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Second Transnational Online Meeting  

18 June, 9.30am-12.30pm 

 

 

1. Participants : 
 

Sara Belloi, Legacoop Emilia-Romagna 

Heike Birkhölzer, Gräfewirtschaft/Social Economy Berlin 

Elsa Brander, Kooperationen 

Vincenzo Cangiano, Arbizzi Cooperative 

Fabiola di Fazio, Demetra Formazione 

Valentina Dragone, Demetra Formazione 

Enrico Fontanesi, Cooperativa Rigenera 

Urszula Fila-Kicman, FISE 

Agnieszka Iwaniak, Stowarzyczenie BORIS 

Julia Koczanowicz-Chondzynska, FISE 

Erdmuthe Klaer, REVES aisbl 

Katarzyna Maciag, Kooperatywa Dobrze 

Rosaria Mastrogiacomo, Legacoop Emilia-Romagna 

Adam Markuszewski, FISE 

Olga Odziemcyk, Fundacja na rzecz rozwoju oraz educacji 

Elena Scanferla, COESI  
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Roberta Trovarelli, Legacoop Emilia-Romagna 

Francesca Zaganelli, CECOP 

Laura Zambrini, Demetra Formazione 

Stefano Zecchi, Expert 

Regita Ziela, Association for Social Enterpreneurship Latvia 

Pascale Zoetaert, ConcertES 

 

2. Objective of the meeting : 

This second transnational online capacity-building meeting had the objective to provide 
partners with an occasion to further exchange on the jointly elaborated SKI.F.T. methodology 
and related tools. At the same time the event allowed partners to continue their capacity-
building process in the preparation phase of advisory and coaching activities through an 
exchange between themselves as well as with external experts and (stakeholder) 
organisations.  

 

3. Programme: 

 

9.30 Welcome/Intro 

9.45 SKI.F.T methodology - Preparation Advisory and Coaching/Needs and priorities for the 
next months  

- Partners sharing their plans/methods 

- Presentation of Repository of tools 

10.30 Break 

10.40 Towards ESG from the perspective of a micro and small social economy enterprise 

Stefano Zecchi, Senior Sustainability Counselor  (IT) 

11.15  Communicating social and environmental impact 

- Heike Birkhölzer, Graefewirtschaft Berlin GmbH/Technologie-Netzwerk Berlin e.V./Social 
Economy Berlin (DE) 

- Regita ZeiỊa, Social Entrepreneurship Association Latvia (LV) 

- Pascale Zoetaert, ConcertES (BE)  

 

12.30  End of the meeting 
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4. Discussion : 

 

Preparation of advisory and coaching: Exchange of experiences and know-how  

 

The first part of the meeting provides project partners with an opportunity to exchange 
information and know-how related to the preparation of advisory and coaching activities. Main 
aspects addressed in this exchange are the concrete thematic content of the different activities 
as well as methodological questions (including the respective advantages and possible set-up of 
individual and collective sessions). 

Partners decide to create a specific folder on the shared drive in order to share – on a voluntary 
basis -  different type of (preparational) material for the advisory and coaching sessions. 

This echange is followed by a short presentation, by Erdmuthe Klaer, of a first draft of what will 
become the SKI.F.T. repository of programmes and tools supporting capacity-building of (small 
social economy) enterprises in the field of green transition. So far, the repository will remain work 
in progress which will be further enriched in the course of the project, before being published in 
autumn 2025. Project partners might obviously use the (draft) repository also for the design of 
their own activities in the framework of the SKI.F.T. project and beyond. 

 

ESG 

Stefano Zecchi, Senior Sustainability Counselor, provides participants with more detailed 
information on Synesgy, a specific digital platform allowing enterprises to carry out ESG 
assessment throughout the whole supply chain. The latter accounts, according to scientific 
research, in many sectors of activity for more than three quarters of environmental impact of a 
company. The Synesgy platform is present in more than 90 countries and is accessible in more 
than 25 languages. 

