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I. Keynote  
A Common Aspiration – Aligning sustainability goals with 
goals for the broader society  

 
Tata Trusts’ Role in Corporate Stewardship  

• Identifying social goals (i.e. health, water, energy, rural upliftment, education, urban poverty 
alleviation etc.) and organizing programmes to bring sustainable impact in each identified area.  

• Using data to positively impact government policy and effectiveness therefore facilitating the 
development of the country.  

• Focusing on innovative technologies and social entrepreneurship as tools to uplift lives of rural 
populations in India.  

• Collaborating with Google India and launched the Internet Sathi programme to promote 
awareness of the internet and its uses in the rural geographies where the Trusts operate.  

 

Aligning Sustainability Goals with Goals for the Broader Society 

The UN Sustainable Development Goals: Partnerships for Goals  

• Focusing on collaboration rather than competition for a sustainable global ecosystem.  
• Partnering with like-minded individuals and organizations on large-scale transnational research 

on the global eco-system to inspire innovation. 

Initiatives 

• Social Alpha is an initiative supported by Tata Trusts to promote social entrepreneurship and 
innovation to design solutions for India’s intractable development sector challenges. Through 
its incubator and accelerator programmes, it has created an environment that engages social 
entrepreneurs and encourages collaboration. 

• Avanti Finance an investee of Tata Trusts, is a microfinance company that enables affordable 
and timely credit access to “underserved and un-served” segments of India’s population 
through innovative new age digital technologies. It works with local non-governmental 
organizations, farmer producer organizations and self-help groups to deliver affordable credit.   

 

 

 

Speaker  

Manoj Kumar 
Senior Advisor, Tata Trusts & CEO, Foundation for 
Innovation and Social Entrepreneurship 
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II. Fireside Chat  
a. Business as a Force for Social Good   

 

Accelerating Social Impact while achieving Business Goals  

Role of Social Enterprises 

• Social entrepreneurship and innovation is a tool to accelerate the creation of social impact. 
Through innovation, we see the greater business sophistication in social enterprises today. 
Social enterprises that are innovative and transformative usually result in more competitive, 
viable and sustainable businesses. 

• Social enterprises should be in a permanent beta state to stay relevant in the market and deliver 
goods and services that have intrinsic value and quality, rather than relying on one’s sympathy 
as a reason for his/her purchase.  

• Charities are increasingly interested in the social enterprise business model as they consider 
long-term sustainability of their operations.  

• Social enterprises and charities should take advantage of mutually beneficial opportunities – 
social enterprises can acquire knowledge and networks in social service sectors through 
charities and charities can benefit from social enterprises’ products and services. Intermediaries 
such as Empact supports and facilitates such collaborations.  

Role of Corporates  

• Corporates are realising that people are increasingly socially conscious and monetary 
benefits alone may not be sufficient to retain their customers, employees and 
stakeholders.  

• To remain sustainable, corporates recognise that doing good is a desirable business strategy 
and they should go beyond competing only on price and quality, and consider the social value 
of their organization’s business. 

• Mr. Seah from NTUC discussed this session’s topic “Business as a Force for Social Good” and 
suggested the panel to consider “Social Good as a Force for Doing Business” instead. Social 
enterprises are the epitome of this phrase, as the key driver for their business is the creation of 
positive social impact. 

Speakers  

Manoj Kumar 
Senior Advisor, Tata Trusts & CEO, Foundation for Innovation and 
Social Entrepreneurship 

Seah Kian Peng 
CEO, NTUC Fairprice Co-operative 

Melissa Kwee 
CEO, National Volunteer and Philanthropy Centre 

Sim Gim Guan  
CEO, National Council of Social Service 

Moderator  
 
Nicholas Fang 
Executive Director, Singapore Institute of International Affairs 
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Working Towards a Shared Value System 

• Leadership – Leaders in both the public and private sector should work together to create 
effective policies that accelerate not inhibit social development.   

• Education – Education is key to challeng and change entrenched mindsets. The Singaporean 
education system perpetuates the relentless race for upward social mobility at the cost of social 
and personal fulfilment. Instead of focusing on being best in the world, we should think about 
being the best for the world. 

• Community inclusiveness – We should strive to build an inclusive community and nurture 
one’s talents rather than fixate on one’s weakness.  
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b.   Beyond Alignment – Lessons from collaborations 
between corporations & social enterprises 

 
Collaboration Between Corporates and Social Enterprises     
 
Innovation  

• Corporations may leverage the innovative and alternative market solutions that social enterprise 
create to meet challenges facing society. 

