
SOCIAL IMPACT MEASUREMENT




Executive Summary
This report is concerned with the social and environmental impacts of Belu Water, a UK social enterprise that sells bottled water and filtration products and gives 100% of its net profits to WaterAid.
Using a narrative structure based on the Social Audit Network's (SAN) framework, this report evaluates the mission, resources used, operations, and impacts on beneficiaries associated with the activities of Belu, along with its wider impacts on society. This analysis is informed by theories around social enterprises, the three pillars of sustainability (triple bottom line), and stakeholder perspectives. The findings of this analysis indicate that Belu's approach, which focuses on using strategic partnerships to create positive environmental impacts, contributes significantly to seeding messages related to clean water access globally and creates markets that support sustainable consumption. Based on the overall findings, Belu has effectively developed a sustainable production model that is committed to providing long-term social value and ethical production.







1. Introduction
The mission of Belu Water is to change the bottled water industry to demonstrate that a successful business can operate with minimal environmental impact and generate maximum social value. Unlike traditional bottled water companies that seek to maximise profitability, Belu's social mission provides a framework upon which to operate so that all profits go directly to WaterAid, while working to reduce the ecological footprint of bottled drinks.
Belu Water has been able to demonstrate how a social enterprise can create positive environmental and global development outcomes by leveraging market mechanisms. Research about Hybrid Social Enterprises provides insights into how mission driven business models can be integrated to achieve social goals and finance sustainable business (Lee, 2015). Belu exemplifies this integration through the way sustainable practices are embedded into its business operations while the use of commercial trading enables funding for international development. This report presents SAN informed narrative section headings to demonstrate Belu's Social impact: how Belu converts its resources and relationships into quantifiable Benefits.
Mission, Strategy, and Social Enterprise Model
Belu's Mission is focused on minimising environmental impact within the water sector and providing increased access to Safe Drinking Water worldwide. Belu’s Strategy is comprised of; sustainable production, leadership in the marketplace and long-term partnerships with WaterAid.
Belu follows the Principles of a Social Enterprise Business Model, deriving the great majority of its profits through commercial activities, with social benefits as the primary purpose, rather than shareholder profit. The Business Model Canvas for the social enterprise demonstrates that there is an essential need to integrate the purpose, stakeholder relationships and environmental commitment into the value proposition (Sparviero, 2019) of the business. Belu's business incorporates these principles through its provision of Low-Carbon, 100% recycle products and by directing most of the profits from its products to charitable impact.
Belu's Competitive Advantage derives from the alignment of its products with sustainable values, with consumers becoming increasingly aware of the environment. The Triple Bottom Line provides a framework for organisations to measure their performance against three elements: People, Planet, Profit (Arowoshegbe et al., 2016). Belu addresses each of the three elements, thereby positioning itself as an ethical leader in the marketplace for sustainable consumption.
Stakeholder Engagement and Resources
Belu uses multiple Stakeholders to engage: 
· WaterAid, its long-term impact partner.
· Commercial hospitality businesses, who retail Belu products.
· Suppliers, including packaging manufacturers.
· Employees, who manage the day-to-day operations and relationships with other stakeholders.
· Environmentally and socially conscious consumers.
· The Communities; both local and global that WaterAid assists.

The Stakeholder Theory contends that the creation of value occurs due to the actions of multiple stakeholders, and by providing ways to engage Stakeholders to improve upon the legitimacy and sustainability of the organisation (Wang, 2024). Belu provides a transparent profit-sharing model with WaterAid. This improves trust among all stakeholders as well as clarifies the objectives of Belu's business' social purpose.
The main resources Belu uses to operate include:
· Financial revenue through product sales.
· Sustainable brand perception for an ethical business.
· Environmental knowledge which assists designing products.
· Established partnerships for easier distribution and greater visibility.
· A strong workforce consisting of sustainability experts and supporting staff.
Hussain et al., 2024, indicate that through a resource-based perspective, strong relationships and mission-driven marketing represent critical success factors for generating social impact for social ventures. The resources available to Belu enable it to combine business success with a meaningful impact on a community.
Delivering Social Value
Belu has developed social value through it delivery of fulfilling its operations within the SAN categories of activities and outputs and shows its narrative explanation format.



