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D
em

onstrating the im
pact of your w

ork is a w
ay of being accountable for this w

ork. 
Evaluation is an im

portant part of com
pleting a project.  

Applying for grant funding often requires evidence of im
pact assessm

ent and/
or program

 evaluation. Som
etim

es considered a ‘necessary evil,’ com
pleting the 

paperw
ork involved in a grant subm

ission can be seen as a w
aste of valuable tim

e. 
B

ut it need not be that w
ay. This kit w

ill show
 you that key parts of this process 

are creative and can be exciting for you to w
ork through as an organisation of 

com
m

itted and passionate m
em

bers. 
Social im

pact is about im
agining the change you w

ant to see in your com
m

unity 
and im

plem
enting innovative program

s and activities. So, the process of identifying 
social im

pact can reflect the passion you have for the w
ork that you do. 

D
em

onstrating social im
pact is about recognising your vision and the big picture 

im
pacts of your w

ork, such as im
proving com

m
unity w

ellbeing or protecting 
the environm

ent. Social im
pact can help you to understand how

 your program
 

contributes tow
ards local governm

ent strategic plans, such as the City of Sydney 
2030 Strategy. B

ut it is often difficult to m
easure how

 your program
 affects 

com
m

unity w
ellbeing. 

This tool kit helps you to m
ake the connections betw

een the evaluation of your 
program

 activities and the bigger picture social im
pact vision.  

The City of Sydney in partnership w
ith the Cosm

opolitan Civil Societies R
esearch 

Centre at the U
niversity of Technology, Sydney is offering you and your com

m
unity 

organisation an opportunity to get ahead in dem
onstrating your social im

pact. 
B

y w
orking through this tool kit, people in your organisation w

ill develop skills 
in dem

onstrating the social im
pact of com

m
unity projects. This w

ill help you to 
show

case the w
ork you do to funding bodies, potential donors and supporters, 

and to potential clients as w
ell as to the broader com

m
unity. It w

ill enable you to 
increase transparency and boost your ability to get future grant funding.

1. Introduction

This tool kit w
ill help you to dem

onstrate the im
pact of 

the w
ork that you do through your com

m
unity-based 

organisation. It w
ill guide you through a process, w

hich w
ill 

help you identify indicators of social im
pact relevant to the 

visions for social change held by people in your organisation 
and its com

m
unity. You can dow

nload the step-by-step 
Facilitator’s G

uide for instructions on how
 to use this tool kit.
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In this tool kit, you w
ill be 

introduced to the m
ethod of 

Appreciative Inquiry, just one 
of the m

any w
ays you could 

identify the im
pact you have 

in your com
m

unity. This tool 
kit takes you through the 
four stages of Appreciative 
Inquiry: Inquiry, Im

agination, 
Innovation and Im

plem
entation. 

It encourages you and others 
in your organisation to engage 
in four activities, each m

arked 
w

ith an icon.

Ideas to read

M
aterial for  

structured  
discussion

W
orksheets to com

plete 
D

ow
nload and print the 

follow
ing w

orksheets w
hich 

you w
ill com

plete in the 
process of identifying and 
reporting on your social 
im

pact.

Links to follow
O

ther m
aterials and 

w
ebsites, if you w

ant to 
learn m

ore about social 
im

pact and strategies 
and techniques for 
m

easuring it.

There are a num
ber of w

orksheets to com
plete. They provide a structured w

ay to 
record the outcom

e of your discussions, in the w
ay that you m

ight need for funding 
applications and reporting. They w

ill give you a clear and logical plan to follow
. 

1. 
D

iscover Your Strengths

2. 
Plan and A

lign your Vision

3. 
D

esign your Change Plan

4. 
M

ap your Stakeholders

5. 
Com

m
unicate w

ith D
ifferent Stakeholders

6. 
D

ocum
ent your Im

pact

D
ow

nload and print the follow
ing w

orksheets w
hich you w

ill com
plete  

in the process of identifying and reporting on your social im
pact.

i
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The process of Appreciative 
Inquiry can provide a creative 
w

ay of recording your 
discussions. P

inned to your 
noticeboard, your w

orksheets 
can be used as a rem

inder 
of the passion you have for 
docum

enting the social 
im

pact of your w
ork. You w

ill 
find an exam

ple of such a 
recording below

.
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W
e know

 that evaluation is a com
m

on part of assessing w
hether the program

s w
e deliver are 

m
eeting their desired objectives and outcom

es. But how
 do you know

 if project outcom
es are 

having any im
pact on the social issues you seek to address? Social im

pact planning offers a w
ay 

of show
ing your broader im

pact. Social im
pact planning enables you to understand the effects 

(positive and negative; intended and unintended) of your program
s. It m

ay also help you to 
understand and show

 how
 these social outcom

es affect social change. 

