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i. Abstract  

SINGA Lyon is a non-governmental organization with a basis of creating social links between 

refugees and local citizens to foster a more inclusive society where diversity is appreciated as a 

source of richness. To grow as an organization, as well as to secure vital grants and resources, 

SINGA Lyon requires accurate and descriptive ways to assess their social impact. The goal of 

this project was to identify methods to quantify SINGA’s social impact within seven weeks that 

would be user-friendly and cost-effective. Using a comprehensive approach through numerous 

interviews, focus groups, and surveys, our team was able to determine key performance 

indicators that demonstrate social impact measurement specific to SINGA Lyon. By researching 

different methods, our team suggested three different strategies to help the organization in 

quantitatively determining their social impact including using pre and post surveys, launching 

Salesforce within the organization, and an option for the creation of a platform specific to 

SINGA Lyon through a major qualifying project by students at Worcester Polytechnic Institute. 
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ii. Executive Summary  

As of 2021, there are roughly 7 million documented immigrants living in France, comprising 10% 

of the population; despite the fact, immigrants still have trouble finding acceptance from French 

communities (INSEE, 2022). In France, the term nouveaux arrivants refers to those who have 

just arrived to a new community and applies to anyone who has come from another country, city, 

or even neighborhood. Nouveaux arrivants can be very well-qualified or even over-qualified for 

the jobs which they seek but are often faced with rejection based on religious, racial, or cultural 

grounds as well as linguistic barriers (Duguet et al., 2009). This can lead to problems with 

acquiring a job and building social connections and meaningful relationships with others.  

SINGA Lyon was founded in 2016 with the purpose of creating social connections between local 

citizens and new arrivals. As an organization focused on valorizing diversity and removing 

stigma barriers against refugees, they organize several events that allow people to come together 

regardless of background. As many immigrate to France seeking asylum, they often arrive alone 

and remain in solitude. By being secluded from society, many do not develop necessary skills to 

transfer their previous life to their new setting. SINGA wants participants to gain the self-

confidence to be able to get a job and to find a community they can place themselves in.  

In the past few years, SINGA Lyon has expanded from a couple of people to thousands within 

their network. With this expansion follows the question of how impactful their organization is 

and how their social impact can be quantified; our team was tasked with providing SINGA Lyon 

methods to understand their social impact. As a non-governmental organization, they heavily rely 

on grants from private holdings with the Fondation de France and the Institut de France being 

the two most widely recognized in the country. With quantitative data to show their social impact, 

this can be added to grant proposals or shown to potential donors that showcases how their 

organization is benefiting society. By using a mixed methods approach, we identified some 

relevant key performance indicators that correlated to their overall social impact. 

Methodology   

Our first objective focused on understanding the core values and primary motivations of SINGA 

through document analysis and interviews with SINGA leaders. Using document analysis, we 

identified common recurring themes within important documents provided to us through SINGA. 
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We conducted three semi-structured interviews with SINGA leaders both local and global. 

Within these interviews we asked questions about SINGA’s goals and important beliefs to obtain 

a stronger understanding of SINGA’s values narrowing our scope of key performance indicators. 

The second objective was framed to grasp participant experiences through participant 

observation, a focus group, interviews, and surveying. Our group attended 18 events in total and 

took note of values presented through activities, perceived retention rates, and the relationships 

between SINGA volunteers and participants. We organized one focus group encouraging 

discussion about their specific experiences with SINGA and ways that they have felt impacted. 

Besides carrying out some fruitful conversations amongst members and volunteers, we 

administered a survey to distribute to SINGA participants to gather additional quantitative data 

using the key performance indicators hypothesis that we identified previously. This multi-method 

approach allowed us to get a thorough grasp on the experiences of SINGA participants.   

Our final objective was to identify SINGA’s resources and assess their capacity for tools that 

measure social impact through interviews and media analysis. With the previously mentioned 

interviews with SINGA leaders, we were also able to ask questions about struggles/challenges 

they currently face, what information they would like to see gathered, and current resources they 

have that we could utilize to create these metrics. Using media analysis, we were able to gather 

an understanding of their current demographic and reach through social media. The information 

received from these methods was crucial to creating recommendations catered towards SINGA’s 

needs, but also staying realistic to their resources. 

Results and Analysis 

To understand SINGA’s core values and motivations more deeply, we used participant 

observation, interviews with SINGA leaders, and document analysis. By doing so we identified 

that SINGA’s main objective is to support the construction of a more inclusive society that 

enables success no matter what background whilst building social links between nouveaux 

arrivants and local citizens. They work heavily with asylum seekers and refugees aiming to 

reduce stigmas, allowing everyone to exist in an equitable space where they can succeed within 

an unfamiliar environment. Indicators identified within this objective were self-confidence and 

connections. 
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Our second objective consisted of grasping participant experiences and perspectives. We 

attended 18 events with the largest areas of impact identified being: fostering social connections, 

improving language skills, and a general sense of self-confidence to complete daily tasks. Within 

the focus group discussion further emphasis was placed on the significance of social connections 

facilitated by SINGA Lyon. Similarly, the survey conducted among active SINGA Lyon 

members provided quantitative data on participants' experiences and feelings toward SINGA 

Lyon. Although the response rate was limited, the feedback received indicated positive responses 

overall, validating our initial findings about SINGA’s impact on participants' self-confidence, 

language proficiency, and social connections. Furthermore, we performed Natural Language 

Processing analysis of the interviews transcripts that allowed us to identify frequency of themes 

and relevant categories that aligned with our previous hypotheses. 

To accomplish our final objective and identify SINGA’s resources and assess their capacity to 

measure social impact, we performed media analysis and some strategic interviews with SINGA 

leaders and volunteers. We analyzed SINGA Lyon's online presence and social media metrics to 

assess their reach and engagement with the intended audience. The analysis revealed insights 

into follower demographics, post reach and user engagement, showing a potential correlation 

between online presence and event attendance. In parallel, the interviews with leaders revealed 

the struggles to quantify the newcomer's presence in the community to serve their needs more 

effectively. Indicators that measure quality and feelings of people in different aspects when they 

join SINGA were missing. More data related to job creation, retention rates, budget allocation 

and effectiveness of different events was lacking. Conversations with volunteers shed light on 

the challenges to implement efficient forms to gather personal data, mainly due to tracking issues 

and language barriers. 

Recommendations   

The most cost effective and efficient way for SINGA to gather data from their participants would 

be using pre and post surveys to be administered monthly and tailored to specific events. The 

three key performance indicators measured using these surveys would be the level of social 

connections, the proficiency of the French language, and the level of confidence in finding work. 

Surveys would be given before and after a series of workshops, to show what participants gained 

from their experiences. Participants would be asked how long they had been attending SINGA, 
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to show the increase in their friendships, knowledge of French, and confidence, based on time. 

These surveys should be able to provide specific scores in these three focus areas that can be 

compared across time. 

Another key performance indicator that would be helpful for SINGA to measure is their retention 

rate. Salesforce is a platform that can be integrated with other features to monitor attendance and 

keep track of other data found from surveys. This software would require more time and money 

to start using but would be able to meet more needs of SINGA. Salesforce can be used to connect 

with donors and volunteers, as well as keep track of participant data. This platform would be 

more difficult for SINGA to start using, as someone with prior experience with similar platforms 

would be needed to organize and manage the website; however, there are other SINGA locations 

utilizing Salesforce, so employees from Lyon may be able to connect with them. 

The most customizable and effective way for SINGA to measure their impact would be through 

the help of a major qualifying project with WPI. A team of computer science, data science, and 

cyber security students could develop a platform for SINGA, to meet all the needs of the 

employees and their donors. The research collected on the needs of SINGA would be given to the 

new team of students to understand which key performance indicators were most important to 

SINGA. This website would have the same functionality as Salesforce but would be easier for 

SINGA to customize and use. Although this option seems to best fit the needs of SINGA, it 

would be the hardest to implement, as getting the project approved with WPI would take time. 

This is our long-term goal and recommendation for SINGA, while advising the above simpler 

options in the meantime. 

Conclusion 

SINGA Lyon has succeeded in promoting social diversity, reducing stigmas towards refugees, 

and creating social connections. Their organization has grown significantly throughout the last 

few years, creating the need to quantify their social impact. This project's aim was to give 

SINGA Lyon a set of potential methods that could be used to measure their social impact to be 

used when applying for grants and other funding. To do this, key performance indications were 

identified through interaction with the leaders and participants of SINGA Lyon. As our 
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recommendations differ in implementation timing, leaders of SINGA Lyon have the option to 

utilize methods as they see fit to capture their social impact. 
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1. Introduction  

Immigration is a complex issue that affects people worldwide. There are many reasons why a 

person chooses to immigrate; political conflict, war, racial or religious discrimination, financial 

struggles, or reuniting with family. Immigration can be a controversial topic with positive and 

negative impacts on each respective country. Some authors argue that immigration can provide 

cultural diversity, new skills, or perspectives to a country. Boosting economic growth or 

increasing the workforce are other benefits to embracing immigration. Conversely, some 

countries do not have the resources or facilities to welcome the increasing rate of immigrants 

into the country which can often lead to poverty and housing struggles for other citizens. 

These varying consequences create conflicting opinions on immigrants among native populations. 

Whereas some countries embrace their immigrants and have programs and resources established 

to help them with such a drastic transition, others do not. In many countries, immigrants are met 

with hostility and negativity. They can face discrimination, social exclusion, struggle with access 

to job opportunities, and an inability to obtain basic resources.  