• Debra Lam from Society Staples (a social enterprise) shared that through the organization’s 
networks and involvement with persons with disabilities, they were able to draw on insights and 
develop innovative solutions for their clients. Their expertise has helped corporates to 
contribute to and interact meaningfully with marginalized individuals and communities.  

• Julian from Jaga-Me (a social enterprise) tackled capacity and manpower issues in the 
healthcare sector by creating an online platform for patients and families to access professional 
home nursing and caregiving services at home on demand. 

Capacity Building  

• Corporations have resources and experience to build capabilities of a social enterprise through 
incubator/accelerator programmes and offer validation of the social enterprise’s business 
model to prospective investors.   

• Siddharth Pisharody from Temasek shared about “T-Touch” which is a volunteer initiative driven 
by Temasek staff. Under this initiative, corporate executives from Temasek take on a mentorship 
role and share their professional knowledge to strengthen social enterprises’ capabilities. Areas 
of expertise T-Touch offer includes financial guidance, brand differentiation, innovation, 
leadership and management skills.  

• Chia Boon Chong from Singtel shared about the organization’s initiative, “Singtel 
Futuresmakers” which is a programme which provides participants to grow their organization, 
refine their business model and scale their social impact. The programme offers capacity 
building, with competency workshops, mentoring and 1-on-1 business coaching by seasoned 
entrepreneurs.  

  

 

Speakers   

Chia Boon Chong 
Associate Director, Singtel Group Corporate 
Social Responsibility 

Siddharth Pisharody 
Associate Director, Temasek International 

Julian Koo 
Co-Founder, Jaga-Me Pte. Ltd 

Debra Lam 
Co-Founder, Society Staples Pte. Ltd 
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Market Access 

• Corporations can provide social enterprises with market access and extensive networks to widen 
their consumer base and scale up operations.   

• For example, through the Singtel’s Futuresmakers programme, Jaga-Me was able to tap into 
Singtel’s consumer market base of about 600 million mobile subscribers.  

• Another example of a successful collaboration is where Singtel leveraged its technology and 
the social enterprise’s networks to penetrate virgin markets, thus achieving both social impact 
and financial returns. 

Key Strategies for Successful Collaboration 

• Aligning parties’ project mission, vision and objectives. 
• Corporations should engage social enterprises as partners not only recipients of aid.  
• Developing an indicative work plan and time-frame for each project to ensure parties’ 

commitment in completing project tasks in a timely manner. 
• Embracing and respecting each party’s work philosophy and taking advantage of warm leads.  

Future of Cross-Sector Collaboration 

• Corporations and social enterprises see each other as potential partners rather than 
competitors. 

• Less distinction between corporations and social enterprises – higher expectations that social 
enterprises should be financially sustainable and corporations should create social value and 
impact. 

• Collaborations between like-minded organizations would reduce duplication of efforts and 
scale social impact. 
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III. Insights  
a. Focusing on Results, not Reports –  

A Social Value Pilot 

 
About the Social Value Framework 

• Developed by raiSE, in consultation with Bain & Company. 

• Guide to help social enterprises to determine and measure their social value. 

• Social value are outcomes created via (i) direct means to the beneficiaries and (ii) indirect means 
to related parties including the beneficiaries’ families and society.  

• To measure social value, a matrix with an initial list of indicators is drawn out to enable social 
enterprises to monitor, assess and articulate their social value. 

Indicators 

• Indicators are measured by tracked data, surveys, interviews and feedback.  

• Quantitative indicators measure outreach, outcomes as well as the dollar values of the goods 
or services created.  

• Qualitative indicators look at the less tangible outcomes such as well-being, and are more 
subjective and relative, but are equally important. 

• There are different tiers of priority tagged to the indicators. The tier tagging makes it easier for 
social enterprises to choose the indicators based on the resources available to them for data 
collection. Tier 1 indicators are basic indicators and should be preferably measured. Tier 2 and 
3 indicators are more advanced indicators and should be measured if the social enterprise has 
the resources. 

 

 

 

Speaker 

Sunil Chandrasekhar 
Manager - Bain & Company SE Asia, Inc 
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• List of indicators is not intended to be prescriptive or exhaustive. Social enterprises can pick 
and choose indicators in the applicable outcome areas that are relevant to them and yet not 
overly burdensome for measurement. 

