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How we measure impact adopting a stakeholder perspective
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Stakeholder Scorecard
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Where impact originates — from circularity of impact
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SET AND REVISIT ASPIRATION

Source: Adapted from McKinsey & Company. Reprinted with permission.
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To skyrocketing impact

Ritrain
Vision? y )
Rather than making a vague N
statement of the company’s future Stage3
(“To be the world’s leading...”) Say how it will make the world
and people’s lives better
Values?
Rather than a list of benign,
“me-too” core values that
any company could claim...
Focus on the few unique ways
you will make it happen
Mission? /
Rather than talking about ‘ Tf//y /
your products, services ——> P U{ ‘P/
or corporate objectives 7=
and strategy... ¥ Stage 1
Simply state the change
you are trying to bring about % DEGLI STUDI
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Communication as a bridge between mission/strategy and
impact

A AN

Mission/Strategy
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What does communication mean in Rl’s’

e Meaningful and shared language (scientific, managerial, political,
economic,....)

e Sharing experience (involve and engage stakeholders on a continuous
base on projects and activities)

e Communication builds perceptions (actual impact and perceived

impacts should go hand in hand), therefore investing in communication
is key
Open
Access
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