As France’s immigration rate increases, the topic of diversity has been highlighted in terms of 

both policy and within the workplace. A nonprofit organization, SINGA, is geared to help new 

arrivals in their adjustment to their new lives in a foreign country. SINGA’s goal is to build a 

society rich in diversity, where everyone, regardless of their origin, can fully realize their 

potential. SINGA has tasked our team with identifying performance indicators to measure their 

social impact to understand internally areas of how workshops may be improved as well as 

demonstrating impact to organizations providing funding. Our work will allow SINGA to assess 

their strengths and weaknesses to adapt current strategies accordingly. 

By exploring different views on immigration, policies, diversity, and language accommodation, 

the goal of this section is to understand the complexities with immigration and migrants. Within 

these topics, supporting data will be presented to introduce the need for evaluation and resources 

to aid the transition of newcomers into French society. Furthermore, to understand SINGA’s core 

values and motivations, identify available resources, and grasp participant experiences, several 

methods will be used including document analysis, interviews, and focus groups.  
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2. Background  

Over the past 10 years, immigration into Europe has increased exponentially due to several 

factors such as economic opportunities, family reunification, and humanitarian reasons 

(Krzyzanowski et al., 2018).  The 2015-2016 refugee crisis, globally known as the Syrian 

Refugee Crisis, involved 1.3 million seeking asylum within the protected borders of Europe 

(Ostrand, 2015). Since then, the ongoing conflict between Russia and Ukraine has caused 

another refugee crisis with approximately 3.1 million Ukrainian residents seeking asylum in 

neighboring European countries (Rahimi, 2022). With the large influx of non-native residents, 

this has caused a dramatic shift within demographics and a massive economic strain on Europe 

(Krzyzanowski et al., 2018). In 2022, about 1 million individuals seeking asylum exceeded the 

number in 2021 by over half (Eurostat, 2023).  

 

2.1 Immigration to France  

In 2022, the French National Institute of Statistics known colloquially as INSEE, recorded 1 in 

10 of the French population to be foreign born out of the 67.75 million total. With the 

demographics of the nation shifting, there is a growing need for increased resources available to 

immigrants (Nardon, 2017). The timeline and profile of immigrants have changed immensely in 

the past few years as well as the political climate of the world (Pascual, 2023).  

As France becomes increasingly diverse, on a national scale, there have been initiatives to 

highlight ethnic diversity such as the Intercultural Cities Program, which promotes intercultural 

policies to increase inclusiveness; however, the discourse of diversity within France is 

multifaceted making effectiveness variable. Due to social vulnerabilities and stigmatization, 

immigrants often struggle to find employment (Zholudeva and Vasyutin, 2022). Moreover, 

fringe far right and even centrist political parties have started to hold their stances on 

immigration as many view immigration as a threat to national identity and French secularism 

(Boubtane, 2022).  

One of these leaders is Marine Le Pen who proposed an immigration referendum in 2021 to limit 

access to French citizenship as well as access to asylum if elected president to which she moved 

forward to the second stage of the presidential election. Le Pen, daughter of former president 
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Jean-Marie Le Pen, is a current member of the French National Assembly and has run for 

presidency in 2012, 2017, and 2022. Although losing to popular vote, the current political 

climate is favoring Le Pen for future election. As France decreases in financial security for its 

citizens as shown by the pension reform from President Macron in January of this year, Le Pen’s 

proposals become increasingly popular.  

2.2 Immigration Laws in France  

At the turn of the 19th century, France was beginning to industrialize, but lacked the labor 

population to do so following the French Revolution (Chemin, 2023). To support 

industrialization, immigration was encouraged welcoming immigrants from other European 

nations such as Belgium, Spain, and Italy. From this period to the mid-1970s, French 

immigration law favored migrants; however, policies began shifting due to the severe influx of 

migration from North African countries and the economic crisis of the 1970s (Weil, 1994). 

Between 1974 and 1988, France pushed five laws addressing illegal immigration and the 

permittance of new immigrants, false promises of equality to migrants regardless of background 

and attempts to differentiate among immigrants based on their assimilability (Weil, 1994). Since 

the 1980s, 29 immigration bills have passed. Immigration laws are not only difficult to 

understand for migrants but French natives as well. If an immigrant does not understand the laws 

which benefit them when they enter a new country, they can be taken advantage of (Le 

Défenseur des Droits, 2016).  

 

The constant shifting immigration laws in France make the process of immigration far more 

difficult, especially for those who do not speak French (Le Défenseur des Droits, 2016). While 

there are a multitude of organizations available to aid migrants, it can be difficult to find, for 

example, if a person does not have access to the internet or access to a social worker who speaks 

their language. Furthermore, a lack of translators during the immigration process can be 

frustrating and exhausting for both migrants and social workers, as neither can communicate 

with one another thus, the process is further lengthened. Furthermore, court proceedings may 

require a translator, which can be mistranslated; whether being syntax, cultural differences, or a 

character language in which one character has multiple meanings. With a lack of properly trained 
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translators, serious court appearances can be riddled with miscommunication which affects the 

fate of a migrant (Stuber, 2020).  

 

2.3 Asylum in France  

As France has locational proximity to areas of conflict, it is a destination that many seek and has 

been considered one of the main countries of destination for refugees in Europe (UNHCR, 2023). 

The process of seeking asylum in France can be daunting for newcomers as there are many steps 

done with different organizations. To commence the process, the first step is to meet with 

SPADA. SPADA stands for “Structure de Premier Accueil des Demandeurs d’Asile”, which 

means “Initial Reception Establishment for Asylum Seekers”. Their job as the first contact is to 

register a person's information for the asylum-seeking process and connect the person with the 

secondary office GUDA (OFPRA, 2023).  

GUDA stands for “Guichet Unique de Demande d’Asile” which means “Dedicated Asylum 

Application Service Center”. GUDA contains both prefecture and OFII agents, prefecture agents 

are people dedicated to that specific prefecture (district) of France, whereas OFII agents work 

with the state and help migrants and asylum seekers integrate within their new environment. The 

first step is meeting with a prefecture agent to register an asylum application, validate 

information transmitted by SPADA, give fingerprints, and an individual interview (OFPRA, 

2023). The OFII agent will then identify any vulnerabilities, look for housing, and assess your 

rights as an asylum seeker.  

Once successfully registered, an application can be sent to OFPRA (Office Francais de 

Protection des Refuges et Apatrides) for review. OFPRA aims to review the applications they 

receive as soon as they can, but unfortunately this process sometimes takes over 6 months 

(OFPRA, 2023). During this time, the applicant may experience anxiety and uncertainty about 

their future. However, it is important to note that there are resources and support available to 

help individuals through the process. After the review process, OFPRA will either grant or deny 

the application. If the application is granted, the applicant will receive a valid resident card for 

either 10 years (for refugee status) or a maximum of 4 years (for subsidiary protection and 

statelessness), which is renewable. If the application is denied, the applicant may appeal to the 

CNDA (Cour Nationale du Droit d'Asile) within a certain period. 
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Overall, the asylum application process in France can be a challenging experience. However, 

with the assistance of the various organizations involved and the support of resources available, 

applicants can navigate the process and seek the help and sanctuary they need. 

 

2.4 Job Finding and Language 

The French labor market faces challenges and disparities in job search, particularly for 

immigrants. In 2019, the internet usage for job search varied based on formal education, with 12% 

of users with low formal education, 18% with medium formal education, and 21% with high 

formal education utilizing the internet for job search (Eurostat, 2023). However, it is important to 

note that specific data on the usage of online job search platforms by immigrants is limited and 

warrants further exploration.  

Furthermore, a 2022 survey highlighted a significant gap in online job search behavior between 

lower-income and higher-income respondents, with half of lower-income individuals using the 

internet for job search compared to 20% of higher-income individuals. The unemployment rate 

remains higher among immigrants in France compared to non-immigrants. Survey data spanning 

from 2006 to 2020 reveals that the job search rate was 7.4% for non-immigrants and 12.9% for 

immigrants (Statista, 2022).    

Additionally, many empirical approaches confirm the existence of labor market discrimination 

based on age, origin, gender, sexual orientation, religion and disability in France. A quarter of all 

French people say that they have experienced discriminatory behavior in the last five years 

(Batut & Rachiq, 2021). Efforts to address these challenges include integration programs 

provided by the French government, such as language courses and vocational training, aimed at 

supporting immigrants in acquiring necessary skills and adapting to the local job market (French 

Ministry of the Interior, 2021). Online platforms like Pôle emploi (www.pole-emploi.fr) and 

LinkedIn (www.linkedin.com) offer job seekers opportunities to access job listings and connect 

with potential employers, serving as valuable resources for immigrants.  

 

2.5 NGOs in France  

There are three main ways in which non-profit organizations in France can apply for sponsorship 

and funding. The leaders of the non-profit can ask a company to sponsor a specific event, start a 



 

   

 

２０ 

 

partnership with a sponsorship company, or open an account with a larger organization. The two 

most widely known companies in France are the Fondation de France and the Institut de France, 

both recognized by the French government (Sauvanet, 1999).  

Frequently, non-profits and their sponsors prefer to develop a partnership and work together for 

many years. In this arrangement, a sponsor requires more information from a non-profit, 

including legal and fiscal specifics. In return, a sponsor can be more involved and provide more 

support to an organization (Deckert, 2010). Additionally, the owners of non-profits often try to 

heavily involve and support their employees. These employees are able to help decide company 

policies and select projects on which the company will focus its efforts (Sauvanet, 1999). This 

large partnership between the leaders of a non-profit, their sponsors, and their employees helps 

start-up organizations to run smoothly. However, in order for this arrangement to work, the 

company must have concrete policies and metrics that can be shared among everyone in charge.  