The company wishing to realise the assessment registers as process leader and uploads the list 
of its suppliers who are then contacted by e-mail and invited to take part in a survey. In a last step, 
data provided by the supplier companies are validated through automatic and manual checks. At 
the very end of the process, a specific assessment, related scores (for each of the ESG 
dimensions) and a certificate are issued.  

Through a specific portfolio dashboard, the enterprise can check to what extent and how supplier 
companies responded to the survey.  

Questions in the questionnaires are designed in a way to allow customers to use answers also in 
other contexts and reports.  

Zecchi also makes reference to the TranspArEEns project which focused on possibilities to 
overcome obstacles regarding the collection and analysis of ESG and Energy Efficiency-related 
data specifically of Small and Medium Enterprises.  

 

 

https://www.synesgy.com/
https://pric.unive.it/projects/transpareens/home
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Q&A 

One of the main strengths of Syngesgy compared to tools such as Open-es and EcoVadis lies in 
the fact that it focuses on supplier-client relationships as well as in related reports.  

Users of the platform have the possibility to benefit from online support (e.g. for the filling in of 
the questionnaire, etc.). 

Social economy enterprises may customize Synesgy with questions corresponding to their 
specific enterprise model and/or sector of activity. This was done, for example, by Legacoop 
Bologna, which used also additional questions that suppliers had to respond to. However, these 
questions and related answers won’t have an impact on the final score which is based on the 
general questions every kind of user enterprise would have to answer. They just provide the 
customer (the lead enterprise) with additional information. 

 

Communication 

Heike Birkhölzer, representing Graefewirtschaft GmbH/TechNet Berlin e.V. and Social 
Economy Berlin, shares her experience in the development of an initially very small social 
economy initiative.  

Graefewirtschaft was founded in 2009 by long-term unemployed migrants and Germans. It is a 
social enterprise that has the objective to promote employment and social inclusion of migrants 
and refugees. Another aim of Graefewirtschaft is to improve school meals, canteens, food in 
kindergardens and the local food system through various activities, including  

- kitchens catering for schools, kindergartens and daycare centres (up to 6000 meals per 
day); 

- several canteen kitchens ; 
- a catering service. 

In addition, Graefewirtschaft provides household services and care for the elderly. 

The company started as a micro enterprise. Today, through these activities, which generate 100 
% of its income, Graefewirtschaft employs and delivers vocational training for ca. 80 people. 

A main instrument also of communication of its social and environmental impact is social 
reporting. Birkhölzer made this experience also as an advisor in her work with other social 
economy start-ups and enterprises  in the framework of Social Economy Berlin : Social economy 
enterprises are encouraged to consider social reporting from the very beginning. It is a 
fundamental point of departure for any communication activity. At the same time it helps (co-) 
entrepreneurs to clarify and become themselves more aware of (and thus able to share) the 
mission of the enterprise, the priority topics and objectives to be achieved, and related indicators.  

The outcome and communication of social reporting activities of social economy enterprises in 
Berlin finally also had an impact on indicators used in local public procurement procedures.  

Beside support for social reporting, Social Economy Berlin and the twelve intermediary 
organisations it brings together provide also other type of tools and free guidance on impact 
communication. The organisation as such developed a specific communication strategy to make 
the social economy in Berlin more visible and raise awareness, in particular among policy-

https://www.openes.io/fr
https://ecovadis.com/?utm_source=Google%20&utm_medium=paid&utm_campaign=2024-04-Brand-NA-UK-BENELUX-NORDICS-Google%20Ads
https://graefewirtschaft.org/
https://www.technet-berlin.de/
https://socialeconomy.berlin/
https://socialeconomy.berlin/
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makers, but also in the general public, on its added value, activities and needs. Main instruments 
here are for example storytelling and publications, but also the organization of events promoting 
exchange amongst the different actors of the sector and political decision makers, the traditional 
economic sector and the civil society.  
Also the Berlin Social Enterprise Award contributes to raising visibility of local social economy 
initiatives and their impact.  
 