2. W
hat is social im

pact?

S
ocial im

pact reporting can help you show
  

your com
m

unities and your funders that the 
program

s you deliver have lasting im
pacts. 

You hope that your good w
ork contributes to 

a better society. S
ocial im

pact reporting can 
help you to dem

onstrate that im
pact.

S
ocial im

pact assessm
ent is different to 

program
 evaluation. P

rogram
 evaluation tells 

you if the program
 you have designed m

eets 
your stated goals. S

ocial im
pact assessm

ent 
helps you think about the social change you 
w

ant to achieve and helps you track your 
progress. B

y follow
ing som

e basic social 
im

pact planning techniques outlined in this 
tool kit, you w

ill be able to com
m

unicate your 
social im

pact. You w
ill revitalise the vision and 

passion driving your organisation.

If you are interested in reading m
ore 

about social im
pact assessm

ent visit this 
site for a com

prehensive reading list:

w
w

w
.socialim

pactassessm
ent.net/

resources-references.asp

W
hy do w

e do it?
D

o w
e need it?

N
ot all funding bodies require social im

pact 
reports.
So w

hy bother w
ith another form

 of 
m

easurem
ent and reporting?

W
ell, you m

ay already be collecting the type of 
inform

ation you need to dem
onstrate your social 

im
pact, but you need a m

ore system
atic w

ay of 
reporting the im

pact over tim
e. O

r you m
ay find 

that all you need to do is change the focus of 
som

e questions you ask in your standard program
 

evaluation to gather different inform
ation. Either 

w
ay, dem

onstrating the long term
 im

pact of your 
program

 is one w
ay to ensure you effect the social 

change you hope to achieve.
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If you w
ant to see a m

ore com
pre-

hensive fram
ew

ork, have a look at  
the N

ew
 Econom

ics Foundation’s  
P

rove and Im
prove m

odel: 

w
w

w
.proveandim

prove.org/

O
r try using this w

orkbook prepared by 
the dem

onstrating value organisation: 

w
w

w
.dem

onstratingvalue.org/w
hat-

w
e-offer/our-solutions/tools-and-

resources/dv-w
orkbook

If you w
ant to find out m

ore inform
ation 

about a variety of popular techniques, 
have a look at the spectrum

 of som
e of 

the m
ost com

m
only used techniques in 

the table in Appendix 1 

This kit does not prom
ote any one w

ay of collecting evidence of your 
actions or program

s. D
epending on your organisation’s capacity 

you m
ay choose a com

plex m
ethod or you m

ay sim
ply develop your 

ow
n m

easurem
ent techniques. This kit has been designed to assist 

organisations w
ith lim

ited resources to develop their ow
n sim

ple and 
system

atic social im
pact planning and m

easurem
ent techniques.   

There are m
any different tools and techniques that you can use to gather inform

ation about your 
social im

pact. Som
e of these tools involve extensive social planning and are m

odelled on accounting 
techniques. O

thers are sim
ple tools that you can use to docum

ent the stories or narratives of those 
affected by your program

s, over tim
e.
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3.  Setting your agenda through 
identifying w

hat you do w
ell

A
ppreciative Inquiry (A

I) is an approach used by groups for analysing 
‘w

hat w
orks w

ell’ in an organisation, and setting an agenda for the 
future on this basis. It allow

s organisations w
ho participate to hear 

individual voices as w
ell as to listen to the collective m

essages of the 
group. In open discussion it provides participants w

ith opportunities 
to w

ork through effective w
ays to tackle challenges ahead and design 

pathw
ays for future developm

ent.  