Pilot Experiment 

• To get feedback on the indicators, raiSE and Bain has piloted this framework with 9 social 
enterprises. Majority found the framework useful as a common language to measure social 
value. The framework seeks to be inclusive in recognizing the different kinds of social value 
created by the social enterprises and yet achieve some form of standardization.  

• Social enterprises may start measuring its social value by downloading the framework guide 
available at https://www.raise.sg/resource/.  

  

https://www.raise.sg/resource/


8 
 

b. Aligning Business Strategy with Social Impact 
 

 

Social Intrapreneur or Social Entrepreneur? 

Before deciding on becoming a social entrepreneur, one should consider the following questions: 

• What are the opportunity costs of leaving your current position, if any? 
• What is your social mission? 
• Do you have the skills, knowledge and passion to pursue your social mission? 
• What unique value creation are you generating? (i.e. the difference between the outcomes 

generated and what would have happened anyway) 

Why become a social intrapreneur? 

• Access to one’s organizations’ vast resources to make a substantial impact. 
• Lead change within one’s organizations, without formal authority, that aligns with core business 

objectives while also advancing a social or environmental outcome. 

How to become a Successful Social Intrapreneur? 

Building an initiative within your organization 

• Pursue an approach consistent with one’s organizational context  
o Align one’s approach with one’s organization’s strategy, structure and culture. 
o Align one’s timing with one’s organizational priorities and dynamics. 

• Develop a convincing business case 
o Use diverse narratives (i.e. stories, imagery, numbers and examples). 

• Test and refine one’s ideas before implementation 
o Look for opportunities for quick and low-cost testing of one’s value proposition. 
o Continuous refinement of one’s business model and evaluation of social impact. 

  

 

 

 
 
 
Speaker 
 
Jasjit Singh 
Associate Professor of Strategy - INSEAD 
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Knocking Down barriers to innovation 

• Mobilize a team 
o Set up an independent and multi-functional team to protect one’s social initiative 

against the organization’s “antibodies”. 
• Leverage networks 

o Garner support from senior colleagues to sponsor, protect or advocate for your social 
initiative. 

o Garner support from peers to take on different roles (i.e. the Mavens, connectors or 
salesperson) to expand knowledge, skill sets and networks. 

o Influence people around you and initiate a “social movement”. 
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c. raiSE Public Perceptions Survey –  

Where are we today & where are we heading towards? 
 

 

About the Public Perception Study 2016 

• The first Public Perception Survey was conducted in 2010 and the social enterprise 
landscape has changed significantly since then, given the establishment of raiSE. 

• raiSE has commissioned the Asia Centre for Social Entrepreneurship and Philanthropy, 
National University of Singapore (ACSEP) this year to conduct another public perception 
survey to gain an updated understanding on the public’s awareness, knowledge and 
action towards social enterprises in Singapore. 

• The Public Perception Survey 2016 has collected 1,888 valid responses and achieved its 
objectives in ascertaining the level of public awareness of local social enterprises and 
understanding how to better support the social enterprise ecosystem.  

Key Findings  

Level of awareness  

• Level of public’s awareness of the term “social enterprise” has increased significantly 
from 13% to 65%.  

• Respondents in the 31-35 age group have the highest level of awareness, with 7 out of 
10 having heard of “social enterprise”.   

• There is a strong correlation between awareness, understanding and purchase – a better 
understanding tends to be related with a greater purchase behaviour and intent. 

Reasons behind purchasing behavior 

• The top 3 reasons that influenced purchasing behaviour are (1) social mission (2) 
uniqueness of products/services and (3) quality of products/services.  

 

 

 

 
 
Speaker  
 
Zhang Weina 
Research Director – National University of 
Singapore, Asia Centre for Social 
Entrepreneurship and Philanthropy (ACSEP) 
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• The findings further indicated that for existing non-buyers, they were more likely to 
purchase from social enterprises if there were strong intrinsic value (i.e. quality and price) 
of its product/services. 

Perceived characteristics of social enterprises 

• The survey reflected that the public places a high emphasis on the social aspect of a 
social enterprise, medium emphasis on a social enterprise’s hybridity (i.e. dual bottom 
lines), and low emphasis on the business aspect of a social enterprise. 

• The top 2 strategies to differentiate a social enterprise from a traditional business is a 
social enterprise’s hybridity and self-identification (how the social enterprise presents 
itself). 

