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SOCIAL IMPACT HACKATHON  

FEEDBACK REPORT 

DEC 2022 

 

Overview 

Our social impact hackathon aimed to stimulate entrepreneurial activity through social 
innovation and, in doing so, shine a light on North Essex during the high-profile Global 
Entrepreneur Week. It was the means to elevate the work of The Weave, Colbea and re-
introduce ACT to the region as a social impact investor.  

The event was launched on the 19th of September 2022 with the release of a landing page 
(www.wearetheweave.co.uk/socialimpacthackathon) with extensive FAQs and visible ‘calls-
to-action’. A LinkedIn campaign supported this.  

The express aim of all our social media activity was to drive traffic to the landing page and 
grow visibility for all the partners whilst educating the audience on the value of social 
impact as a means to develop their value proposition. It was agreed before the event that all 
participants would utilise their respective networks to grow the event’s reach.  The project 
was a partnership-driven event where The Weave, Colbea and ACT, with subsequent 
support from the major universities.  

The event was designed to be fully online, hosted on the Airmeet platform, and to run from 
the afternoon of the 18th of November to the 20th of November. To stimulate and incentivise 
interest and participation, ACT agreed to offer an investment/grant pot of £20,000. This was 
to promote interest, reward participation and find a mechanism to launch ACT and its 
mission.  

http://www.wearetheweave.co.uk/socialimpacthackathon
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The participating businesses would develop their ideas over the weekend and in conjunction 
with student/hobbyist innovators, therefore gaining an external perspective on their initial 
ideas. They would be asked to deliver a short pitch deck ad video that demonstrated their 
solution and an idea that could be advanced.  

To access the funds, it would be necessary for the teams/businesses to participate in a social 
impact accelerator, a business model design sprint, that would help them shape the ideas, 
develop a pitch deck and establish a more robust business. This would offer increased value 
to ACT since they would invest in a socially impactful idea with an articulated strategy and a 
testable business model.  

Social Innovation 

The work that The Weave did ahead of the event was to educate the region on the value of 
social innovation as a catalyst for value creation and how any business can establish a clear 
difference between what it does and what the competition delivers.  

How we use social ills to drive purposeful businesses is not a clearly articulated opportunity 
for many small and especially micro-businesses. However, without a purpose beyond 
economic returns, any business will lose momentum and direction.  

The following diagram explores what social innovation is and the role it can play.  
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Micro-businesses, socially driven or otherwise, lack a playground to explore new 
opportunities and this event offered them the first taste of an alternative approach to 
business development.  

Marketing 

All the marketing collateral identified ALL partners and Sponsors, offering visibility to them 
as active members and supporters of the initiative. ACT went from ACTion back to ACT, and 
Anglia Ruskin, who initially approved their logo and participation, stepped back from the 
event. Meetings were also held with Essex County Council representatives, and a special 
mention needs to be made of Jess Flack, who pushed the event through all of her available 
networks, directly connecting us to various advocates for business support and change.  

The social media strategy was about developing educational content that piqued interest 
and developed an understanding of what the event aimed to do. We had hoped other 
stakeholders would provide similar insights, but this was not forthcoming. Therefore the 
momentum was primarily from The Weave and its ability to activate its existing networks.  

Colbea did introduce us to their contacts at Writtle and Ruskin whilst we tapped into the 
University of Essex (UoE) student networks and Suffolk Campus. However, only UoE 
students submitted a team and took part, supporting other businesses.  

We reached out to the FSB’s new regional representative, who was equally engaged with 
the idea and positioned the offer in their October newsletter with a circulation of 4,000.  

Kate Everett, an advocate for the programme, offered her time to create a press release 
across the region. She also arranged for a Radio Chelmsford interview to raise the event's 
visibility.  

Overall, the level of verbal support for the initiative was amazing; many called for this to be 
a regular, funded event. Yet, mobilising the words of support into meaningful participation 
and actions was much harder than we first envisioned. Our strategy regarding the 
messaging must be questioned as to why we failed to ignite activity beyond verbal support.  

Success was noted in securing the buy-in of Provide Community CIC, and Kez Spelman and 
Michael Glassock have been interested in the event and how this might be of use to their 
internal innovation strategy.  

