrps] st of G e o e crsanstn
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saw:e,mlad 2 oositheimeact o secahaie oeetion dunng thaperiod.

expectedtoincrease.

Dimension DataCategory Section
How Much Scale Qutcome
Depth Created by
Duration the Solution
Contribution | Depthcounterfactual Additional
Durationcounterfactual Information
Risk Risktype

Risklevel

By expanding the businessinto Southeast Asia, including Thailand and Indonesia, the social value createdis

Relevant item

| Scale

Depth
Duration

Actual change and duration of
outcomedue tothe
organization'sactivities
Keyrisk

* ltems withan asteriskare an additional categories provided to help understanding of IMP 15 categories.
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STEP 2: Familiarize yourself with the chosen
framework by carefully reading its guide-
lines and exploring its key components

This section will briefly introduce the impact
measurement frameworks suggested in Step 1.
The goalis to give you an overview of what each
framework is about. For more details on how
to use each framework, please check Impact
Measurement Tools in the Resources section.

1. Leandata

2. BImpact Assessment (BIA)
3. IRIS+

4. GRI Standards
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2.4. GRI Standards

See Workbook
WHAT ARE GRISTANDARDS?

The GRI Standards are a globally accepted set of guidelines that provide a frame-
work for sustainability reporting. They are structured as a system of interrelated
standards that are organized into three series:

- GRI Universal Standards: used by all organizations when reporting in
accordance with the GRI Standards.

- GRI Sector Standards: used according to the sectors in which organiza-
tions operate.

- GRI Topic Standards: used according to the material topics of the
organizations.

[ GRI Standards j

Universal Standards Sector Standards Topic Standards

Requirements and ©m e == ==
principles for using the
GRI Standards

GRI 12 GRI 201 GRI 403 GRI 305
Disclosures about the @ o= = =3
reporting organization

GRI 15 GRI 415 GRI 303 GRI 202
Disclosures and e = o e
guidance about the
organization's material
topics

GRI17 GRI 18 GRI 304 GRI 205

Apply all three Universal Use the Sector Standards that Select Topic Standards to report
Standards to your reporting apply to your sectors specific information on your
material topics

Source: Full Set of GRI Standards, GRI



The following image is a cut of a report following GRI
Standards by GreenFeed, a fully integrated Feed -
Farm - Food chain providing effective products and
solutions for the food industries.

Source: ESC Report 2023, GreenfFeed, 2023
For more information on the GRI Standards, please check GRI Resource
Center.

Phu luc bao cao theo GRI (appendix)

GRI 303 NUOC VA NUOC THAI

G 307 TUAN THO VE MOI TRUONG

GRI 404 GLAC DUC VA DAD TAD

3031 TUng xii wil nguén nuée chung 34
303-2 Quiin Iy thc dong cla nusc thl 3
303-4 INudc thii ra ngudn tifp nndn 3
3035 NuBc i thy 34
GRI 305 PHAT THAI
3051 [P thii knd nhi kinh tryc tép 3
3052 [Pt thii kni nihd kinh gidn tdip. 3
3054 Cudng 3o phat thdi knd nnd kinn 33
GR 306 CHAT THAI
3061 Téng lugng chét thii thea logl va phatong phip xIT I 385
306-2 Culn iy e the ddng ln quan d8n chit thii 35
306-3 Téng lugna enst tndi phat snn 35
GRI 307 TUAN THU VE MO! TRUONG
307-1 S& vy vie knang tusn this phip kst v che quy dinh vl mad trudng 54
GRI 400 CONG B0 THONG TIN THEO THEU CHUAN XA HOI
Gidi tnich wi chil & trong ylu vh pham vichl 46
Phuang phio Quin trj vh cde hop phin rr
B gid phuang phip Gudn tri 6
S5 uong han vien thud mai v ty 16 thel viee 50
PPhvic Il cung <Bp cho nhn viin todn thai 48
Khéng dinh cho nhan vin tam thi holc bin this gian
GRI 403 AN TOAN VA SUC KHOE NGHE NGHIEP.
4031 Hé théing auin 1 an tobn v siic khis nghd nghidp Sk52
4032 X dinh nguy o, ddnh ik rii ro vh dibu tra sy c5 5152
4035 Husin luygn cho cong 4 50 v an todn s152
4036 T ay sic kndo el nguli ke ddng 5152
4037 [Nghin ngira vh gibm thifu cde the ding v an tobn vh sle knde nghd nghite E1.52
403-8 Cndng nhan ha thing audn I an todn vi sic khde nahd nohio 5k52
4039 Cac chiin thueng Bon quan dén cong vide 5k52
40310 Céc bgnh lign quan dén cong vies E1-52

4041 S& it dbo tae trung binh mdi nlm ehe mbi nhin vibn 47
404-2 Cac charong trinh ninG €80 ki NAND tha ARAA Vi 47
i chugng trinh hd trg chuydn tip
4043 Ti 14 phdin trm nndn vidn duge Ainh gid dinh iy 48
higu qui cong vide v phit trdn ngihd nghidp.
" GRI 405 5 DA DANG VA CO HOI BINH DANG
2051 Sy da dng £in e5p qubn i v AR vidn 49
4052 T K hiong co bdn v thi lae cla phy nd 5o vai nam gidi “8
GRI 413 CONG DONG BiA PHUDNG.
1031 Gudi thich vé cnil 68 trong ydu v pr 4 o 54
032 Phurgng phip Gudn tr vb céc hop phin 54
2134 Nnilng host 84ng e sul tham gib cia e4ng déng dia phuong. 5557
dbnh Qi te dong v cic chuong trinh phat tridn
4132 Nndng noat 99nQ <6 thé TAC 50NG THU CUC NaSC &b gAY TS Aong 5557
R cyc ding ki véi cdng dbng vb S phuong
GRI 416 SUC KHOE Vi AN TOAN CUIA KHACH HANG
496-1 Ddnih gid thc Bdng vl siic khde an tobn cla che logi sbn phdm hobe dich v 43
%62 Cie vy vibie khtng tulle thi idn quan 38n the ddng 43
an todn sl khée sén phim va dich vy
GRI 417 TRACH NHIEM SAN PHAM - TRUYEN THONG
4171 Cac you chu d8i vél theng tin nnlin nigu, sin phém va gich vy 4142
air-2 Cc vy vie khong tudn thd Ien quan dén théng tin vh nhiin higu ataz
<l sbn phém v dich vy
a3 Che wy vide khing tudn thil lisn quan dén truybn théng D thi 4142
GRI G4 CONG BO B SUNG NGANH CHE BIEN THUC PHAM
FPS Ty 1 =dn phém duge sdn xult tai c8c od 58 hoat Adng 43
duoc ching nnan G6c 139 b1 bon thil cha hg tndng quin 1 an toln thyc pném
FP12 Chinh shch thyc hanh quin iy kidm sobt vé s dung khing sinh, 43
chfit kich thich ting trudng
FRI3 55 vuvide khang tudn thi cac quy dinh phip i 43
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STEP 3: Revisit the impact planning frame- STEP 4: Choose indicators

work to determine what you want to know
Please note that the process of choosing indicators is different

- : I f h tool.
Carefully examine the overarching objectives and or each too
goals of the framework you selected. With Lean Data, you will need to generate questions and

L brainstorm the relevant indicators yourself.
Based onthe framework's objectives and your own y
priorities, formulate specific research questions. With IRIS+, you will need to select indicators that work for you

from their Core Metrics Set.
For example:

"What is the extent of our positive impact on The BIA does not require you to manually select indicators.

[specific target group]?"

tions based on your company's information. You will be provided
with a score upon completion of the self-assessment.

"How effectively are we mitigating [specific envi-
ronmental impact]?"

GRI Standards outline specific requirements that organiza-
tions must adhere to when reporting in accordance with these
standards. These requirements are clearly identified within
the GRI Standards by the use of bold font and the word 'shall.
Consequently, the indicators used within the GRI Standards are
predetermined and do not require manual selection by the
reporting organization.

"What are the most significant barriers to achiev-
ing our social impact goals?"

|
|
I
I
I
I
|
I
I
I
|
|
I
I
I
|
I
: The system will automatically generate a tailored set of ques-
|
|
I
I
I
|
I
I
I
I
|
I
I
I
|
|
I

Step 3 and 4 should be conducted iteratively. The framework used for impact planning can inform you of which indicators to use
to monitor progress towards the desirable impact. Meanwhile, skimming through the indicators available in the impact measure-
ment framework is important to get a sense of what questions can be answered, and what cannot be answered.

By moving back and forth between defining your objectives (Step 3) and selecting indicators (Step 4), you can ensure that your
chosen indicators are both meaningful and aligned with your startup's unique goals and the capabilities of the framework.
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STEP 5: Collect and synthesize data

This involves gathering the necessary data to
answer the questions formulated in Step 3 and fill
in the indicators chosen in Step 4. Data collection
can occur through various methods, both manual
and automated.

Manual data collection could involve surveys, inter-
views, sending out SMSs, etc. Automated data collec-
tion could be Website Analytics, Sales and Financial
Data, or data collected from sensors and other tech-
nological equipment.

STEP 6: Compile an Impact Report

An impact report is a summary of the positive changes
your organization has made through its programs and
initiatives.

An impact report typically uses quantitative data. This
is usually supplemented by qualitative data, like case
studies, testimonials, and analyses that add color to the
hard numbers

What you found through impact measurements would fit in
the quantitative data part.

To create a compelling impact report, focus on answering
the "So what?" and "Who cares?" questions. This involves
clearly articulating how and why your impact matters to your
target audience. You can refer to the Workbook - Impact
Measurement templates - as an example.
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ELEMENTS OF IMPACT
COMMUNICATION STRATEGY

Impact communication strategy -
How to communicate the impact |
Internal Communication

Impact communication strategy -
How to communicate the impact |
B2B Customers

and

Impact communication strategy -
How to communicate the impact |
B2C Customers

Impact communication strat-
egy - How to communicate the
impact | Investors

Impact communication strat-
egy - How to communicate the
impact | Donors

Impact communication strategy -
How to communicate the impact |
Government Agencies

A communication strategy is a blueprint that details
how an organization or individual will engage with How to SHARE anj
their target audience®. It includes: demonstrate yourimpact
g ' ' to the INTERNAL TEAM?
- Asetof goals and objectives
« Key messages
c icqti H | How to SHARE and
) ommunication channels demonstrate your impact
« Techniques to CUSTOMERS?
This playbook offers guidance on impact communi-
cation strategies tailored to various audiences of IBs,
i cluding i 9 | | ) How to SHARE and
Including internal employees, customers, investors, demonstrate your impact
donors and governments. to INVESTORS?
How to SHARE and
demonstrate your
impact to DONORS?
How to SHARE and
demonstrate your
impact to GOVERN-
MENT AGENCIES”?
®) Communication Strategies: Explained with Types & Examples, The Strategy Story,

https://thestrategystory.com/blog/communication-strategies-explained-with-types-examples/
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@) HOW TO COMMUNICATE THE IMPACT | INTERNAL COMMUNICATION

Employees in an impact business often have a general aware-
ness that the company creates positive change but lack clarity
on how that impact is delivered. Their primary focus remains on
completing tasks and fulfilling their responsibilities. While many
value impact as a factor in choosing a job or engaging in their daily
work, it tends to be a secondary consideration compared to their
immediate duties.

Employees in IBs in Vietnam often feel disconnected from their
company’s larger mission due to a lack of clear communication
about the vision and impact story. When they do not understand
how their roles contribute to the organization’s broader goals, their
efforts may seem disconnected or lack meaningful alignment with
the company’s objectives. The absence of consistent messaging,
documented impact stories, and measurable data further leaves

them confused and uncertain about the significance of the impact
they are striving to achieve. Without this clarity, employees may find
it challenging to trust the process, feel motivated, or fully commit
to advancing the company’s mission.

Effective impact communication aligns employees with the organ-
ization’s mission, fosters shared purpose, and enhances engage-
ment. It builds trust by keeping teams informed and empowers
them as advocates for the company’s goals, driving collaboration
and meaningful change.
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IBs are advised to use the following messaging, channels and tactics in communicating business impact to their internal teams.

MESSAGE

+ Inspire employees by
highlighting the mean-
ingful impact employees
are contributing to.

+  Show how each

role directly
improves the impact.

« Appreciate and reward
contributions to the

company'’s impact goals.

CHANNELS

Use different recognition plat-
forms such as notice boards,
letters of appreciation, awards,
or internal newsletters to
communicate and recog-

nize the impact.

Share impact measurement
results through reports,
data dashboards, or regular
team meetings.

Leverage online communication
tools, chat groups, and meet-
ings to discuss progress and
achievements in impact work.

TECHNIQUES

Highlight the impact in company culture and
practice by sharing a compelling story about
the company's impact mission and its broader
significance.

Make it relevant by connecting each employee’s
role to specific impact outcomes to show how
their work contributes to the bigger picture.

Simplify the message in a clear, concise, and
consistent language to avoid confusion and
ensure alignment.

Present measurable impact results to build trust
and transparency.

Encourage feedback among employees to share
ideas and insights about improving the compa-
ny’s impact efforts.

Celebrate wins by regularly acknowledging and
celebrating milestones or success stories to
keep the team motivated and engaged.