Key Recommendations 

• To retain buyers and convert non-buyers, social enterprises need to stay committed to 
their social mission as well as focus on the intrinsic value of their products and services 
(i.e. uniqueness and quality). 

• To increase purchasing decisions, social enterprises need to raise public awareness and 
understanding of their business and social impact. Social enterprise may consider 
leveraging the media to portray its social mission better, or creating a unique branding 
to differentiate itself. 

• The public may also support the social enterprise ecosystem by practicing socially 
conscious shopping, raising awareness of social issues and social enterprises through 
the internet or word of mouth.  
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d. Emerging Markets in the Region and Support for Local  

Social Enterprises Seeking to Internationalize 
 

 

Opportunities & Trends for Growth: Key Industries in South East Asia 

• Infrastructure – SEA Governments are pushing for infrastructure needs such as water and 
electricity. Opportunities in SEA lie in utilities, urban development and transport. 
 

• Manufacturing – the SEA region is characterized by low wage economies.  Social enterprises 
can take advantage of low production costs to reduce their operating costs.  
 

• Consumption – the consumer base of ASEAN has grown 8% in the last 5 years with a growing 
middle class of 120 million. Social enterprises can leverage on SEA’s sizeable consumer base 
to reap huge economies of scale.  
 

• Digital Economy – the fragmented E-commerce industry in SEA presents market opportunities 
at different city tiers. Social enterprises can consider venturing into tech start-ups and digital 
infrastructure as there is a new focus on technology.  

Venture into Non-Capital Cities in SEA  

• Social enterprises should look beyond traditional markets in capital cities and venture into non-
capital cities. Non-capital cities in SEA have high market growth potential and the cost of doing 
business there is significantly lower as well. Examples: 
 

o Indonesia – Medan, Bandung, Surabaya, Makassar 
o Malaysia – Penang 
o Myanmar – Mandalay, Bagan 
o Philippines – Cebu, Clark Green City 
o Thailand – Eastern Seaboard region, Khon Kaen  

 

 

Speaker 

Wong Choo Sing  
Divisional Director, International Enterprise 
(IE) Singapore  
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Country Analysis: Indonesia 

Country profile 

• Population of 257.6 million in 2015, a GDP growth of 5.5% from 2011-15, FDI worth USD 20.0 
billion in 2014 and is the largest market economy in ASEAN (40% of ASEAN’s economy). 

Market opportunities 

• Infrastructure – Budgeted 313.5 trillion on infrastructure. The Indonesian government aims for 
a 100% access to power and electricity by 2019. Municipal water projects are in the pipeline for 
investments. 

• Manufacturing – A low-wage economy where costs of production is low.  
• Consumption – Strong consumption base with a rising middle class population where 27 % are 

below 15 years of age – a sizeable young market.  
• Digital Economy – Aims to be the largest digital economy by 2020 with a growth rate of 15% 

year on year and an emphasis on E-commerce. Its market focus is on technology and start-ups. 

Market challenges 

• Political uncertainty  
• Protectionist policies 

Social development opportunities 

• Poverty – 11.2% of the population lives below the national poverty line. 
• Youth unemployment – 36% of the population above 15 years old is unemployed. 
• Infant mortality rate – 23 deaths of infants under one year old per 1,000 live births. 
• Utilities – 69% of the population has access to clean water and 81% of the population has 

access to electricity. (Source: Statistical data on poverty and socioeconomic development in Indonesia 
based on research by the Asian Development Bank, 2016)  

Social development challenges 

• Unequal access to quality education and healthcare 
• Lack of infrastructure causes production bottlenecks for sustainable growth and poverty 

alleviation 
• Shallow social safety net  
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IV. Expert Series  
a. Successful Selling on Social Media for Social  

Enterprises  

 

Advertising, marketing and public relations expert, Ogilvy & Mather shares insights on how social media 
platforms can be used for marketing and branding to generate sales for social enterprises. 

Step 1: Growing Followers  
Strategies to grow social media followers: 

Complete your profile – Provide detailed information about your social enterprise (i.e. about section, 
profile picture, types of products/services, mission, contact information, background story) to enhance 
brand awareness and engage your target audience.  

Run competitions – Competitions are a creative and fun way to attract more followers, gather consumer 
data and feedback, and widen consumer outreach. 

Boost Offline Traffic Drivers – Use offline traffic drivers such as flyers, events, product labels and word-
of-mouth to increase conversion rates. 

Boost Online Traffic Drivers –  

• Implement website integration: Integrating social media into your website to promote your 
online brand (i.e. make your content shareable with social share buttons, social login, social 
video etc.) 