Regita Zeila, director of the Social Entrepreneurship Association Latvia, a member 
organisation promoting the development of social entrepreneurship in Latvia, presents 
guidelines and tools for impact communication developed by her organisation and partners.  
 
A particularly fruitful experience for the design of various instruments was “Baltic:Youth:Impact” 
- a project on social impact management which focused in particular on youth organization and 
youth social enterprises. Zeila highlights the Impact Management Toolbox, one of the outputs of 
the project, which, though not in the first place addressing specifically communication, provides 
users with basic instruments to first of all understand – but then also communicate – the specific 
problems a social enterprise aims to address. Another output of the project, the Social Impact 
Communication Guidelines, support social enterprises in their effort to communicate their 
impact in an understandable – and inexpensive – way. They guide users in organizing internal and 
external communication, use the right channels, formulate messages… and finally develop a 
comprehensive communication strategy which also small enterprises confronted with limited 
resources are able to implement. Guiding questions help organisations to design their strategy, 
tools and messages.  

Whilst developing the different tools, various objectives of communication – including raising the 
visibility of the social enterprise in the general public, reaching out to (potential) partners, 
attracting potential funders/investors, but also (future) employees, members or volunteers -  
were taken into account.  

Q&A 

Concerning the use of the presented guidelines and instruments by a diversity of actors, including 
the younger generations that often appear already more agile and ‘expert’ with regard to different 
methods and means of communication, Zeila draws the attention of participants to the fact that 
youngsters tend to communicate, but do not always understand the results of their own projects 
and organisations. Moreover, youth organisations and youth social enterprises often experience 
a frequent turnover of workers/volunteers. The work carried out in the framework of social impact 
management helps the organization and the (changing) team at different moments to better 
become aware of what the organisation would like to achieve and how. The social impact 
management plan helps to define and understand different aspects: What are the results the 
enterprise or organisation wishes to achieve? When and how to create impact? How to 
understand the results and how to communicate them afterwards? This work has to be 
considered as a process in which the whole team has to be involved.  

After the project, which led to the development and publication of the aforementioned Impact 
Management Toolbox and Guidelines on Communication, a survey was sent out to see whether 
partners and other organisations continue using the tools developed. This was the case. 
Moreover, also other organsations in the Baltic States and beyond – among them the Latvian State 
Administration School - started applying the guidelines and instruments.  

https://sua.lv/en/who-we-are/
https://storiesforimpact.com/et/highlights/baltic-youth-impact-2/
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Pascale Zoetaert introduces ConcertES, an organisation bringing together 23 social economy 
federations and organisations in the French-speaking part of Belgium (mainly Wallonia and 
partially Brussels), which operate in a diversity of sectors. ConcertES has the objective to 
represent its members in the dialogue with policy-makers and other players, to carry out 
advocacy actions, but also to promote the social economy more broadly, collect data on social 
economy development (e.g. in the framework of the Social Economy Observatory), etc.  
The Walloon Regional Government Decree on the Social Economy, which was adopted in 2008 
and includes different actions and measures to develop the social economy, created a favourable 
context for this work.  
As a recognized representative organisation of social economy in Wallonia, ConcertES also 
received the mission to develop a communication strategy. The point of departure was a 
collective work with different social economy federations and organisations on a development 
plan of the social economy, in which communication was considered a key factor. A collective 
website (economiesociale.be) was launched through which the different social economy 
organisations and related stakeholders share news about recent development within the 
ecosystem, policies, events, projects at different levels, etc.. 
Within ConcertES a working group with communication experts from members was founded in 
2020 to develop a common communication strategy. Initially, a survey was conducted among the 
population which showed that citizens did not know much about the social economy, but, once 
the social economy had been explained more in detail to them, declared a stronger interest and 
willingness to use social economy products and services more or even to work in the social 
economy. In 2021, ConcertES and its members, supported by the Walloon and Brussels regions, 
launched a campaign addressing specifically young people (18-34 years). The objective here was 
also to attract youngsters as future workers/employees/co-entrepreneurs of the social economy. 
As a part of the campaign, a collective brand identity “Social economy actor” was created. 