 

2.6 Goals of SINGA Lyon 

The focus of SINGA Lyon is to create an inclusive society by giving new arrivals access to the 

same opportunities as local citizens. The right to move or go to another country is a global ideal 

that many countries possess, including France and the United States. However, many of the 

immigrants who frequent SINGA have come from North African or Middle Eastern countries, 

where they were not allowed to move around freely. Thus, the first goal at SINGA is to give 

these new arrivals access to a place to stay and to start the asylum-seeking process. For people 

who have already completed their papers and been given the right to stay in France, the next 

obstacle they face is finding work. SINGA takes into consideration the unique experiences and 

talents that immigrants possess. They help people express themselves through entrepreneurship 

or by finding a job that is equal to their previous qualifications. As the asylum and inclusion 

process looks different for each immigrant, SINGA has yet to develop a system to quantify their 

success. In order to offer more resources to new arrivals, SINGA must apply for funding from 

companies, such as the Fondation de France. These sponsorship companies seek more specific 

data regarding SINGA’s impact before supplying funds. This project aims to provide SINGA 

with tools to measure the impact they have had on both new arrivals and the local community.  
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3. Methods  

The goal of this project is to identify relevant metrics and methods to assist SINGA Lyon in the 

assessment of their social impact. To achieve this, the following objectives were identified:  

1. To understand the core values and primary motivations of SINGA.  

2. To grasp participant experiences attending SINGA events.  

3. To identify SINGA’s resources and assess their capacity for tools that measure impact. 

3.1 Understanding Core Values  

A mixed-methods approach will be used to identify and understand SINGA's core values and 

motivations for a more robust and accurate understanding of the research subject (Schensul and 

LeCompte, 2013). These methods include document analysis, as well as interviews with leaders 

of SINGA.  

 

3.1.1 Document Analysis  

To identify other key performance indicators, natural language processing (NLP) techniques can 

be employed to analyze SINGA's literature and reports in an efficient way. NLP is a field of 

artificial intelligence that enables computers to analyze and understand human language. 

Furthermore, by utilizing NLP techniques such as topic modeling, sentiment analysis, and entity 

recognition, we could identify patterns and themes in SINGA's reports and literature.  

This analysis can provide valuable insights into the organization's core values, motivations, and 

social impacts. The use of NLP on SINGA’s reports can also provide a graphical representation 

of the organization's narrative, quantifying the language used in SINGA's reports and literature.  

3.1.2 Interviews with Leaders  

This goal's target population would be internal leaders of SINGA involved with planning and 

addressing financial matters. By using semi-structured interviews, the respondents can speak 

unconstrainted about extraneous matters while answering questions needed to determine their 

capability for a new method (Beebe, 2018). Semi-structured interviews can be done in a brief 

period, containing direct questions about personal motivations and that of SINGA (See Appendix 

A). Follow-up questions will also be asked to allow the respondents to provide us with 

information that may not have been asked. These interviews would last around an hour and 
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would be recorded since the respondents may be speaking French, and some words could be 

missed if not contained within a recording.   

 

3.2 Grasp Participant Experiences  

Understanding the experiences of participants involved with SINGA is essential for determining 

the impact of SINGA’s programs currently. This allows the team to determine current indicators 

of impact and helps narrow a sphere for specific key indicators at SINGA to measure its social 

impact effectively.  

 

3.2.1 Participant Observation  

Participant observation will be utilized to gain insight into SINGA's values and motivations. By 

attending SINGA programs, our team will partake in activities, providing a holistic view of the 

organization. Spreading out throughout the group of participants enables us to engage with 

different participants and comprehend the community's sentiments as well as viewing how 

participants in the events interact with each other and the atmosphere of the events themselves.  

Following each event, by compiling our experiences and comparing different perspectives, this 

provides a more comprehensive understanding of the community. The main goal of this exercise 

would be to obtain a firsthand sense of how SINGA operates, more so than what could be read 

on a website or learned from an interview. The observations made at the events can be 

documented immediately after and called upon when learning about the experiences of other 

participants at SINGA (De Munck, 1998). These observations will then be coded into 

reoccurring ideas that can be established as potential performance indicators for impact 

assessment.  

 

3.2.2 Focus Groups  

Focus groups will be employed to gather data on what participants of SINGA deem the most 

important (Beebe, 2018). In conjunction with SINGA, focus groups will be facilitated directly 

before or after scheduled workshops. Members would be asked about how SINGA has impacted 

them personally and thus, the key aspects of the organization itself that have aided them 

beneficially. From these focus groups, indicators specific to the organization and its participants 
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that were mentioned can be developed (Ryan & Weisner, 1998). The values members report can 

then be compared to employees and volunteers to assess alignment with SINGA’s core values.  

Values and experiences reported can then be sorted based on age, gender, or nationality to 

determine whether certain demographics are gaining more from SINGA’s workshops than other 

participants (Ryan & Weisner, 1998). Focus groups encourage “group interaction among 

respondents to produce data and insights that would be less accessible without the interaction 

found in a group” therefore would openly share their sentiments to create a comprehensive 

approach to measuring social impact (Beebe, 2018).  

 

3.2.3 Surveying  

In conjunction with focus groups, our team will also be dispatching surveys to grasp additional 

information that may not have been covered during interviews or focus groups. As the previous 

methods are reliant on attendance at scheduled activities, these surveys will be sent via email or 

group chats for participants to fill in at their convenience. Survey research is found to be most 

effective to supplement field research, to find what percentage of people agree with statements 

made by individuals (Beebe, 2018). By using a scale ranging from one to five, participants can 

choose their level of accord with each statement that can then be quantified numerically. These 

responses can then be used to guide and inform SINGA of their current social impact. As there 

will additionally be a space where participants can write in any comments, there is the ability to 

identify indicators that were not previously mentioned. With anticipating a large influx of survey 

responses, this method will be the most comprehensive. Results can then be coded, and graphs of 

quantified data can be created for a visual representation of the current impact state (LeCompt & 

Schensul, 2021). 

3.3 Identifying Resources  

As SINGA Lyon stands as a non-profit that relies heavily on government funding, identifying 

available resources is crucial for providing a sustainable method for obtaining metrics specific to 

social impact, in terms of both time and cost.  
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3.3.1 Interviews  

Within the interviews with SINGA leaders, there will be another part that asks about resources 

and potential capabilities for infrastructure designed to quantify social impact. With information 

collected through interviews, a network map could be developed to represent the resources and 

tools available to SINGA (Schensul, 2012). This map may include data about SINGA’s budget 

and number of staff members to inform how much time and money could be dedicated to 

methods of assessing impact.  

 

3.3.2 Media Analysis  

By analyzing metrics from social media platforms, the online presence of SINGA can be 

assessed. This technique can also assess the inclusivity of SINGA’s online platforms to 

determine the demographic they are currently targeting (Van Den Berg, 2023). Site interactions 

can be compared to site traffic to determine the efficacy of SINGA’s current methods in terms of 

social media. Using the ability to quantify the number of views each post receives and the 

demographics of their followers, this data can then be used to advise SINGA on expanding their 

online presence and determining social impact within the sphere of cyberspace to be used as a 

resource. 
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4. Results and Analysis  

The following section includes results from data collection methods and how information 

obtained was codified to generate key performance indicators specific to SINGA Lyon. The 

processes highlighted in this section are used to finalize recommendations and deliverables to 

measure demonstrated social impact.  

4.1 Participant Observation  

Over the course of seven weeks, we attended two main types of events with SINGA. The first 

was workshops, in which new arrivals and citizens alike were invited to come together for a 

certain activity and interact. The second was celebrations, in which the people of SINGA were 

able to show off their accomplishments.  

 

4.1.1 Workshops  

There are no distinctions for people attending SINGA events; between participants and 

volunteers, based on where people are from, or based on the skill level of participants. The 

different workshops range a wide variety of subjects and are open to everyone. At any given 

event, there are people who have been going to SINGA for so long that they have become 

volunteers, as well as people who are just attending for the first time. As so many different 

people attend these events, it would be helpful for SINGA to keep track of how much people 

learn over time. From attending these workshops, we noticed that participants build their 

confidence, practice French, and form connections with each other. 

 

4.1.1.1 BLABLA – SINGA Core Event  

BLABLA is one of the core events at SINGA, hosted every Wednesday evening without fail. 

This event starts with introductions from everyone, including their names and where they are 

from. This creates a sense of community, as everyone gathers in a large circle, so that there are 

no unfamiliar faces present. The reason this workshop is so fundamental to SINGA is that it 

facilitates connections with new people, while practicing French. There is always a wide variety 

of people present, so no one feels out of place. 
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4.1.1.2 Specialized Workshops  

Some other specialized workshops SINGA offers include geocaching, singing, rock climbing, 

cooking, and nail decorating. Through these events, we were given the opportunity to talk with 

different people, using the activity we were partaking in as a way to start a conversation. 

Between ten and thirty people attended each of these events. Like everyone else, our skills in 

each of these areas varied, but anyone was welcome to participate. In each of these situations, we 

were able to connect with new people, by sharing something like a map or a sheet of music. We 

all paired up with different people to climb, cook, or do nails, meeting as many people as 

possible throughout the events. 

 

 

Figure 1a: Be My Guest Workshop  Figure 1b: Rock Climbing Workshop 

Pictures sourced from SINGA Lyon Facebook page. 

 

4.1.1.3 Educational Workshops  

In order for employees and volunteers to be able to help newcomers, SINGA offers some 

workshops to educate them about the process of moving to France. We were able to attend two 

of these events, one about the asylum process, and the other about the process of migrating to a 

new country. Working together with other participants and leaders of SINGA, we mapped out 

the story of a few different immigrants and their journeys to France. These workshops showed us 

how SINGA teaches topics in an interactive way, making it easier for newcomers to understand.  