A
ppreciative Inquiry has four phases: 

each one builds on the other to create 
enthusiasm

 and com
m

itm
ent to 

shared goals am
ong m

em
bers of the 

organisation and its com
m

unity.
Through effective docum

entation of 
w

hat the group or organisation has 
done (Inquiry phase); w

hat it w
ants 

to do (Im
agination); how

 it w
ill do it 

(Innovation), and how
 it w

ill im
plem

ent 
it (Im

plem
entation), the organisation 

is able to identify and plan for the 
social change it w

ants to effect in a 
com

m
unity. In doing this it is able 

to docum
ent its social im

pact as 
a com

m
unity group. This process 

provides evidence of the social im
pact 

for key stakeholders such as local 
councils and other governm

ent bodies. 
It can highlight the true w

orth of an 
organisation.
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In the Innovation phase you consider how
 you w

ould 
put the outcom

es of your Im
agine phase into practice. 

You think about how
 things m

ight w
ork in practice and 

docum
ent som

e of the possibilities, keeping the focus on 
creative m

ethods and strategies that you are good at. 

U
seful questions here w

ould revolve around how
 you m

ight achieve 
the vision for the future. They m

ight include: ‘W
hat could be 

achieved through new
 partnerships am

ong m
em

bers’, and ‘W
hat 

new
 strategies m

ight contribute to the success of new
 ventures’. 

In the Im
plem

entation phase, you use your innovative 
and creative ideas, your past successes and 
experiences, and your new

 approaches to collaboration 
to w

ork tow
ards the outcom

es you identified in your 
Im

agine phase.

U
seful questions here could include: 

•	H
ow

 w
ill w

e keep our focus on the change w
e are w

orking 
tow

ards?
•	W

hat evidence w
ill help us to show

 that w
e have been successful  

in putting into practice our vision for change?

Innovate

Im
plem

ent

3

In the Inquiry phase you pose questions to explore the core of w
hat 

you do and w
hat you are m

ost proud of. This phase allow
s you to 

identify w
hat you are good at and w

hat w
orks w

ell.

Som
e starter questions could include: 

•	W
hat do individuals value m

ost about the w
ork of the organisation?

•	W
hat is the m

ost im
portant thing for us about our individual involvem

ent?
•	W

hat are w
e proud of and w

hy?
•	H

ow
 do w

e feel about our ow
n roles in the organisation?

In the Im
agination phase you im

agine w
hat you could do in the 

future. You m
ight ask questions to raise excitem

ent and support 
for m

oving in new
 directions or to take a fresh look at your 

involvem
ent in current projects.

Starter questions here could be: 

•	If you had three w
ishes for our organisation w

hat w
ould they be?

•	W
hat do you feel the organisation could focus on in the future?

•	W
hat w

ere w
e know

n for three years ago and w
hat do w

e w
ant to be know

n 
for in three years’ tim

e?

Inquire

Im
agine

12
4
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Im
agination

Im
agine the possibilities

Innovation
Creative w

ays to build the future

Inquiry
D

iscuss w
hat w

orks w
ell

Im
plem

entation
R

ealise the vision by im
plem

enting change

A
ppreciative Inquiry Cycle
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The follow
ing links w

ill help you to understand aspects of the A
ppreciative Inquiry 

process and how
 it m

ay be applied in your organisation.

In the next section of this tool kit, you w
ill w

ork 
through each of these stages, using a series of 
w

orksheets and activities designed to guide you 
through this process. 

O
nce you have w

orked through the four stages w
ith your 

team
, fill in W

orksheet 2: P
lan and Align your Vision

•	
B

egin by identifying your strengths. R
ecord 

your answ
ers on W

orksheet 1: D
iscover your 

Strengths
•	

W
ork through the questions of the four phases. 

You can record your answ
ers and reactions in 

w
ords, pictures, sym

bols: use any m
ethod that 

inspires you.
•	

N
ow

 use that inform
ation, to com

plete 
W

orksheet 2: P
lan and Align your Vision. In the 

first colum
n record your ‘im

agination,’ in the 
second colum

n record your ‘innovation’ (that is, 
the program

/activities you are ‘planning’), in the 
third colum

n, ‘im
plem

entation,’ record the big 
picture changes you are aim

ing for.