For the 2022-2024 period a communication plan was launched, which has also received 
(financial) support through the Walloon Recovery Plan. The plan comprises both internal and 
external communication measures.  
The former have the objective to foster, among social economy actors, including workers, a 
stronger sense of belonging to the social economy. Actions planned include networking events, 
newsletters, exchange around best practice, support to already running communication 
activities of ConcertES members, the consolidation of digital communication (capacities) of 
social economy actors, as well as training and advice (on communication) for social economy 
federations and organisations.  
A main objective of the planned external communication activities is to further work on the image 
and visibility of the social economy in order to increase the number of customers of the social 
economy, to attract new workers, to stimulate the creation of new social economy projects, to 
increase media coverage and promote the AlternativES Wallonia Strategy. Measures include 
different sectoral campaigns, events tailor-made for specific target groups (e.g. for potential 
social economy entrepreneurs, future workers, events promoting networking and cooperation 
between social economy organisations, etc.), press relations and a specific media campaign, 
further dissemination of the “Social Economy Actor” brand, training sessions, support to digital 
communication, etc.  
As part of the communication plan, a campaign targeting the general public (mainly persons aged 
22-55) has been carried out in 2023. Apart from making the population aware of the fact that 

https://concertes.be/
https://observatoire-es.be/
https://economiesociale.be/
https://alternativeswallonia.be/
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another type of economy exists, the campaign would like to encourage persons to buy social 
economy products and services. To this purpose, a Webapp/digital directory listing actors in the 
social economy was created. The campaign was carried out in two phases, each based on 
specific slogans (Phase 1: ‘Here they place human before profit”, Phase two: “Be unfaithful… to 
superprofit”). Main channels used were TV, radio and other traditional media, but also social 
media and websites, as well as posters, badges, etc. Moreover, ConcertES and its members 
developed, in each period, other customized messages and visuals adapting to the specific 
context and target group profiles. 
 

Q&A 

Some difficulties ConcerES met from time to time in the planning and realisation of the presented 
activities relate mainly to the fact that it brings together members from different sectors which 
sometimes (have to) pursue very specific interests also with regard to visibility and 
communication. ConcertES, however, would like to position the social economy as one (in a 
transversal way) and thus develops most of its material and activities accordingly – yet, members 
then have a possibility to adapt this material to their specific sector. The internal working group 
on communication and its collaborative way of working has a rather positive impact in this regard. 

With the activities developed in the communication plan ConcertES also aims to reach out to 
newly established social economy enterprises which might not yet be part of larger federations. 
This happens also and especially through ConcertES members, several of which are also social 
economy support and advisory organisations accompanying the set-up of new social economy 
initiatives in Wallonia and Brussels. 

 

 

 

All Powerpoint presentations of the webinar can be found hereafter (annexes). 

 

 

  

Co-funded by the European Union. Views and opinions expressed are however those of the author(s) only and do not necessarily 
reflect those of the European Union or EISMEA. Neither the European Union nor the granting authority can be held responsible for 
them 
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Sustainability 
self-assessment



CRIF Group WW
AUSTRIA 

BAHAMAS 

BULGARIA 

CYPRUS 

CZECH
REPUBLIC 

EGYPT 

FRANCE 

GERMANY 

GREECE 

INDIA 

INDONESIA 

IRELAND 

ITALY

JAMAICA 

JAPAN 

JORDAN 

KSA 
Riyadh - in 
partnership 
with Bayan 

MADAGASCAR 

MALAYSIA 

MEXICO 

PHILIPPINES 

POLAND 

REPUBLIC OF 
SINGAPORE 

ROMANIA 

SLOVAK 
REPUBLIC 

SLOVENIA 

SPAIN 

SWITZERLAND 

TAIWAN
REGION 

TAJIKISTAN 

TURKEY 

UAE 

UK 

USA 

UZBEKISTAN 

VIETNAM 



How can we help?
e.g. how to evaluate the sustainability of small and micro companies