 

4.1.2 Celebrations  

In the last few months, SINGA was able to move to a new location with a larger space, called the 

Faitout. They hosted two events during the month of June to celebrate the opening of their new 
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restaurant and the inauguration of the Faitout. Throughout the short time that we were in Lyon, 

we were able to see the Faitout improve drastically, with many employees and volunteers 

working together to decorate and furnish the building. The other celebrations that we attended 

included the SINGA Marketplace, the Lyon Street Food Festival, and the Aperitif. These events 

allowed us to see the accomplishments of the participants at SINGA, as well as those in charge.  

 

4.1.2.1 SINGA Marketplace – Sharing of Confidence  

A group of entrepreneurs worked with SINGA over the course of a year to create a website 

together, showcasing their entrepreneurial pursuits. It is difficult for anyone to start a business, 

especially after arriving in a new country. Having the support of SINGA and fellow 

entrepreneurs allowed new arrivals to gain confidence and create a product they were proud of.  

 

4.1.2.2 Lyon Street Food Festival – Sharing of Culture  

Two chefs worked with SINGA to participate in the Lyon Street Food Festival, sharing foods 

from their respective cultures. With the help of SINGA, these people were given the opportunity 

to put their talents to use in a new country, at a widescale event. As participants at the food 

festival ourselves, we were able to see the new arrivals in a professional environment, fitting in 

with other chefs who were native to Lyon.  

4.1.2.3 Aperitif – Sharing of Food, Music, and Stories  

The Aperitif was a gathering in which everyone brought a dish to share, while talking, playing 

games, and enjoying live music. This event was widely attended, showing how many people are 

involved with SINGA and eager for any chance to gather and enjoy the company of others. 

Having been at SINGA for just about a month at this point, we saw many familiar faces and were 

able to converse with many different people.  
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Figure 2a: Aperitif Celebration  Figure 2b: Faitout Inauguration 

Pictures sourced from SINGA Lyon Facebook page. 

4.2 Interview Results through NLP 

Artificial Intelligence (AI) refers to the development of computer systems that can perform tasks 

that typically require human intelligence. Similarly, Natural Language Processing (NLP) is a 

branch of AI that focuses on helping computers to understand, interpret, and generate human 

language. In this section, we present the results obtained from the interviews conducted with 

volunteers, participants, and leadership of SINGA Lyon and demonstrate how NLP can be used 

to gain insights from the interview transcripts and other documents. By employing NLP 

techniques, we aim to derive the most suitable metrics for assessing social impact and support 

the development of recommendations and deliverables. 

4.2.1 Frequency Analysis 

Frequency analysis is an essential technique in NLP that is employed to find the most frequently 

occurring words or phrases within a text. In our study, we applied frequency analysis to all our 

interview transcripts to gain insights into the recurring themes, topics, and concepts that 

manifested themselves during the interviews.  

To conduct the frequency analysis, we utilized Python libraries such as NLTK (Natural Language 

Toolkit), PyPDF2, and matplotlib. Firstly, we preprocessed a document with all the interview 

transcripts (pdfs) by eliminating stop words, punctuation, and performing tokenization, which 

involves breaking the text into individual words. This analysis helped us to demonstrate the 

significance of specific subjects within the interview data and confirm the most relevant areas. 

Figure 3 exhibits how the words “people”, “singa”, and “human”, came out to be the most 
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frequently used, which reflects SINGA’s strong focus on the individual. “human”, “social”, and 

“community” account for the same principle. Moreover, “connections”, “french”, and 

“confidence” demonstrate areas of life where SINGA appears to have the strongest positive 

impact on the new arrivals and could be considered as possible key performance indicators. 

 

 

Figure 3: Most frequently used words in all interviews and conversations. Sourced from 

interviews and conversations amongst SINGA leaders, volunteers, and participants. 

Additionally, we analyzed the “Étude d'Impact” document, which is a study conducted in 2022 

by an external agency called "Meaningful Impact" where they present various methodologies to 

measure SINGA Brussels social impact on the "nouveaux arrivants", the community, and the 

locals. Identifying what type of vocabulary is the most frequent in this type of report helps us in 

envisioning our own suggestions and possible adaptations to SINGA Lyon. The results can be 

seen in Figure 4. There is a correlation with the frequency of words extracted from the interview 

and the study as we can evidence nouveaux arrivants (people) to be the most frequent terms. 

Furthermore, it is possible to evidence that the SINGA Brussels study was mainly centered on 

the community and the locals and that the participation in community-based it’s critical for both 

organizations.  
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Figure 4: Most frequently used words in SINGA Brussels social impact study. Sourced from 

“Étude d'Impact” by Meaningful Impact. 

4.2.2 Sentiment Analysis 

Sentiment analysis helps determine the emotional tone expressed in a text (Hutto & Gilbert, 

2014). Using sentiment analysis on interview transcripts, we can understand the overall 

sentiment associated with specific topics discussed by participants. The VADER model (Hutto & 

Gilbert, 2014) represents sentiments on a scale from -1 to 1, with values closer to -1 indicating 

negative sentiment and values closer to +1 representing positive sentiment. For our analysis, 

Python libraries like NLTK or TextBlob we adapted a pretrained model using this scoring 

method. Figure 5 summarizes the results from interviews with two refugees attending SINGA 

events which show considerably positive sentiment scores (0.92 and 0.89) towards the discussed 

topics. These scores might be reflective of these topics' importance and practical relevance to the 

interviewees. Additionally, a moderate degree of subjectivity (0.75 and 0.68) accounts for the 

personal experiences and opinions that were shared. 
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Figure 5: Sentiment Analysis sourced from two interviews with nouveaux arrivants. 

4.2.3 Topic Modeling 

Topic modeling is a useful technique that we applied to the preprocessed interview transcripts 

using the Python library Gensim. By implementing it, we were able to discover some 

connections between themes or topics that emerged during the interviews, even if they were not 

explicitly mentioned. The algorithm identified clusters of words that frequently occurred together 

within the transcripts and assigned them to different topics, each representing a combination of 

words related to the same subject. Analyzing these visuals provided valuable insights into the 

key areas of interest and dominant themes discussed by the participants.         

           

Figure 6a                                                                 Figure 6b 
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       Figure 6c 

Figures 6a, 6b, 6c: Themes identified by Topic Modeling. Sourced from interviews and 

conversations amongst SINGA leaders, volunteers, and participants. 

After having performed the two previous analyses and this topic modeling using the combination 

of all the interview transcripts, a pattern of some relevant common themes starts to emerge. 

Social connections (Figure 6a), French language (Figure 6b), and self-confidence (Figure 6c) 

stand out as unique and important aspects that deserve to be analyzed when measuring social 

impact. From this, we believe that it would make sense to consider key performance indicators 

(KPIs) that are in tune with the assessment of the new arrival's perspectives and sentiment in 

these three areas, ideally pre and post SINGA. 

4.3 Focus Group Results  

In order to ask complex questions in a setting which promotes free-formed responses and 

encourages participants to share their experiences, we organized a small set of survey questions 

to be employed in a focus group.  We developed five mandatory questions, with a sixth question 

that was formulated to allow participants to share their experiences with SINGA as a whole but 

did not require an answer.  An invitation to attend the focus was sent out through a WhatsApp 

group which was used exclusively by members of SINGA, and an address and time were 

included in the invitation. By employing a focus group rather than an individual interview, we 

hoped that participants would be encouraged to answer our questions more openly and freely 

after hearing the shared experiences of other participants in the focus group.  
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The focus group gave us insight of our key performance indicators that we would focus on for 

our methods of measuring social impact, specifically the value that members place on the social 

connections that SINGA helps them build.  All of the members of the focus group emphasized 

how much SINGA has helped them form strong connections with others, and expressed their 

appreciation towards the organization and how much it has helped them.  Furthermore, when 

participants were asked to say something, they wished that SINGA could change, each 

participant had to think deeply about the question before providing an answer, and only one of 

the participants mentioned changing anything about the organization. 

 

 

Figure 7: Most frequently used words in focus group discussion. Sourced from SINGA focus 

group discussion. 

As seen in Figure 7, the words which were appearing most frequently in conversation were 

directly related to the determined key performance indicators.  Words such as “people”, “friends”, 

and “language” confirmed ideas which we had held regarding SINGA, which is that social 

connection is key for participants of SINGA.  Furthermore, the focus group participants 

connected the SINGA events, specifically those where they interacted with other volunteers and 

members, to their ability to learn French.  For example, the words “learn” and “language” appear 

in high frequency during the focus group, indicating that participants connect their ability to 

learn French with the fact that they can speak to others during SINGA events such as BlaBla, 

learning the language in a more exciting, conversational manner rather than taking a course.  In 
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fact, participants claimed that they would have learned French much slower if they had not 

attended SINGA and had instead only taken French courses.  Overall, the results from this focus 

group further confirmed that our key performance indicators were accurate and demonstrated 

that SINGA had in fact had lasting impact on those who had volunteered to share their stories in 

the focus group. 

4.4 Survey Results  

To gather more comprehensive feedback on the experiences of SINGA participants, we designed 

a survey that was distributed through a WhatsApp group exclusively for active members of 

SINGA. This method of distribution was chosen because it is primarily used to communicate 

upcoming events and activities to members of SINGA. We believed that by targeting active 

members, we would have a higher chance of receiving feedback from individuals who had been 

to at least one event with SINGA, and therefore have a good understanding of the organization's 

operation. 

 

4.4.1 Designing the Survey  

The survey consisted of five mandatory questions and one optional question. For the first three 

questions, participants were given the option to elaborate on their responses, but it was not 

required. We designed the survey to be brief and straightforward, so as not to overwhelm the 

participants with too many questions.  