Involving employees in customer or benefi-
ciary-facing activities helps them directly see
the impact, increasing their buy-in and connec-
tion to the company's mission.
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passii

journey

of the
senses

&

Passii (Second-hand clothing platform)

Clear outcomes and contributions:

Most of Passii's employees are already inter-
ested in sustainability. They shared that they
felt motivated when understanding their role
in operations and seeing the outcomes of their
work through surveys and performance met-
rics. (Needs) (Messages)

In reflection meetings (Channel), emotion
check-in for employees are often conducted

(Techniques). They ask what has recently
motivated or inspired the employees during
their daily work. They also welcome feedback
and contributions from employees to reinforce
these aspects (Techniques)

This helps them recognize that their work con-
tributes to the overall impact.

Journey of Senses (a chain of restaurants and
innovative services that employ and empower deaf, vis-
ually impaired and gender-diverse people)

Lean communications and transparent data sharing within the organization:

The company prioritizes customer feedback
as a core practice in its service industry oper-
ations, including restaurants and spas (Tech-
niques). Managers are encouraged to share
interesting customer insights or messages
directly with employees through a group chat
of each branch (Channel). This has created
an open and engaging communication flow.

With a flat organizational structure, messages
are shared without unnecessary layers, ensur-
ing transparency. This approach helps employ-
ees trust the company’s impact, as they see
real data and evidence of their contributions
reflected in customer experiences. (Message)
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‘ HOW TO COMMUNICATE THE IMPACT | B2B CUSTOMERS

B2B customers seeking solutions from IBs are often corporates
aiming to achieve their CSR targets, enhance ESG performance,
and improve their brand image & customer loyalty via impact

communication.

Their concerns revolve around difficulties balancing budgets &
operations with sustainability goals. Also they have concerns
of greenwashing risks or untrustworthy partners that may result
in controversies. It is also complex for them to justify investments
to stakeholders or leadership.
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To achieve these goals, corporates often prioritize transparent,
data-driven solutions and measurable results. They seek cost-ef-
fective services but are willing to invest in proven impactful solu-
tions. Additionally, they value long-term partnerships with trusted
providers and require services tailored to their specific needs.
Furthermore, corporates encourage innovation through scalable
solutions, such as hosting solution competitions.

IBs that can align their offerings with these objectives are well-po-
sitioned to build long-term, value-driven relationships with

such customers.



IBs are advised to use the following best practices in communicating business impact to B2B Customers.

MESSAGING

B2B MESSAGES:

Align with customers’ CSR, ESG, sus-
tainability branding & business goals

"Partner with us to achieve
your CSR goals with measur-
able impact.”

"Our solutions drive ESG per-
formance while aligning with
your values."

CHANNELS

B2B CHANNELS:

LinkedIn (targeted
posts, outreach).

Industry events and expos.

Email campaigns/Cold
calls with case studies and
impact metrics.

Reference / Networking /
Personal branding

TECHNIQUES

B2B TACTICS:

Provide clear ESG/SDG alignment of
your business (i.e. having yearly ESG/
impact reports)

Document & showcase stories about your
beneficiaries

Demonstrate credibility, transparency,
and impact motivations, especially of
the founders.

Demonstrate that the quality and price of
products/services remain uncompromised
by impact stories by highlighting the qual-
ity first, and then showcasing the impact.
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’ HOW TO COMMUNICATE THE IMPACT | B2C CUSTOMERS

B2C customers are often socially and environmentally conscious
individuals. They seek to support ethical brands within their budget,
reduce their carbon footprint & waste outputs, and participate in
ethical engagement such as campaigns, volunteering, or advocacy.

Their concerns revolve around affordability concerns, as sustain-
able products are perceived as more expensive. They may also
worry that quality of product itself may be compromised by the
impact story. They also feel that sustainable products are less
convenient to buy regularly (lack of nearby stores). Many also
experience confusion when overwhelmed by conflicting opinions
about impact-driven products: some controversies of vague claims
or lack of transparency about sustainable products have caused
distrust before.
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Therefore, IBs like yours need to build trust by providing transpar-
ent information, ensuring high-quality products at competitive
prices, and facilitating easier access through the right distribution
channels. Additionally, businesses can leverage brand storytelling
to inspire and encourage word-of-mouth marketing, spreading
sustainable values within the community. In this way, these busi-
nesses can attract and retain B2C customers while strengthening
their trust and loyalty.

IBs that address these concerns with clear, accessible, and
high-quality solutions are well-positioned to build trust and loyalty
among these customers, especially via word-of-mouth and viral
brand stories.



Your business is advised to use the following best practices in communicating its business impact to B2C Customers.

MESSAGING

Give customers a sense of contri-
bution to a larger impact

"Every purchase supports
[specific impact, e.g., waste
reduction, education].

"Join a community of
changemakers / green
lifestyle leaders to make a
difference." (Identity-based)

CHANNELS

Facebook Groups (sustaina-
bility communities).

Instagram and TikTok
(engaging visuals, stories).
Blog posts and newsletters
(educational content)
Websites

Events, trade shows and
other offline venues

TECHNIQUES

Leverage opportunities to appear for free on
TV shows (e.g Sharktank) / newspapers (e.g.
Vnexpress, Cafebiz) / social media to highlight
real-life impact.

Partner with local eco-events or NGOs
for visibility.
Leverage personal branding

Be careful and thoughtful about the boundaries

between advocacy and pity / emotion triggering.

Demonstrate that the quality and price of prod-
ucts/services remain uncompromised by impact
stories by highlighting the quality first, and then
showcasing the impact.
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nha cung cap giai phap chawm séc
séc khoe tinh than bawng trd choi

dau tiewn fai viet nawm
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Example: SeeSaw (mental-health improvement
products (conversation questions cards) and
services)

B2B Customers:
Align with customers’ business goals (Language market fit)

When SeeSaw initially pitched its product as enhancing employee well-being
(Channel), big corporations showed little interest, unable to connect it to business
goals like revenue or efficiency. Recognizing this, SeeSaw reframed its proposal to
emphasize reducing turnover and boosting productivity, demonstrating clearer
business metrics (Technique).

This shift led to greater interest, securing deals with some former prospects.

B2C Customers:
Highlighting the quality first, and then showcasing the impact.

When SeeSaw initially pitched its product as enhancing employee well-being
(Channel), big corporations showed little interest, unable to connect it to business
goals like revenue or efficiency. Recognizing this, SeeSaw reframed its proposal to
emphasize reducing turnover and boosting productivity, demonstrating clearer
business metrics (Technique).



Leverage Personal Branding and storytelling via TV shows and media. Then,
engage via offline spaces and social media.

SeeSaw managed to appear on Shark Tank Vietnam to pitch their product. The
founder shared her inspiring story, the motivation behind the product, and even
conducted a live product demo on TV. Several sharks praised the product, offered
support, and even awarded a golden ticket and investment deal to SeeSaw.
SeeSaw leverages this viral moment to engage new audiences (Technique). The
appearance went viral on social media, with numerous news articles, posts, and
short videos amplifying the buzz (Channel). Then, SeeSaw further engages these
audiences via offline spaces “Tiem bap benh” and social media (Channel), show-
ing different use cases of their products. This helps convert them into customers.

DINH HUOGNG XAY DUNG SAN PHAM

GIAI PHAP AN TOAN CONG THUC SANG PHUONG CHAM PHAT
“DO NO HARMS” TAO BOC QUYEN TRIEN BEN VONG

Nhiing gigi phdp tré chdi clia
chiing téi déu dudc xdy dung dua
trén nhiing L4 thuyét va qud trinh
nghién ciiu ldu dai vé nghiém tuc.
Vi vy, nhiimg gidi phdp chiing t6i
cung cép hudng dén tinh an toan
tuyét déi cho trdi nghiém cta
khéch hang.

Nhiing céng thic séng tao clia
nhiimg san phdm déu dugc daingi
clia ching ti nghién cdu va séng
tao ddc quuén dua trén nhiing nhu
cau ctia khédch hang. Vi vy, gidi
phdp clia ching i la hoan toan
déc quuén va mang lai trdi nghiém
riéng biét cho khdch hang.

Nhiing sédn phdm va gidi phdp clia
chung t8i dudc xdy dung va san
xudt béi nhiing nguyén liéu va
phudng dn thén thién véi mai
truting. Bam bdo su phdt trién bén
viing ctia doanh nghiép va thic
ddy phong cdch séng bén viing
clia khdch hang.
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Nhirng cudc doi khong ngirng di t&i

HA THANH

TTO - Anh L& Viét Cudng (44 tudi, cha tich Hoi ngudi khuyét tat quan Ha Péng, sang lap Hop tic
& Vun Art) chia sé méi thanh vién duge vi nhu nhirng manh vai vun, tir nhimg miéng li ti sé gép

phan tao nén mét birc tranh nghé thuat néu duoc dat diang cho

Cac thanh vién Hop tac xa Vun Art yéu thuong nhau nhu mét gia dinh
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Tudi Tre trén Google News

Anh: Nam Tran

Vun Art (traditional artworks and
items made of leftover fabrics, by the disabilities)

B2B Customers: Demonstrate credibility, transparency, and impact
motivations, especially of the founders.

As Vun Art's employees mainly include disabled individuals, a vulnerable group,
concerns about fairness and credibility often arise.

To address this, Mr. Le Viet Cuong, the founder of Vun Art and a disabled person
himself, personally engages with corporations (Channel), sharing his story and
mission while demonstrating how they can help beneficiaries (Technique). His
deeply touching motivation stems from his desire to "pay it forward," having
overcome his own challenges to achieve independence (Message). This has given
him tremendous empathy to support others in the same situation (Message). Vun
Art maintains transparency by openly communicating production costs, worker
policies, and pricing. Its inspirational stories have also been amplified through
social media and words of mouth (Channel).

With this communication strategy, Vun Art has sold tens of thousands of products,
including tote bags, shirts, and artwork, to individual customers as well as major
corporations and organizations, such as Gucci, Trung Nguyen, Viettel, BaoViet,
Panasonic, the U.S. Embassy in Vietnam, and Foreign Trade University. They
create decent work and life quality for many disabled individuals and their families.

viettel @D Q& Intrepid

Theo cach clia ban Le‘“§é"i,"“] d



B2C Customers: careful to protect the images of their employees

The company aims to protect the privacy of its disabled workers and does not use
their personal images in mass media (Technique). Instead, information about the
workers is discreetly included on the back of the products, as it is intentionally kept
not a core part of their marketing strategy (Technique). Still, for those interested,
customers can easily verify Vun Art's credibility through various channels and
certifications (Channel). Additionally, the founder is highly transparent and open
about the costs and motivations behind their mission in offline communication
(Technique).

Via many articles, podcasts, and talk shows (Channel), Vun Art communicates
about how they ensure the welfare of their workers via humane and well-designed
training, welfares, and facilities (Message).

TU NGUOH
BAILIET
THANH CHU}
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‘ HOW TO COMMUNICATE THE IMPACT | INVESTORS

See Workbook

Most venture capital investors seek similar criteria, including market opportunity, scalability, innovation, and founders’ commitment.
However, impact investors also consider additional impact criteria, as shown below:

OTHER IMPACT-RELATED
THEMATIC IMPACT INVESTORS
(ESG) INVESTORS
Description Emphasize impact in their investment thesis; Have their own unique Incorporate ESG (Environmen-
requirement about impact; Often target specific sectors/ issues (e.g. Gen- tal, Social, Governance) into the

der-lens, climate change,...) investment decision-making
What they often look for: process; Involve analysing a
company's ESG performance
Intentionality: Is the company deliberately aiming to create social and practices to assess its overall
and environmental impact through its business model, in alignment sustainability and risk profile.
with the investors’ thematic focus?
- Additionality: Is it challenging to create values in the relevant
area with the current system and solutions? In other words, is this
an impact area so challenging that very few, if any, others dare to
address it and are able to address it well?
Measurability: Is the company providing evidence for and commu-

nicating the meaning of its socio-environmental values in a language
that can be comprehended by unrelated parties?

Examples MYSC, Patamar, Beacon Fund, Earth Venture Capital,... Vina Capital, Touchstone,
Do Ventures...
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Impact investors often face challenges in finding financially scalable or communicated it to their stakeholders. On the other hand, those

businesses that have effectively measured and communicated that are conscious and strategic of theirimpact are typically small
their impact. Conversely, businesses that perform well financially and not financially scalable.

are frequently unaware of theirimpact and have not yet measured

Therefore, when your business wants to reach and communicate to investors effectively, it needs to:

MESSAGING

Emphasize the core value prop-
osition for impact investors
(E.g. With our solar panels,

we generate both social/envi-
ronmental impact AND finan-
cial returns)

Show alignment with investors’
investment thesis and value
(E.g. Our solar panels can cut
carbon emissions by X %, which
aligns with your impact goal of
alleviating climate change)

Prove additionality

(E.g. Without our solar panels,
current carbon emissions level
is Z. With our solar panels, the
level is cut by X % more)

Present measurability

(E.g. We track our impact
through indicators A, Band C,
measured every X months)

CHANNELS

Before receiving investment,
find investors and con-
tact them via:

« Events/ Compe-
titions/ Confer-
ences/ Demo Days...

+  Social media (primarily
LinkedIn)/ Email

+ Investment/Impact busi-
ness community

After receiving investment, fol-
low-up on business and impact
performance through:

« Regularimpact reports
(integrated into the
overall business reports,
frequency as required
by investors)

« Meetings: Board of Direc-
tors (BOD) meetings &
Informal meetings

« Email

TECHNIQUES

First time meeting investors:

+ Scan their websites & impact reports to understand
their investment thesis & how your business can align
with such thesis

+ Prepare Investment Pitch Deck answering key questions:

Problem: What specific issue are you addressing?