3
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Synesgy by the numbers
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The Enviromental impact of the supply chain

6
Source: TRUCOST ESG Analysis

Utilities Oil and gas, 
chemicals, 
travel and 

leisure, basic 
resources

Construction 
and materials, 

insurance, 
industrial 
goods and 
services

Technology 
healthcare, 
real estate

Telecommunications, 
retail, automotive, media, 
personal and household 

goods

Financial 
services, food 
and beverage, 

banking

100 %

80 %

60 %

40 %

20 %

7%

93%

36-56%

44-64%

28-30%

70-72%

10-14%

89-90%

4-5%

95-96%

2%

98%

Direct impact

Supply Chain
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Leader
Supplier
Synesgy

LEADER

survey

SUPPLIER

the supplier is 
invited by 

email

custom 
template

customer care

data 
validation

... and uploads 
its own list of 

suppliers

the company 
registers as a 

leader ...

How Synesgy works: the process



Synesgy surveys

8

• VSME è lo standard volontario di rendicontazione della 
sostenibilità per le PMI non quotate a supporto delle 
micro, piccole e medie imprese non quotate 
nel rispondere alle richieste di informazioni sulla 
sostenibilità che ricevono dalle controparti commerciali 
(cioè banche, investitori o grandi aziende di cui le PMI 
non quotate sono fornitori) in modo efficiente e 
proporzionato, nonché per facilitare la loro 
partecipazione alla transizione verso un’economia 
sostenibile.

• VSME è strutturato in un Modulo Base e in due moduli 
opzionali aggiuntivi: un Modulo Narrative-Policies, 
Actions and Targets (PAT) e un Modulo Business 
Partners.



The survey

9



Value chain

ESRS1 - Art. 63 - The information about the reporting 

undertaking provided in the sustainability statement 

shall be extended to include information on the 

material impacts, risks and opportunities connected 

with the undertaking through its direct and indirect

business relationships in the upstream and/or 

downstream value chain (“value chain information”). 

...
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the outputs for 
the supplier

TM



Synesgy score
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The action plan

13



Benchmarking

14



Synesgy certificate
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the outputs for 
the leader of the 
supply chain

TM



Supply chain leader

17



Supply chain leader

18



We're now helping

19

Energy Efficiency & ESG factors of SMEs:
TranspArEEnS project starts data collection with CRIF



www.synesgy.com

Stefano Zecchi
Sustainability & Partnerships Consultant
s.zecchi@consultant.cribis.com
+39 335 7185971

Thank you!



Social Economy Berlin

Mit freundlicher Unterstützung:



Social Economy Berlin
Development of a common ecosystem for the Social Economy in Berlin.

Social Economy Berlin (SEB) is a project executed by Social Entrepreneurship Netzwerk Berlin (SEND) and 
Technologie-Netzwerk Berlin e. V. (TechNet). The project is being supported though the Berlin Senate 
Department of Economics, Energy and Public Enterprises

Social Economy Berlin is a platform for the Social Economy in Berlin providing support and advice for Social 
Economy entities and local authorities. A central networking point for Social Enterprises and their support 
structures, founders, institutions, administrations, 
local authorities and universities.

