
MEASURING SOCIAL IMPACT THROUGH RESEARCH



Companies around the world are waking up to the fact that the 
idea of sustainability is not an adjunct to corporate strategy, 
but is an integral part of it instead. CEOs and investors 
worldwide have been overwhelmingly supportive of the idea, 
with 97% and 88% respectively believing sustainability to be 
important for competitive advantage (UN Global Compact-
Accenture studies, 2013). !
The advantages of a social agenda are evident: a sense of job 
satisfaction for their employees, a sense of accountability and 
trust for their customers and shareholders, and a sense of 
support for the communities in which they operate. As a result, 
sustainability is being considered and amplified at every stage 
of the corporate value chain.

1.!
THE WORLD’S MOST  
SOCIAL 
BUSINESSES 
ARE THE WORLD’S 
MOST 
SUSTAINABLE 
BUSINESSES

“You can’t compartmentalise sustainability 
any more; everything is interrelated” 

— Richard Edelman, CEO, Edelman
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The social is not separate from business, and social initiatives 
should not be seen as a cost centre. Done strategically, the 
knock-on benefits of being a socially responsible business can 
be tremendous, in terms of community upgrading, market and 
demand creation, brand positioning and employee 
engagement, to name a few. The surprising problem is that 
even the most socially-minded businesses are yet to fully 
realise these benefits, and are in fact struggling to integrate 
social issues into their core strategies1.  !
Why?  !
Because they still don't treat their sociability — their social 
impact — as a business in itself. If businesses want to become 
more social, they need to take the measurement of their 
sociability more seriously. We're here to help you achieve that 
goal.

Nowhere is this more true than in Asia. In many Asian 
markets, the pace of economic production is outstripping the 
ability of the government to regulate the impact of business 
growth. Governments can't, in other words, keep up. 
Increasingly it's society — which encapsulates everything 
from local communities to national and international media 
— that is policing industry. This is done not through the hard 
power of regulation, but through the soft power of choice. 
Companies and brands that take (or claim to take) their 
social responsibilities seriously are rewarded, whilst those that 
don't are increasingly sidelined. !
In fact, the propensity to buy socially responsible brands is 
strongest in Asia, according to a global study by information 
company Nielsen (2014). 64% of Asian consumers said they 
are willing to pay more for products and services provided by 
companies that are committed to positive social and 
environmental impact — compared to the global average of 
55%, and their counterparts in North America or Europe 
(42-40%). There are untapped opportunities here.

"This is not about having a good reputation. 
It’s because it’s good for the business. We 

have a strong belief that a high social 
performance leads to a high financial 

performance” !
— Clara Gaymard, CEO and President, GE France

"You will not be judged anymore only by the 
topline or bottom line results in your 

company. You will increasingly be judged by 
the contributions that you will make to 

society”  !
—Paul Polman, CEO, Unilever

1 From “The UN Global Compact-Accenture CEO Study on Sustainability” (2013) with 
additional quotes from The CEO’s Perspective (2012)

THE WORLD’S MOST SUSTAINABLE BUSINESSES ARE THE WORLD’S MOST SOCIAL BUSINESSES
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When it comes to measuring social impact, we can either help 
you measure the social impact of your business, or measure the 
social impact of your philanthropy and CSR.  !
Measuring the social impact of your business will ensure that 
your businesses and brands have a greater understanding of 
the social ecosystems that comprise your employees, your 
customers and your communities as well. Measuring the social 
impact of your philanthropy and CSR will ensure an objective 
— and impartial — appraisal of both your implementers and 
the beneficiaries of your social interventions.

The social ecosystem of businesses and brands

!!
Employees

!!!
BUSINESSES 

AND BRANDS

!!
Customers

!!
Communities
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DIRECT GIVING:
1. UHNW philanthropists typically start off by making direct gifts to specific causes or foundations;
2. Many UHNW philanthropists proceed to create their own private foundations;

RETURN ON MISSION:
1. Many UHNW philanthropists then look to move beyond merely donating their money, and begin 

to invest in venture philanthropy;
2. Further funds are directed towards impact investing, where returns can be reinvested to increase the 

reach of a family foundation;

ENTREPRENEURIALISM:
1. Microfinance can help provide capital for those who would otherwise not be able to access it and 

stimulate economic growth and opportunity;
2. Job creation typically leads to greater economic stability and can help foster the next generation of 

entrepreneurs;

 Successful entrepreneurs (65% of all UHNW individuals in the world) then become the future 
major givers.

THE SPECTRUM OF UHNW PHILANTHROPY

DIRECT GIVING ENTREPRENEURIALISMRETURN ON MISSION

MAJOR
GIVING

VENTURE
PHILANTHROPY

IMPACT
INVESTING

$

MICROFINANCE

$
$

$
$

$
$

$
$
$
$

$
$

JOB
CREATION

PRIVATE
FOUNDATIONAs the philanthropy sector has become more sophisticated, it has 

become more complicated and more demanding as well. Giving 
money is no longer enough; increasingly philanthropy is about 
personally giving time, leveraging access to contacts and networks, 
applying business expertise, and generating returns on investment. 
Such a mindset shift is reflected in changing approaches to 
investment strategy as well, with a growing number of wealthy 
clients seeking to restructure part of their portfolios from generating 
absolute monetary returns to driving social and environmental 
impact. This is done by investing in funds and industries that target 
socially and environmentally responsible companies and industries, 
such as clean technology, sustainable agriculture, global health, and 
so on. This is one of the clearest symptoms of the desire amongst 
the wealthy to be at the forefront of driving change.  !
Barclays terms this new breed of philanthropist the “Go-Giver” – 
typically ambitious, they are keen to make an impact and to pursue 
a more entrepreneurial and hands-on approach to giving. They are 
flexible in their methods, and focus relentlessly on solving problems, 
creating value, and driving change. They do, in other words, treat 
philanthropy in the same way as they do business. Donors are 
looking for ways to shape the future of communities by having more 
vested and long-term interests in their philanthropic beneficiaries. 
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The spectrum of philanthropic activity 