The data extracted from Google Analytics relates only to the posts and activity conducted by 
The Weave, and does not include any analytics from Colbea or ACT.  

The level of visibility that we delivered on a zero budget, tapping into our and our partners' 
networks, was a valuable lesson in raising a profile and launching an event.  

The following are the analytics relating to the website and the LinkedIn campaign 0 with 
specific posts and their relevant success or not.  
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 by CountryUsers

COUNTRY USERS

United Kingdom 664

United States 118

Ireland 66

Netherlands 31

India 25

Finland 20

France 18



User activity over time

25
Sep

02
Oct

09 16 23 30 06
Nov

13 20
0

200

400

600

800 30 DAYS

513

7 DAYS

134

1 DAY

0

Go to report

Users

1K

New users

990

Average engagement time

0m 56s

Total revenue

£0.00

View user acquisition

View countries

Add comparison

Repo�s snapshot 
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https://analytics.google.com/analytics/web/?authuser=2&hl=en_US&utm_source=pdfReportLink#/p277459158/reports/dashboard?params=_u..nav%3Dmaui%26_u.comparisonOption%3Ddisabled%26_u.date00%3D20220919%26_u.date01%3D20221122&r=4122960003
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A All Users Custom Sep 19 - Nov 22, 2022 ▼

https://analytics.google.com/analytics/web/?authuser=2&hl=en_US&utm_source=pdfReportLink#/p277459158/reports/dashboard?params=_u..nav%3Dmaui%26_u.comparisonOption%3Ddisabled%26_u.date00%3D20220919%26_u.date01%3D20221122&r=lifecycle-retention-overview
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New users by First user default channel group over time
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A All Users Custom Sep 19 - Nov 22, 2022 ▼

https://analytics.google.com/analytics/web/?authuser=2&hl=en_US&utm_source=pdfReportLink#/p277459158/reports/explorer?params=_u..nav%3Dmaui%26_u.comparisonOption%3Ddisabled%26_u.date00%3D20220919%26_u.date01%3D20221122%26_r.explorerCard..selmet%3D%5B%22newUsers%22%5D%26_r.explorerCard..seldim%3D%5B%22firstUserDefaultChannelGrouping%22%5D&r=lifecycle-user-acquisition-v2
https://www.google.com/analytics/?hl=en-US
https://www.google.com/analytics/tos.html?hl=en-US
https://www.google.com/policies/privacy/?hl=en-US


Date
Impressions 

(organic)

Unique 
impressions 

(organic)

Clicks 
(organic)

Reactions 
(organic)

Comments 
(organic)

Reposts 
(organic)

Engagement 
rate (organic)

09/19/2022 8 3 0 0 0 0 0%
09/20/2022 11 6 0 0 0 0 0%
09/21/2022 20 6 1 1 0 0 10%
09/22/2022 114 11 6 3 0 0 8%
09/23/2022 22 9 0 0 0 0 0%
09/24/2022 4 3 0 0 0 0 0%
09/25/2022 20 10 0 0 0 0 0%
09/26/2022 51 14 4 1 0 0 10%
09/27/2022 21 7 1 1 0 1 14%
09/28/2022 56 11 0 0 0 0 0%
09/29/2022 3 3 0 0 0 0 0%
09/30/2022 11 6 0 0 0 0 0%
10/01/2022 5 4 0 0 0 0 0%
10/02/2022 4 2 0 0 0 0 0%
10/03/2022 41 25 1 1 0 0 5%
10/04/2022 25 13 0 0 0 0 0%
10/05/2022 23 9 0 0 0 0 0%
10/06/2022 33 8 0 0 0 0 0%
10/07/2022 7 5 0 0 0 0 0%
10/08/2022 26 5 1 1 0 0 8%
10/09/2022 2 1 0 0 0 0 0%
10/10/2022 9 4 0 0 0 0 0%
10/11/2022 9 7 0 0 0 0 0%
10/12/2022 21 9 0 0 0 0 0%
10/13/2022 22 8 0 0 0 0 0%
10/14/2022 19 9 0 2 0 0 11%
10/15/2022 38 16 1 2 0 0 8%
10/16/2022 41 18 0 0 0 0 0%

Aggregated engagement metrics for your organic and sponsored posts over 
time. Date indicates when your posts were viewed by LinkedIn members. Data 

is delayed by up to 2 days. All dates and times are in UTC.