Solution: How does your product or service solve
this problem? How's your solution aligning with ESG,
SDGs and other sustainability frameworks?

Value Proposition: Why is your solution better than
competitors?

Impact: What will the world look like after your solu-
tion is widely adopted?

Plan: How will you execute your solution?
Resources: What do you need to make it happen?
Equity: How will you share ownership with investors?

After receiving investment: Follow impact report template
and other requirements provided by investors.
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Contrau Eco (uses Biofloc Technology
for sustainable, antibiotic-free shrimp farming,
focusing on water quality, productivity, and eco-
nomic stability while promoting environmental
and social responsibility).

Professional & measurable frameworks:

Before being invested by MYSC, Contrau Eco defined its impact primarily through
practical sustainability measures rather than formal frameworks, despite its
commitment to eco-friendly farming and stable livelihoods for workers.

Through collaboration with MYSC, Contrau Eco was able to formalize and refine
its existing practices into frameworks, gaining a deeper understanding of SDGs,
ESG principles, and the Theory of Change (Message). They defined key outputs
and indicators like productivity improvement and economic performance (Mes-
sage) for better impact management and communication, which might help
attract future investors. The company regularly updates MYSC through reports
and meetings, tracking progress and refining strategies (Channels).

After investment, Contrau Eco’s approach has shifted from an operational to a
strategic mindset, aligning their goals with broader societal and environmental
objectives. MYSC introduced storytelling techniques using examples to highlight
how their practices improve productivity and reduce financial risks for farmers
(Techniques).



@5 HOW TO COMMUNICATE THE IMPACT | DONORS

Donors for IBs typically include foreign governments, philanthropic
foundations, bilateral and multilateral donor agencies, multilat-
eral development banks and corporations. For example, Global
Affairs Canada (GAC), Dutch Fund for Climate and Development
(DFCD), The Rockefeller Foundation, United Nations Development
Programme (UNDP), United Nations International Children’s Emer-
gency Fund (UNICEF). These donors look to provide support for
businesses that create lasting impacts by developing products, ser-
vices, or models to address social, environmental, or cultural issues.

Donor funding for IBs is often intermittent and project-based,
ending once the project or funding source is exhausted. These
grants are typically small and aimed at early-stage businesses.
The amount of donor funding for IBs in Vietnam ranges from USD

1,000 to USD 50,000/ business. Businesses can apply overseas
for bigger amount which, however, is very challenging to obtain.
Other than financial support, donors also offer non-cash support
such as market access, networks, and capacity building. As one
opportunity might lead to the others, it is advised that IBs apply
for support to put their name on donors’ map first.

Donors frequently lack the resources to conduct comprehensive
due diligence and monitoring and evaluation (M&E) of grantees.
During each grant call, they often struggle to identify new impact
IBs that align with their impact criteria. Simultaneously, many IBs
that meet these criteria fail to discover these grant opportunities
or effectively communicate their impact.
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IBs are advised to use the following messaging, channels and tactics in communicating business impact to donors

MESSAGING CHANNELS TECHNIQUES
« Alignment with donors’ mission and impact goals. For « Grant proposal - Following donors’ communications
example: "Our bio-cleaning products reduce chem- . Competitions channels (i.e. Linkedin, Facebook fan-

ical exposure for n households annually, advancing Sector page, newsletter). Since donor fundings
public health (SDG 3) and environmental sustainabil- . are project-based, make sure to stay
. specific events ) )

ity (SDG 12)." alerted with new projects and fund

+ Social media .
- Storytelling with quantitative metrics to illustrate suc- opportunities.

cess. For example: “Meet A, a distributor who increased + Attending donors’ events
her income by n% through our partnership while reach- - Highlightingimpactsin your pitch decks
ing underserved rural areas with eco-friendly solutions.” and digital contents (including video)

« Emphasizing transparent impact tracking methods

- Demonstrating scalability and sustainability by posi-
tioning the business as a high-potential solution, with
plans for scale and long-term sustainability beyond
grant cycles.
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PROSUS

Prosus (Animal feed from Black sol-
dier flies)

This startup has applied to participate in initiatives and programs (Channel) by
various donors (Technique). Through formal proposals, Prosus communicates
its impact with customized messaging tailored to the specific themes of each
initiative or program (e.g., sustainable agriculture, circular economy, technology)
(Message). The support it has been receiving includes grants and soft support,
such as training, networking with high-value partners, and Intellectual Property
Rights protection.
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§% HOW TO COMMUNICATE THE IMPACT | GOVERNMENT AGENCIES

See Workbook

Government agencies provide a wide range of support for IBs
through policies and programs, some requiring businesses to
obtain specific titles such as "social enterprise" or "sustainable
business" to be able to access benefits. However, IBs can also

benefit from non-impact-specific cross-cutting programs. The
table below outlines the types of support available to IBs from
government agencies.

Social Enterprise X X X
Sustainable/inclu- “ .
sive businesses

Businesses hiring . " “
people with disabilities

Other IBs X
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The Law on Enterprises 2020 and Decree
47/2021/ND-CP detailing a number of articles of the Law on
Enterprises stipulate that social enterprises are eligible to receive
funding in the form of assets, finances, or technical support to
achieve their goals of addressing social and environmental issues.
However, the requirements to be recognized as a ‘social enterprise’
under the Law of Enterprise are very strict, especially the rule that
51% of after-tax profits must be reinvested into impact work.
Additionally, claiming benefits for social enterprises is difficult,
making this status undesirable for IBs.

Without having to officially
register themselves as “social enterprise”, IBs can leverage from
programs and competitions specifically targeting sustainable/
inclusive businesses. This involves soft support and recognition only.
For example, Decision 167/QD-TT 2022 on the program supporting
private sector enterprises in sustainable business in Vietnam. While
there has yet to be any guidelines on how to claim the benefits,
initial steps have been made. One of these is the launch of the
Sustainable Business Assessment Toolkit by the Ministry of Planning
and Investment (MPI) and USAID’s Vietnam ESG Initiative. Each
business recognized as sustainable by this assessment are said to
receive technical support and network opportunities equivalent to
up to VND 2B per year.

According to the Law
on Persons with Disabilities 2010, businesses with 30% or more
of their total employees may receive supports for improvement
of their working conditions and environment suitable to persons
with disabilities; be exempt from enterprise income tax; borrow
loans at preferential interest rates under production and business
development projects; receive priority in land, ground and water
surface lease and be exempt from rents of land, ground and water
surface to serve production and business activities in proportion to
the percentage of employees with disabilities, the degree of their
disabilities and the size of enterprises.

IBs not qualified/ acknowledged in the above catego-
ries can still gain a competitive edge for government support if
they align with impact themes (i.e. livelihood for underprivileged
groups, circular economy). In the government’s non-impact-fo-
cused programs, application forms often include questions about
addressing social issues. Such support is typically ad hoc or part
of larger programs.

Each government program has distinct criteria and impact areas
they expect from businesses. However, many businesses strug-
gle to meet these specific requirements and provide evidence of
their impact.
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IBs are advised to use the following messaging, channels and tactics in communicating business impact to government agencies.

MESSAGING

« Alignment with government priorities
(sustainable develop goals, Decision
167/QD-TT 2022). For example: “Our
company is one of the top 10 finalists
of the 2025 Vietnam ESG Initiative by
the Ministry of Planning and Invest-
ment (MPI) and USAID.”

« Storytelling with quantitative
metrics to illustrate success. For
example: “Meet A, a distributor who
increased her income by n% through
our partnership while reaching
underserved rural areas with eco-
friendly solutions.”

+ Policy-friendly framing: Present your
business impact in terms of policy
contributions and public good out-
comes, such as job creation, health
improvements, or environmental
sustainability. For example: "Our
operations support the government’s
goals under Decision 167 by generat-
ing green jobs and improving public
health outcomes."

CHANNELS

Government-organized events

Other direct engagement (i.e. official
meetings, formal proposals, or public
consultation sessions)

Industry associations and networks

TECHNIQUES

Attend relevant competitions, awards,
and events organized by government
agencies to gain visibility and credibility
(In the Resources section, we provide a
list of well-known competitions that your
business may consider). Also make sure
to prepare tailored pitches that empha-
size alignment with government priorities
and measurable impact.

Respond to calls for participation in
government initiatives and programs.
Although the paperwork for these calls
can be complicated, once you prepare
one application, you can easily adjust it
for other government calls.

Leverage industry groups or chambers
of commerce in your local area to gain
introductions and advocacy opportuni-
ties with government stakeholders.

Work through intermediaries, such as
impact-driven associations/incubators/
accelerators, to help communicate busi-
ness impact and value to policymakers
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TINH BOT KHANG
DR. RUOT

Dr. Ruot (Resistant starch)

Dr. Ruot’'s approach to gaining the government’s support is relatively unique. It
started by mailing formal letters, proposals, and MVPs directly to government
leaders (including leaders of the government and of ministries in charge of health,
science and technology) and government agencies (Technique). Once getting
recognized by these stakeholders, Dr. Ruot also applies to participate in govern-
ment agencies’ programs, including ministry-level research projects (Technique).
Regarding messaging, Dr. Ruot highlights its products’ scientific attributes and
associated impacts as well as their relevance with government’s priorities (i.e.
public health, fight Covid-19). Through government support, Dr. Ruot gains visi-
bility and credibility.
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4.1IMPACT MEASUREMENT FRAMEWORKS

How to use Lean Data?

Choose questions:

For example, to assess whether their services effectively reach
disadvantaged groups (goal), companies can incorporate a ques-
tion regarding income level. This question can be subtly phrased
to avoid direct inquiries about income. For instance, the question
‘How much do you spend on meals per day?' can provide valuable
insights into an individual's financial situation.

Source: Acumen Academy
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Choose technology:

One tip is to incorporate feedback collection into existing
touch points so that it is convenient for the customers to answer,
saves resources for the company, and informs decisions quickly.

For example, if your company already has customer service
calls, you may add a few questions at the end of the call for feed-
back collection.



How to use BIA?

Access and start the self-assessment: Visit the B Impact Assessment
website®. Click and follow the sign-in or create
account instructions.

Provide basic company information: The site will ask you information
regarding the country, the business size in terms of headcount, the industry
sector, etc. This information will determine the questions you receive later.

Run the first round of the assessment from your own knowledge and
data at hand: Answer as many questions as possible from the top of your
head and easily accessible data to discover what B Impact Assessment has
to offer first. Then, mark the rest as “Revisit later”.

Identify areas of larger data gaps and liaise with relevant persons
to obtain data: After the initial round, review the unanswered or "Revisit
Later" questions. This will help you identify areas where you might need
additional data to provide more comprehensive answers. Collaborate with
relevant colleagues or departments to gather the necessary information
and refine your responses.

Run a second round refining your answers and identify areas of strength
and weakness: Once you've collected the missing data, revisit the assess-
ment platform. Review and refine your previous answers for a more accurate
representation of your company's impact.

Source: An Introduction to B Impact Assessment Global Value; B Corp Movement: The New Standard for
Sustainable Businesses, Merry Year Sociol Company MYSC

(6)

B Impact Assessment, B Lab

https://www.bcorporation.net/en-us/programs-and-tools/b-impact-assessment/

=Ty

B Impact
Assessment

reed: credible,
‘economic systems change.

Used by more thas

sses, the B Impact Assessment is a digital tool

that can
enviror

receivinga

positive impact pe
suppliers, employees, and shareholders;

is also the first

80 points on
step towards B Corp Certification.

Start Your Assessment

Already have an account? Sign In

Impact Areas

IMPACT AREA SO0AE
Governance 0.0

Leam what your company can do to enhance
policles and practices pertaining to Its
misslan, ethics, accountability and

IranSparency.
QUESTIONS ANSWERED
1/23

CONTINUE

IMPACT AFER SCORE
Environment 0.0

Leam what your company can do 1o Improve
It5 overall environmental stewardship.

CUESTIONS ANSWERED
0/33

IMPACT AREA SCORE
Workers 0.0

Laarn what your company can do to
contribute to your empéoyees’ inancial,
physical, professional, and social wall-baing.

GUESTIONS ANSWERED
0/34

Laarn what your company can do to improve
the valuz that you create for your direct
CUstoMErs and the Consumers of your
products of services.

UESTIONS ANSWERED
/37

Source: B Impact Assessment, B Lab

IMFACT AREA SCORE

Community 0.0
Learn what your compeny can do o
contribute o the BCanomIC and Social wel-
Deing of the COMMUNITEs In Which It operates.
QUESTIONS ANSWERED
0/28
IMPACT ARER
. SCORE
Disclosure 0.0
Questionnaire

Kdentify any potentially sensiive indusiries,
prectices, cutcomes or Anes/sanctions of
Your comparty that are not explicity celled
out In the rest of the assessment.

CUESTIONS ANSWERET
0/59
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How to use IRIS+?

« Sign up for an IRIS+ account by clicking “Get
Started” at https://iris.theqiin.org/, fill in the
required information to set up your account,
and you will then be directed to your Dashboard.

+ Click onto “Build a framework”, you will be
directed to a site that allows you to design a
custom impact measurement framework tai-
lored to your priorities and needs.
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IRIS* System

IRIS™ Frameworks IRIS™ Analytics

Jom impact framework, including evidence-backed key

Your IRIS* impact frameworks
Nothing to see here, yet.
U have any Impact frameworks.