 

The survey aimed to gather quantitative data on participants' feelings about SINGA and their 

own feelings of self-confidence and language proficiency, as these were some of the key 

performance indicators that we identified through our field observation and interviews. We also 

had questions asking how long the participant has been in France, been involved with SINGA, 

and how frequently they attend SINGA events. The feedback received from the survey will help 

us to identify if there is a correlation between new arrivals confidence and growth in France and 

the levels of participation with SINGA.  

 

4.4.2 Limitations  

On the first day of distributing the survey, we received 20 complete responses. This equates to 

less than 5% of the population, as the WhatsApp group chat consists of 419 members. To obtain 
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a saturated sample size, we aimed to receive at least 80 responses. With a population of around 

500, 80 responses would result in approximately a 10% margin of error. 

 

After examining the received responses, we determined that the survey's length was not the issue 

since all respondents who completed the survey did so in full. Thus, we concluded that it was 

possible that individuals simply were not interested in clicking on the survey link. To encourage 

more participation, we decided to offer a monetary incentive. Specifically, we added that 

individuals who took the survey would be entered into a raffle for a 15 Euro gift card. 

Unfortunately, this proved to be unsuccessful. To stay on schedule, we only had time to employ 

one more strategy to gain more responses. We attended one of SINGA’s most popular events 

(the Bla Bla) and gave a small introduction of our team/project and proceeded to hand out paper 

QR codes that linked to our survey to every person at the event. This was ineffective as well, 

only giving us two more complete responses.  

4.4.3 Analysis 

 

 

Figure 8: Graph depicting confidence in French vs confidence in self. Data sourced from survey. 

Although our total number of responses was limited, we still found ways to effectively utilize 

what data we were able to gather. While we could not draw concrete conclusions, we still 

attempted to identify correlations between certain variables. For example, we had hypothesized 
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that there would be some correlation between confidence in speaking French, and self-

confidence with independently completing tasks. By visualizing the data, the graph shows that 

the correlation was not as strong as we had assumed it would be, with an extremely low degree 

of correlation. This occurred in all of the different correlations we tested with our data, which we 

believe is in part due to the lack of saturation in our data pool. Although we were unable to 

successfully identify correlations between variables, we were still able to use the data in other 

way. We could still use the open-ended responses that some people were willing to accompany 

their numeric answers with.  

 

One participant stated ”Of course, because all Singa employees are nice to me. And they don't 

hesitate to help me in difficult times. Thank you very much for Singa!“ in response to the 

question about self confidence growth since coming to SINGA. Responses such as these can still 

help us identify ways SINGA has been successful and help us measure that. We were also able to 

take note of what the distribution demonstrated with every question receiving relatively positive 

responses overall. For example, 50% of the participants ranked the social connections they had 

made at SINGA as a 5. With only 4 responses being a 2 or below. We cannot draw concrete 

conclusions from these answers, but they can help lead us in the right direction.     

 

Figure 9: Graph depicting Quality of Social Connections. Data sourced from survey. 
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4.5 Social Media and Analytics  

Determining SINGA Lyon’s online presence can indicate social reach based on interactions 

between user and interface. As SINGA Lyon keeps members engaged through usage of 

platforms such as Facebook, Instagram, and WhatsApp, identifying their ability to reach the 

intended audience in an effective manner can be quantified through metrics given through each 

platform.   

 

As many participants are in the process of seeking asylum, SINGA has created a sense of 

anonymity at their events where people are invited to socialize without ties to their identity. As 

there is no system in place to track their participants, social media can serve as a link to some 

insights of their member population. As online presence within today’s society is a strong 

indicator of an organization’s connection to participants, these metrics can correlate to their 

overall reach.  

 

With sample data taken from June 5th through July 4th, their Instagram following stands at 2192 

followers; however, their page reaches less than a quarter of their total per day. With 66.7 

percent of their audience being women and 33.2 percent being men, a discrepancy presents itself 

as events often lack in female attendees which has been identified by leaders in SINGA who 

have started events strictly for women to promote their participation. As the majority of 

participants live between the ages of 25-34 years old, this can be compared to other platforms 

that have similar metrics. Geographically, only 38.8 percent of their audience resides in Lyon 

creating a vacuum of users from surrounding cities in France. Their posts also reach a wide 

audience; however, interactions are limited. Facebook is their largest following with 5.9 

thousand users, but, like Instagram, has minimal interactions. The Facebook cohort differs as 

43.60 percent of their audience is male while 57.40 percent of their audience is female with most 

residing in Lyon (Appendix H & I). By increasing social media engagement, organizations can 

connect to more users and have a larger social impact (Tajudeen et al., 2018). 

 

As a profile has a greater interaction rate, it can be an indicator of how impactful an organization 

is to its community and by comparing social media metrics to event attendance metrics we could 

further analyze their audience. From this key performance indicators that arise would be 
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retention rate to events as well as to social media where the numbers can also be compared to 

view correlation. 

5. Recommendations  

This section provides three comprehensive recommendations for SINGA Lyon to measure their 

social impact using key performance indicators identified in the previous section. These 

recommendations are to be utilized within time frames of short term, medial term, and long-term 

solutions which the organization can use.  

 

5.1 Pre and Post Surveys  

To start gathering data immediately, at zero cost, we recommend that SINGA administers pre 

and post surveys to their participants, to determine the impact of their workshops. These surveys 

would ask participants to rate their level of social connections, their proficiency of the French 

language, and their level of confidence in finding work, on a scale of one to five. An example 

survey is shown in Appendix _. These surveys can be administered monthly at a well-attended 

event, such as SINGA BLABLA. To categorize these results, participants would be asked to 

provide how long they had been attending events at SINGA. The results could be divided into 

three groups for people who had been at SINGA for less than six months, six months to one year, 

or over one year. This would allow SINGA to measure the increase in friendships, knowledge of 

French, and confidence, based on how long participants had been attending SINGA events.  

5.1.1 Structure of Surveys  

Over the course of our project, we have piloted a survey similar to the one we are suggesting. 

This survey was posted on two WhatsApp groups chats for SINGA and promoted at the weekly 

SINGA Blabla workshop. However, only 22 participants filled out the survey. One potential 

reason for this could be that our survey, shown in Appendix C, included eleven questions, half of 

which were written answers. Even though most of these questions were optional, the length of 

the survey may have been overwhelming for people who do not know a lot of French. The idea 

of the pre and post surveys we are proposing to SINGA is to make it possible for almost anyone 

to fill out in less than a minute. We will do this by limiting the length of the survey to four clear 

multiple-choice questions, asked in five languages. Although it is also useful to gain qualitative 
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feedback from participants, SINGA is specifically looking for a quantitative way to measure 

their impact. With these surveys, SINGA will have concrete data, showing their social impact 

over time.  

5.1.2 Specialized Surveys  

To measure the impact of a specific event, rather than the impact of SINGA as a whole, we 

recommend a variation of the pre and post surveys. For example, SINGA hosts a cooking 

workshop called Be My Guest every other week, that participants sign up for in advance and 

attend for a certain amount of time. We suggest that SINGA administers a short survey at the 

first and last event of the session, to measure the impact of that program specifically. These 

surveys would include the same questions as the general survey, with one more question about 

the specific event. For the Be My Guest event, the additional question would ask how 

comfortable participants felt with cooking, before and after the workshops.  

5.2 Launching Salesforce  

Salesforce is a popular cloud-based software providing customer relationship management tools 

for organizations mostly focused on sales; however, there is an option for non-profits such as 

SINGA that contains many of the same tools as well as additional ones that aid in connecting 

with donors, volunteers, and other individuals that are involved. As a medial solution, Salesforce 

offers many tools to identify impact with its reporting tools that gather pertinent data, 

representing a collective that can be displayed at once. As highly customizable software, SINGA 

can change their dashboard to meet their needs by adding applications relevant to their work. 

They would also be able to connect to their other platforms such as social media to garner 

metrics of their audience and how many people they are reaching. 

5.2.1 Reasons for Use  

Interviews with SINGA leaders and volunteers showed a need for a method of tracking 

participants to keep communication between the two entities. As individuals who outgrow the 

need for SINGA and eventually cease attending events, SINGA currently does not have a system 

to identify who those individuals are. As retention rate was one of the key performance 

indicators identified, knowing who attends their events is essential for tracking and measuring 

their overall social impact. By pairing Salesforce with a sign-in system, SINGA Lyon would be 
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able to identify their participants, their engagement to activities and track communication. 

Currently, SINGA Global has established a connection with Salesforce; however, it has not yet 

been implemented in Lyon. SINGA Brussels currently has access to the platform and is the 

largest SINGA branch to date. 

5.2.2 Additional Benefits  

Salesforce has the option to compile reports for organizations using Einstein AI to gain further 

insights by automating analytic dashboards. By using conversational intelligence, the platform 

has the ability to process data to create visual dashboards of collective trends. With AI driven 

analytics it can provide unified perspectives to data as it can be connected to external services. 

By compiling data, Salesforce gives users the option to access their data from one place. It also 

offers the ability to monitor project pipelines, financial planning, and generating automated 

reports. 

5.2.3 Drawbacks 

While non-profits have the option to utilize NPSP, non-profit success pack, from Salesforce, the 

first 10 licenses are free of charge; however, for any number of users over 10 would be 

multiplied by €150 per month to keep the enterprise version. By only offering 10 licenses, with 

the growth of the office, some may not be able to access the platform without previously 

budgeting for an increase in pricing. Another drawback would be the need of an administrator 

with prior experience in information technology to set up as well as troubleshoot if needed, 

although due to its intuitive interface and plethora of information available, it is possible to 

implement without. 