• Influence engagement: Engage potential and existing influencers in your industry who are active 
on social media that can help you to attract new followers for your products/services (i.e. 
offering samples of your products/services to influencers). 

• Form industry partnerships: Leverage user base of other brands to expand own networks and 
form collaborations.  

 

 

 
Speaker 
 
Claire Lim 
Regional Director, Social@Ogilvy 
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Step 2: Engaging Followers  

Build your Brand with a Social Media Style Guide – Who you are, and who you are not? 

A social media style guide offers a clear and consistent guide for your business’s social media strategy. 
To create your own Social Media Style Guide, consider the following components: 

• Mission statement: Consider why your business exists and why you are on social media. 

• Audience persona: Consider your core audience on social media. 

• Brand voice and tone: Consider your brand voice (casual/serious/professional etc.) and tone 
(helpful/funny/authoritative etc.) 

• Branding elements: Consider consistency in brand identity (i.e. brand logo, colour palette, 
materials, signage, messaging etc.) 

Generate Content Pillars 

Content pillars anchor the way followers receive and engage in your brand content. Consider structuring 
your content in the following ways: 

• Upcoming events: Updated information about events on Facebook/website. 

• Past events: Summary and highlights with event photos. 

• Company news/announcements: Awards and recognitions, milestones (i.e. IPO, new branch 
openings etc.), new partnerships, company policy changes, employee management changes. 

• Industry trends: Industry insights and curated content on current trends related to your business. 

• New products and services: Product/service description and reviews. 

To capture your target audiences’ attention, consider using effective social media content such as GIF, 
graphics, photographs, videos and infographics.  
 

Step 3: Getting Business Results  
Social Ad Buying – when and how to apply social ads? 

• Stage 1: Awareness and customer acquisition. Focus on driving views of your content. Types of 
ad formats: 

o Facebook – Page post link ads, carousel ads, post engagement ads, canvas. 

o LinkedIn – Display/text/video ads, sponsored content, premium display, 
recommendation ads. 

o YouTube – Display ads, pre-rolls, overlay ads, skippable video ads. 

• Stage 2: Engagement, conversion and retention. Focus on interacting with users by boosting ads 
when you have reached a larger user base (i.e. drive target audience to book appointments on 
your site, answer queries). Types of ad formats: 

o Facebook – Page post link ads, carousel ads. 

o LinkedIn – Sponsored content, sponsored InMail, follow Company Ad. 

o YouTube – Display ads, pre-rolls, overlay ads, skippable video ads (<20s), sponsored 
cards.  
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Website Checklist 

• Check your website’s mobile friendliness 
• Retrieve page speed insights 
• Assess your website’s searchability 
• Install analytics 
• Vertical and horizontal navigation  

Planning Checklist 

• Set your Key Performance Indicators 
• Develop an integrated editorial calendar: marketing plans, holidays, new products 
• Plan the content development process 
• Set up a tracker for Google Analytics/Facebook Insights data 
• Organize database growth and maintenance  
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b. Adapt & Grow Initiatives  

 

Workforce Singapore shares its initiatives for Singaporeans to adapt to changing job demands and grow 
their skills.  

Reskilling for Jobs- Work Trial  

• Aims to strengthen the employability of Singaporean locals, especially the rank-and-file. 
• Eligible job seekers can gain experience through a short-term work stint and be offered 

employment to receive incentives of up to $1,1000. 
• Factsheet on the work trial can be downloaded from the following link: 

http://www.wsg.gov.sg/content/dam/ssg-wsg/wsg/programmes/reskilling-for-
jobs/employer/Work_Trial_Factsheet_20160923_1.3_V01Final.pdf 

Career Support Programme  

• Encourage employers to offer suitable job opportunities to mature Singaporean Professionals, 
Managers and Executives (PMETs) who are long term unemployed and/or made redundant for 
6 months or more.  

• Companies can receive up to $25,200 in salary support for up to one year when they hire PMETs 
who are retrenched or unemployed for six months of more, in jobs that pay at least $4,000  
Factsheet on the work trial can be downloaded from the following link: 
http://wsg.gov.sg/content/dam/ssg-
wsg/wsg/programmes/csp/CSP_Factsheet_20161001_PED_V03_Final.pdf 

WorkPro Programme  

• Encourage employers to implement age-friendly workplaces through job redesign and age 
management practices for older workers. 