Date
Impressions 

(organic)

Unique 
impressions 

(organic)

Clicks 
(organic)

Reactions 
(organic)

Comments 
(organic)

Reposts 
(organic)

Engagement 
rate (organic)

10/17/2022 16 14 0 1 0 0 6%
10/18/2022 57 20 1 1 0 0 4%
10/19/2022 21 10 0 0 0 0 0%
10/20/2022 95 30 4 7 3 2 17%
10/21/2022 11 9 0 0 0 0 0%
10/22/2022 6 5 0 0 0 0 0%
10/23/2022 6 5 0 0 0 0 0%
10/24/2022 6 6 0 1 0 0 17%
10/25/2022 33 14 0 0 0 0 0%
10/26/2022 22 7 0 1 0 0 5%
10/27/2022 53 20 1 3 1 3 15%
10/28/2022 61 15 1 0 0 0 2%
10/29/2022 68 23 17 1 0 0 26%
10/30/2022 171 82 6 6 0 0 7%
10/31/2022 36 26 0 0 0 0 0%
11/01/2022 78 18 1 0 0 0 1%
11/02/2022 59 22 0 0 0 0 0%
11/03/2022 39 19 0 1 0 0 3%
11/04/2022 53 21 2 0 0 0 4%
11/05/2022 31 19 0 1 0 0 3%
11/06/2022 9 6 0 1 0 0 11%
11/07/2022 63 12 1 1 0 0 3%
11/08/2022 39 23 1 3 0 2 15%
11/09/2022 7 3 0 1 0 0 14%
11/10/2022 21 12 2 2 0 -1 14%
11/11/2022 13 11 0 0 0 0 0%
11/12/2022 16 7 0 0 0 0 0%
11/13/2022 14 4 0 0 0 0 0%



Date
Impressions 

(organic)

Unique 
impressions 

(organic)

Clicks 
(organic)

Reactions 
(organic)

Comments 
(organic)

Reposts 
(organic)

Engagement 
rate (organic)

11/14/2022 7 7 0 0 0 0 0%
11/15/2022 8 6 0 0 0 0 0%
11/16/2022 49 28 0 0 0 0 0%
11/17/2022 36 21 5 0 0 0 14%
11/18/2022 41 22 1 1 0 1 7%
11/19/2022 34 15 1 0 0 0 3%
11/20/2022 126 49 4 3 0 2 7%
11/21/2022 55 45 0 1 0 0 2%
11/22/2022 56 28 0 1 0 0 2%
11/23/2022 47 22 1 1 0 0 4%
11/24/2022 19 15 0 0 0 0 0%
11/25/2022 52 17 2 2 0 0 8%
11/26/2022 33 20 0 2 0 0 6%
11/27/2022 16 10 1 0 0 0 6%
11/28/2022 9 7 0 0 0 0 0%
11/29/2022 13 8 0 0 0 0 0%
11/30/2022 12 6 0 0 0 0 0%
12/01/2022 30 19 0 2 0 0 7%
12/02/2022 33 22 0 0 0 0 0%
12/03/2022 18 13 1 0 0 0 6%
12/04/2022 64 25 3 1 1 0 8%
12/05/2022 27 17 0 0 0 0 0%
12/06/2022 39 11 2 0 0 0 5%
12/07/2022 39 13 1 0 0 0 3%



Post title Post link Created date Impressions Views Clicks Click through rate (CTR) Likes Comments Shares Engagement 
rate

And this is why we , we did the social impact 
hackathon with a forward thinking local 

charity keen on developing opportunities to 
get closer to impactful business.

 #socialimpact #opportunities #charity 

Rodney Appleyard , Frank Sims , Michael 
Pollington , David Sollis

https://www.linkedin.com/feed/update/urn:li:activity:7
001256516095725568 11/23/2022 28 0 0% 2 0 0 4%

The final push today - teams are dealing 
with some amazing topics and have worked 
so hard over the weekend. I'm excited to see 

the video pitches and pitch deck. 
Thanks to Colbea, Provide Community and 
Kez S. and Michael Glassock, Kate Everett 
and The Write Impression PR & Marketing 
(TWI), James Phelan, Essex Startups and 

Andy Mew and his team.