5.3 Platform Design Major Qualifying Project  

For the most specifically tailored approach, we have discussed the possibility of SINGA being a 

part of an MQP (Major Qualifying Project). An MQP is a team-based, professional-level design 

or research experience (WPI, 2023). It is intended for students at WPI going into their final year 

to apply the skills they’ve learned over their college career to a professional level project. 

Collaborating with WPI on an MQP would allow SINGA to receive a professional grade 

platform catered exactly to their needs.   
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5.3.1 Organizing a Major Qualifying Project  

This would be the most long-term approach for SINGA to take, as organizing and MQP and 

getting it approved can be a lengthy process. The first step would be to submit a proposal to the 

projects and registrar's office, along with a member of the WPI faculty who would be willing to 

be an advisor for the project. Once the proposal is approved as a proper MQP, it can be posted on 

E-Projects, which is WPI’s platform for students to find and create projects. Once a team has 

been organized, and there is a concrete timeline, the project will be set into motion and 

completed within 7 weeks, not including the prep time required for projects this intense and 

involved.  

 

5.3.2 Potential Strategies for Design  

With a team of computer science, data science, and cyber security students working directly with 

them, SINGA would have the opportunity communicate exactly what they want in their program. 

Using the research that we have conducted, SINGA would already have a strong idea of what 

they need in a program.   

 

We identified that one of SINGA’s main struggles is keeping track of retention rate and who’s 

coming to the events and activities that they host. An MQP team could create a platform SINGA 

could use at events to help check in and keep track of what events a specific person is attending, 

how frequently they attend, and overall, how long they have been involved with SINGA. This 

information is crucial to measuring the impact they’re having on the community. 

 

Another key feature we recommend is a dashboard for the check-in software that makes it easier 

to analyze who is frequently coming to events, or who hasn’t been seen in a while. This would 

make it easy to administer quick surveys potentially reaching out to someone to ask them why 

they continue to consistently come to events, or why they haven’t come to an event in a few 

months. This would help with gathering qualitative and quantitative data for impact assessment 

and simply ways to improve the structure of SINGA as a whole.   
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6. Conclusion  

SINGA Lyon has done extraordinarily well expanding its organization towards the goal of 

promoting social diversity, reducing stigmas towards refugees, and creating meaningful social 

connections. With the growing size of their organization, they have demonstrated the need for a 

system to quantify their social impact in order to enhance the programs they currently have. The 

aim of this project was to provide SINGA Lyon with comprehensive methods to determine their 

social impact based on key performance indicators identified through leaders of SINGA Lyon as 

well as participants.   

 

There were several limitations of this project that arose throughout the process which included an 

accelerated timeline of tasks needed to be completed within the 7 weeks present in France; 

minimal attendance and responses to surveys and focus groups; and language barriers as 

language levels varied between our team as well as participants of SINGA. By limiting our data 

pool, conclusions were drawn from unsaturated data and may not be as accurate as if we had 

more responses; however, using the responses we garnered were able to conclude key 

performance indicators that led to recommendations of how to quantify their social impact. 

Additionally, further aid from the SINGA team allowed for a guided focus of which key 

performance indicators would be most pertinent to them. As our recommendations are based on 

longevity, there is flexibility of how and when to implement these tools, however 

comprehensively, could capture SINGA’s social impact to be added to grant proposals as well as 

potential sponsorships. 
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Appendices 

Appendix A: Interview Questions 

Focus Group 

Introduction: Hi, we are Team SINGA, and we would like to ask you a few questions regarding 

your involvement with SINGA. If you have any further questions, you can contact us at our 

email address, which is gr-SINGA-e23@wpi.edu.  

 

Consent: The purpose of this activity is to help us identify the benefits that SINGA brings to its 

participants. The results of this activity will remain anonymous, and you may stop the activity at 

any time. Thank you for agreeing to help us learn more about SINGA today.  

 

Purpose: to gather data about SINGA’s participants.  

1. How did you find out about SINGA and what inspired you to come in the first place?  

2. If you are a returning member, what has inspired you to stay involved with SINGA?  

3. What are specific areas in which SINGA has helped you to feel good in France?  

4. Are there any areas where you believe that SINGA can improve?  

5. Have you recommended SINGA to anyone else new to France, and why?  

6. Is there something you want to tell us that you really like about SINGA? (share stories)  

 

1. Comment avez-vous découvert SINGA et qu'est-ce qui vous a inspiré à venir ici pour la 

première fois?  

2. Si vous êtes revenus, qu'est-ce qui vous a incité à continuer à vous impliquer avec 

SINGA?  

3. Dans quels domaines spécifiques SINGA vous a-t-il aidé à vous sentir bien en France?  

4. Y a-t-il des domaines où vous pensez que SINGA peut s'améliorer?  

5. Avez-vous recommandé SINGA à d'autres personnes nouvellement arrivées en France, et 

pourquoi?  

6. Y a-t-il quelque chose que vous aimeriez nous dire sur ce que vous aimez vraiment à 

propos de SINGA ?  

 

mailto:gr-singa-e23@wpi.edu
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Semi-Structured Interviews  

Introduction: Hi, we are Team SINGA, and we would like to ask you a few questions regarding 

your goals and core values as an organization. If you have any further questions, you can contact 

us at our email, which is gr-SINGA-e23@wpi.edu.  

 

Consent: The purpose of this interview is to help us assess the resources and current capacity to 

measure impact at SINGA Lyon. You may ask us to stop the interview at any time or to skip any 

questions you do not wish to answer. Thank you for agreeing to talk with us about SINGA today.  

Please answer the following questions:  

1. Do we have permission to record this interview?  

2. Do we have permission to use direct quotations from you?  

3. Do we have permission to paraphrase ideas from your interview?   

 

Purpose: to assess resources and current capacity to measure impact.  

1. How did you get involved with SINGA in the first place?  

2. What would you say SINGA’s main goals and ideals are?   

3. What do you think is the most important thing SINGA does?  

4. In regard to SINGA, what does success look like to you?  

5. What does the idea of assessing social impact mean to you?  

6. Are there certain areas you want us to measure? (Like economic or social)  

7. Are there some workshops that you want us to focus on? (Like BLABLA)  

8. What indicators do you need when you answer to the "appel à projet"?   

9. Is there anything else you are expecting from our work this summer?  

 

1. Comment avez-vous été impliqué(e) avec SINGA au départ ?  

2. Quels seraient, selon vous, les principaux objectifs et idéaux de SINGA ?  

3. Selon vous, quelle est la chose la plus importante que SINGA réalise ?  

4. En ce qui concerne SINGA, à quoi ressemble le succès pour vous ?  

5. Que signifie pour vous l'idée d'évaluer l'impact social ?  

6. Y a-t-il des domaines spécifiques que vous souhaitez que nous mesurions ? (Comme 

l'économie ou le social)  

mailto:gr-singa-e23@wpi.edu
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7. Y a-t-il des ateliers sur lesquels vous souhaitez que nous nous concentrions ? (Comme 

BLABLA)  

8. De quels indicateurs avez-vous besoin lorsque vous répondez à l'appel à projet ?  

9. Y a-t-il autre chose que vous attendez de notre travail cet été ?  

 

Appendix B: Interview Transcripts  

Birgit and Mathieu   

Comment avez-vous été impliqué(e) avec SINGA au départ ?  

Birgit: arrived in SINGA 2016 finishing studies and one of the courses to start the project and 

start with one friend to come up with something real with migrant entrepreneurship identifies 

SINGA Paris, did not start yet in Lyon September 2016 launched incubation January 2017,  

Operational in the beginning and now financial  

Mathieu: previously working with microcredit, have been here for a year for people who do not 

have access to loans in a traditional bank, French office of immigration with Adam and after 

successful interviews and social activities  

Adie is one of the major corporations that SINGA is working with, historical partnerships, a lot 

of entrepreneurs are funded by Adie  

 

Quels seraient, selon vous, les principaux objectifs et idéaux de SINGA ?  

Main vision is to create an inclusive society globally, giving new opportunities and rights to 

immigrants, French and American passports are strong but most countries people are coming 

from do not have those rights, fighting for those rights, host immigrants giving everyone the 

opportunity to stay and seek asylum, big problem once the person gets their papers how can his 

competences be valorized through entrepreneurship, finding a job with the same competences of 

their previous place, with and without qualifications many people must identify their talents. 

When people arrive, they do not have the right to do anything but just sit and wait, how can they 

use their time effectively to express those talents  

 

Is there one part that’s focused more on of the process?  

Be very specific to the persons needs and it is very individual, they don’t ask right away and they 

allow individuals to build their self confidence, how do we speak and welcome every person into 
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our community and make them feel important as an individual to allow them to express 

themselves, a tool not an organization. Each program corresponds to a level of a  

 

En ce qui concerne SINGA, à quoi ressemble le succès pour vous ?  

Hard to explain but depends on what program since it depends on Entrepreneur versus creation 

de capitale sociale le premier reponse sont identifie qui quitter son paie. Creates a barrier 

between opportunities that are blocked due to the different orientations and familial situations of 

each individual that comes to SINGA 

 

Secondly with a person that arrives with a proposition of things that need too many demands to 

succeed without this confidence with themselves if they come back, they have the self 

confidence to be proactive with the organization creating the social links to show the success in 

that aspect 

 

Takes a lot of time to be self confidence and to be competent in the French language to 

understand their new environment which differs greatly and high level of judgements which 

changes over time but needs time to adjust between the rights, environments and codes.  

Mathieu; giving tools to some people to be autonomous to themselves to be a step to their own 

self sufficiency, mark working on employment and his goal isn't to find a job for people but 

instead building the self confidence to be able to find a job themselves no matter their location   

Understand the social differences and self confidence within themselves to allow them to repeat 

it continuously  

 

Que signifie pour vous l'idée d'évaluer l'impact social ?  