HIGHER EXPECTATIONS OF IMPACT
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As the philanthropy sector has become more sophisticated, it has 
become more complicated and more demanding as well. Giving 
money is no longer enough; increasingly philanthropy is about 
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MICROFINANCE

Another philanthropic avenue that intertwines 
entrepreneurialism and philanthropy is 
microfinancing. Made popular in large part by the 
widely publicised Grameen Bank in Bangladesh, 
micro-loans have risen in popularity and are 
particularly suitable for those regions and/or countries 
whose economies are largely non-monetised*  and 
whose markets are largely undeveloped, particularly 
with regards to banking infrastructure. There are 
high costs associated with microfinance, and many 
are borne by the borrower – for example, interest 
rates can be quite high. As a result, microfinance is 
not necessarily appropriate in all cases, and it is not 
a substitute for traditional philanthropy. While it 
is neither the only, nor always the best, solution to 
ending poverty, it is recognised as one of the ways in 
which entrepreneurial projects can be fostered. 

We see an increasing number of UHNW individuals 
actively engaging in this new type of philanthropy for 
numerous reasons:

population:
− 69% of UHNW philanthropists are self-

made;
− Of those with inherited wealth, many have 

started their own companies;

through investing and working towards a goal, 
and traditional philanthropy does not always 
seem to provide long-term solutions to socio-
economic issues.

A new generation of UHNW philanthropists are 
either starting their own or supporting an existing 
microfinancing institution (MFI). The idea behind 
microfinancing is not only to provide small loans for 
specific projects, but also to ensure there is some 
incentive for further reinvestment through repayment 
of these loans. 

  *A non-monetised economy occurs when value is not rewarded with actual money.
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A. Measuring the social impact of business   !
Opening a factory, creating jobs, launching new products and 
building new infrastructures: companies are in the business of 
creating economic value. But companies do not operate in a 
vacuum, and whilst economic value might be the intended 
outcome of doing business, it is clear that economic value 
should not be created at the expense of the environment or 
society. Businesses and brands are increasingly being held 
accountable to not just their shareholders, but to the 
communities in which they operate, the governments that 
regulate them, their employees, their competitors and their 
customers as well.  !
Businesses have to be social. And to be social, they have to 
understand the social impact of their business. !
Asian Strategies can help you measure the social impact of 
your business ventures. We have the skills and expertise to 
navigate the complex social ecosystem, and your company's 
role within it. We will, in other words, work with you to 
develop an impact framework that we will use to measure 
your company's social impact, both now and in the future.

"If you’re looking for easy-to-capture number-
driven metrics to prove the right thing, then 

you’re missing the point. But if you measure how 
engaged employees are and how people 

connected to the organisation feel about their 
experience, then that’s a really valid 

understanding of how successful you are as a 
sustainable business” !

— Roger Steare, Visiting Professor in Organisation 
Ethics, Cass Business School

MEASURING SOCIAL IMPACT
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B. Measuring the social impact of philanthropy 
and CSR !
Many of the world's leading companies and philanthropists 
have, or are in the process of setting up, charitable 
foundations or CSR initiatives in order to structure their 
donations. However, measuring the impact of giving is often 
more focussed on measuring outputs than it is outcomes. 
Moreover, when it is done by the charities and implementers 
themselves, there is a clear conflict of interest in their need to 
objectively assess the effectiveness of their work, and to 
secure the next round of funding.  !
Asian Strategies can help you measure the social impact of 
your philanthropy. We do this in an independent and 
impartial way; one that takes the beneficiary as the starting 
point, and aims to determine how your philanthropic 
interventions have affected their lives for the better. 
   !
C. Our toolkit !
There is no 'one' or 'right' way of measuring social impact. 
Every methodology has to be tailored to the project at hand, 
and should take into consideration: !

• Both quantitative and qualitative methods 
• Longitudinal and ad hoc projects 
• Expected and unexpected outcomes 
• Personal narratives and socio-cultural contexts 
• The detail and the bigger picture

MEASURING SOCIAL IMPACT
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Asian Strategies is an insights-driven research consultancy. We 
value methodological rigour, thoughtful analyses and detailed 
understanding. We enjoy unearthing new ideas and 
opportunities through the intelligent and sensitive application 
of data.  !
Although we are a market research firm, we have extensive 
experience reaching out to vulnerable and inaccessible 
populations around the region. We started off by pioneering 
the research industry in parts of Asia in which no research 
infrastructure (and no mobile phones!) existed.  !
We have done notable work with the International Committee 
of the Red Cross in Cambodia, conducting in-depth research 
with fighters and victims of conflict for the “People on War” 
project. We have also worked with the World Health 
Organisation and The Climate Group on humanitarian 
projects, as well as the Athens 2004 and the London 2012 
Olympics Committees on matters of public policy. More 
recently, we worked with the Ministry of Community, Youth 
and Sports to assess the cut-through of an initiative to raise 
awareness of child abuse amongst primary school children in 
Singapore.

3.!
ABOUT 
ASIAN 
STRATEGIES
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We look forward to working 
with you. 
!
!!!
For further information, please contact Greg Coops or Orlando Woods. !!
Asian Strategies Research + Planning 
Level 25, North Tower 
One Raffles Quay, Singapore 048583 
www.asianstrategies.com !
greg.coops@asianstrategies.com 
orlando@asianstrategies.com  !
T (+65) 6622 5748  |  D (+65) 6546 7515
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