“+ Build a framework

Unde

rstand market trends, impact performance, and where you fitin —and compare your
impact results 1o peers.

IRIS* impact performance benchmarks
Agriculture Benchmark
Energy Benchmark
Financial Inclusion Benchmark

Forestry Benchmark

Create your custom impact frarmework
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https://iris.thegiin.org/

Choose whether
you want to start by SDG or by Impact Category.

« If by SGD > choose the SDG that
applies to your business.

« If by Impact Category > choose Impact
Theme + Impact Lens (if any) > choose
Strategic Goal

your impact priorities?

Food Security
@ Smallholder Agriculture

Sustainable Agriculture

o align with your impact priorities?

o

Agriculture Air Biodiversity Climate Diversity and
Inclusion
Ecosystems
Employment Energy Financial Health Infrastructure
Services
" @ @
~%T L =ml
Oceans & Pollution Real Estate Waste Water

Coastal Zones

Would you like to apply a Lens?
A Lens will apply to all selected Impact Themes. Learn about lenses here.

O Racial Equity Lens &

Select the impact priorities for this framework

Prerequisites
These are prerequisites that most people should

9 select i the Impact Categories that align with your strategy. have in place in order to navigate the IRIS+ system
successfully.
2) New: Lens to your fter you select one or DGs or Impact Categories. We currently offer a Racial
Equity Lens. A Theory of Change
%) Specify the Investment Themes and Strategic Goals that best match your approach. Learnhow to create a Theory of Change
%) Saveand view your resuits.

Understanding of Impact Categories and
Impact Themes

Lear more about Impact Categories and Impact
Themes

Do you want to start by SDG or by Impact Category? SDGs

Which SDGs align with your impact priorities?

Select the SD@s that align to your impact priorities.
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@ Agriculture

- Smallholder Agriculture

No lens selected.

Which Strategic Goal(s) best matches your approach?

@ Smallholder Agriculture

O Improving Agricultural Water Use Practices

@ Improving Rural Economies through Financial Inclusion

O Improving the Capacity of Communities to Adapt to Climate Risk
@ Increasing Access to Agricultural Training and Information

@ Increasing Access to and Use of Products and Services for Agricultural Risk Mitigation
O Increasing Access to and Use of Quality Agricultural Inputs

O Increasing Access to Better, Stable Pricing of Agricultural Products
O Increasing Agricultural Resilience through Technology

@ Increasing Farm Profitability

@ Increasing Financial Health of Farmers

O Increasing Food Security through Smallholder Farms

O Inereasing the Sustainability of Non-Wood Forest Products
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- After setting your impact priorities, you
will be directed to another dashboard, where

you can find:

- A summary of your impact priorities

- An overview of your Strategic
Goal, with key questions according
to the Five Dimensions of Impact
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STRATESIC SOAL 5 i SUSTAINAR L AGHCULTURE @
Increasing Agricultural Resilience through Technology

Invastamants alignad with this Strategie Goal s to lsverag technolosy to buid lore:

term resilience inlo agricultursl systerms, specifically modeled as vahe dhains, inthe —

faca of intensifiad weather swents and changing climate pattems. Such imvestments. EEE

N enocompass many kinds of technologies and services, incheding remote st eliite

data and in-situ sensors, weather and climate information systems, digital loghstics

e e e e ot e

wulnerable cormmunmnities. -

Ta see an OVERVIEW of this Strategic Goal under the five dimensions of impact. the CORE METRICS SET recommended fior this Strateghc Goal, EVIDENCE
connecting this Stratepic Goal to outcomes, and suppested RESOURCES, click on the tabes to the left

Summary

ETRATOSIC Gkl
Increasing Agricultural Resilience through Technology

WHAT

Dimsnanere of brpesct: WHAT 2

Irmeestors inberested in deploying capital into mvestiments aligned with this Strategic Goal shoulkd consider the scale of the addressable prablem,
whit positive outcomes might be, and how important the change would be to the people or planet expericncing the issoee.

Key questions in this dimension

) What problem does the investment aim to address? Far the target stakeholders expariencing the problem, how impartant iz
thiz change?

%) What = the scale of the problem?

O WHO
Dimenanre of mpect WHO 2

Imeestors interested in deploying capital inko mvestments aligned with this Strategic Goal showld define whom they want to target, as almost
ewery Strategic Goal has a host of potential target stakeholders. While some imeestors may target wamen of color lving ina particular roral arca,
others may sat tarpets mare broadly, &g, wamen. Investars interastad intarpeting particular populations should focus on Strategic Goals that

hawa haan shown to banafit those populations,

Key questions in thig dimension
= Whea (people, planet, or both) is helped through investments alipred with Uhis Strategic Goal?
= What are the peopraphic allributes of those who are allected?

Overview



- A mapped evidence that shows what
outcomes this Strategic Goal can have,
based on academic and field research.

- Core Metrics Set reflects the rec-
ommended common indicators to
assess the impacts of an enterprise
across the five dimensions of impact.

Evidence

This mapped evidencs shows what outcomes this Strategic Goal can have, hased on academic and field research

Seleul an Culloorme Lo find Lhe supporting reseanch.

Increased Climate Reslience in Value Chain Activities:

Toward Resilient Agriculture Value Chains: Challenges and Opportunities :';r"‘"!";
Doneg, Linglu. "Towarnd resilient agricultwre value chaine challenges and opportunities.” Production and Operations Management 30, no. 3
[P0 FER-ETS
Thiz study Inmtends to ralse awaraness of the challengss and trends In agricultuns value chalns and explores research opportunities,
Climate change risks and adaptation options across Australian seafood supply chains - A i‘-ﬁ: ‘;—'“

preliminary assessment

Fleming, Aleccandes, Alatalr J. Hobday, A. Fammery, C Ingrid van Putten, Gretta T. Pec, Bridget 5. Gresn, and Lilly Lim-Camacho. "Climate
hange risks and adaplation options across Ausiolian seafood supply chains-& preliminary assessmenl® Climale Risk Managemenl 1
ATk 35-50,

Ihe paper examined stakeholder perceplions of points whene climabe change impacts and adaptations curfently ooour, or may ooour in Lhe
future, across the supply chains of several Aostralian fisheries.

Evidence

(O WHO is affected?

KEY INCHCATINS

¥ Stakeholder type

Why Is This Important?
To understand which entities the investment or enterprise aims to affect (for sample clents, distributors,
employees, the anvironmeart).
|RES DWATA MEEDED FORMULA, [ CALCIURLATION GUIDANCE
= Tarpet Stakeholders Describe the type of stakeholders who are the targst of the
R intarvention or imestment for sxample, fanm owners,
apricultural workers, etcl

Mote For further psage guidance on each metric, IS Users are
encouraged bo click on associaled RS melric codes.

L]

Stakeholder characterislics

Core Metrics Set (WHO dimension)
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« Other recommended resources by
experts to support implementation
and analysis.

SPECIAL NOTE:

Other Recommended Resources
This curated st of resources is based on recommendations by experts to support implamentation and analysis. To explore more resources, visit the

Impact Toolkit

Adaptation Solutions Taxonomy
Thee Taxonamy is an attempt by the Lightsmith Group to develop a structured approach for identifying and supporting SMEs offering adaptation senices.

Aqueduct Global Flood Analyzer
The Flecd Analyzer is a web-based ool that measures the impacts of river floods based upon wrban damage, also providing economic and affected

population data at variouws scales.

Carbon Brief Climate Modelling
Carbon Brief has publishaed a map on extreme weather-attribution studies pullished to date worldwida,

Climate Change Knowledge Portal
Tha Climata Change Knowledgs Portal provides global data on both historic and future climate, vuinerabilities, and impacts.

While IRIS+ metrics are typically used by investors to assess the overall impact of their portfolios, IBs can also adapt these
metrics to their own needs. bTaskee’'s impact report in the 2.3. Impact Measurement section (refer to page 37), though not

produced through IRIS+ website, provides an example of how a startup can apply IRIS+.
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How to do GRI Standards?

GRI 1: Foundation 2021 specifies the requirements that
an organization must comply with to reportin accordance
with the GRI Standards. Your business can begin using the
GRI Standards by consulting GRI 1.

GRI 2: General Disclosures 2021 contains disclosures
that your business can use to provide information about
its reporting practices and other organizational details,
such as its activities, governance, and policies.

GRI 3: Material Topics 2021 provides guidance on how
to determine material topics. It also contains disclosures
that your business can use to report information about its
process of determining material topics, its list of material
topics, and how it manages each topic

Read the Sector Standards that apply: The Sector Standards
provide information for organizations about their likely material
topics. Your business can use the Sector Standards that apply to
its sectors when determining its material topics and when deter-
mining what to report for each material topic.

For example, an agritech business would read GRI 13: Agriculture,
Aquaculture and Fishing Sectors 2022 to find the possible material
topics it could choose, such as emissions, climate adaptation and
resilience or biodiversity.

Table 2: Linkages between the likely material topics for the agriculture, aquaculture, and fishing sectors and the

SDGs.
S i e T RS S o S e T G
° e s o o

Tapie 13.1 Emizsions
Topie 13.2 Climate adaptation and

resilience - e

Topic 13.3 Biodiversity . L] L * @
I::Lcs;lsfii:nrdatural ecosystem . e °

Topic 13.5 Soil health L ]

Topic 13.8 Pesticides use L ] L] L ] L] L ]

Topic 13.7 Water and effluents L ] L L

Topic 13.8 Waste =

Topic 13.% Food security [ ]
Topic 13.10 Food safety N

A cut from Table 2. [ inkages between the likely material topics for the agriculture,
aquaculture, and fishing sectors and the SDGs.
GRIN3: Agriculture, Aquaculture and Fishing Sectors 2022.
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Read the Topic Standards that apply: The Topic
Standards contain disclosures that your business can
uses to report information about its impacts in relation
to particular topics. Your business can use the Topic
Standards according to the list of material topics it
has determined using GRI 3.

For example, the above agritech business could
choose material topic 13.7. Water and Effluents and
follow the instructions in GRI 303: Water and Effluents
2018 to get the indicators.

Source: Full Set of GRI Standards, GRI
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Disclosure 303-3 Water withdrawal

REQUIREMENTS

The reporting organization shall report the following information:
a.  Total water withdrawal from all areas in megaliters, and a breakdown of this total by the
following sources, if applicable:

Surface water;

L

i. Groundwater;
iii. Seawater
N
W,

w. Produced water;
Third party water.

Third-party water, and a breakdown of this total by the withdrawal sources listed in

c. A breakdown of tolal water withdrawal from each of the sowrces listed in Disclosures
303-3-a and 303-3-b in megaliters by the following categories:

i Ereshwater (<1,000 mg/L Total Dissolved Solids):
i.  Other water (>1,000 mg/L Total Dissolved Solids).

d.  Any contextual information necessary to understand how the data have been compiled,
such as any standards, methodologies, and assumptions used.

Compilation requirements

2.1 When compiling the information specified in Disclosure 303-3, the reporting
organization shall use publicly available and credible tools and methodologies for
assess3ing water stress in an area.

A cut from GRI 303: Water and Effluents 2018



4.2 IMPACT REPORTS

IFYOUDO YOURIMPACT REPORT YOURSELF, CHECK THE TEMPLATE:

IFYOU CHOOSE TO WORK WITH IMPACT REPORTING AGENCIES, CHECK OUT THESE PARTNERS!

Foundedin 2022, Impact Link is a mission-driven training and consulting company dedicated
to amplifying the impact-focused investment ecosystem in Asia.

9 Impact Link

They provide the advisory service of Mission Capacity Assessment (MCA), which assessed
mission-driven, impact institutions through 9 organizational topics.

Mekong Economics Ltd. (MKE) is a leading economic and socio-economic development and
commercial consulting firm active in the Greater Mekong sub-region and Asia-Pacific region.

They provide the service of Baselines, Impact Evaluations and Monitoring & Evaluation for
ODA projects.

. Impactology is a specialized impact measurement and management research institute
IMPACTOLOG) that scientifically analyzes and approaches the connection mechanism between “impact”
and “business.”

They provide Self-Disclosure Service, Data Verification Services, and Customized impact report
development service.
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FOR QUICK SELF REPORT, YOU CAN CHECK OUT THESE SITES!

+ Thingtndoanhmghile o E (MBI trubing) v 5 b hi) v ©(Guinti) o-:emuacwg.a

Tén doanh nghiép: Congty TNHH F Mi 58 doanh nghigp: 0313cocooc

The Sustainable Business Assessment Toolkit?”, developed under USAID’s

to5:e5-usioess. g

Téng diém trén thang diém 100 Phén bé ty trong theo nhém doanh nghiép . . . op e
B Bt o . technical support through the Improving Private Sector Competitiveness (IPSC)
S+ % 7500 0% project by the Agency for Enterprise Development (AED), Ministry of Planning
G- Quan tri 76.47 30%
— coan and Investment (MPI).
Xéphang B
DANH GIA THYT HAN EsG This toolkit allows businesses in Vietnam to self-assess and measure the effective-

Vung danh gia

E-Mdi trudmg

ness of their business models against sustainable criteria, aiming for a balanced
90
2 goal of economic benefits along with environmental protection, human and social

. development in a holistic and inclusive manner.