Mathieu, previous company estimated that one euro as a loan after but its more than that to create 

activities in the cities as an estimate to have a positive impact in the area they are working in  

Birgit, finance side is equal to how many people we have supported how many people are in the 

territory measurement of impact, social impact is more about the quality of outcomes that can be 

observed short and long term of the people they have supported, linked to the creation of social 

link of how those activities and how people meet create opportunities in the language, network, 

opportunity to have those papers and a qualified job from their previous job, need 10 and 20 
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years to find a job that equals their previous job which is even more accentuated when they have 

a higher qualification, how does social link creation accelerate how can they keep autonomy in 

ateliers let's start this to create innovation to keep that and create a process to measure efficiently 

what is going on in the communities  

 

Y a-t-il des ateliers sur lesquels vous souhaitez que nous nous concentrions ? (Comme 

BLABLA)  

Social and economic goes together and if people feel better socially gives economic impact to 

have that in mind to understand which is the most important indicator  

The first would be social impact to improve their language skills to have an effect on the 

economic pot to have their papers and get a job that is equal to their qualifications for all the 

people the problem is the government and their integration skills  

Questioning their ability to integrate people who have great qualifications but are forced instead 

to do a job that is not within their qualifications so the difficulty is to find jobs within their class 

and their language, in the US there is a box that you have to be aunome to be particular to be 

created in the informal economy and if you cant find the informal economy you cannot pay tax 

you cannot valorize this economy so this is indispensable to be economically successful  

 

De quels indicateurs avez-vous besoin lorsque vous répondez à l'appel à projet ?  

Rate of men and woman (ratio)m, age, le cartier district in districts with higher rates of 

unemployment and poverty, qualify the number of people coming from these specific 

neighborhoods to get funding, if you don’t give the information  

  

Today to measure more or less 2500, 50 percent newcomers, how can they measure effectively 

who is coming into our community, need to construct with the community leaders, very 

autonomous people, when boarders they must accept our processes, but some people have to 

understand,  

Need to find impact indicators that measures when entering SINGA, what did you come here for, 

then it can be measured at a later date to measure quality and the feeling of people, working after 

6 years how can they find specific tools to measure that and the opportunities to do so to measure 

entrepreneurship program are dealing with the territory for a longer period and understand online 
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tools more but most newcomers do not know their passwords as they keep creating accounts they 

forget which is different from how we work from day to day and to understand the differences in 

time period to see what they are looking for, how many months how many jobs how many are 

hired by newcomers which can be remeasured very easily on the community there is a sample to 

measure effects on 

 

Don’t understand why people don’t come back because they do not have to tools to understand 

who attends, who volunteers, from 2016 the workshops we have a sheet for information that is 

off-putting, the first time you need a balance of indicators and information they want to manage 

the change which isn't easy but doable. How do they support people to get a job and they have 

open time slots that are supported in their job seeking but only have 20 minutes with each person, 

what do they want professionally, in these 20 minutes they fill an excel sheet with a lot of data 

like age name as a person this is not impact driven as it gives them nothing, they don’t want this 

at SINGA because its not personal  but to reach this vision they have to staff more, not their 

mission and farming information 

 

People are using different emails are they mandatory so they are created but are their other ways 

to get information and help them is there a way to ask what are you looking for at SINGA to 

reach and have a positive impact for those people, asking for people to be part of the solution, 

talking about self confidence how can you make people actors of their life, have tested emails if 

they don’t answer they don’t want to answer, not professional enough with the makers to set up 

this process for this organization but the aim is not to know who is working for SINGA and who 

is getting a salary to be collective enough to build this project that is acceptable to use, 

understand their needs but have been developed with the people themselves, if you want impact 

development, you need the voices of the people when needs are matched it is the perfect 

program  

Budget, can be adjusted if we can be discussed, how will the project be developed and tested to 

be used, if you want to invest you need two or three of these tablets, can they tie data gathering 

with future events what are you interested in? Gather information while providing a service, 

working a lot with papers because of the intuitiveness to fill out a piece of paper, judging the 

right to be here, if you enter you get coffee of something translated into Arabic English Persian 
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Russian, create two people in the sheet with redundancies using WhatsApp phone numbers are 

used as a registration process of the numbers of an association check the cards the flash, 

formalize the process with other people 

 

Imagine that people who come back you must estimate the relationships between people, don’t 

know how many times they come back to find the frequency of people coming back, must 

construct with the volunteers leading the meetings get the financers what they want to know to 

see the translation and how this is organized, some financers are asking a lot of questions but 

they are not in their rights to do so; Give name, surname, date of arrival, signature, country of 

origin, regulation of what information you give to people online, cannot do this, do not have 

ethnic statistics no official sources of ethnic population or religion as well, the6y have the 

information but they cannot share this information with anyone else and do not give signatures, if 

they don’t have the information there is a problem as they cannot take funds again, some 

associations give this information  

 

Y a-t-il autre chose que vous attendez de notre travail cet été ?  

Main important thing is to understand the newcomers side of their needs in this community and 

the outcomes how can you measure positive outcomes and identifiable indicators and ideas of 

tools, do you want to test if you have time to test, prefer to do less but specific and quality work 

to be done, focus on blabla and be my guest moninga for women and the needs for each one is 

different, can choose some not all  

Tools are easy, useful, long-lasting and simple, not perfect is ok but can valorize what they do it 

is ok.  

 

Focus Group  

How did you find out about SINGA and what inspired you to come in the first place?  

I discovered SINGA in 2017 via a friend who lives in northern France. When I arrived, I was 

there for about a year, and that’s where I met this person with his wife. When I left, from there I 

went to Lyon, and we kept in touch. So, we call each other regularly and he asks me all the time, 

have you been able to meet people, French students. That is, it’s a bit complicated when you get 

into a country where you don’t speak the language and you don’t know anyone. So, it’s hard to 



 

   

 

５３ 

 

make links from connection, when there is a disconnection with people. Well, I told him no, not 

yet I just arrived and that I don’t know anyone, and he told me, I’ll see if there are any 

associations, and I can try to call them and then I can put you together so that you can 

communicate. And when he searched the internet, he found several associations, but SINGA was 

the most active in the field of connections, and had a volunteer named Jean-Paul. And he had his 

phone number, so he called him. I told him no, there is no problem here. At SINGA, everyone is 

well respected, without exception, they are welcome, and this is the goal of SINGA. It is to give 

facilities to people who have just arrived in France to be able to integrate into French society. 

And then he’s going to give me the number and I called him. There were a lot of people and 

there were some who discussed and there were some who played board games and cards. It was 

the first day I arrived in SINGA, and we made acquaintances. There are always new people 

arriving, French foreigners from different countries on different continents. And among them 

there are French who come to offer activities like to go for a walk for example in the countryside 

or there are some who offer sports activities, go jogging or go play football, climbing. There are 

some who offer a tour of the city, visit the city, the city of Lyon for example. There are places 

where museums, libraries, front lots, historic sites are prepared. But here it is, it was very 

interesting.  

A few of my friends were already going to SINGA and they were learning the French language 

and so they inspired me to come along. About two months ago I joined SINGA and from then on, 

I've been coming to SINGA here and at the other location. It's been nice coming to SINGA and 

not only learning the French language but meeting different people and communicating with 

them.  

 

If you are a returning member, what has inspired you to stay involved with SINGA?  

For me, this is my second family. Via SINGA, I was able to meet a lot of people, good people. 

We are always happy that we have a good relationship. When you are a child, like a teenager, 

when you arrive in France, you have a right to go to school, right? But when you are an adult, 

you don’t have that right. For me, as an adult, it was the only solution to go to an association like 

SINGA to be able to integrate.  

There are also plenty other places you can learn French but besides learning the French language, 

at SINGA you get to meet a lot of people, learn about different cultures, and come again and 
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again and meet different people and communicate with them, and along the way you can learn 

French.  

 

What are specific areas in which SINGA has helped you to feel good in France?  

I used to be an introvert, so at SINGA now by meeting different people I’ve gotten a little more 

confident and a little bit better at communicating with people and getting to know each other.  

When I arrived, I didn’t speak French, so there was always a language barrier. That means I 

always felt isolated. For example, we are here, we are many people, I am with you, but I always 

feel isolated and alone there because I don’t speak the language. Being with SINGA gave me a 

chance to learn. But also, there are associations that give French lessons for free. I went there to 

learn, read and write, and I came here to practice at SINGA and talk with people, and that’s 

what’s helped me a lot. It gave me confidence to talk with the French without being afraid or 

hesitant.   

 

Are there any areas where you believe that SINGA can improve?  

SINGA is really doing well in the field of teaching us the French language for us to be able to 

communicate with different people and get to know each other so I think SINGA is doing very 

well. There is always room to grow and get better. Many people seek asylum that need to learn 

from the French and search for a course of the French for asylum here.  

There are several people who have invested and who have participated a lot in the events in 

SINGA for a long time now. If SINGA recognized us, that would have been nice. It’s a lot for 

me personally and it’s a lot of people like me. I think that this is a possibility, for example, that 

the people could get artifacts or diplomas.  

 

Have you recommended SINGA to anyone else new to France, and why?  

I advise all people who have just arrived in Lyon or in the agglomeration of Lyon to come to 

SINGA, to participate in the events, sports, activities and all that. Because for me, the first two 

years, especially the first year, were very difficult. There is no activity for the person, there is no 

work, just to stay locked in the apartment or in the room. It creates problems, already we must go 

out. At SINGA, to be able to release energy and talk helps to feel comfortable and free. For 

asylum seekers, they have experienced complicated things back home which have happened, and 
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they live with what they have experienced there. If they remain locked up, it’s going to cause 

them a lot of problems, that’s why we must get out. Come to SINGA to meet, to feel comfortable, 

and to learn French. For example, who has dance talents and who is good at football and who is a 

painter. It’s a shame to stay locked up like that, that’s advice I can give.  