A
ppreciative Inquiry Com

m
ons 

http://appreciativeinquiry.case.edu/  
This site acts as a hub for A

I w
ith lots of 

inform
ation on A

I and links to other site

A
 Positive Revolution In Change:    

    A
ppreciative Inquiry  

http://appreciativeinquiry.case.edu/
uploads/w

hatisai.pdf  
A

 subsite of the above w
ith good case 

studies and other resources

A
ppreciative Inquiry A

ustralia
http://appreciativeinquiry.com

.au/   
A

 good site w
ith local exam

ples and 
contacts

M
ellish and A

ssociates: 
http://w

w
w

.m
ellish.com

.au/  or 
http://w

w
w

.m
ellish.com

.au/content.
php?page_id=50#

appreciative  
A

 com
m

ercial site w
ith good exam

ples 
of the A

ppreciative Inquiry process
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4. Com
m

unicating your plans for 
social change

H
ave you docum

ented com
m

unity perceptions of your plans? Com
plete 

the questions in W
orksheet 3: Innovate

The answ
ers to these questions 

w
ill give you an insight into how

 
your com

m
unity m

ight value the 
program

s you offer.

N
ow

 it is tim
e to identify those 

people in the com
m

unity w
ho 

m
ay be affected by your social 

change plans. These are your 
stakeholders.

Plans for social change are usually based on previous w
ork and experience.

The answ
ers to the questions in the previous section can highlight your 

successes and failures. In your discussions, other questions m
ay arise, 

and considering these com
m

unity view
s of your plans w

ill help you to 
set your agenda. This internal agenda m

ust be shared and m
ade public 

w
hen you seek support from

 others.

W
hen you clarify your objectives and docum

ent your activities, it’s 
im

portant to be aw
are that you w

ill often use the language you are 
com

fortable w
ith, w

ithout thinking about the diffi
culties this m

ay cause 
for your stakeholders, in particular the com

m
unity and granting bodies.
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N
ow

 you are going to consider your stakeholders. H
ave you identified 

the stakeholders for your project? U
se  W

orksheet 4: M
ap your 

Stakeholders to identify and prioritise your stakeholders. 
•	

O
n page W

4a list all of the groups, people and organisations 
that have som

e direct effect or w
ho are directly affected by your 

organisation in term
s of the social im

pacts you are trying to 
achieve. 

– In the inner circle m
ap all stakeholders inside your 

organisation.
– In the m

iddle circle m
ap those that you have frequent 

contact w
ith (that is about one a w

eek or at least once a 
fortnight).

– In the outer circle list those w
ho you have least frequent 

contact w
ith (this m

ay be only once a m
onth or once every 

few
 m

onth, biannually or annually).
•	

O
nce com

pleted, think about a specific current project, or a 
project you w

ould like to w
ork on in the near future.

•	
N

ow
 in relation to that project think about w

hich of the 
stakeholders you have listed w

ill be m
ost im

portant in term
s of 

that project. N
um

ber the m
ost im

portant stakeholders from
 1-15.

•	
O

n page W
4b. draw

 a stakeholder m
ap of those ten stakeholders 

w
ith your organisation situated in the m

iddle. 

You m
ay find that som

e funding bodies w
ere listed in your top ten 

stakeholders, although these are usually not the sam
e stakeholders 

w
ho w

ill benefit m
ost in term

s of your social im
pact.

D
em

onstrating your social im
pact to funding bodies is im

portant to 
m

aintain the long-term
 benefits of your project. B

ut you don’t w
ant 

to lose the m
eaning of w

hat you do just to fit in w
ith funding bodies’ 

schem
es.

To ensure you don’t becom
e too focused on trying to please the 

funding body, rem
em

ber that all of your stakeholders are im
portant 

for your program
 delivery.

Each stakeholder can provide you w
ith useful inform

ation you need to 
dem

onstrate the im
pact of your program

. O
nce you have determ

ined 
the social indicators of your project, return to this list of stakeholders 
to determ

ine how
 each one can provide you w

ith inform
ation you need 

to m
easure your social im

pact.
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Can you use their language?

G
rant w

riters in effective com
m

unity 
groups are tri-cultural. Can you:

•	
Com

m
unicate in the language of your com

m
unity and 

understand their m
otivations and behaviours?

•	
Com

m
unicate in the language of your organisation and 

explain its m
em

bers’ m
otivations and behaviours?

•	
Com

m
unicate in the language of external bodies 

(eg Council) and understand their m
otivations and 

behaviours? Som
etim

es people talk about this as 
‘understanding the big picture’.

For the City of Sydney, you can find the 
big picture in the 2030 strategy planning 
docum

ent  

Checking if your project fits w
ith one of the ten 

strategic directions listed on page 23 of the planning 
docum

ent is a good place to start if you are looking at 
the City of Sydney as a potential funding source.