30

15

‘E [EATEFT Py S TR WU TRRAE D BNk A THE ] 5 wif g [E=TES Cos A T
TWENY EW AFFESIMEHNT diria

counn s TOOL FOR ASSESSING THE LEVEL OF SUSTAINABLE BUSINESS PRACTICES
OF ENTERPRISES UNDER ENVIRONMENT-SOCIAL-GOVERNANCE (ESG) FRAMEWORK

' Buikirass rdcimsice ¥ i i

D@ xuat cho doanh nghiép _
Haliefdd Sl | MDDV 0 B Sl S e L o L

LR BRI Pk S0 i

[ R I Bt R

@) Sustainable Business Assessment Toolkit, Agency for Enterprise Development (AED), Ministry of Planning and Investment (MPI)

https://esg.business.gov.vn/evaluate
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https://esg.business.gov.vn/evaluate
https://esg.business.gov.vn/evaluate
https://esg.business.gov.vn/evaluate

®)

IMPACTOLOGY

Additional Information

Given that the COVID-19vaccine can b year, it wil i pand tothe non-

— Horegion.
Terms & Conditions, Disclaimer

TOLOGY. Thrs, dityforthe:

& ¥ . Brother's Keeper
(SampleReport)| info@impactology.og.

https://impactology.org/global/?ckattempt=2

Social Venture Self-Disclosure Report Service, Impactology

FOR QUICK REPORT, YOU CAN CHECK OUT THESE SITES!

The Social Venture Self-Disclosure Report Service®, provided by Impactology,
allows organizations to directly input relevant data into a template and output it
as an impact report for self-disclosure.

It applies the framework for impact management norms established through
the consensus-building work of IMP (Impact Management Project - Five Dimen-
sions of Impact).

Self-Disclosure Service

Social Venture Self-Disclosure Report Service with the application of IMP Framework
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Da Nang Business Incubator (DNES)

4.3 GOVERNMENT AGENCIES THAT SUPPORT IBs

ORGANIZATION NAME DESCRIPTION

Support innovative startups and business development in Da Nang, including
impact-making business models.

Department of Science and Technology
of Ho Chi Minh City

Vietnam innovation platform, providing information, resources and connections for
projects creating social impact.

Ho Chi Minh Communist Youth Union

Support youth initiatives, including social impact projects, through entrepreneurship
movements and programs.

Initiative for Startup Ecosystem in
Vietnam (ISEV)

Under NATEC, the Ministry of Science and Technology, focusing on supporting start-
ups and innovation, including projects that create social impact.

Ministry of Planning and Invest-
ment - Department of Enterprise
Development (AED)

Unit under the Ministry of Planning and Investment, supporting business develop-
ment and business initiatives that create social impact.

National Agency for Technology Entre-
preneurship and Commercialization
Development (NATEC)

Under the Ministry of Science and Technology, supporting the development of sci-
ence and technology enterprises and innovative startups, which include impact-cre-
ating enterprises.

National Innovation Center (NIC)

The center belongs to the Ministry of Planning and Investment, supporting the devel-
opment of innovation and startups, which include those that create social impact.

Small and medium enterprise support
center (SME TAC)

Provide financial, technical and training support to small and medium-sized busi-
nesses, including social impact businesses (SIBs).

Vietnam Chamber of Commerce and
Industry (VCCI)

The unit promotes business, especially supporting sustainable business models and
creating social impact through training programs and international cooperation.

Vietnam Women's Union

Support women participating in business, especially businesses that create impact to
enhance the role and rights of women in society.
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4.4 INTERMEDIARIES THAT SUPPORT IBs

ORGANIZATION TYPE OF BRIEF

NAME ORGANIZATION INTRODUCTION

A global learning platform designed to foster social change by equip-
Acumen Academy NPO ping individuals and organizations with the tools, skills, and mindset
needed to tackle complex social challenges.

Network of angel investors, focusing on investing and supporting

ANGELS 4 US Private :
potential startups.
AVANTA Private Provide consgltoncy services for IBs in Vletnqm, encompassing different
- stages of business development, from establishment to growth stage.
A consulting & ecosystem partner providing comprehensive consult-
BizCare Business Consulting Private ing services for businesses, including business health checks, strategy

development and guidance in the areas of operations, finance, market-
ing and human resources.

A comprehensive support organization for young entrepreneurs in
Vietnam, providing financial assistance, training, and networking

Business Startup Support State opportunities to foster innovation and growth in the startup ecosystem.

Centre (BSSC) Implement multiple programs funded by the government or develop-
ment agencies to support IBs.
A center focusing on promoting sustainable development and crea-
Center for Creativity & tive solutions in Vietnam through research, consultancy, and training

Sustainability (CCS) NGO services, aiming to integrate sustainability into business practices and

community development.
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ORGANIZATION

NAME

Center for Entrepreneurship

TYPE OF

ORGANIZATION

BRIEF
INTRODUCTION

The center, part of Fulbright University Vietnam, holding a mission to
nurture entrepreneurship, an innovation mindset and actions by provid-

& Inr‘10vo‘t|on, Fulbright Uni- University ing knowledge, tools and opportunities for hands-on practices. 3 main
versity Vietnam . . . . . . .
pillars: entrepreneurship, business innovation and social innovation.
An organization developing ecosystems for social enterprises and con-
. L tributes to building a strong community of social enterprises in Vietnam
Center for Social Initiatives . > . .
- NPO and the region through activities that inspire, connect, and empower
Promotion (CSIP) o o . . .
individuals and organizations addressing social and environmental
issues with innovative and sustainable business solutions.
Center for Social Innovation A center in the National Economics University, focusing on research,
and Entrepreneurship (CSIE) - University policy advocacy, incubating and supporting startups and social
National Economics University enterprises.
A network connecting social impact businesses (SIBs) in Vietnam,
En Ket noi NPO aiming to facilitate easy, proactive, and cost-effective connections
between suppliers, distributors, and financial organizations.
. Focus on promoting green and sustainable solutions in communities
GreenU Private . - .
and businesses through training and consultancy services.
Innovation and Incuba- Innovation and incubation space at Foreign Trade University, support-
tion Space (FIIS), Foreign University ing students and start-up businesses. Implement multiple programs

Trade University

funded by the government or development agencies to support IBs.
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https://fulbright.edu.vn/centre-of-entrepreneurship-and-innovation/
https://fulbright.edu.vn/centre-of-entrepreneurship-and-innovation/
https://fulbright.edu.vn/centre-of-entrepreneurship-and-innovation/
https://csip.vn/
https://csip.vn/
https://www.facebook.com/csieneu/?locale=vi_VN
https://www.facebook.com/csieneu/?locale=vi_VN
https://enketnoi.com/
https://greenu.vn/
https://fiis.ftu.edu.vn/
https://fiis.ftu.edu.vn/

ORGANIZATION

NAME

TYPE OF
ORGANIZATION

BRIEF
INTRODUCTION

Focus on supporting startups through training, consulting and net-

KisStartup Private working. Implement a specialized program, Kisimpact, to focus on
promoting IBs.

Research Institute for Innova- Non-profit research organization fostering sustainable develop-

. NPO o

tion and Development (IID) ment in Vietham.

Seed Planters NGO Focus on mgubotlng and supporting social enterprises through training
and consulting.

SIB Mien Nam NGO Network of socml.enterprlses in the Southern region, focusing on sup-
port and connection.

Startup Vietnam NPO Non-profit organization supports the startup ecosystem in Vietnam

Foundation (SVF) through training, consulting and investment connection programs.

The Women's Entreprengur— Support women in Vietnam in starting and growing their businesses

ship and Entrepreneurship NPO through training, consulting and networking for business opportunities

Initiative (WISE) g 9 S g PP '

Vietnam Small and N : . . :

: : . The organization supports small and medium enterprises, especially in

Medium Enterprise Support Private the field of agriculture and rural development

Center (MEVI) 9 P :

Vietnam Social Association Support Vietnamese social enterprises, providing training and consult-

Enterprise (VNSE)

ing programs.



https://www.kisstartup.com/
https://www.facebook.com/iidvietnam/
https://www.facebook.com/iidvietnam/
https://seedplanter.org/
https://www.facebook.com/p/SIB-MIEN-NAM-100085425469724/
https://www.facebook.com/startupvietnamfoundation/
https://www.facebook.com/startupvietnamfoundation/
https://wisevietnam.org/?lang=en
https://wisevietnam.org/?lang=en
https://wisevietnam.org/?lang=en
https://mevi.vn/
https://mevi.vn/
https://mevi.vn/
https://vspace.global/project-detail/vnse-vietnam-social-impact-enterprise
https://vspace.global/project-detail/vnse-vietnam-social-impact-enterprise
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ORGANIZATION

NAME

ADB (Asian

Development Bank)

TYPE OF IMAGE

Regional
Development Bank

4.5 DONORS THAT SUPPORT IBs

SUPPORT AREAS
RELATED TO IBS

Economic development, energy,
transportation, education,
finance, environment

FEATURED
PROGRAM

ADB Ventures

Australion Aid

Australian gov-
ernment agency

International development, support-
ing social enterprises, education,
health, environment

"Australia-Vietnam Enhanced
Economic Engagement Strategy”,
supporting social enterprises to
develop sustainably

British Council

International
organization

Education, culture, arts, social enter-
prise support, English

"Social enterprise development
project in Vietnam"

Investing in Women

Australion Govern-
ment initiative

Promote gender equality in business

Support women-led businesses
in Vietnam through training pro-
grams and loan financing.

Investing in Women

Australion Govern-
ment initiative

Promote gender equality in business

Support women-led businesses
in Vietnam through training pro-
grams and loan financing.

Global Affairs
Canada (GAC)

Canadian gov-
ernment agency

International development, social enter-
prise support, gender equality, edu-
cation, health

Donor of the "ISEE-COVID Pro-
ject" with UNDP, supports social
impact businesses (SIBs) to
respond to COVID-19
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https://www.adb.org/where-we-work/viet-nam
https://www.adb.org/where-we-work/viet-nam
https://www.dfat.gov.au/sites/default/files/australian-aid-brochure.pdf
https://www.britishcouncil.vn/
https://www.investinginwomen.asia/
https://www.investinginwomen.asia/
https://www.international.gc.ca/global-affairs-affaires-mondiales/home-accueil.aspx?lang=eng
https://www.international.gc.ca/global-affairs-affaires-mondiales/home-accueil.aspx?lang=eng

ORGANIZATION SUPPORT AREAS FEATURED
NAME LA LA AL A2 RELATED TO IBS PROGRAM
Poverty reduction, social enterprise "EFD Project" supports busi-
Non-governmental . .
Oxfam oraanization support, gender equality, humanitarian nesses for development purposes,
9 relief, education "GROW Campaign"
Funding prOJe<?ts to combat climate . Dutch Fund for Climate and Devel-
SNV Development Fund change, sustainable development, agri-
opment (DFCD)
culture, and clean water
Non-profit Support small and medium-sized Small loan financing program
Thriive/SK2 P enterprises, provide loans and busi- and skills training for busi-

organization

ness training

nesses in Vietham

United Nations
Development Pro-

agramme (UNDP)

United Nations
Organization

Sustainable development, supporting
social enterprises, poverty reduction,
public administration, environment

"ISEE-COVID Program”,
"Youth Co:Lab" support young
business innovation, Viet Nam
Circular Economy



https://www.oxfam.org/en
https://snv.org/
https://sk2fund.org/thriivecapital/
https://www.undp.org/vietnam
https://www.undp.org/vietnam
https://www.undp.org/vietnam
https://vietnamcirculareconomy.vn/about/?lang=en
https://vietnamcirculareconomy.vn/about/?lang=en
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4.6 INVESTORS THAT INVEST IN IBs

NAME OF FUND/UNIT

Ascend
Vietnam Ventures

TYPE OF IMAGE

Venture capital fund

PRIORITY

Early stage tech-
nology startup

OPERATIONS IN VIETNAM

Invest in Vietnamese startups in the fields
of financial technology, education, and
digital health.

Beacon Fund

Loan investment fund

Businesses led by women,
businesses creating
social impact

Providing flexible loans for moderate growth
businesses, focusing on women lead-
ersin Vietham.

Climate Fund Managers

Development
investment fund

Project to combat
climate change

Financial support and development of renew-
able energy projects, water management, and
climate change resilient infrastructure.

Earth Venture Capital

Venture capital fund

Green, sustaina-
ble technology

Invest in green technology startups developing
renewable energy and carbon reduction tech-
nology in Vietnam.

Patamar Capital

Venture capital fund

Small and medium enter-
prises, businesses creat-
ing social impact

Co-founded Beacon Fund and invests in social
enterprises with a focus on women in leadership
and education.

Seedstars

Startup investment and
acceleration fund

Technology startups in
emerging markets

The Seedstars World program supports and
accelerates technology startups in Vietnam,
including funding and consulting.
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https://ascendvietnam.com/
https://ascendvietnam.com/
https://beaconfund.com/
https://climatefundmanagers.com/
https://earth.vc/
https://www.patamar.com/
https://www.seedstars.com/

NAME OF FUND/UNIT TYPE OF IMAGE

Spiral Ventures Venture capital fund

PRIORITY

Technology startups in
Southeast Asia

OPERATIONS IN VIETNAM

Invest in startups in Vietnam in the fields of
e-commerce, digital health, and logistics.

Sweef Capital

Private investment fund

Businesses led by women,
businesses creating
social impact

Invest in and support women-led businesses in
the consumer and healthcare sectors.