• Companies can receive a grant of up to $480,000 to support the implementation of initiatives 
in the following areas: 

o Implement age management practices. 
o Redesign workplaces and processes to create easier, safer and smarter jobs for older 

workers. 
o Implement flexible work arrangements for all workers. 

 

 

 

Speaker  

Representatives from Workforce Singapore, 
(WSG)  
 

http://www.wsg.gov.sg/content/dam/ssg-wsg/wsg/programmes/reskilling-for-jobs/employer/Work_Trial_Factsheet_20160923_1.3_V01Final.pdf
http://www.wsg.gov.sg/content/dam/ssg-wsg/wsg/programmes/reskilling-for-jobs/employer/Work_Trial_Factsheet_20160923_1.3_V01Final.pdf
http://wsg.gov.sg/content/dam/ssg-wsg/wsg/programmes/csp/CSP_Factsheet_20161001_PED_V03_Final.pdf
http://wsg.gov.sg/content/dam/ssg-wsg/wsg/programmes/csp/CSP_Factsheet_20161001_PED_V03_Final.pdf
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• Factsheet on the work trial can be downloaded from the following link: 
http://www.mom.gov.sg/~/media/mom/documents/employment-
practices/workpro/factsheet-on-enhanced-workpro.pdf?la=en 

  

http://www.mom.gov.sg/%7E/media/mom/documents/employment-practices/workpro/factsheet-on-enhanced-workpro.pdf?la=en
http://www.mom.gov.sg/%7E/media/mom/documents/employment-practices/workpro/factsheet-on-enhanced-workpro.pdf?la=en
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c. Data Protection –  

What it means for a Social Enterprise? 

 

Overview of the Personal Data Privacy Act (“PDPA”) 
What is “Personal Data”?  

• Personal refers to data, whether true or not, about an individual who can be identified from that 
data; or from that data and other information to which the organization has or is likely to have 
access.  

o Note: your residential address is not considered personal data unless you can prove 
that you are the only person living in that home.   

• Personal data in Singapore is protected under the PDPA.  

What is the PDPA? 

• A data protection law that governs the collection, use, disclosure and care of personal data.  

Application of the PDPA 

• PDPA covers personal data stored in electronic and non-electronic forms.  
• Applicable to all private sector organizations regardless of size and scale. 

o Note: PDPA applies as long as you are dealing with personal data within Singapore, 
regardless of where you are geographically.  

• Generally not applicable to: 
o Any individual acting in a personal or domestic basis. 
o Any employee acting in the course of his or her employment with an organization. 
o Any public agency or an organization in the course of acting on behalf of a public 

agency in relation to the collection, use or disclosure of the personal data.  

Business contact information. This refers to an individual’s name, position name or title, business 
telephone number, business address, business electronic mail address or business fax number and any 
other similar information about the individual, not provided by the individual solely for his or her 
personal purposes. 

 

 

 

 

Speaker 
 
Benjamin Cheong 
Partner, Rajah & Tann 
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Data Protection Obligations  

9 obligations in the PDPA that an individual should comply with: 

• Consent – Organizations may collect, use or disclose personal data only with the individual's 
knowledge and consent (with some exceptions). 

o Consent can be express or deemed (i.e. Declaration of consent; “I hereby consent to 
your company….”). 

o Consent can be obtained in different ways (i.e. through consent forms, application 
forms, privacy policies for websites etc. 
 

• Purpose Limitation – Organizations must inform individuals of the purposes for the collection, 
use or disclosure of personal data. The purpose of the use and collection or disclosure of 
personal data must be reasonable- of which a “reasonable person would consider appropriate”. 

 
• Notification – Organizations must notify the individual of purpose(s) before collection, use or 

disclosure of the personal data. 
 

• Access & Correction – An individual has the right to obtain his/her personal data from the 
organization that has possession of it. He/she can ask what the organization has used the 
information for in the past one year upon the date of request.  

o Upon request of an individual, an organization is obliged to correct errors or omissions 
in the individual’s personal data.  
 

• Accuracy – Organizations must ensure personal data collected is accurate and complete. 
 

• Protection – Organizations must ensure protection of personal data by making reasonable 
security arrangements. 
 

• Retention Limitation – Discard the data immediately if it no longer serves a business or legal 
purpose. 
 

• Transfer Limitation – Organizations must not transfer personal data out of Singapore unless 
there is a comparable standard of protection for personal data in the foreign country where the 
personal data is transferred to. 

o Recommend to sign a data transfer agreement with overseas party to make sure it lists 
out its obligations under PDPA.  
 