It has been a blast - and our effort in 
delivering something of value for the #gew22 

and our region. 
Thanks to Magdalena Mahdyand Adam 

Roxby from The Weave for their 
involvement in the #community  and a big 
shout out to our mentors Mick Holloway, 

Mandeep Singh Gabhari, Pamela Hatswell 
The Shrink, Veronica Garbett MBA, PgCAP, 

SFHEA, Rodney Appleyard

https://www.linkedin.com/feed/update/urn:li:activity:7
000046634956906496 11/20/2022 189 5 3% 7 0 2 6%

We are looking forward to the 
#NorthEssexSocialImpactHack2022 - which 
starts tomorrow evening. Stay tuned as we 

share the journey of the Weekend - 
interview participants, sponsors and 

partners. 

The Weave brings a flavour of the university 
experience to aspirational owner-managers. 

Get involved. 

https://www.linkedin.com/feed/update/urn:li:activity:6
998957836072271872 11/17/2022 37 2 5 14% 0 0 0 14%

Engagement metrics for individual posts. Created date indicates when your post was created. All dates 
and times are in UTC.



Post title Post link Created date Impressions Views Clicks Click through rate (CTR) Likes Comments Shares Engagement 
rate

Want to light a different kind of spark this 
November?

Join our #NorthEssexSocialImpactHack2022 
and energise ideas that could change 

people’s lives.

Checkout https://lnkd.in/eYDZFE-t and sign 
up to fir the challenge.

#socialimpact #welfare #kindness #Essex 
#innovation #community

https://www.linkedin.com/feed/update/urn:li:activity:6
994325395684614145 11/04/2022 48 3 6% 0 0 0 6%

As if we didn’t know but the evidence is 
mounting - those that care keep people. As 
we enter the dark days of winter be aware 

that peoples’ moods can follow the seasons.

The inextricable link between employee 
wellness and retention | Fortune

https://www.linkedin.com/feed/update/urn:li:activity:6
992135961736290304 10/29/2022 39 0 0% 0 0 0 0%



As we move closer to our 
#NorthEssexSocialImpactHack2022 - here 
are some great examples of entrepreneurs 

who are addressing a specific issue. Join us 
in November- sign up here bit.ly/3TVawbO 

and make a difference.

Six ways social entrepreneurs can step up to 
help refugees | The Social Enterprise 

Magazine - Pioneers Post

https://www.linkedin.com/feed/update/urn:li:activity:6
992076065460396032 10/29/2022 60 17 28% 2 0 0 30%



Post title Post link Created date Impressions Views Clicks Click through rate (CTR) Likes Comments Shares Engagement 
rate

Social Innovation is a challenge that we 
should all accept. No matter the business 

model, or the business - whether a #trade or 
#service - evaluate the social outcomes and 

make them important to you. 
- Work with underserved communities. 

- Address inequality 
- Provide access to services that are denied 

by others
- Change the outcomes for a few by 

delivering to the many

#socialinnovation changes the narrative of 
your business and opens up possibilities 

beyond the current.

#business #innovation #work #change 

https://www.linkedin.com/feed/update/urn:li:activity:6
991695138062245888 10/28/2022 26 0 0% 1 0 0 4%

Love this story - climate tech funds have 
money to invest in our future. Let’s welcome 

such positive impact and celebrate 
entrepreneurs and their innovations.

Ocean-climate VC Propeller launches with 
$100M to fund ‘tomorrow’s narwhals’

https://www.linkedin.com/feed/update/urn:li:activity:6
989176962778808320 10/21/2022 31 0 0% 1 0 0 3%

Social innovation matters and that is why 
The Weave has created the Social Impact 

Hackathon. This is a chance for businesses 
and students to come together to explore 
opportunities that can benefit businesses 

and the communities they serve. Join Magda 
and James this Thursday morning as we 
share with you how the hackathon works, 

what you should expect and how you should 
get involved. It is Free to participate and 

could lead to up to £20k of funding for one 
or split amongst a few ideas. 

https://www.linkedin.com/feed/update/urn:li:activity:6
988200931364380672 10/18/2022 109 82 4 4% 10 3 3 17%

We want financial inclusivity in society yet, 
we fail to have a representative body of 

people teaching and researching it. Change 
this trend and we change gender bias in the 

investor community. 