The ThinkZone Accelerator program provides

ThinkZone Ventures Venture capital fund Early stage tech- capital support and training for early-stage
nology startup
technology startups.
Technology startups, Invest in Vietnamese startups in the fields

Touchstone Partners

Venture capital fund

businesses creating
social impact

of education, healthcare, fintech, and social
enterprises.

VinaCapital (ESG) Investment fund

Enterprises apply ESG
standards (Environment,
Society, Governance)

VinaCapital Ventures Fund supports businesses
that comply with ESG standards, focusing on
technology and education.
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4.7 COMPETITIONS WITH IMPACT FOCUS

PROGRAM NAME

Blue Venture Award
(Unilever & CSIP)

FOCUS

Social enterprises and start-
ups contributing to commu-
nity and environment.

SUPPORT

Funding up to $10,000, strategic advisory on scaling impact,
mentorship with industry leaders, media exposure, and investor
connections.

Youth Co:Lab Vietham

(UNDP & Citi)

Youth-led social innova-
tions addressing SDGs and
social challenges.

Business incubation, tailored mentorship, access to seed funding,
and networking opportunities with policy influencers and investors.

Net Zero Challenge

Climate-tech innova-
tions addressing climate
change in Vietnam.

Funding: Grants totaling VND 15 billion (approximately $630,000
USD) awarded to winners. Mentorship: Guidance from climate
experts. Networking: Access to industry leaders and potential part-
ners. Exposure: Platform to showcase solutions globally.

IMPACT CHALLENGE
AT SEA (Impact
Square, Nextrans,
MerryYear Interna-
tional, World Vision)

Early-stage impact start-
ups in Vietham addressing
environmental issues or
promoting digital economy
transitions.

Funding: Prizes ranging from $1,000 to $40,000; potential invest-
ment up to $500,000. Mentorship: Tailored guidance from industry
experts. Capacity Building: Online courses and workshops on busi-
ness operations and social value creation. Networking: Connections
with investors, corporations, and NGOs. Impact Measurement:
Workshops and tools for assessing social impact.

Vietnam Social
Innovation
Challenge (VSIC)

Student entrepreneurs
pursuing SDGs

Prize, MVP completion, mentor connections, ecosystem access,
post-contest investment.
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https://csip.vn/
https://csip.vn/
https://www.youthcolab.org/
https://www.youthcolab.org/
https://netzerochallenge.vn/
https://www.sihub.vn/
https://www.sihub.vn/
https://thuthachsangtaoxahoivietnam.net/
https://thuthachsangtaoxahoivietnam.net/
https://thuthachsangtaoxahoivietnam.net/

4.8 COMPETITIONS WITH IMPACT FOCUS

PROGRAM NAME

ASEAN Social Enter-
prise Development

Programme (SEDP)
(ASEAN Secretariat)

FOCUS

ASEAN-based social enterprises tackling
socio-environmental issues.

SUPPORT

Hands-on training, mentorship, regional investor/part-
ner networks, and enhanced regional visibility through
ASEAN platforms.

Mekong Innovative
Startups in Tourism
(MIST) (Mekong

Sustainable tourism startups in the

Industry-focused workshops, tailored mentorship,
connections with tourism investors, and international

Tourism Coordinating Mekong Subregion. market exposure.

Office &6 ADB)

SingularityU L , ) One-on-one mentorship, access to Singularity Univer-
ASEAN Global Tech-driven solutions for large-scale sity’s global network, and participation in international

Impact Challenge

regional impact.

summits for innovation leaders.
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https://asean.org/
https://asean.org/
https://asean.org/
https://www.mist.asia/
https://www.mist.asia/
https://www.su.org/gic
https://www.su.org/gic
https://www.su.org/gic

04-Resources

PROGRAM NAME

Hult Prize

FOCUS

Student-led social enterprises
addressing global challenges.

4.9 COMPETITIONS WITH IMPACT FOCUS

SUPPORT

Intensive training, global-scale mentorship, networking with inves-
tors, and a grand prize of $1M in startup capital for winners.

Global Socidl
Venture Compe-

Early-stage ventures solving

social/environmental challenges.

Capacity-building programs, one-on-one mentorship, investor
networks, and access to global pitching opportunities.

tition (GSVC)
Ashoka Global challenges: education, N . - ) .
Chanaemakers healthcare, agriculture, women's Global visibility, expert mentorship, opportunities for potential fund

Competitions

empowerment, etc.

ing, and access to Ashoka'’s global changemaker network.

MIT Solve

Innovators solving global chal-
lenges in education, healthcare,
and sustainability.

Tailored mentorship, funding opportunities through global partners,
and collaborations with leading organizations to scale solutions.

Social Business Cre-

ation (HEC Mon-
treal & Professor
Muhammad Yunus)

Social businesses addressing
societal challenges.

Training: Comprehensive educational program. Mentorship: Sup-
port from experienced entrepreneurs. Funding: Prizes up to CAD
152,000. Networking: Connection with a global community.

Human Act Prize

Individuals or organizations
promoting global solidarity
and justice.

Award: Recognition and a bronze sculpture by Danish artist
Asmund Havsteen-Mikkelsen. Funding: Monetary prize (e.g.,
$100,000 in previous years). Visibility: Global recognition for efforts
towards the UN’s SDGs.
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https://www.hultprize.org/
https://gsvc.org/
https://gsvc.org/
https://gsvc.org/
https://www.changemakers.com/
https://www.changemakers.com/
https://www.changemakers.com/
https://solve.mit.edu/
https://socialbusinesscreation.com/
https://socialbusinesscreation.com/
https://humanact.org/human-act-award/

‘ SAMPLE REPORT TEMPLATES

ORGANIZATIONNAME LINK

https://drive.google.com/file/d/1ZfTCsNG8Mp41cDh3ACYrolitHOgHK5in/
view?usp=sharing

Vui App

https://drive.google.com/file/d/INXzavVIfumYXBbKwnlU35zcOEaWarm81/
view?usp=sharing

bTaskee

https://drive.google.com/file/d/10XahcVhY7LVzaYestapagzyj5123viBijf/
view?usp=sharing

Beacon Fund

https://drive.google.com/file/d/1xJaCoxrfpcNOIRN2mn-Ww4FhsSjZATPU/

X view?usp=sharing

KOTO https://drive.google.com/file/d/1Hwaelr1zIGrtk9Nn9397zh23caXsZYbp/
view?usp=sharing

PISE https://drive.google.com/file/d/10xGR8zSuQEOWD2uOPIgKXITur-

QhLETRO/view?usp=sharing



https://drive.google.com/file/d/1ZfTCsNG8Mp41cDh3ACYro1itH0gHK5in/view?usp=sharing 
https://drive.google.com/file/d/1ZfTCsNG8Mp41cDh3ACYro1itH0gHK5in/view?usp=sharing 
https://drive.google.com/file/d/1NXzqvVlfumYXBbKwnlU35zcOEaWarm81/view?usp=sharing
https://drive.google.com/file/d/1NXzqvVlfumYXBbKwnlU35zcOEaWarm81/view?usp=sharing
https://drive.google.com/file/d/1OXghcVhY7LVzqYestqpgzyj5123vjBjf/view?usp=sharing 
https://drive.google.com/file/d/1OXghcVhY7LVzqYestqpgzyj5123vjBjf/view?usp=sharing 
https://drive.google.com/file/d/1xJgCoxrfpcNOlRN2mn-Ww4FhsSjZATPU/view?usp=sharing 
https://drive.google.com/file/d/1xJgCoxrfpcNOlRN2mn-Ww4FhsSjZATPU/view?usp=sharing 
https://drive.google.com/file/d/1HwaeIr1zIGrtk9Nn939Zzh23caXsZYbp/view?usp=sharing 
https://drive.google.com/file/d/1HwaeIr1zIGrtk9Nn939Zzh23caXsZYbp/view?usp=sharing 
https://drive.google.com/file/d/1QxGR8zSuQE0WD2u0PIqKXlTurQhLETRO/view?usp=sharing 
https://drive.google.com/file/d/1QxGR8zSuQE0WD2u0PIqKXlTurQhLETRO/view?usp=sharing 

04-Resources

NAME

‘ OTHER RESOURCES

PUBLISHED/BUILT BY

CLASSIFICATION

LANGUAGE

LINK

Report: Evaluation of the Ministry of https://fileportalcms.mpi.gov.vn/
implementation of sustainable Planning Publication Vietnamese TinBai/VanBan/2023-09/Bao-
development goals in 2022 and Investment ca0-SDG-2022.pdf
SDG Compass. The quide for UN https://www.undp.org/ukraine/
: pass. g Publication English publications/sdg-compass-
business action on the SDGs Global Compact : ; :
guide-business-action-sdgs#
https://s3.amazonaws.com/
GIIN 2023 Impact Invest- The Global qlljrg—hv: 22;}?}7‘:’:22?3//02%;?_/ e
ing: Allocation, Activities Impact Investing Publication English R . . d
and Performance Network (GIIN) sight-%E 29680%9 3 impact-in-
vesting-allocations-activi-
ty-and-performance.pdf
National Voluntary Review on The Vietnam- httos://fileportalems.mpi.gov
the Implementation of the Sus- ese government . : PS.LITE0 -MPLYOV.

. ) Publication Vietnamese vn/TinBai/VanBan/2023-08/
tainable Development Goals (with the support VNR Full Final(TV).pdf
(SDGs) 2023 of Vietnam of GIZ and UN) R

https://drive.google.com/
Guidelines for Inte- lSEI.E COVID N . file/d/19Y2zcyWBerA92Y-
; Project, Publication Viethamese 5
grating Gender UNDP Vietnam AelPjTOFa JFRza 7U/

view?usp=drive link
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https://fileportalcms.mpi.gov.vn/TinBai/VanBan/2023-09/Bao-cao-SDG-2022.pdf
https://fileportalcms.mpi.gov.vn/TinBai/VanBan/2023-09/Bao-cao-SDG-2022.pdf
https://fileportalcms.mpi.gov.vn/TinBai/VanBan/2023-09/Bao-cao-SDG-2022.pdf
https://www.undp.org/ukraine/publications/sdg-compass-guide-business-action-sdgs#
https://www.undp.org/ukraine/publications/sdg-compass-guide-business-action-sdgs#
https://www.undp.org/ukraine/publications/sdg-compass-guide-business-action-sdgs#
https://s3.amazonaws.com/giin-web-assets/giin/assets/publication/research/2023-giinsight-%E2%80%93-impact-investing-allocations-activity-and-performance.pdf
https://s3.amazonaws.com/giin-web-assets/giin/assets/publication/research/2023-giinsight-%E2%80%93-impact-investing-allocations-activity-and-performance.pdf
https://s3.amazonaws.com/giin-web-assets/giin/assets/publication/research/2023-giinsight-%E2%80%93-impact-investing-allocations-activity-and-performance.pdf
https://s3.amazonaws.com/giin-web-assets/giin/assets/publication/research/2023-giinsight-%E2%80%93-impact-investing-allocations-activity-and-performance.pdf
https://s3.amazonaws.com/giin-web-assets/giin/assets/publication/research/2023-giinsight-%E2%80%93-impact-investing-allocations-activity-and-performance.pdf
https://s3.amazonaws.com/giin-web-assets/giin/assets/publication/research/2023-giinsight-%E2%80%93-impact-investing-allocations-activity-and-performance.pdf
https://fileportalcms.mpi.gov.vn/TinBai/VanBan/2023-08/VNR_Full_Final(TV).pdf
https://fileportalcms.mpi.gov.vn/TinBai/VanBan/2023-08/VNR_Full_Final(TV).pdf
https://fileportalcms.mpi.gov.vn/TinBai/VanBan/2023-08/VNR_Full_Final(TV).pdf
https://drive.google.com/file/d/19Y2zcyWBerA92YAeIPjTOFa_JFRza_7U/view?usp=drive_link
https://drive.google.com/file/d/19Y2zcyWBerA92YAeIPjTOFa_JFRza_7U/view?usp=drive_link
https://drive.google.com/file/d/19Y2zcyWBerA92YAeIPjTOFa_JFRza_7U/view?usp=drive_link
https://drive.google.com/file/d/19Y2zcyWBerA92YAeIPjTOFa_JFRza_7U/view?usp=drive_link

NAME PUBLISHED/BUILT BY CLASSIFICATION LANGUAGE LINK
SDG Transforma-
. tion Center (under https://datahub.sdgtransforma-

Sustainable Development : . : . :

. Sustainable Devel- Data website Anh tioncenter.org/profiles/vietnam/

Report 2024: Vietnam . .

opment Solution sustainable-development-report
Network by UN)

Data on SDGs UNSTATS Data website English unstats.un.org/sdg
https://sdgimpact.undp.org/
about-the-sdg-impact-stand-

. ards.html#:~:text=The%20

Sustainable Development and SDG Impact , , o o )

the SDG Impact Standards (by UNDP) Data website English SDG%20Impact%20Stand

ards%20are,systems%20
and%20decision%2Dmak-
ing%20practices.