Sustainable Product Design
Belu entered the market early on with eco-friendly materials in the bottled water sector. The following characteristics apply to its products:
· 100% recyclable.
· Produced with lightweight and carbon reduced materials.
· Designed using the circular economy model.
Research has shown that having an environmentally sustainable product design within an organisation's operations improves its entire performance and can lead to improvement in industry behaviour (Gimenez et al., 2012). Belu's product innovations encourage others in the bottled water business to implement environmental sustainability principles into their designs.
Profits Donated to WaterAid
The company donates all net income to WaterAid and thus, supports the implementation of projects that encourage access to clean drinking water, sanitation and hygiene worldwide. This occurs through a business model transformation, whereby donations an organisation can directly impact its social outcome (Reficco et al., 2021).
WaterAid and Hospitality/Retail Partnerships
Belu's products are distributed throughout the hospitality sector. By engaging consumers through visibility, the organisation helps to create awareness of Ethical Consumption and encourages Kiwis to make sustainable decisions in the hospitality industry, a sector with historically high levels of waste.
Transparency in Operations
Belu publishes annual impact reports outlining its environmental performance results, carbon reductions generated, contributions to profits and WaterAid. Transparent reporting aligns with the SAN principle of accountability and participatory evaluation (Costa & Andreaus, 2021).
Change in Beneficiary Experiences
WaterAid is the primary beneficiary of Belu’s efforts, with direct benefits being:
· Increased access to clean water: WaterAid-funded projects that Belu funds provide access to water and sanitation facilities as well as hygiene education. Improvements in these areas directly impact health, quality of life and education.
· Empowerment of Communities: Communities that have clean water gain empowerment through better health and more time to engage in economic activities. The ability to participate in the economy and have access to clean water creates long-term developmental benefits at the community level that are more than just health (Nogueira et al., 2022).
· Behavioural Change and Awareness: By raising awareness around the physical and environmental attributes of their products, Belu has an indirect benefit to consumers. Consumers are encouraged to make more informed decisions about their consumption habits, demonstrating that social enterprises can help shape ethical consumption behaviours.
· Impact on the Industry: By adopting Belu’s products, hospitality businesses are decreasing their overall environmental impact as a result, contributing to sustainability throughout the industry. This supports research that concludes that hospitality operators that incorporate sustainable practices improve their competitive advantage (Schulz & Flanigan, 2016).
Broader Social, Economic and Environmental Impact
BELU's Long-Term Effects Go Beyond the Immediate Effects of its Programmes.
Impact on Environment
Belu operates by using innovative products to reduce carbon and minimise waste. It has been shown that being environmentally responsible provides a competitive advantage while providing systemic change to the entire supply chain. This shift is moving away from the use of plastic bottles within the bottled-water industry (Khan et al., 2023).
Impact on Economy
The money raised by Belu is used to fund socially responsible, global economic development projects aimed at increasing economic participation within low-income households. By increasing access to clean drinking water, health care costs are reduced and productivity within the labour force increases.
Social
Belu’s partnership with WaterAid results in decreased illnesses, increased school attendance and improved standard of living, these results will have an impact long after the partnership ends, relating to how social enterprises are expected to contribute to the global development goals.

Market/Institutional Influence
Belu’s successful model represents an example of how businesses can operate effectively without retaining profit. In addition, it has influenced the way companies define corporate social responsibility (CSR). This also reinforces the increasing pressure on institutional sustainability (Pasamar and colleagues (2025)).
Leadership in Industry
Belu has blazed a trail by challenging traditional packaging and distribution methods of the bottled-water industry. As a pioneer in the production of sustainable bottled water, Belu has created industry benchmarks and developed innovation throughout the entire sector.
Discussion/Implications
Belu demonstrates the potential for social enterprises to merge environmental sustainability and global development goals within a commercially viable framework. Thus, the following implications emerge:
· Strong partnerships create social impact and demonstrate the value of collaborative models.
· Environmental innovation increases competitiveness and validates brands.
· Allocating profits transparently engenders trust in stakeholders and aligns mission with profitability.
· The application of triple-bottom-line practices will ensure long-term sustainability and ongoing influence within the industry.
Belu will have to navigate the challenge of competition in the marketplace and the environmental impact of its packaging; however, its long-term strategic positioning provides Belu with the credibility to be the leader in an ethically produced market.
Conclusion
Belu Water typifies success as a social enterprise; it provides quantitative and tangible socio-economic-environmental impact. Its mission-driven business model drives social responsibility, is supported by strong partnerships, and is dedicated to sustainability; through these efforts, Belu is an integral player in global access to clean drinking water and reducing ecological impact. The SAN analysis frames Belu as the optimal enterprise to leverage resources and provide meaningful outcomes to beneficiaries while also having long-lasting societal impacts. Belu offers significant opportunities to align commercial efforts with responsible the high-impact global development goals.
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