 

Yes of course. A friend of mine, I recommend SINGA to him and he comes along but sometimes 

he misses but he comes along. I recommended SINGA and I would do so in future because as I 

mentioned besides learning French you get to meet different people and communicating makes it 

easy to learn French and get better. SINGA is doing something new. There are many places 

where you can learn French, but SINGA doesn’t only focus on just learn French and just have a 

lecture and like they are not strictly focusing on just learning French but also getting to engage in 

communication in different activities as well. Just before coming to this discussion, I was with 

our professor Luc. There was one other day when we got to play sports, different kinds of sports, 

and so it was really cool. While learning French we get to do many other activities as well.  

 

Is there something you want to tell us that you really like about SINGA?  

First of all, for refugees when you leave your country and go to some new place, new country, 

new people, where you don’t know anyone so SINGA in that way is really unique and is really 

doing well getting to know refugees and communicating with them, trying to understand them 

and help them learn French of course, and give them a place where they can go and feel like I 

can make my life here, I can start my life here, so it’s really awesome, it’s great.  

Foreigners, for example, including asylum seekers, practically, politically, this is frowned upon. 

Many people who are French citizens see this media and political barrier. Compared to seeing 

asylum seekers talk to them because they are human and not just watching on TV. I really 

appreciated this initiative and to give respect to a human being.  

  

Laurence  

Your perspective and a little more about yourself and what you have done at SINGA, 

either in French or English?  

I will try in English but if I prefer to explain perfectly, I will speak in French. I was engaged in 

SINGA in 2016, complicated beginning of SINGA, je t’es parler en Francais tu pourras 
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comprends? Comprends mais pas parler donc, c’etait le tout debut de SINGA et donc ma premier 

action en fait quand j’ai participe en SINGA est fait un cours de chiconga with refugies which 

was nice because everyone who did not know chiconga got together in a parc and it was 

beautiful to see a sudanese, afgan, brazillian who all participated together, after I was engaged in 

the BLABLAs  

 

Ive come to a few since then I've been at all the blablas where I've met many people and I see 

them often, after blabla you can see everyone coming together which constitutes of refugees who 

are often by themselves but they find people at these events which is amicable to remove them 

from solitude as many people who obtain asylum come alone and work in low jobs making 

sandwiches because they don’t have the skills to communicate but after creating these links at 

SINGA they are able to leave and find families of their own. I am very close to one Syrian who I 

invite to my house to events meet my family my friends someone who was very moved by war 

and has a lot of interests and there are a lot of people like this for example there is a woman who 

works very closely with people seeking asylum and helps maintain these links we discuss with 

many people with contacts and finding others who may be interested there are two psychological 

profiles that do very well, people who want to learn and who want information about French and 

there are people who you see almost every week they find housing, job, significant others its not 

SINGA that makes these connections but it facilitates them. I see many young men who want to 

work and create a better life and I hear things about the status of refugees who want their life in 

France and don’t want to be put in a box and obtain a French nationality  

It seems to me that SINGA helps with social connections, most important part and to be self 

confident within themselves to talk to people making friends if they come back its good but if 

they don’t that means they are ok, what are the three top goals.  

Making social connections and find a place they are happy 

 

Mentioned the French nationality, activities in SINGA with people understanding their 

rights, is this an important part of SINGA? 

Normally SINGA is mainly a question of links through blabla or activities cooking voila voila 

mais quand I have been at SINGA it means links in an African language SINGA is a community 

between individuals and locals to create links for example it is a question of jurisdiction of what 
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can I do, seeking asylum is not our job to help with and we are not specialists who have the 

training to help but normally its more of practical guidance to ask thinks of how can you do 

things but I cannot guide people or give people indications of how to assist them in that 

retrospect but there are people at SINGA who do have experience with these things  

You can still tell them where to go because some people come here without any direction of 

what to do and giving them steps and friends as well, sad that there is nothing like SINGA in the 

US  

Mr. trump  

There are associations like SINGA all throughout Europe but in France there is a large amount of 

citizens who want to help refugees.  

Have you had experience with other SINGAs  

No  

 

If you would change anything about SINGA what would you do differently? Comments?  

In fact, I love SINGA and it’s a super organization every person is able to do things they like and 

its me who became in charge because I love it, I posted information on who wants to help with a 

match of cricket, it is me who said ok and decided that it was very agreeable, informal and you 

can follow the situation of refugees who have stopped coming if they are busy doing other things 

but there are still parties where they might be discouraged to come but these informal 

spontaneous events allow more people to come as they like. Like Chikonga, from the beginning 

there is a group that has not moved who is always here and those who come from month to 

month but now there are three of us who don’t live in Lyon but haven't stopped its constructed in 

the duration of their life at SINGA, they may be in Lyon for their professional life but again 

there is a man who organizes meetings but does not come to activities anymore there's nothing I 

would change but there are fluctuating problems 

 

We have also been thinking about measuring impact, who is coming to the event would it 

be helpful to track who is showing up and to know who comes often? 

I'm not so good at technology, I remember that we tried many times with machines and papers 

and it works but after it doesn’t work because its not in our habits I'm sure it will be good but is 

up to the volunteers to come up with a manner and what SINGA is doing currently is working 
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but for example at the blablas there's many people coming but we want to keep it discreet and 

informal and following people to where they go is something we have never done  

It would be up to them but I remember going to one of the blablas and you wrote down the 

names of the new people but there was no way to tell how often they are coming  

It is difficult but we have a WhatsApp group that is good and I publish reminders, there are 

people who come from time to time and one explained his life in Albania he was very nice and 

they post these things from time to time and I post this there is a possibility to aid with a match 

of cricket and there are people who have already responded  

React to a message if you came to an event today  

To prepare documents to be distributed there are questions to try to identify people  

Survey to determine what SINGA can do better at to see what they think  

The problem is many are not great at French there are some who speak in English but they cant 

write well in French  

There are people who speak both languages and may be able to translate  

You must know that blabla there are about 40 people  

 

Sarah Affani (SINGA Global Coordinator)  

I’m in charge of the communities at a global level and I’ve visited different SINGAs in the world 

to see what community activities are working (since not all the SINGAs are doing community 

activities) and to determine new strategies for the whole network. Right now, only 5 out of 18 

SINGAs are doing community activities and my goal is to have them all working on community 

activities.  

You guys can tell me what you have observed so far and after that I might be able to share some 

relevant documents with you all. I have some questions that were targeting the SINGA 

organizations and not the community.  

Most of SINGAs advertisements are by word of mouth. SINGA is all about experiences. SINGA 

could have the best and meaningful activities in the world, but if you don’t have someone to 

guide you and communicate with you what’s going on, you won’t go there. That’s why you just 

pinpoint why it is hard for us to measure our impact. How do you evaluate whether you are 

feeling more at ease in your new environment or not?  
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Has there being a pilot project to try to measure that impact?  

Yes. We worked with Impact46. They tried to create metrics (for the SINGAs) to help us 

evaluate our impact. However, SINGAs were not answering those questions because they 

couldn’t imagine ways to gather that data. SINGA Switzerland and Stuttgart were really good at 

it, but all the other ones dropped the questions. So, we tried but it didn’t work out.  

 

Were they survey questions?  

 Yes, let me show you. We had 40 questions, some for the community, some for communication, 

and some for-entrepreneurship programs. Wrong idea to send all thos questions together in the 

first place. The second time was only about the program, where most of them were answered. I’ll 

send you the results of all the questionaries.  

 

Is it only SINGA Global that uses Salesforce?  

Within the network, SINGA is the only one so far. It should be active in the next few months.   

We are trying to reach out to our alumni. My colleague is recruiting 2 people to write down a 

new questionnaire, spend time on the phone with them to evaluate what SINGA brings them, and 

also how we can provide better support. I might be able to put you in touch with those people  

Are you guys only focusing on the community activities or in all SINGA Lyon activities?  

 

Community starting point for you will be the definition. Did someone explain to you what 

SINGA is about and how it started?  

 So SINGA was born from 2 friends Guillaume Capelle and Nathanael Molle, who were working 

with asylum seekers. They shared their experiences and identified that there was a lot more to be 

done in that area, especially to help refugees. For instance, once you obtain the international 

protection in France and you become a refugee, you are kind of left alone. You have to find a job, 

learn a language all by yourself, etc. In reality, there is only social workers that talk to you, but 

nobody else. SINGA was born to create spaces and links between newcomers (refugees) and the 

locals.  SINGAs aim to foster social connections, have dialogues in french, and improve self-

confidence overall. All SINGAs are different because they have different nationalities 

represented within their territories and you chose the right one. SINGA Lyon is the best one in 

community activities (but SINGA Brussels is doing a great job as well).  
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In the case of SINGA Brussels, the community itself is creating spaces to gather in SINGA 

activities. What you should track is how SINGA Lyon is able to serve its community. How 

SINGA Lyon is creating spaces for the community.   

SINGA Lyon has 3 types of events for the community: workshops (17), long projects, events 

(big 1-time activities)  

  

Appendix C: Survey Data 
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 Appendix D: Survey Deliverable 
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Appendix E: NLP Code  

Frequency Analysis  
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Sentiment Analysis  
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Topic Modeling  
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Appendix F: Gantt Chart  
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Appendix G: IRB Approval  
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Appendix H: Social Media Statistics - Instagram 
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Appendix I: Social Media Statistics - Facebook 
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Appendix J: Final Presentation 
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