Decision No. 841/QD-TTg of
the Prime Minister: Issuing the
Roadmap for the implementa-
tion of Vietnam'’s sustainable

Prime Minister

Legal Document

Viethnamese

https://chinhphu.vn/?page-
id=271605docid=208253

development goals by 2030
Impact Measurement & Man- Duke University, Course Enalish https://www.coursera.org/learn/
agement for SDGs offered on Coursera g impact-for-sdgs

. . https://www.unsdglearn.org/
Course: Driving Business Learning Platform: courses/driving-business-to-
towards the Sustainable 9 ' Course English

Development Goals

UN:SDG Learn

wards-the-sustainable-devel-
opment-qgoals/



https://datahub.sdgtransformationcenter.org/profiles/vietnam/sustainable-development-report
https://datahub.sdgtransformationcenter.org/profiles/vietnam/sustainable-development-report
https://datahub.sdgtransformationcenter.org/profiles/vietnam/sustainable-development-report
http://unstats.un.org/sdg
https://sdgimpact.undp.org/about-the-sdg-impact-standards.html#:~:text=The%20SDG%20Impact%20Standards%20are,systems%20and%20decision%2Dmaking%20practices.
https://sdgimpact.undp.org/about-the-sdg-impact-standards.html#:~:text=The%20SDG%20Impact%20Standards%20are,systems%20and%20decision%2Dmaking%20practices.
https://sdgimpact.undp.org/about-the-sdg-impact-standards.html#:~:text=The%20SDG%20Impact%20Standards%20are,systems%20and%20decision%2Dmaking%20practices.
https://sdgimpact.undp.org/about-the-sdg-impact-standards.html#:~:text=The%20SDG%20Impact%20Standards%20are,systems%20and%20decision%2Dmaking%20practices.
https://sdgimpact.undp.org/about-the-sdg-impact-standards.html#:~:text=The%20SDG%20Impact%20Standards%20are,systems%20and%20decision%2Dmaking%20practices.
https://sdgimpact.undp.org/about-the-sdg-impact-standards.html#:~:text=The%20SDG%20Impact%20Standards%20are,systems%20and%20decision%2Dmaking%20practices.
https://sdgimpact.undp.org/about-the-sdg-impact-standards.html#:~:text=The%20SDG%20Impact%20Standards%20are,systems%20and%20decision%2Dmaking%20practices.
https://chinhphu.vn/?pageid=27160&docid=208253
https://chinhphu.vn/?pageid=27160&docid=208253
https://www.coursera.org/learn/impact-for-sdgs
https://www.coursera.org/learn/impact-for-sdgs
https://www.unsdglearn.org/courses/driving-business-towards-the-sustainable-development-goals/
https://www.unsdglearn.org/courses/driving-business-towards-the-sustainable-development-goals/
https://www.unsdglearn.org/courses/driving-business-towards-the-sustainable-development-goals/
https://www.unsdglearn.org/courses/driving-business-towards-the-sustainable-development-goals/

04-Resources

NAME PUBLISHED/BUILT BY CLASSIFICATION LANGUAGE LINK
Partner Scorecard for Eco- )
nomic Empowerment of Oxfam Thailand, https://drive.google.com/
Women (WEE) in the Agricul- .G':hA'SEAt: CS'lp Enalish file/d/1hOfz5eDJdevIf9
tural Value Chain - used for IS the nationd nglis SwéHBxxoFPLnz3n /
enterprises: por?:nef of view?usp=drive link
DA in Vietnam.
Scorecard - For SMEs
https://drive.google.com/
Guidelines for using the score- Vietnamese file/d/1hOfz5eDJdevIf9
card for SMEs Swb6HBxxoFPLNhz3n /
view?usp=drive link
https://drive.google.com/
Scorecard - For corporates English file/d/1pKWYD--/npokilQW-

Guidelines for using the score-
card for corporates

ZwvVaIXmmWE2KrQQ/
view?usp=drive link

Vietnamese

https://drive.google.com/
file/d/1gUZuZDGGkKzN-
WNx8iMduéyuXFDIctdvd/
view?usp=sharing
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https://drive.google.com/file/d/1hOfz5eDJdevIf9__Sw6HBxxoFPLnz3n_/view?usp=drive_link
https://drive.google.com/file/d/1hOfz5eDJdevIf9__Sw6HBxxoFPLnz3n_/view?usp=drive_link
https://drive.google.com/file/d/1hOfz5eDJdevIf9__Sw6HBxxoFPLnz3n_/view?usp=drive_link
https://drive.google.com/file/d/1hOfz5eDJdevIf9__Sw6HBxxoFPLnz3n_/view?usp=drive_link
https://drive.google.com/file/d/1hOfz5eDJdevIf9__Sw6HBxxoFPLnz3n_/view?usp=drive_link
https://drive.google.com/file/d/1hOfz5eDJdevIf9__Sw6HBxxoFPLnz3n_/view?usp=drive_link
https://drive.google.com/file/d/1hOfz5eDJdevIf9__Sw6HBxxoFPLnz3n_/view?usp=drive_link
https://drive.google.com/file/d/1hOfz5eDJdevIf9__Sw6HBxxoFPLnz3n_/view?usp=drive_link
https://drive.google.com/file/d/1pKWYD--7np5ki1QWZwvVqJXmmWF2KrQQ/view?usp=drive_link
https://drive.google.com/file/d/1pKWYD--7np5ki1QWZwvVqJXmmWF2KrQQ/view?usp=drive_link
https://drive.google.com/file/d/1pKWYD--7np5ki1QWZwvVqJXmmWF2KrQQ/view?usp=drive_link
https://drive.google.com/file/d/1pKWYD--7np5ki1QWZwvVqJXmmWF2KrQQ/view?usp=drive_link
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Impact Strategy

“How might we”"

To create a precise problem definition for your business, please fill in the “point of
view” template to describe your target audience, their characteristics, and their
pains/challenges, and then use the “how might we” template to formulate the
right question for your business to solve based on the identified problem.

A, 0ae) OO i

L OWEANEINEEOM ....ooooooooooooeeeeeee oo i

L BI@CEUSE. .........oooooeeeeee oo e s s s s s s eesenns !

L BDUBRR@Y ..., [have difficultiesin] ................

i How mightwe.................. [help]............... [whom]....ccooovviiii. i

U [todo]. e [inasituationWhere]........oooveveeeeeeeeeeee .

m Adapted from Problem Definition: Perceiving the Essence of Problem, Merry Year Social Company (MYSC)
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Solution statement®

Please fill in the solution statement format to show how your business addresses the identi-
fied problem.

' [Your company’s name] aims to support [your beneficiaries]
DOWIRR e i
' [yourintended impact] ........ooooeeeeeneee BY..o e
D s [your SOIULION(S)] ....cooueeiieiccc it
Impact direction

Among the 17 Sustainable Development Goals, please list up to 3 main goals that your business
most aligns with and explain how it aligns with such goals:

: SDG#..... because ............... [explanation] .......cceceeeeeunnes i
. SDG#........ because........................ [explanation] ..., i
. SDG#.... because ............... [explanation] ........ccceeeeveeuennes i
3} https://www.leadership-and-development.com/what-is-a-solution-statement/
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Theory of change

PROBLEM

What is the
problem you are

trying to solve?

ACTIVITIES

What are the
current actions

your enterprise

CUTPUTS

What are the
key deliverables
and measurable

QUTCOMES

What are the
short- to

medium-term

Please complete the TOC template in the order indicated by the arrows, moving from left to right and top to bottom.

DESIRED STATE

What is the long-

term change or

impact you see as

your goal? What
will the world look
like if you're
achieving your
mission? This is

effects of your changes you

is undertaking

to solve the work?
problem?

expect to see?

your company's
vision.

CONTEXT

Who is
experiencing this
problem and what
are their typical
experiences? What
is the scale of the
problem? Why does
it still exist?

ASSUMPTION
Links between the

activities and outputs.

ASSUMPTION ASSUMPTION

Links between the
outcomes and the
long-term impacts.

Links between the

outputs and outcomes.

THEORY OF CHANGE
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Impact Planning

Lean Startup Canvas®

Please complete the Lean Startup Canvas below, starting with the Customer Segment and
Problem and then moving on to the other parts.

Problem

|dentifies the pri-
mary pain point or
challenge faced by

Solution

The proposed method
to address the problem.

Unique
value proposition

Describes the unique
selling point of

Unfair advantage

Highlights the
unique strength
or advantage that

Customer segment

Specifies the target
users for the solution,
divided into groups

competitors cannot
easily replicate.

the target audience the solution.

Channels

Outlines the meth-
ods for reaching and
engaging with the
target customers.

Key metrics

The primary measure of
success for the solution.

Revenue stream
Defines how the business generates income.

Cost structure
Lists the main expenses required to run the business

3 Impact measurement, Assessment and Management, Social Sector Startup Planner Package, Merry Year Social Company (MYSC)
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Impact Measurement

Criteria table for selecting Impact Measurement Framework

CRITERIA YOUR SITUATION SUGGESTED TOOLS

Resource availability Resource-constrained Lean Data

Resource here means the avail-
able time, human resources and

tools the company has for data _
collection and monitoring. Resource-rich IRIS+, GRI Standards, BIA

Target audience Customers (B2C) Lean Data

Customers (B2B, especially foreign companies) Lean Data, IRIS+, GRI Standards, BIA

Investors Lean Data, IRIS+, GRI Standards, BIA

Investor requirements for impact measurement
may extend beyond what is included in this list.

Donors Lean Data, IRIS+ (SDQG)

Donor requirements for impact measurement
may extend beyond what is included in this list.

Desirable output Quick, actionable insights for Lean Data
impact improvement

Standardized impact reports for communication | |R|S+, GRI Standards, BIA
to important stakeholders

Impact certification BIA

What is your final selection Of MEASUIEMENTEOOI? ...ttt st s e s sassenassenns
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Worksheets for specific
Impact Measurement
Frameworks

Please note that no separate worksheets for the B Impact Assessment (BIA) or
GRI Standards are provided. The reasons are as follows:

BIA: This is an online, self-assessment tool. The platform dynamically generates a
questionnaire based on your company information. You do not need to manually
select indicators; the system guides you through the assessment. Your primary
focus should be on collecting the necessary data to accurately answer the gen-
erated questions.

GRI STANDARDS: GRI provides its own comprehensive set of templates and
reporting requirements. Adhering to these guidelines is crucial for accurate and
consistent reporting. It is strongly recommended that you carefully review all
instructions and utilize the provided templates to ensure your report complies
with GRI Standards.

Also, these worksheets are intended for practice and learning purposes. They are
not designed to generate complete and comprehensive impact reports.
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Impact Measurement

LEAN DATA
WHAT IS YOUR IMPACT PLANNING FRAMEWORK?

Please write your Impact Planning framework using the Theory of change or
Lean Startup Canvas template above

From your Impact Planning framework, list the three main questions you
want to answer through Impact Measurement.

Example: TechCoop Vietnam - based on the short-term outcomes listed in the
Theory of Change example in the main body text (page 25), some key questions
can be posed:

1. How has the profitability of farms participating in the streamlined supply
chain changed?

2. What is the impact of supply chain management on the quality of agri-
cultural products?

3. How competitive are agricultural products from participating farmers
in the market?

108 WORKBOOK

List out your three key questions here:



What indicators can help you answer the above questions?

List out your indicators here:
Example: TechCoop Vietnam - based on the three questions listed above, these

indicators were chosen: e ettt

1. Percentage of price reduction due to price optimization 2 ettt
2. Improvement in quality metrics

3. Number of products sold
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Impact Measurement

IRIS+

What is your impact priority?
Impact Category (€.9. AQrICUILUIE): weeeieieeeeeeessstesessissssesessesssssssssssssssasssnens

IMPAct Lens (€.9. GENAET IENS): cuiuirreeerieierereieseisissiessssssssesessssssssssssasssssssssssssssenes
Strategic Goal (e.g. Increasing Farm Profitability): vecceeseeseeessesereieeeesennns

What is your Impact Planning framework?

Please write your Impact Planning framework using the Theory of change or
Lean Startup Canvas template above
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From your Impact Planning framework, list the three main questions you
want to answer through Impact Measurement.

Example: TechCoop Vietnam - based on the short-term outcomes listed in
the Theory of Change above, some key questions can be posed:

1. How has the profitability of farms participating in the streamlined supply
chain changed?

2. What is the impact of supply chain management on the quality of agri-
cultural products?

3. How has the financial health of farmers changed ever since working with
TechCoop Vietnam?

List out your three key questions here:

m



Impact Measurement

Given the Core Metrics Set provided after you fill in impact priorities on the website, which indicators do you choose to answer
those questions?

Example: TechCoop Vietnam - based on the Core Metrics Set and the three questions above:

IRIS DATA NEEDED FORMULA / CALCULATION GUIDANCE

1. Average Client Agriculture Yield: Small Holder * Average Client Agriculture Yield: 1. Identify the threshold (define an outcome objective level) for
Smallholder Average Client Agricultural Yield: Smallholder (P13421).

(P19421) 2. Calculate Average Client Agricultural Yield: Smallholder
(P19421) for the target stakeholder group at baseline and
during the reporting period, for n Clients: (Smallholder
Agricultural Yield Client 1 (P15935) + Smallholder Agricultural
Yield Client 2 +... + Smallholder Agricultural Yield Client n) / n.

Note:

+ Level of outcome (for both baseline and reporting period) for
the target stakeholder group and threshold (outcome
objective level) must both be noted.

© Diversity of crops produced

Why Is This Important?

2. Diversity of cro pSs produced To understand the diversity of crops raised by the organization, which is useful in understanding one
component of climate resilience in agricultural projects. For agricultural projects that grow crops, diversifying
the types raised can increase resilience and create more balanced demands of the ecosystem.