The Poor State Of Gender Diversity In 
Financial Academia

https://www.linkedin.com/feed/update/urn:li:activity:6
987365024365215744 10/16/2022 31 0 0% 0 0 0 0%



Post title Post link Created date Impressions Views Clicks Click through rate (CTR) Likes Comments Shares Engagement 
rate

The race for long term electricity storage 
solutions - there is more than one answer 

but CO2 has many benefits. Solve this 
challenge and renewables can start to take a 

greater share of the supply.
Meet the CO2 battery cozying up with a wind 

energy giant

https://www.linkedin.com/feed/update/urn:li:activity:6
986640248013258752 10/14/2022 10 0 0% 1 0 0 0%

Interesting reimagining if the traditional 
understanding of a stock market. No longer 

would economic gain be measured in 
isolation- now biodiversity has a known 

value.

Could A “Species Stock Market” Help With 
Protection?

https://www.linkedin.com/feed/update/urn:li:activity:6
985612981673885696 10/11/2022 12 0 0% 0 0 0 0%

Where the money is going - more work to be 
done in this field as we look for sustainable 
business models to address all aspect of 

food waste.

Startups Raise Record Sums To Cut Food 
Waste 

https://www.linkedin.com/feed/update/urn:li:activity:6
982623995447627776 10/03/2022 15 0 0% 0 0 0 0%

ESG goals have been associated with good 
practice but also greenwashing - the 

Federated Hermes Microsite - Best Practice 
Two defines what it sees as essential facets 

of good ESG practices

https://www.linkedin.com/feed/update/urn:li:activity:6
980901936564727808 09/28/2022 12 0 0% 0 0 0 0%

It is an ever-present battle - the nagging 
doubter that sits on the shoulder. Recognise 

it - and beat it with a passion for learning. 

Imposter syndrome? Let’s fight it together. 
— We Are The Weave

https://www.linkedin.com/feed/update/urn:li:activity:6
980117268194045952 09/26/2022 115 1 1% 1 0 0 1%



Post title Post link Created date Impressions Views Clicks Click through rate (CTR) Likes Comments Shares Engagement 
rate

Change the dynamics of work place 
environments and accommodate peoples 

needs to connect. 

To Get People Back in the Office, Make It 
Social

https://www.linkedin.com/feed/update/urn:li:activity:6
979754880244588544 09/25/2022 13 0 0% 0 0 0 0%

How technologies are being developed to 
address people’s lives. What could you 
develop? Not sure, then join the North 

Essex Social Impact Hackathon. 

J Balvin enters the digital wellness space 
with the launch of a bilingual mental health 

app

https://www.linkedin.com/feed/update/urn:li:activity:6
979030104693739520 09/23/2022 13 0 0% 0 0 0 0%



 
Marketing (cont.) 

The data suggest that later-stage posts were garnering greater impact, with user activity on 
the website peaking 30 days after launch and holding steady after that.  

Most successful posts around that period were organic pieces of content specifically talking 
about the social challenge, its value and a post that looked at Six Ways Social Innovation can 
support refugees.  

Traffic to the website saw the number of unique visitors grow to nearly 1,000 visits, yet the 
capture level and conversion into action could have been higher.  

If there was a difference between expectation and reality, we needed to understand where 
this incongruence existed as we moved forward. We could better hone the messaging.  

Survey Evidence 

A pre and post-survey was conducted with limited participation but, nevertheless, decent 
insights into the potential value of this style of event.  

The summary from both surveys is included in this final report, but I wanted to pick up on a 
few key findings.  

1. Convenience – the weekend event was seen as convenient, and all the team's hard 
work in going through the customer onboarding paid dividends, with 80% finding it 
very or extremely easy to book on.  