• Openness – Organizations must implement necessary policies & procedures to meet 
obligations under the PDPA (i.e. develop a PDPA policy and making it available upon request, 
appoint a Data Protection Officer to respond to PDPA related complaints and make his/her 
business contact information publicly available.) 

 

Overview of the Do Not Call Registry (DNC)  

• The aim of the DNC Registry is to reduce the number of unwanted telemarketing calls, 
marketing text messages and faxes.  

• You may register in any of the 3 DNC Registers: 

o No Voice Call Register 
o No Text Message Register 
o No Fax Message Register 
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• Persons in breach of DNC rules are liable to penalties of up to $10,000 per breach, and up to 
$1,000 in composition fines.  

• The DNC Registry focuses on calls and messages of commercial nature sent to consumers. 
Messages that that promote charitable or religious causes; personal messages sent by 
individuals; public messages sent by government agencies; and political messages will not be 
covered under the DNC provisions.   

Tips on complying with the DNC provisions  

• Obtain clear and unambiguous consent (i.e. do not bury consent information in T&C, do not 
pre-tick boxes/ allow clients to opt in consent checkboxes rather than opt out).  

• Check DNC register before making the call and do not conceal the identity of the caller. 

 

Challenges of Complying with the PDPA 

Tighter rules and stronger enforcement trends 
 
The PDPA is expected to come in full force as the legislation is growing in its maturity. Fines are only 
going to get heavier.  The Government is also especially concerned about the DNC more so than other 
obligations. It is thus important for social enterprises to prepare legal proof and seek consent from all 
involved parties 
 
Future Complaints Expected 

Social enterprises should be prepared for more and diverse complaints in future as people are 
increasingly aware and informed of their personal data rights under the PDPA 
 
Tips on Creating a Successful PDPA Policy 
The PDPA took effect in phases since 2013 and as the regime matures, we expect to see tighter rules 
and stronger enforcement trends. Social enterprises should be aware of its obligations under the PDPA 
and constantly review its internal personal data protection policies and practices to ensure compliance 
with the PDPA and avoid incurring any legal liability.  

It is recommended to adopt the following best practices on data practices:  

• Be discerning of the personal data you retain.   
• Be selective in the transfer of personal data.  
• Opt in, Not Opt Out. Get clients to opt in their consent rather than opt out of it when 

broadcasting marketing messages.  
• When in doubt, call the DNC and adhere to its obligations.  
• Appoint a data protection officer. 
• Train & educate staff on privacy issues. 

  



22 
 

d. Growing Your Purpose Driven Talent Through  

Employee Engagement 

 
Google shared insights on how companies can use social impact and volunteer programs to build talent, 
cultivate new leaders and scale their social impact in society. 

Understand and support your employees  

• Understand their motivations for work.  
• Support employees who want to make a difference in the world and crave purpose in their work. 
• Engage your employees by identifying how they are uniquely qualified to positively impact 

some of the world’s most challenging issues. 

Develop employees’ leadership skills  

• Engage employees in social impact and volunteer programmes to develop their leadership skills 
so that they are better equipped to scale their social impact in society. 

• Examples of Google’s social impact initiatives for employees: 
o GooglersGive – Google workplace giving programme  
o Google supports me –Sponsoring employees to volunteer overseas.  
o Google Ambassadors – Providing volunteer opportunities for employees to work with 

non-profits/for-profits. 
o Global Leadership Programme –Providing overseas voluntary opportunities.  

Create a culture that is socially-driven  

• Make giving and volunteering core to the company’s culture and encourage greater citizenship 
both inside and outside of the office  

• Be honest and transparent with each other. This will help to build a better culture overall.  
• Take advantage of your networks and leverage on their skills to amplify social impact.  
• Engage employees from all levels (i.e. company, team, personal). 
• Create measurable goals that are aligned with the company’s social mission.   
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e. Don’t Bury the Lead!  

 

Rice Communications shared insights on effective ways to establish a positive image for your 
organization.  

Knowing your target audience (WHO?)  
• Define your target audience – Be specific in targeting your audience (i.e. people who are critical 

to your business’s success). 
• Understand your target audience – Research and gather information about your target 

audience. 
• Set your desired course of action – Is the piece of information relevant to your target audience? 