2



Interconnecting the stakeholders within the social Economy 
actively and effectively

3

▪ Creating a central networking point for the social economy 

▪ Connecting social entrepreneurs and social start-ups with the social and solidarity economy and building a 
network of contacts and organisations

▪ Starting added-value-activities 

▪ Networking events as well as workshops 

▪ Enhancing the exchange amongst the different actors 



The Social Economy: a thriving economic sector

4

Facts and figures

• The contribution of the SE to the economic performance of
the Local Economy in Berlin: 5,8% 

• Proportion of FTE Employment in Berlin: 14%

• Number of social enterprises in Berlin: 8,500

• Proportion of female social entrepreneurship
in Berlin: 58,9%



Making the Social economy more visible and well-known

5

▪ a communication strategy providing information  about the variety 
of social enterprises, their particular needs and their mode of 
production / economic approach…

▪ to improve the visibility of the social economy, in particular within 
institutions for economic development and the general public

▪ organizing exchange amongst the different actors of the sector and 
political decision-makers, the traditional economic sector and the 
civil society

▪ organizing conferences, workshops and events

▪ Berlin Social Enterprise Award 2022/2024 (SenWEB)



Visibility
and communication

6

twitter.com/soceconberlin
@soceconberlin

facebook.com/socialeconomyberlin
@socialeconomyberlin 

socialeconomy.berlin

linkedin.com/company/social-economy-berlin
@socialeconomyberlin

Newsletter
http://eepurl.com/hfmfAz

#socialeconomyberlin

https://twitter.com/soceconberlin
https://www.facebook.com/socialeconomyberlin
https://www.socialeconomy.berlin/
https://www.linkedin.com/company/social-economy-berlin
http://eepurl.com/hfmfAz


Facilitating and the founding of social enterprises

▪ free foundation and business counselling

▪ in cooperation with experienced consultants from the sector; up to 8 different organisations with different 
focus and specific experiences / knowledge

▪ free regular online and offline workshops for founders f.i. 
legal forms for SE, impact measurement etc

▪ provide training to business and founding experts within the 
relevant institutions such as the Chamber of Commerce and 
Industry of Berlin (IHK), and the business investment
bank of the Federal Land of Berlin (IBB) in order to 
inform about Social Enterprises and their specificities 
and particular needs

7



Challenges of the future

▪ Institutionalisation of the project

▪ Setting up a permanent support structure with specific offers for the sector..

▪ … as a social innovation centre with a focus on Social Enterprise development
(House of the Social Economy)

▪ Strengthening the Social Economy Sector by improving co-operation within

▪ Partnering with actors of the public sector, including universities, and also with private companies in the local
economy

▪ Promoting a co-operation of peers between the public and the SE sector (co-construction)
in order to develop a common strategy of the civil society and local / regional authorities for the eco-social 
transformation in the localities
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Jordana Goldmann

Projektmanagerin SEND

jordanagoldmann@socialeconomy.berlin

www.send-ev.de

Heike Birkhölzer

Projektleiterin TechNet

heike.birkhoelzer@socialeconomy.berlin

www.technet-berlin.de

Team & Kontakt

Jonas Nipkow

Projektleiter SEND

jonas.nipkow@socialeconomy.berlin

www.send-ev.de

Alexander Behm

Projektkoordinator TechNet

alexander.behm@socialeconomy.berlin

www.technet-berlin.de

mailto:projektmanagerin@socialeconomy.berlin
mailto:heike.birkhoelzer@socialeconomy.berlin
mailto:afra.mueller@socialeconomy.berlin
mailto:Learosa.lambeck@socialeconomy.berlin


GUIDELINES FOR SOCIAL 

IMPACT COMMUNICATION



Regita Zeiļa
• Director of Social Entrepreneurship Association of 

Latvia

• From Rēzekne, Latgale (patriot of Latgale region)

• Bsc in Cultural and Social Anthropology 

• Msc in Human Geography

• BAFF internship in USA, Boston, MA – Innovation 

management

• Personally interested in antiques, old maps, and 

ethnography.

About me & 

SEAL

s
u

a
.l
v



NGO “Social Entrepreneurship Association of Latvia” (SEAL) 

is a member organization to promote the development of 

social entrepreneurship in Latvia. 

The association operates in three main directions:

1. Advocacy of interests at local, regional and national 

levels.

2. Improvement of the capacity of members, 

development of the experience and knowledge-sharing 

platform.