2. All businesses were pre-start or starting out – which was a disappointment since we 
were targeting the value of social innovation within existing businesses. The 
education process has much to do with upgrading this level of thinking.  

3. This education process was confirmed as 80% of attendees had never heard of a 
social impact hackathon – therefore encouraging they wanted to participate.  

4. Very few people have ever experienced entrepreneurial education – which is a 
common insight and an inhibitor in attendance as many feel it is beneath them or 
they know it all.  

5. The community aspect ranked highest in most people’s needs – and not access to 
resources, which was an interesting observation 

6. 75% of attendees found the event or extremely useful, and one person found it 
useless.  

7. Comments indicated that coming together and working in teams, focusing on and 
exploring the social impact, are positives. The lack of diversity due to limited 
numbers, and no focus on team dynamics, were seen as negatives. In general, 80% 
found some value in attending, some more than others.  

8. Testimonials included: 
The one thing I have learned and can apply to my business is “Creative problem-
solving and the importance of social entrepreneurship.” 
I especially liked “the time pressure and the new environment.. it makes you really 
think. Loved it” 
“I did not learn anything new, but it was a great experience.” 



 
Outcomes 

We had aspirations that attendees would develop their skills in the following areas. It 
needed to be clarified whether this was achieved overtly, but they were exposed to each 
element through the programme. Most attendees suggested that they did learn something 
since 70% reported a growth in their creativity and application through design.   

 

We had 29 people register on Airmeet and around 22 who worked online throughout the 
weekend. This led to the submission of six ideas, ideally all of which would go through to the 
accelerator.  

1. Blossoms CIC – alcohol and addiction support 
2. Team HUE – elderly buddy programme 
3. Chatter Platter – nutritional education and support  
4. Roles4Goals – career shortages and opportunities for young people to boost skills 
5. Underdog Crew – access and opportunity for underprivileged young people in the 

creative industry 
6. Uniform7 – Sensory and adaptive school wear for neurodiverse students 

Each business presented a pitch deck and a short video to allow them to explain the 
problem and the solution. This will be viewed by the ACT trustees and a date for the pitching 
event will be agreed.  

 

 



 
Key Learnings 

1. A greater level of partnership participation needs to be encouraged before the event 
2. Practice in the technology aspect needs to be given ahead of the event so that teams 

would not miss deadlines 
3. The hybrid model, where a physical coming together on Friday in a mix of social and 

teams formation activities, would enhance the energy and give immediate impact 
and impetus to the work on Saturday 

4. Overcome inertia for participation through better communication – using 
testimonials and leaning into the advocacy of those who took part.  

5. Working with students from other universities requires grass route advocacy, not 
top-down platitudes. Therefore look at some pre-event activities in different 
locations, such as pizza and pitch events for student entrepreneurs near their 
location.  

6. If we are to run these regularly, we need the buy-in of EDOs across the region to 
further increase the footprint.  
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Email Job Title Organization City First Name Last Name
tom@rentmy.com CEO RentMy Manningtree Tom West
kim.moore@blossome.support Founder Blossome CIC Colchester KIM MOORE
nishajayraman@gmail.com Student University of Essex Colchester Nishanthinidevi Jayraman
nialew13@gmail.com Student No organisation Colchester Nia Lewis
leyla.kandemir68@gmail.com CEO Felicitous Foodology Colchester leyla kandemir
info@felicitousfoodology.co.uk Sales and marketing Felicitous Foodology Colchester Matthew Micaleff
rachael.richards@uniform7.co.uk Owner Rachael Richards t/a UniformGreat Bentley Colchester Rachael Richards
rp22409@essex.ac.uk Student University of Essex Colchester Radhika Parekh
arwayusuf29@gmail.com Arwa Ali
edward.d.meredith@gmail.com Student Colchester Institute Colchester edward meredith
wendy@esperanto-business-solutions.cMBA student Business OwneThe University of Essex Colchester Wendy Langdon
arcedenspc@gmail.com Founder Urden Ltd Ipswich Dee Roder
vasily@foogin.com Founder Foogin London Vasily Alekseenko
lisa.ansell@salesgeek.co.uk Director/owner Sales Geek Essex Clacton on sea Lisa Ansell
vikasgarg31101996@gmail.com founder Artlune COLCHESTER Vikas Garg
mandievyi.n@gmail.com Founder Bridgette Hair SOUTHEND ON SEA Nyasha Mandiveyi
becky@beautyofwellness.co.uk Business owner Beauty of wellness Colchester Rebecca Imhof
stef.bloomfield@rentmy.com Marketing Manager RentMy Manningtree Stef Bloomfield
y.p.kostova@gmail.com Graduate University of Essex Southend-on-sea Yordanka Kostova
michaelkrestas1@gmail.com Graduate University of Essex London Michael Krestas
vishal.desae@gmail.com Student Essex Business School Colchester Vishal Desae
zakileena@gmail.com MBA Candidate University of Essex Colchester Lina Zaki
reetikamehta02@gmail.com Sr analyst FOL Colchester Reetika Mehta
solesioluwademilade@gmail.com Student University of Essex Essex Oluwademilade Solesi
nicola@roles4goals.com Director Roles4Goals Halstead Nicola Coppen
thebhuwanjaiswal@gmail.com founder yuva yoddha lucknow bhuwan jaiswal
derrick_mwk1114@outlook.com Student Shanghai University of Finan   Shanghai Wenkang Mao
mizuho.nagato@gmail.com Student University of Essex Colchester Mizuho Nagato
wiktoria.strozik@gmail.com Student University of Essex Colchester Wiktoria Strozik