This docum
ent outlines current City 

of Sydney’s Com
m

unity G
rant policy 

http://w
w

w
.cityofsydney.nsw

.gov.
au/Council/docum

ents/policies/
G

rantsSponsorshipsP
olicy.pdf

5.  Identifying indicators of  
social im

pact

Being able to m
easure social im

pact m
eans that you need to be able 

to identify changes, express them
 in w

ays that others understand, and 
present evidence for these changes. To do this, you need to develop 
sim

ple indicators, or m
easures, that you can refer back to over tim

e. 
Social im

pact indicators help you dem
onstrate your social contributions 

over tim
e because they are not tied specifically to program

 outputs. 

The next stage is about translating your im
agination into language that can help 

you to secure funding and to dem
onstrate the im

pact of your program
s. To do 

this you need a ‘tri-focal’ approach to com
m

unicating your im
pact, w

hich helps 
you to think abut your im

pact from
 the perspective of: 1) your participants, 2) your 

organisation, 3) the broader com
m

unity.

A key purpose of com
m

unity consultation and of applying guidelines from
 funding 

bodies is to em
pow

er m
em

bers of the com
m

unity to ‘speak the language of planning’. 
You can find this language in the guidelines for filling in grant application form

s and 
in the form

s them
selves, as w

ell as in any form
s you are required to use to report 

your outcom
es.

 14

W
hat you do m

atters!



Participants
O

rganisation
W

ider com
m

unity

Current practices
H

ow
 participants are 

involved in the project
H

ow
 the project is  

m
anaged

H
ow

 the com
m

unity is 
involved in the project

At the end of the project
W

hat happens to, or for, 
participants through  
the project

W
hat happens as result  

of the project
W

hat happens to or for  
the com

m
unity through  

the project

In the longer term
W

hat happens to, or for, 
participants in the long 
term

 as a result of the 
project

W
hat happens in the  

long term
, as a result  

of the project

W
hat happens to, or for, 

the com
m

unity in the 
long term

 as aresult of 
the project

Can you com
plete the m

atrix in  
W

orksheet 5: Com
m

unicate w
ith D

ifferent 
Stakeholders for the participants in 
your proposed activity? Then for your 
organisation? Then for the w

ider 
com

m
unity?

W
hen you state your intended outcom

es, you also need to ‘use tri-focal lenses’. These allow
 you to 

focus on the participants in your program
s, your organisation and the w

ider com
m

unity. Stating your 
intended outcom

es also allow
s you to better understand current practices, the end of the project, 

and the effect of the project in the longer term
. 

Consider each of these from
 the perspective of these three key stakeholder groups: 1) those taking 

part in your activities, 2) those in your organisation, and 3) stakeholders in the w
ider com

m
unity. A

 
m

atrix show
ing the tri-focal lens looks like the table below

.
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Exam
ples from

 the project reports produced by other 
people m

ay help you to docum
ent som

e indicators for 
your project. H

ere are tw
o sim

ple exam
ples:

A
im

: 
A

 better quality of life for youth in G
lebe

Indicator:  
Youth in the program

  that their life is better 
Evidence:  

H
ealth reports indicating an im

provem
ent 

in w
ellbeing

A
im

:  
Increased recognition of local diversity

Indicator:  
A

ttitudes in local com
m

unity regarding  
social diversity

Evidence:  
P

articipants report greater value of 
cultural diversity

The first step is to turn the statem
ents of intended outcom

es on the lines ‘A
t the end of the 

project’ and ‘In the longer term
’ into som

ething that can be tested and m
easured. This w

ill help 
you to dem

onstrate your social im
pact and to collect evidence of your achievem

ents.

W
e can think about our program

s in term
s of:

•	
activities – w

hat you actually do
•	

outputs – w
hat w

as im
m

ediately achieved as a result of your activities
•	

outcom
es –a change, usually longer term

 than outputs: ‘H
ow

 w
ill you know

 if a change has 
occurred?,’ and then 

•	
social im

pact – big picture changes, links w
ith vision: ‘W

hat are you contributing?’ 
In W

orksheet 5: Com
m

unicate w
ith D

ifferent Stakeholders, you identified the type of social 
im

pact you are trying to achieve.
The next step is to record the indicators for the social im

pact you im
agine. You can also start to 

think about the evidence you w
ill need to dem

onstrate the im
pact of your program

.
 

