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Today’s session

Social Return on Investment (SROI)

• Why impact matters

• Valuing impact through SROI

• SROI Case study

Co - create - Build - Engage (CBE)

• CBE –  a roadmap for change

• Applying CBE and the 8 social marketing principles

• From telling to selling using HITS

• CBE Case Study



What this course covers
Throughout the next few weeks, you will learn about:

• Moving programs from awareness to change

• Mapping pathways from activities to real - world impact

• Evaluating outcomes and demonstrating value using 
Social Return on Investment (SROI)

• Applying Co - create, Build, Engage (CBE) and HITS 
frameworks to drive sustained change

Let’s begin!
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Impact 
and 

Social Return on Investment 
(SROI)



Why impact matters
Moving our focus from activity (what we do) 
to impact (what changes as a result) is 
ensures we are focused on achieving 
meaningful, lasting outcomes

Organisations  working on complex climate, 

health, and social issues are no longer 

judged on what they deliver, 

but on the change  they create



Why impact matters
Impact does not happen by chance. It occurs 

when:

• people adopt and sustain new behaviours

• systems are designed to support those 

behaviours

• outcomes are measured, valued, and 

continuous improvement used to optimise  

them. 

You are not just delivering projects — you are 

designing conditions for change .



From Outputs to Outcomes



From Outputs to Outcomes 



Mapping the pathway to impact
An Impact Chain

Inputs

Activities

Outputs

Outcomes

Impact

What goes into the program

What happens in the 
program, e.g. what we do

Tangible, observable 
products + services resulting 

from activities

Immediate measurable 
changes after the people 
interact with your outputs

Longer term changes that 
accrue over time 



An Impact Chain

Inputs

Investment or 
resources that are 

used to pursue 
impact objectives

These resources 
are used to create…

Activities

Actions or tasks 
that are 

undertaken in 
support of specific 
impact objectives

…these activities 
which result in 

qualifiable numbers 
of…

Outputs

Tangible, 
immediate 

practices, products 
and services that 
results from the 

activities 
undertaken

…these outputs, 
which within them, 

or because of 
them, change 

occurs…

Outcomes

Changes, or 
effects on the 

individuals, that 
follow the delivery 
of the products, 

practices or 
services

…which are 
reflected in these 

outcomes…

Impact

Changes in society 
that follow from the 

outcomes that 
have been 
achieved

…which in time will 
manifest into these 

impacts

<< -  Happens inside your organisation Engagement

Happens after people successfully interact 
with your organisation>>



SUfR  Impact Chain

Inputs

Donations

State govt. funding

Bequests

Volunteer time

Activities

-  Recruiting staff 
and schools
-  Planning
-  Meetings

-  Building modules, 
websites

-  Coordination
-  Budgeting

-  Booking 
meetings

-  Event planning
-  Liaison with 

partners
-  Contracts

Outputs

-  Checklists  for 
schools

-  Downloadable 
assets

-  Stand Up for 
Respect Modules
-  Playground Club

-  Management 
dashboard

-  Stand Up for 
Respect High Vis 

Vests
-  Teacher sessions

Outcomes

Increases such as:
-  I recognise 

bullying behaviours
-  I can ask for help 
when I see bullying

-  Reports of 
bullying

Decreases such as:
- Ignoring 
behaviour

- Name calling
-Taking other 

students  things
-  Physically hurting

Impact

Improved mental 
health

Reduced domestic 
violence

<< -  Happens inside your organisation Engagement

Happens after people successfully interact 
with your organisation>>









OUTCOMES



Impact (SROI Valuation)

Evidence shows:

• Bullying victims are 31% more likely to 

experience domestic violence

 



Impact (SROI Valuation)

Evidence shows:

• The cost of domestic violence to 

society is $22 million per year

• SUfR  involved ~2,000 children

• Generated $36,000 in value to society
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CBE: 
A roadmap for change



Social Marketing
Social marketing generates positive change 
that benefits people and the planet, across:

• diverse issues (public health & safety, 
community and social issues, 
environmental protection) 

• individuals, communities, and 
organisations

• many countries all around the world 
(Truong, 2014) 
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Theory use
Practitioners report finding theory confusing 
and intimidating (creates underutilisation)

Underutilisation  reduces the potential for 
interventions with the greatest possible impact 
(Davidoff, Dixon - Woods, Leviton, & Michie, 2015) 

Over - reliance  on individual focussed theories 
creates consumer myopia (Brennan et al., 2016)

Actions of others are often ignored , which 
when examined, explain program failure       
(Roemer et al., 2021)
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Studies 
that used 

theory
18.5%

Studies that 
did not use 

theory
81.5%

N= 867 (Truong, 2014)



Harness Behavioural Science



E- waste barriers and enablers





Griffith University 6 - week pilot campaign

• Removing e - waste reduces the risk of toxic metal leaking (91.3%)

• 60.1% of participants store e - waste at home

• Removing e - waste can help save space (92.2%)
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Sunshine Coast Safe Battery Disposal Campaign

• Batteries cause fires

• Never bin your batteries

• Give batteries a new life

• Save space

• Get rid of leaky batteries

• Keep our drivers safe

• 40 + drop off locations available on the Sunshine Coast



Sunshine Coast Safe Battery Disposal Campaign

• TV

• Radio

• Print

• Social media

• Shopping centre  digital screens

• Transit buses

• Waste collection trucks



Recycle Mate Search



Campaign Outcomes



CBE + Behaviour Change Principles



The HITS Framework

Provide improved 
access and support

to facilitate the 
intended behaviour

Information 
ensuring people 
know what they 

should and 
shouldn’t do 

Equipping people 
with the s kills 
they need to 
perform the 

intended behaviour

A thing that 
motivates or 
encourages 

people to 
perform the 

intended behaviour
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The Leaf Collective



HITS



Help
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Sell
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Social Marketing at Griffith

Social Marketing @ Griffith

griffith.edu.au/social - marketing

socialmarketing@griffith.edu.au

Questions
Professor Sharyn Rundle -Thiele

Founding Director Social Marketing @ Griffith
s.rundle - thiele@griffith.edu.au

Associate Professor Julia Carins

j.carins@griffith.edu.au
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