IRIS DATA NEEDED FORMULA / CALCULATION GUIDANCE
* Crop Type Using the reference list in the metric records, indicate the crop
(PD1620)

type(s) produced by the organization during the reporting period.
Notes:

« Organizations can report on this metric at an organization
level (selecting all relevant answer options) or at the specific
product/service level (selecting only one crop type for the
product/service the organization is reporting against).

For further usage guidance on each metric, IRIS+ Users are
encouraged to click on associated IRIS metric codes.
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3. Number and percent of smallholder farmers reporting increased income

& Number and percent of smallholder farmers reporting increased income
Why Is This Important?

To understand the number of unique smallholder farmers experiencing the outcome in relationship to all
smallholder farmers served.

IRIS DATA NEEDED FORMULA / CALCULATION GUIDANCE
* Supplier Individuals: Smallholder 1. Calculate the total number of unique Supplier Individuals:
(P19331) Smallholder (PI9991).
#* Client Income 2. Identify the total number of unique stakeholders reporting
(P19409) increased income (P19409).
3. Identify the total number of unique stakeholders reporting List out your indicators here.

decreased income.
4, ldentify the total number of unique stakeholders reporting no
change in income. 1.
5. (Optional) Express calculations as percentages of all Supplier
Individuals: Smallholder (P19991) for comparison across
portfolio(s). For example: (Supplier Individuals: Smallholder 2 ..................................................................
reporting increased income / Supplier Individuals:
Smallholder) x 100.

Note:

= Organizations should use the IRIS metric that best represents
target stakeholders’ positioning within the value chain: Client
Individuals: Smallholder (P16372) or Supplier Individuals:
Smallholder (P19991).
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Impact Measurement

Impact Report Template

This outline is a suggestion based on our analysis of impact startup reports in
Vietnam and the Impact Measurement and Management training material by
CSIP and UNDP, 2024. Feel free to tailor it to your specific needs and resources.

OPEN LETTER/ MESSAGE FROM THE CEO

A personal message from the CEO expressing their passion for the company's
mission and vision.

Highlight the company's commitment to social and environmental impact.

Share a personal anecdote or experience that inspired the company's impact
initiatives.

EXECUTIVE SUMMARY

Briefly outline your organization's mission, vision, and core values.
Highlight key impact metrics and achievements.

Present a concise overview of the report's findings
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PART 1 : COMPANY INTRODUCTION & IMPACT OBJECTIVES

Company Background

Sector of Operation: Insert your company's sector, .9, renewable energy, ogritech,
education

Vision and Mission:

Vision: Insert your company's aspirational vision, e.g., "A world powered by clean,
renewable energy"

Mission: Insert your company's purpose-driven mission, e.g., "[o accelerate the
transition to a sustainable future by providing innovative renewable energy solutions”

Business Model/Value Chain:

Business Model: Explain your company's unique business model, including how
you create, deliver, and capture value. Highlight how your model integrates social
and environmental impact into its core operations.

Value Chain: Describe your company's value chain, emphasizing sustainable
practices such as responsible sourcing, fair labor, and ethical production. Explain
how you minimize negative externalities and maximize positive impact at each
stage of the value chain.

Impact Objectives

Clearly Defined Impact Goals: Outline specific, measurable, achievable, relevant,
and time-bound (SMART) impact goals aligned with the UN SDGs.
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Impact Measurement

Target Beneficiaries: Identify the specific groups of people or communities that
your company aims to benefit, such as low-income households, smallholder
farmers, or ethnic minorities.

Impact Delivery Model: Clearly articulate how your company creates changes,
outlining the causal chain from your interventions to desired outcomes. Visualize
this using a logic model or a similar framework.

PART 2:IMPACT MEASUREMENT METHODS
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Impact Measurement Framework: Identify key metrics that align with your
impact objectives and impact delivery model

Impact Assessment Method: Set up criteria to determine whether an outcome
is impactful or not

Baseline: Establish initial conditions before intervention
(e.g., current agricultural yields, existing energy sources, enrollment rates).

Benchmark: Set standards or targets based on industry norms or best practices
(e.g., average vield improvements, typical energy savings, standard educational
attainment levels).

Counterfactual: Assess what would have occurred without the intervention, using
control groups or historical data to isolate the program's impact.



Implementation Methods

Specify the team that measures and manages the impact of the business
(e.g, sustainability officer, a cross-functional committee)

Guiding documents and processes for impact measurement and management
(e.g. Lean Dato, RIS+, SROI)

Specify the frequency (e.g., quarterly, annually) and method (e.g., surveys, interviews)
of data collection
Specify the independent audit/assessment unit to verify the report (if any)

Limitations

Lay out limitations or risks that may affect the quality of measurement and
impact results.

PART 3:IMPACT RESULTS IN[YEAR]

Present the measured results in the reporting period according to each output set
out in the business impact framework. In each output, it is necessary to indicate:

Specific results achieved (quantitative data, time period, unit of measurement)
and qualitative outcomes (stories)

Comparison with goals, baselines, standards, or counterfactuals

Contribution to impact objectives
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Impact Measurement

PART 4: LESSONS LEARNED

118 WORKBOOK

Limitations and Challenges
ldentify Undesirable Results: Clearly articulate the specific outcomes that did not meet expectations.

Analyze Underlying Causes: Delve into the root causes of the limitations
(e.g. Inadequate resource allocation, Ineffective communication strategies, Unforeseen external factors)

Achievements and Success Factors

Highlight Successful Outcomes: Celebrate the positive results and their impact.

ldentify Key Success Factors: Analyze the factors that contributed to the successful outcomes (e.g., Strong
partnerships with local communities, Effective training and capacity building programs, Adequate financial
resources and technical support)

Future Improvements
Prioritize Improvement Areas: Identify the most critical areas for improvement based on the lessons learned.
Risk Mitigation and Contingency Planning

ldentify Potential Risks: Assess the potential risks that may hinder future impact (e.g., Adverse weather con-
ditions, Market fluctuations)
Develop Mitigation Strategies: Implement proactive measures to minimize the impact of potential risks.



PART 5: FUTURE PLANS

Create a detailed implementation plan that aligns with the SMART principles (Specific, Measurable, Attain-
able, Relevant and Time — Bound) to address the identified limitations and capitalize on opportunities.

ACTIVITY RESPONSIBLE TIMELINE PRIORITY LEVEL EXPECTED

PARTY IMPACT

Improve the index

Do what? Who? When? How important? )
of which output?

A financial plan can be attached to implement the plan if the impact report is sent to a potential sponsor of
the business.
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How to communicate the impact | Internal Communication

First, define the persona and value propositions of your target audience. Then, determine a strategy that can serve your purposes.

Describe types/groups of target employees (Dcmographic, Core values, Information sources, BENOVIOrS, . Jiueeeeereeeeesresseesessesseessesseesens
Their NEEAS S CRAIIENGES:................ et e b bbb a s e bR A b ee s bae b a s e b b s e s et b et a s s s s e banen
What values YOU CAN OFFEr BREIMIS ...ttt sttt s sttt et et s s bt s s s e s bt e s s et et st se s et et s sesse bt snsssestassnsessssnsesasanans
Goals of yourimpact COmMMUNICARIONTBOTNEML. ...ttt ss st s s s sas st s s sa s sasssasssassssssansas
AUDIENCE MESSAGE CHANNELS TECHNIQUES TIMELINE
Type/Group 1 Messages that inspire E.g. Notice boards, E.g. Share stories, align roles,
employees to recognize newsletters, chat use clear language, present
their impact and appreciate groups,...... results, encourage feedback,
their contributions? celebrate milestones,...
Type/Group 2
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Impact Communication

How to communicate the impact | B2B Customers

First, define the persona and value propositions of your target audience. Then, determine a strategy that can serve your purposes.

Describe your target B2B customers (industry, Size, COre prodUCES, COME VAIUES,...): wiuirerrereeeeseeseesseessessessesseessessaessesssessssssssassssssasssssasssssasssssasssanss
TREIFNE@EAS: ...ttt b s s s eSS4 E RS S e E sS4 R 884 A SRR SeEE AR R SRR E R AR bRt s s een
What valUeS YOU CUNOFFEE BREIMI: ...ttt ettt bttt s st es et a e bt s b et e et e b s e s et s s s et s s s b et sssebssassessssessnsssessnsasanans
Goals of yourimpact commuUNICAtION WIRREREIM: ....................coo.coooo et sss s ss s s sas st ssss s sa s s sa st a s s sm st sans
AUDIENCES MESSAGE CHANNELS TECHNIQUES TIMELINE
Customer 1 What to communicate that E.g. LinkedIn E.g. Align with ESG/SDG
can align with customers’ CSR, posts, outreach, through reports, share
ESG, sustainability branding & industry events, beneficiary stories, build
business goals? email campaigns, trust with transparency,
networking.... or prioritize quality before

showcasing impact,...

Customer 2
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How to communicate the impact |

First, define the persona and value propositions of your target audience. Then, determine a strategy that can serve your purposes.

Describe your target groups of B2C Customers (Dcmographics, Core values, Information sources, Behaviors,...): vwreeeeienrennne.

TREIFMEEAS: ...ttt s
What valuesyoucanofferthem:. ...

Goals of yourimpact communicationwiththem: ...

Persona A Messages that build trust E.g. Facebook
and loyalty among these Groups, Instagram
customers? Build a sense and TikTok, Blog
of contribution to a more posts, newsletters,
significant impact? Websites,..........
Persona B

E.g. Leverage free TV or news-
paper opportunities, maintain
consistent social media pres-
ence, partner with eco-events
or NGOs, focus on personal
branding, address controver-
sies thoughtfully,......
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Impact Communication

How to communicate the impact | Investors

First, define the persona and value propositions of your target audience. Then, determine a strategy that can serve your purposes.

Describe your target impact investors (Thematic impact or other impact-related (ESG) investors, ticket Size,...... ) eeeeeeeeeeereeeeeeeeeeeeeens
TREIFNEEAS: ...ttt bbbt e s s 4SS e e eSS SRS R A A4S A A8 A R AR AR R AR AR E RS R e a R b AR bRt s e s
WHhat ValUES YOU CANOFFEI VMM ...ttt ettt et b e e b e b as bbb bbbt et s e bbb et b et s e b s s ban b basbesasb st bansenantenans
Goalsof yourimpact communiCatioN WIERMERMEM.. ...ttt e s s s sass sttt sesassasssasesas
AUDIENCE MESSAGE CHANNELS TECHNIQUES TIMELINE
Investor A Messages that empha- E.g. events, social media, E.g. Research investors' thesis,
size value proposition business communities,.... prepare a comprehensive
combining impact before investment pitch deck, and adhere to
and returns? impact reports, meetings, impoc.:t reporting requirements
emails after receiving post-investment,...

investment,....

Investor B
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How to communicate the impact | Donors

First, define the persona and value propositions of your target audience. Then, determine a strategy that can serve your purposes.

List and describe your target donors (countrics of origin, public vs. private, AmMOUNT,.. )8 e seeeeeeeeesses e sessesssssesaesaens

TRQIPM@EAS: ... eeeeeeeevesesesesessssesesesasesasasssasasasasasasasesasesasesesssesessssasasasasasasasasasasassasasesasesesesesesessssssasasesasnssasasasasasasasasesesesesesesssssessssssssasasasasassasasssans

What values you can offer them:

Goals of your impact communication with them:

AUDIENCE MESSAGES CHANNELS TECHNIQUES TIMELINE
Donor A Alignment with donor goals E.g. Grant proposal, E.g. actively moni-
using measurable achieve- Competitions, Sec- toring their commu-
ments, impactful storytell- tor-specific events, nication channels
ing, long-term commitment Social mediq, ... (LinkedIn, Facebook,
beyond funding cycles,...? newsletters) for fund-
ing opportunities,
attending events,....
Donor B
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How to communicate the impact | Government agencies

First, define the persona and value propositions of your target audience. Then, determine a strategy that can serve your purposes.

List and describe your target government agencies (national vs provincial, areas of focus, specific sSupport programs... ) ceeeeeeeeresveenns
TREIFNE@EMS:................ooo ettt b s e b eSS eSS RS8R RS E A8 R8RS RS E 4R AR AR AR R SRR AR A RS RS s b ss b e
What valUES YOU CUNOFFEI VRIS ...ttt sttt e bbb et s b st a bR bbb ae et se b et s b s et s b et st et s b s s e b s s s et asbessnsensebassnssnsasans
Goals of your impact communication WILIR CREIMI: ...ttt bbbt s s s st s aesassansans
AUDIENCE MESSAGE CHANNELS TECHNIQUES TIMELINE
Agency A Messages that can demon- E.g. Grant proposal, E.g. Participate in gov-
strate alignment with govern- Competitions, Sec- ernment-organized
ment priorities? tor-specific events, competitions and pro-
Social mediq, ... grams, leverage indus-
try groups,...
Agency B
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FOR MORE INFORMATION

Center for Entrepreneurship and Innovation MYSC
Fulbright University Vietnam
6F Merryhere, 8, Yeonmujang 13-gil, Seongdong-gu, Seoul

105 Ton Dat Tien, Tan Phu ward, district 7, (+82) 02-532-1110
Ho Chi Minh City, Vietnam mysc.co.kr
(+84) 287303 2255 info@mysc.co.kr

fulbright.edu.vn
cei@fulbright.edu.vn
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