The responses in your grid for W
orksheet 5: Com

m
unicate w

ith D
iff

erent 
Stakeholders, are the basis to determ

ine your indicators of social im
pact. 

W
hen you are deciding w

hat to m
easure, you need first to think about the social 

im
pacts you hope to see. A

sk yourself:  W
hy is this im

portant? W
hen can w

e expect 
to see a change? H

ow
 w

ill w
e know

 if the change has happened?
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For m
ore exam

ples, refer to the N
ew

 Econom
ics 

Foundation’s Indicators bank, w
hich provides sam

ple 
indicators for:  

Individuals:  
http://w

w
w

.proveandim
prove.org/m

eaim
/individuals.php

Com
m

unities:  
http://w

w
w

.proveandim
prove.org/m

eaim
/

SocialIndicators-Com
m

unities.php

The environm
ent:  

http://w
w

w
.proveandim

prove.org/m
eaim

/
environm

entalindicators.php

Econom
ic indicators:  

http://w
w

w
.proveandim

prove.org/m
eaim

/
econom

icindicators.php

O
nce you have developed indicators, check:

A
re your indicators A

ction-focused? D
oes know

ing 
about this issue help your organisation or its key 
stakeholders to do things better or m

ore effectively? Is 
it w

ithin your organisation’s pow
er to influence it?

A
re your indicators Im

portant? A
re they relevant 

to your organisation? A
re they a priority for a core 

stakeholder or group of stakeholders?
A

re your indicators M
easurable? Can you get 

inform
ation that tells you som

ething about the effects 
you’ve had?
A

re your indicators Sim
ple? Is it clear and direct 

enough to be understood by all stakeholders? Is it easy 
enough to get inform

ation w
ithout expert assistance if 

none is available?
SO

U
R

CE: W
alker, P

. Et al (2000) P
rove it: m

easuring the effect of neighbourhood  
renew

al on local people ©
 nef (the new

 econom
ics foundation) London.

 

R
ecord your social im

pact indicators in colum
n 1 of  

W
orksheet 6: D

ocum
ent your Im

pact. Ensure that each 
indicator is connected w

ith a specific program
 activity 

and desired big picture change (colum
ns 2 and 3).

Experim
ent w

ith these indicators to start m
easuring 

your social im
pact w

ithout having to use a com
plex 

accounting technique. 

It is im
portant to revisit your indicators every six 

m
onths to see if they need to be updated, or sw

apped 
for other m

easures as your organisation’s w
ork 

changes over tim
e.

N
ext w

e consider how
 you m

ight m
easure these 

indicators and som
e sim

ple steps you can put in place 
to gather this data.
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6. D
ocum

enting your social im
pact

To docum
ent your im

pact, you w
ill need to gather inform

ation. It m
ight be:

•	N
arrative inform

ation that describes clearly w
hat has been done; 

w
hich w

ill be backed up by stories from
 participants, photos, audio 

and video recordings

•	Q
uantitative data, w

hich give the countable facts and figures about 
w

hat has been done – the statistics

•	Q
ualitative inform

ation, w
hich tells us w

hat stakeholders think about 
perform

ance and about the im
pact of your organisation – their voices

G
ood social im

pact plans use different m
ethods or tools to gather evidence 

of the changes brought about by your program
. The quantitative (num

erical) 
data is im

portant for dem
onstrating trends in the social change you are hoping 

to achieve. The qualitative data (stories, pictures, interview
s) is im

portant to 
capture the feelings.
N

ow
 it is tim

e to start developing a plan for the data you w
ill need, w

hen it w
ill  

be available and w
ho w

ill be responsible for collecting it.
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W
hen you have finished your brainstorm

ing, it is tim
e to turn those 

creative ideas into a plan w
hich w

ill help you to support your claim
s 

for change. If you haven’t already done so, fill in colum
ns 4 and 5 of 

W
orksheet 6: D

ocum
ent your Im

pact. N
ow

 com
plete colum

n 6 in 
W

orksheet 6 to com
m

it to a tim
efram

e for data collection and to assign 
responsibility.

B
e im

aginative about the evidence you m
ay be able to collect to show

 
your social im

pact.
B

e creative about w
here the evidence should com

e from
. Som

e m
ay 

only be available from
 participants, but other evidence can com

e from
 

other sources.
Evidence can be collected by a range of people – from

 organisation 
m

em
bers to participants to stakeholders.