PR The Weave Hackathon 1022 
Kate@thewriteimpressio.co.uk 

 
£20,000 Social Impact Investment up for grabs in Essex Hackathon 
The Weave, an Essex-based enterprise focused on supporting collaborations between 
entrepreneurs and students, will host the region’s first Social Impact Hackathon next month.  

The two-day immersive Hackathon event, in partnership with organisations including Essex 
County Council, the University of Essex, the University of Suffolk, Anglia Ruskin University and 
Writtle, along with the Colchester Business Enterprise Agency (Colbea), aims to bring 
together students and businesses to generate concepts to improve the social, mental, and 
physical health, welfare and wellbeing of North Essex Communities. 

Concepts will be submitted ahead of a Social Impact Accelerator programme in January 2023, 
where teams will be invited to develop their ideas and pitch for a share of a £20,000 
investment pot available, funded by ACT, formerly the charitable arm of ACE CIC.  

James Cracknell, a Co-founder of The Weave, says this type of event is long overdue. “We 
have seen social impact climbing the business agenda for a while now, but it’s now an 
essential element for every organisation,” says James. 

“Bringing the next generation of the workforce together with entrepreneurs and established 
businesses gives us a unique opportunity to deliver transformative thinking. We are not just 
looking at what we should be doing socially but how we measure that impact in a world 
where winning business may rely on those measurements. 

“We’re inviting more Essex businesses to join us as we bring together the creative minds of 
our regional students to collaborate with entrepreneurs and businesses in this exciting and 
challenging Hackathon.  

The Social Impact Hackathon takes place in a series of online events from 4.30pm on Friday, 
18 November 2022 to 4.30pm on Sunday, 20 November at 4.30PM. 

 

Hashtag – NorthEssexSocialImpactHack2022 

 

Website – https://wearetheweave.co.uk/socialimpacthackathon  

 

https://wearetheweave.co.uk/socialimpacthackathon

	Social Impact Hackathon Report Dec 2022.pdf
	SOCIAL IMPACT HACKATHON ANALYSIS Section 1.pdf
	Google Analytics New User and Engagement Time.pdf
	Google Analytics Retention.pdf
	Google Analytics User Acquisition.pdf
	LinkedIn Posting wearetheweave_Engagement_metrics_1670499321620.pdf
	Metrics

	LinkedIn Posting wearetheweave_content_1670499321620.pdf
	All posts


	SOCIAL IMPACT HACKATHON ANALYSIS part 2.pdf
	All individual Responses_All_221209.pdf
	Post event survey Data_All_221209.pdf
	Pre-Survey Data_All_221209.pdf
	AIRMEET_registrations_15th Nov22 v2.pdf
	AIRMEET_registrations_15th Nov2

	Press Release Hackathon pr The Weave 1022 ke.pdf