3. Informing society about social entrepreneurship.

We bring together like-minded organizations, companies and 

people who believe that social entrepreneurship in Latvia has 

huge potential and who are ready to participate in the 

development and strengthening of the sector.

About 

SEAL

s
u
a
.l
v



OBJECTIVES:

- improve capacity, skills and know-how of social impact management 

- promote the importance and approaches of social impact management

BALTIC : YOUTH : IMPACT

5 PARTNERS FROM BALTIC STATES 

TARGET GROUP

Youth organisations, youth social enterprises, youth leaders, 
youth workers, youth policy and youth social entrepreneurship 
stakeholders 



NEEDS AND BEST PRACTICE ANALYSIS

TOOLBOX FOR SOCIAL IMPACT 
MANAGEMENT

GUIDELINES FOR SOCIAL IMPACT 
COMMUNICATION

POLICY RECOMMENDATIONS



IMPACT MANAGEMENT TOOLBOX

https://storiesforimpact.com/toolbox

https://storiesforimpact.com/toolbox


IMPACT MANAGEMENT TOOLBOX

https://storiesforimpact.com/toolbox

https://storiesforimpact.com/toolbox


IMPACT MANAGEMENT TOOLBOX

https://storiesforimpact.com/toolbox

https://storiesforimpact.com/toolbox


SOCIAL IMPACT 
COMMUNICATION GUIDELINES

Help to communicate social impact in an understandable, inexpensive way

Understand, how to organise internal and external communication and how 
to choose the communication message

Develop the communication strategy

INCREASE AND SCALE THE POSITIVE SOCIAL AND ENVIRONMENTAL IMPACT

https://sua.lv/socialas-ietekmes-komunikacijas-vadlinijas/

https://sua.lv/socialas-ietekmes-komunikacijas-vadlinijas/

https://sua.lv/socialas-ietekmes-komunikacijas-vadlinijas/


WHY SOCIAL IMPACT COMMUNICATION IS IMPORTANT // HOW 
IT DIFFERS FROM REGULAR COMMUNICATION

Use communication and storytelling to inspire positive social change

Explain organisation's outputs, outcomes and impact

Show purpose driven organisational strategy https://sua.lv/socialas-ietekmes-komunikacijas-vadlinijas/

https://sua.lv/socialas-ietekmes-komunikacijas-vadlinijas/

https://sua.lv/socialas-ietekmes-komunikacijas-vadlinijas/








POLICY RECOMMENDATIONS  
FOR SOCIAL IMPACT MANAGEMENT



INCREASE THE IMPACT OF YOUR ACTIVITIES

CHECK OUT PRACTICAL MATERIALS AND TOOLS

PROJECT RESULTS

NEEDS AND BEST PRACTICE ANALYSIS

TOOLBOX FOR SOCIAL IMPACT MANAGEMENT

GUIDELINES FOR SOCIAL IMPACT COMMUNICATION

POLICY RECOMMENDATIONS

https://sua.lv/en/social-impact-management-of-youth-organisations-and-social-enterprises/
https://sua.lv/wp-content/uploads/2021/06/Needs_asessment_ENG-with-links.pdf
https://storiesforimpact.com/toolbox/
https://sua.lv/en/social-impact-communication/
https://sua.lv/en/policy-recommendations-for-impact-management/


Thank you!

office@sua.lv

www.sua.lv

regita@sua.lv



Communication Plan 2022-2024

SKIFT Project
18/06/2024



ConcertES

• Walloon Regional Government Decree on the Social Economy - 2008

• Founders of ConcertES wanted to have a transversal representation of the Social Economy

• Today ConcertES represents 23 federations and organisations active in a wide range of sectors

• Energy

• Sustainable food

• Short supply chains

• Development of the Social economy (advising agencies, incubators, alternative financing)

• Circular economy (re-use, recycling, second hand,…)