B
rainstorm

 ideas for the kinds of data you m
ight w

ant to collect. 

You can record ideas in m
any w

ays, on butchers’ paper, on the 
com

puter, in w
ords or pictures, in colour or black and w

hite. R
em

em
ber 

to take into account the expectations of your different stakeholders 
about w

hat your organisation should be doing or achieving. Consulting 
w

ith each of these stakeholders regularly ensures you are delivering the 
social im

pact you hope to achieve. 
•	

For each of the top ten stakeholders you identified in w
orksheet 

4, fill out colum
n 4 in W

orksheet 6, ensuring you have identified 
im

pacts for your top ten stakeholders at m
inim

um
. Think 

about how
 you w

ould com
m

unicate your social im
pact to this 

stakeholder.  
–  H

ow
 w

ould you consult this group? 
–  W

hy w
ould you consult this group? 

–   W
hat inform

ation can they provide you to help you establish 
the social im

pact of your activities? 
•	

W
hen you think about how

 to consult the stakeholders (colum
n 5) 

ask yourself: W
hat inform

ation can this stakeholder provide to our 
organisation to help us dem

onstrate that w
e are w

orking tow
ards 

achieving our dream
s?’  

•	
You can use this inform

ation to generate the evidence you need to 
dem

onstrate your social im
pact.

Som
e funding bodies m

ay expect you to have quantitative data, 
w

hereas som
e com

m
unity m

em
bers m

ay prefer to read the stories 
of participants (qualitative data), and the m

edia m
ay w

ant to use 
photos or audio or video recordings. The im

portant thing is to use 
consistent data-gathering tools betw

een tim
e periods, so that you can 

com
pare and track changes over tim

e. If you use a participant survey 
of perceived w

ellbeing for one program
, for exam

ple, use the sam
e 

survey for all your program
s and activities.
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7.  Sum
m

ing up....  
Focusing on the big picture

A
ll of this m

ay seem
 daunting. You m

ay already feel tim
e poor and 

w
onder w

hy im
pacts are im

portant? Just keep returning to the ‘big 
picture’ dream

s you outlined in the agenda-setting phase in W
orksheet 

2: Plan and A
lign your Vision and ask yourself: D

o w
e really feel w

e are 
fulfilling these dream

s if all w
e ever focus on are our current activities?

W
hen you ask the questions this w

ay, social im
pact becom

es m
ost 

im
portant. Lining up your activities, outputs, outcom

es and im
pacts is 

bringing you full circle to im
plem

ent w
hat you im

agined.

N
ow

 that you have a clear picture of your social im
pact, it is 

tim
e to think about how

 this needs to be set out in the form
 

required by a funding body.

Consider how
 you w

ill report your im
pact to the funding body, using the 

form
 provided by the funder. Check that your data collection plan allow

s 
you to collect the data w

ithin the tim
efram

e you w
ill need to report to 

your funder.
D

ow
nload the reporting form

 that your funding body w
ill expect you to 

subm
it at the end of the program

. W
e have supplied som

e suggestions 
for m

easurem
ents you could use for if you are applying for the City of 

Sydney Com
m

unity G
rants at Appendix 2. 

N
ow

 that you have com
pleted the social im

pact planning process you 
w

ill be able to see how
 over tim

e your reporting against these outcom
es 

w
ill give you a storyline of how

 your program
 is delivering social im

pact.
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A
ppendix 1 

Evaluation Spectrum

Research basis
Q

uantitative and Q
uasi-

Survey techniques
D

escriptive – Q
ualitive & 

Q
uantitave

Q
ualitative M

odels
Participant m

odels

Technique Exam
ples

SR
O

I
TB

L
Social N

etw
ork A

nalysis
Stakeholder approaches

Cost B
enefit A

nalysis
Social A

ccounting &
 A

udit
Secondary data review

Com
plexity

LogFram
e

N
eeds A

ssessm
ent

SA
R

A
R

ISO
 26000

Interview
s/focus groups

B
eneficiary A

ssessm
ent

Social Captial

Low
 client 

engagem
ent

H
igh client 

engagem
ent

Efficiency  
of program

Effectiveness  
of outcom

e

D
egree of 

participant 
engagem

ent

Focus of 
evaluation
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A
ppendix 2 

Exam
ples of w

hat to m
easure for reporting -  

the City of Sydney Com
m

unity G
rants form

A
ctivity & O

utcom
es

Reporting & Evaluation - how
 w

ill you report progress on your outcom
es 

A
ctivity

W
hat specific things w

ill 
you be doing through the 
project?