 

Choosing your media platforms (WHERE?) 
• Identify media platforms where your target audience engage in – i.e. Bandwagon attracts music 

lovers/ TheEdge attracts business leaders. 
 

Crafting your news content (WHAT?) 

• Define the newsworthiness/content of your news by adopting news values – i.e. timeliness, 
impact, prominence, proximity, novelty/human interest. 

• Construct a key PR message  
o Establish product market fit by (i) establishing the relevance and importance of your 

company and (ii) defining your company’s role and impact – i.e. show how your 
company fills market gaps. 

o Differentiate your company’s products and services by highlighting your company’s 
credentials, thought leadership and product uniqueness. 

• Develop your story 
o The lead – Do not bury the lead. Provide the audience with the most 

interesting/attention grabbing news content at the beginning rather than at the end of 
the news story. 
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Account Manager, Rice Communications  
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o The story – address the “meat” of the story and paint the full picture. Use 4-5 
paragraphs to explain the “why” and the “how”.  

o The background – put your story into perspective by contextualising your story with 
current trends, historical milestones and references.  

 

Pitch for media interest (WHEN & HOW?) 

• Send out your pitch via press release or email pitch 
o Craft a catchy headline or email subject line. 
o Disseminate your pitch immediately to ensure timeliness and strategically to avoid peak 

periods (i.e. send them out on post Monday morning to avoid peak periods). 
 

• Engage in follow-up phone conversation  
o Ideal times to speak to a journalist – between 10 am to 12pm and 2pm to 5pm. 
o No calls after 5 pm unless there is an emergency. 

 
• Arrange an interview  

o Identify the parameters of your conversations. 
o Any red flags or off-the-record territories should be internally identified ahead of time. 
o Prepare a list of difficult questions and possible answers. 
o Put together briefing notes for yourself, not for the journalist. 
o Choose a conducive environment for the interview. 
o Photographers should brief interviewees on appropriate dressing. 
o When in doubt, do not answer.  

 
• Follow up with the journalist  

o Catch up with your reporters after the interview to build good rapport. 
o Do a fact check with journalists for clarification purposes.  
o Copy the News desk to avoid getting lost in the mailbox. 
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f. Design Thinking for Emerging Social Needs in  

Singapore  

 
What is Design Thinking? 

Design thinking is about the language of the user. Grounded in empathy and understanding the needs 
of users before brainstorming and designing solutions, design thinking is an innovative tool for social 
enterprises to bridge gaps and address unmet social needs.  

Ways to Approach Design Thinking  

Taking a human centric approach in design  

• Put people at the center when developing solutions – incorporate a human perspective in all 
steps of problem solving, from ideation (observing problem within context) to implementation 
(creating user-friendly solutions).  

• Focus on the users’ perspective/experience by understanding their needs and requirements.  

Design thinking rooted in empathy  

• Understand users’ needs and wants before designing care-giving solutions 
• Engage in field work to immerse yourself in your clients’ lives to understand them better.  
• Be sensitive to your clients’ emotions and consider them in your design process. 
• Example – re-thinking design of family courts  

o Courtrooms are usually distressing for court-users, victims, families and children. To 
create a more calming and peaceful courtroom environment, a family court judge 
created a children’s playroom near the courtrooms to facilitate easier childcare and 
better emotional management for court-users.  

Understanding the relationship between user and environment  

• Relationships are not just privy to people and studying the relations between the user and 
his/her environment is a crucial starting point to innovation and design thinking. 
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Incorporating Design Thinking as a Culture and a Way of Life 

Create Natural Touch Points  

• Creating natural touch points between vulnerable communities and the public.  
• Example – A school hiring a wheelchair-bound librarian provides opportunities for children to 

meet and understand person with disabilities naturally, thus instilling empathy from an early 
age.  

Empathy-Driven Education  

• Another suggestion is for sign language to be offered as a third language in schools. Not only 
does it facilitate easier communication, it fosters social inclusiveness, instills empathy in 
students and thereby strengthens the spirit of the community. 

Reframing Social Issues 

• Reframing social issues to bring about a mindset change which fosters a culture of social 
inclusiveness.   

o i.e. Reframing disabilities through design in a way that reduces product stigma and 
product divide between disabled and public users – avoid persons with disabilities 
being stigmatized for the “special” products they use.  
 

• Designing inclusive products that cater to the special needs of persons with disabilities while 
benefitting the masses  

o i.e. designing products for persons with an impaired arm may also be a solution to 
assist parents who have to carry their child whilst performing daily activities. 
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