• Socio-professional integration

• Integration through economic activity

• Adapted work companies

• Health & Care
Our mission

• Representation of the Social economy
• Concertation
• Advocacy 
• Promotion 
• Social Economy Observatory



Visibility & Communication: important milestones 

• 2017: Development Plan of the Social economy

• Communication is a key development factor

• 2018: Launch of the portal economiesociale.be

• News

• Job vacancies

• Agenda

• Available calls for projects and subsidies 

• 2020: Creation of a Communication working group within ConcertES to define a 
common communication strategy 

• 2020: Organisation of a survey within Belgian French-speaking community

• Main findings: Social economy has a relatively high level of spontaneous 
awareness and a certain amount of goodwill but people do not really understand 
what Social economy really is and who is part of it

 Challenge: Clarify what Social economy really is and identify the 
organisations that belong to it 

• 2021: Campaign with support from Brussels and Walloon Regions: «Notre futur, 
justement» targeting people aged 18-35 years old and creation of a collective brand 
identity: Acteur de l’Economie sociale



Communication Plan 2022-2024

• 2022: Communication Plan 2022-2024

• Building further on the «Notre futur, justement» campaign

• New financial means in the framework of the Walloon Recovery Plan

• 3 year objectives

Image and Conversion
• Increase customers for the SE organisations
• Inspire the launch of SE projects
• Attract new workers with the SE ecosytem
• Increase media coverage
• Promote Alternativ’ES Wallonia

Belonging
• Increase the feeling of belonging of the SE actors 
• Networking events
• Support towards existing communication actions
• Newsletter management
• Consolidation of digital communication of the SE 

actors
• Best practices tools
• Collective training & advice sessions   

Internal

ExternaI



Planning 

2022 2023 2024

Marchés 
publics

Annuaire ES V2

Signalétique ES

Accompagnement 
entrepreneurs

Campagne 
3 secteurs

Campagne 
B2B

Event 
tous 

secteurs

Relations presse & Relations publiques

Animation communauté ES + Déploiement de la marque ES

Soutien aux actions de communication des fédérations

Soutien aux projets de digitalisation et de communication digitale de l’écosystème

Campagne 
4 secteurs de l’ES

Campagne 
B2B

Events & 
Networking 

sectoriels

Event 
tous 

secteurs

Campagne 
Entreprendre
(Incubateur)

Campagne 
Recrutement

Campagne 
Vague 3

Event 
Présidence 

belge EU

Event 
tous 

secteurs



Campaign: Phase 1 

• Objectives

• Awareness & image: make the general public aware that another economy exists

• Conversion: encourage the general public to buy social economy goods and services. 

• Target group: general public ( 22-55 y.)

• Call to action: Webapp listing actors in the social economy

• Phase 1

• February – April 2023

• TV & Radio

• Digital – Social networks

• Digital directory

• Dissemination to members and 
customised messages and visuals



Campaign: Phase 2

• Phase 2: Be unfaithful… to superprofit

• September – October 2023

• TV & Radio

• Digital – Social networks

• Digital directory

• Dissemination to members and customised messages and visuals



Thank you for your attention 

Pascale Zoetaert
pascale@concertes.be



Back-up slides



Strategy Alternativ’ES Wallonia

• Development strategy of social economy in Wallonia 2020-2024

• 3 strategic priorities

• Supporting social innovation and facilitating the process of creating social economy enterprises

• Facilitating the process of professionalisation and scaling up of social economy enterprises to strengthen their social 
impact

• Increase visibility and promote social economy enterprises

• 5 key sectors

• 10 cross-cutting measures, under which: Promoting and raising the profile of the social and cooperative 
economy in Wallonia 

• Dedicated website: Alternativ'ES Wallonia (alternativeswallonia.be)

https://alternativeswallonia.be/


VISES - Valorisation de l’Impact Social de l’Entrepreneuriat Social (projetvisesproject.eu)

Impact Concertes

https://projetvisesproject.eu/
https://impact.concertes.be/
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