O
utcom

es
W

hat w
ill happen as a 

result of these specific 
things?

Participants
•	

N
o. of participants in 

program
•	

Im
proved health and 

fitness (lost w
eight, 

learned to cook 
nutritious m

eals, 
few

er days off school 
because of illnessetc.)

•	
Cultural event or 
activity held

•	
Satisfaction w

ith 
program

/P
erception of 

learning
•	

Involvem
ent in other 

council program
s

Com
m

unity
•	N

o. of new
 volunteers in 

com
m

unity projects
•	N

ew
 skills developed

•	Increased know
ledge of 

healthy living
•	Im

proved health and 
fitness

•	Strengthened aboriginal 
com

m
unity

•	Increased com
m

unity 
participation for people 
w

ith disabilities
•	Leaning outcom

es in 
school im

proved/R
ates 

of A
bsence from

 school 
decreased

•	B
etter environm

ental 
outcom

es
•	P

rom
ote appropriate 

role m
odels for youth

•	R
espect the rights of 

others

Evidence
•	Counting num

ber of 
participants 

•	Evaluation survey for 
participants

•	Interview
 data

•	Letters of support
•	P

hotos/videos/audio
•	N

ew
spaper reports

•	A
rtefacts m

ade
•	D

ata from
 other 

stakeholders in 
com

m
unity, eg 

schools, health clinics, 
com

m
unity centres
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1. W
hat do individuals in the com

m
unity value m

ost about the w
ork of our organisation?

2. W
hat do (unknow

n) others think w
e do w

ell and w
hy?

3. W
hat is the m

ost im
portant thing for each of us about our individual involvem

ent?

4. W
hat are w

e proud of and w
hy?

W
orksheet 1: D

iscover your Strengths 
D

ocum
enting w

hat you do w
ell: Inquiry

5. W
hat do w

e say w
e do w

ell? H
ow

 do w
e know

? W
ho do w

e tell?  
    H

ow
 do w

e tell them
?

6. A
re there parts of this dream

 w
e do not have the resources to achieve?  

    D
o w

e have current capacity to achieve all functions of your project?

Prom
otions:

Finance:

Project m
anagem

ent/governance:

Evaluation of project:

D
esign and im

plem
entation of services and/or products:

7. W
ho can w

e collaborate w
ith to achieve these dream

s? 



Im
agine

eg. Increased num
ber of youth receiving  

em
ploym

ent training

Innovate
eg. P

rogram
 to teach job interview

 skills and 
resum

e w
riting

Im
plem

ent
eg. Im

proved quality of life

W
orksheet 2: Plan and A

lign your Vision
Im

agine, innovate and im
plem

ent



1. W
hat is new

?

1a. Is this a new
 venture for one organisation? If so, w

hat is new
 or different?

1b. A
re w

e trying new
 strategies? W

hat are they?

1c. A
re w

e w
orking w

ith new
 partners?

1d. H
ow

 w
ill participants react to our plan for change?

W
orksheet 3: Innovate 

D
esign your Change Plan 

1e. H
ow

 w
ill w

e feel about the plan for change? A
re w

e excited? D
aunted?

2. H
ow

 do w
e plan to pass on w

hat w
e learned from

 our Change Plan?



1. Identifying stakeholders

1st Circle – O
rganisational stakeholders

2nd Circle – Prim
ary stakeholders

3rd Circle – Secondary stakeholders

O
utside – A

ny others?

W
orksheet 4: M

ap your Stakeholders 



1. Identifying stakeholders
D

raw
 your stakeholder m

ap in the space below



Participants
O

rganisation
W

ider com
m

unity

Current practices

At the end of  
the project

In the longer term

W
orksheet 5: Com

m
unicate w

ith D
ifferent Stakeholders 

Trifocal reporting language



1. Indicator of 
    social im

pact 
2. A

ctivity
3. Big picture 
     changes

4. Stakeholder  
     to be consulted

5. Inform
ation     

     required

6. Collecting and recording inform
ation

Inform
ation  

Source
Collected w

hen  
and by w

hom

W
orksheet 6: D

ocum
ent your Im

pact
D

ocum
enting your social im

pact and m
easurem

ent

D
esign:

D
estiny:




