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INTRODUCTION
—
A decade ago, Asia Society had a dream to build a network of young leaders (under the age of 40) across AsiaPaciﬁc as a way to promote mutual understanding and eﬀective collaboration among the next generation’s
most important and inﬂuential leaders. A decade later, we have built a movement of more than 800 powerful
alumni from more than 30 countries. Today, the Asia 21 Young Leaders Initiative stands as the Asia-Paciﬁc’s foremost
young leaders network. Asia 21 crosses geographic and sectoral boundaries. It convenes young leaders to promote
conversation and collaboration so they may continue working across boundaries to create maximum impact. Local Asia
21 chapters have sprouted in some of the toughest parts of Asia, where people are anxious for the connections and
counsel that the Asia 21 network has provided. The result is an incredibly active and vibrant community of young people
dedicated to values-based leadership and to changing the world. Not surprisingly, many of the Asia 21 Young Leaders,
especially those who joined the network in the earlier years, are today recognized as leading ﬁgures in all sectors.
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OBJECTIVES

CONNECT

GLOBALIZE

SUPPORT

Solve key problem of increasing
connectivity of over 800 Asia 21
alumni to maximize collaboration,
impact, and the sharing of
resources.

Introduce Asia 21 Young Leaders on a
global stage to empower alumni to
increase the scope of their initiatives,
broaden access to funding and support,
and catapult Asia’s brightest minds to
solve the world’s toughest problems.

Source key support networks for
Asia 21 alumni to increase funding
and accessibility to resources to
increase the scale and impact of
their initiatives.
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WHAT MAKES ASIA 21 DIFFERENT?

Asia 21 is the only network of
young leaders focused on
shaping a brighter future for
the Asia-Pacific region.
We are laying the groundwork for a

The Asia 21 Young Leaders Initiative
promotes mutual understanding
and effective collaboration
among the next generation’s
influential leaders.

robust Asia-Paciﬁc community capable

These collaborations are crucial because

of tackling the most vexing challenges

they provide the opportunity for growth,

facing the region — one leader, one
connection, one project at a time.

address a country’s or the region’s most
pressing challenges, and demonstrate the
impact that the Asia 21 initiative and its
network provide to the Asia-Paciﬁc region.
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WHAT MAKES ASIA 21 DIFFERENT?

We consistently hear from Asia 21
Young Leaders that they have been
inspired by the accomplishments,

Often, we also hear about
collaborations between Young
Leaders whose worlds would otherwise

stories, and insights shared by their

never have collided.

peers at Summits, forums, and local
chapter gatherings, and that they use
these experiences to elevate their
own work.
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WHAT MAKES ASIA 21 DIFFERENT?

“For the past 10 years, we’ve been cultivating a network of diverse changemakers, united by a shared commitment to leadership with impact. As the
network continues to mature and the original members move into positions of
greater influence, Asia 21’s long-term ‘dividend’ will become increasingly
apparent: a more connected, better integrated Asia-Pacific region with leaders
capable of drawing on vital connections to move the region forward, for the
betterment of all.”
Afghanistan 21 — Josette Sheeran, President & CEO, The Asia Society
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21
Strategic
Overview

OVERVIEW
—
With 60 percent of the world’s inhabitants living in Asia, the continent’s rapid economic
growth and rising political inﬂuence deem it one of the most important regions in the world.
From its start, The Asia Society has served to educate the West of the region’s great relevance.
Through its ‘Asia 21 Young Leaders Initiative’, now in its tenth year, the Asia Society is
fulﬁlling its mission of promoting greater knowledge of Asia and has an opportunity to forge
closer ties between the region’s changemakers and the rest of the world.
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COMPETITIVE LANDSCAPE

The continent has witnessed extraordinary
changes in the past decades. Growing access
to information and Western inﬂuences has
given rise to a new generation of political

While the Asia 21 Young Leaders Initiative is unique in
its approach, other organizations working with young
leaders in Asia to create positive change include:
Organization

Program Name

Asia Society

Asia 21 Young Leaders Initiative

unforeseen in the past. In response to these

Global Changemaker

Changemakers

changing times, a number of organizations

Ashoka

Changemakers

have developed programs to bring together

Asia-Paciﬁc Youth Organization

Lead Asia-Paciﬁc (LAP)

SEALNet

Youth Leadership Summit

Young Southeast Asian Leaders
Initiative

YSEALI Fellows

activism, environmental consciousness and
social entrepreneurship throughout Asia

Millennial leaders to advance change.
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COMPETITIVE LANDSCAPE

All organizations have a convening component that bring together leaders for an annual
conference, as well as provide partners and/or financial resources to support leaders' causes.

Global Changemakers

Ashoka Changemakers

The Asia-Paciﬁc Youth

SEALNet’s Youth Leadership

The Young Southeast Asian

helps leaders with funds, tools

began in Asia and has

Organisation

Summit, started by a

Leaders Initiative, organized

regional oﬃces in 8 Asian

is limited to leaders focused

Stanford University student,

countries, including India

on changing political and

partners leaders in the

and Indonesia

economic policy, and not

United States with those in

other sectors.

Asia to create impact during

and networks to make their idea
a reality, though the organization
does not speciﬁcally focus on
working within Asia, and Ashoka’s
Changemakers program, too,
supports changemakers in
certain countries throughout
Asia, though not throughout the
region.

two-week service projects.

by the U.S. State Department,
brings leaders from Asia to
the U.S. and partners them
with domestic organizations
that provide leaders with skills
to help advance their mission;
they also host an annual
competition and give grants.
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ASIA 21’S ADVANTAGE

What makes the Asia 21 Young Leaders program unique is the
backing of The Asia Society’s strong partner network and
influential alumni.

Resources Provided:
Network Partnerships
Mentors and Advisors
Financial Backing

Although other organizations may help create on-the-ground
impact, no other program is as distinguished as Asia 21.

Facilitated Workshops
On-the-ground Volunteers
Events

The Asia Society stands as a unique voice and there is an
opportunity to leverage the organization’s global visibility to elevate
the work of the 21 Young Leaders, including the Public Service
Award recipients, through increased opportunities to collaborate
with each other and create impact, as well as increased attention to
their work through creative marketing and communications.
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ASIA 21 SYSTEM MAP
ASIA SOCIETY

SUPPORTS

Action Lab

Regional Chapters / Asia / US

Projects by region, by theme

DESIGNS /
ARCHITECTS

ASIA 21

IS A COMMUNITY
A network that challenges the status quo

SUPPORTS
FUNDS

A platform of diverse, shared values for
collaborative problem-solving

2015 Fund

Incubates speciﬁc projects

BECAUSE…

SUPPORTS
LEADERS

Asia problems = World problems
We want to create a better Asia
10th anniversary = Pivotal moment
We can help each be eﬀective with our own work
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Identity
Development

A PURPOSE-DRIVEN IDENTITY
—
While the Asia 21 Young Leaders Initiative has successfully grown in the last 10
years under the Asia Society brand, the time has come to distinguish itself to
better represent, inspire, and support its members on the global stage. And given
that Asia 21 leaders’ ambitions and backgrounds are diverse, we propose a brand
that creates a clear sense of purpose that uniﬁes its passionate and eclectic
network. A shared purpose that sparks the imaginations of Asia’s greatest minds,
and through which provides a platform to collaborate, build relationships, and gain
recognition around the world.
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2015 ATTENDEE FEEDBACK

Feedback from 2015 Annual Summit attendees revealed a genuine desire to improve their experience.
Attendees oﬀered input on areas for improvement with most comments falling into categories of
feeling under-utilized, needing better leadership, ways to bring them together and foster collaboration.
“…focus on achieving on something that will be worth it…”
“[need to] come out of here achieving something…a commitment”
“somehow we are not finding each other….formalize the network”
“need more active engagement”
“together we are here to create the Asia we want”
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SOLUTION

We are excited to help Asia 21 Young Leaders Initiative bring its new brand to life and redeﬁning what it means to be a
member and re-invigorating is its network with a sense of pride and purpose. Honoring the wishes of its membership,
the following objectives will be our guide as we embark on this new frontier:

#1. Create a strong sense of
purpose to unify Asia 21’s
eclectic network and spark
their hearts and minds to
create a better Asia.

#2. Build a flexible brand
platform that allows its
members to define who Asia
21 is, what it does, and how it
interacts with the world. The
brand should not tell them
who they are, but rather,
celebrate the diversity of its
leaders and their initiatives.

#3. Make collaboration key —
providing superior ways to
connect, co-create a better
Asia and gain recognition
throughout the globe.
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ASIA 21’S SHARED PURPOSE

While the Asia 21 Young Leaders Initiative will continue to share Asia Society’s
goal of making the world a better place, Asia 21 is dedicated to empowering
emerging leaders who will make that happen. We propose a shared purpose
which all of Asia 21’s fellows, alumni, grantees, and supporters can rally around
to tackle the world’s most pressing challenges.

“BETTER ASIA. BETTER WORLD.”
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CREATING THE IDENTITY SYSTEM

Build Strategic
Brand Platform
(April)
After the proposal has been signed
and all parties are in agreement
with the shared purpose, we will
craft the foundation for your brand.
This strategic document will capture
your brand’s DNA and will facilitate
all decisions for your brand. The
strategic brand platform will contain
a brand narrative which is a story
that deﬁnes who you are along with
your shared purpose and why that
matters to your audience. It will also
deﬁne your brand pillars which will
become your key messaging points.
And ﬁnally, it will capture your
brand personality.

Create Brand
Identity
(late April – June)

Create 2016
Summit Theme
(May – June)

Once the brand platform has been
blessed by all parties, the design team
will create 2-3 conceptual brand
directions that uniquely bring to life
the brand strategy. Each direction will
contain an Asia 21 logo, graphic
elements and copy demonstrated on
three brand touch points.

After a brand identity has been
selected, the creative team will create
3 possible directions that accomplish
the following:
• Present the promise of a new and
improved summit experience
• Gives attendees a sense of purpose,
pride, and identity
• Convey a more connected,
collaborative, and engaging
experience

Deliverables: Asia 21 logo and graphic
elements, and style guide

Deliverables: event theme, event logo,
style guide, 2 demonstrations (i.e.
signage, give away item, web banner)

Build a Better
Website Experience
(July – Oct)

Build out
Event Collateral
(Sept – Dec)

Once the brand identity and summit
themes have been approved, the reimagined website experience will
begin with a team kick oﬀ where all
inputs and inspiration are captured.
Next, wireframes will clearly deﬁne all
the added functionality to accomplish
the following:
• Create a more dynamic networking
system
• Facilitate collaboration amongst
members
• Celebrate progress on projects and
grantees

Once the convening team delineates
desired event experience details, the
event collateral elements will swing
into motion. Goal is to release all
physical elements for production by
mid November with the ﬁnal
deliverable of the presentation
template in early December. Estimate
includes production oversight.
However, production costs will be
estimated upon design approval and
billed directly from vendor.
Deliverables: event program, event
signage, swag, presentation template

Deliverables: new website and
email template

Deliverables: brand narrative, brand
idea, brand pillars
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21
Event Experience
Design
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CHALLENGE
—
There is an opportunity for improvement from previous Asia 21 annual gatherings to create engaged
experiences that enable the Asia 21 awardees and alumni to build a greater sense of identity and
establish lasting collaborative relationships. The previous convening model focused on experts and
presentations, which wasn’t successful at igniting and fully leveraging the passion and excitement of the Asia
21 community to collaborate with one another and support one another’s work. Without strong underlying
relationships, participants are not empowered to reach out to one another after the event and support one
another throughout the year. After 10 years of establishing the foundation for an exceptional community of
leaders across Asia, now is the perfect time to take the next step and unlock the creative and collaborative
potential of these incredible world leaders.
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SOLUTION

We are excited to provide our expertise as experience designers and facilitators. Our team has worked with leading
Foundations and Networks around the globe to build transformative communities and exceptional experiences. We
propose to craft a three-day Asia 21 conference to be hosted in December 2016 that achieves the following objectives:

#1. Asia 21 global community

#2. Asia 21 Alumni have

#3. Asia 21 Alumni have a

feels connected and has

concrete opportunities to

structure for supporting one

support to collaborate with

connect to the global stage,

another ﬁnancially and with

one another.

including participation in other

mentorship throughout

global conferences and

the year.

partnerships with organizations
that create opportunities for
Asia 21 Alumni.

Within these objectives, we propose that
strong emphasis be placed on creating a
clear identity of what it means to be an
Asia 21 Alum as well as the identity of the
larger Asia 21 Community
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HUMAN-CENTERED DESIGN

We are able to utilize human-centered design, soft-systems theory, complex system-facilitation, and
human relations and organizational behavior expertise to provide a truly unique experience to participants.
Relationship building is a long term process, and an annual gathering is only the ﬁrst step in establishing the shared values
and understanding of each other’s work that is required to form long lasting collaboration between
organizations. We use the following design principles to guide our Experience Design process:
•

Design with participant feedback.

•

Iterate to test your assumptions.

•

Keep your deﬁnition of success at the
forefront of the design process.

•

Evaluate who is at the table and who is on
the menu, to identify additional voices to
include in the conversation.

•

•

Multi-stakeholder approaches are
critical when addressing system level
challenges.
Source actions and desired
outcomes from participants to
increase buy-in and collaboration.

•

Radical transparency delivers
radically diﬀerent results.

•

Make sure your participants
understand WHY they are being
asked to participate.

•

Spend as much time synthesizing
(sense making) as you do diverging
(exploring).
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APPROACH

During the experience-design process,
we will work with Asia 21 to:
•

Identify facilitation techniques to foster
creation of more authentic relationships
and identiﬁcation of opportunities for
coordination and collaboration;

•

Connect with Agenda 21 Alumni and
Community Members for feedback and buyin throughout the agenda creation process.

•

Craft a start-to-ﬁnish agenda for the
Conference including:

•

Orientation and acculturation processes

•

Conversation formats

•

Idea generation, evaluation, selection, and
development processes

During the meeting
itself, the Team will:

•

Action-planning processes

•

•

Identify a competent Master of
Ceremonies to inspire and activate
the community.

Facilitate sessions for the annual
meeting

•

Provide on-site support for
presenters and the Master of
Ceremonies

•

Identify opportunities to create
artifacts like photos, videos, system
maps, infographics, or session
summaries to share with the wider
community following the event.

•

Provide pre-meeting support to
presenters, reﬁning their
presentations, and encouraging the
use of interactive experiences.
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DESIGNING THE EXPERIENCE

Kick-off
(May)
Initial meeting with Asia 21 leaders
to set invitation list and reﬁne
invitation outreach.

Draft preliminary
experience design
framework (June)

Iterate on experience
design framework
(July – August)

Finalize experience
design framework
(Sept – Oct)

Develop
presentation content
(November)

Draft preliminary experience design
framework, crafting of save the
date language. Matrix to understand
the selection process for the
appropriate venue.

Iterate on experience design
framework with participants,
coordinate logistics. Identiﬁcation of
artifacts that can be produced to
support the deﬁnitions of success of
the community. Sourcing presenters,
thought leaders, and small group
facilitators as needed.

Finalize experience design framework
& convening agenda, ﬁnal invitation
push. Creation of long-form agenda
content to clarify the intersection of
logistics and experience.

Work with presenters on their content
and delivery

Finalization
(December)
Final logistics walk through. Host
event, on-site support & facilitation of
small group meetings
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21
Project
Summary

MASTER TIMELINE

April

May

June

July

Aug

Sept

Oct

Nov

Dec

Identity Development
Build strategic brand platform
Create brand identity
Create 2016 summit theme
Build a better website experience
Build out event collateral

Experience Design
Kick-oﬀ
(May)
Draft preliminary experience design framework
(June)
Iterate on experience design framework
Finalize experience design framework
Presentation content development
Finalization
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Team
Bios

NATALIA VEGA-BERRY

NAYELLI GONZALEZ

Project Lead / Systems Mapping

Chief Strategy / Project Director

Natalia wants to live in a world where nature has a stake in creating
laws around climate change and where people, companies and
organizations can collaborate for maximum impact.

With an eye for innovation and a heart grounded in storytelling,
Nayelli keeps the pulse on global trends to create meaningful
messages that inspire social and environmental action.

As the founder and established executive producer of over 20 years in the
advertising industry at agencies like Publicis and Ogilvy, among others.
She’s received awards and recognition from The Clio Festival, New York
Festival, Fiap, among others, working for Fortune 500 companies such as
Verizon, Anheuser Busch/Budweiser, P&G and Unilever to name a few.

Using a combination of smart strategy, creative communications, and
data-driven insights, Nayelli has advised startups, small businesses and
Fortune 500 companies on innovation initiatives and marketing strategies
that build cross-sector partnerships, forge stakeholder engagement, and
drive results.

The Global Brain launched in the Spring of 2014 during the Media for Social
Impact Summit at the United Nations. Although, the idea for the company
originated before she went back to school in 2008 for a M.A. in Global
Sustainability from UCLA. There she spent two years researching
Environmental Health, Neuroscience, Systems Thinking, Integrative
Medicine and Mindfulness Meditation Practices as tools to spark creativity,
innovation and leadership. All of her experiences have led The Global Brain
to be the driving force for using business, creativity and innovation to solve
the current environmental and social challenges we face in the world.
When she’s not executive producing the inner workings of The Global Brain,
you can ﬁnd her playing with her adorable springer spaniel, Bianca, and
connecting with nature as a source of inspiration and creativity.

She has led global teams focusing on a range of strategic sustainability
services, working with clients such as The Coca-Cola Company, AT&T, and
Omidyar Network. A trained journalist with an MBA, she also writes about
sustainable business trends for a variety of publications, including GOOD,
Conscious Company Magazine, Triple Pundit, and Sustainable Brands.
Nayelli holds an MBA in Sustainable Management from the Presidio
Graduate School, as well as an MA in Education from Stanford University,
an MA in History from the University of California, Berkeley, and a BA in
History and BS in Journalism from Boston University.
She's a systems thinker who loves learning, sharing knowledge and
connecting the dots.
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CASSANDRA ZIMMERMAN

AVARY KENT

Creative Direction / Art Direction

Experience Director / Facilitator

After 15 years leading teams and developing brands for branding
agencies in New York and Dallas, Cassandra now oﬀers her creative
superpowers independently for companies and causes that make the
world a better place.

Avary combines training as a genetic engineer and geobotanical ﬁeld
ecologist with an MBA in Sustainable Enterprise to lead impact focused
startups from idea to reality.

Cassandra has lead teams for clients, such as Human Rights Watch, The Fund
for Global Human Rights, and The Ms. Foundation for Women, Pilobolus
Dance Group, as well as, for corporate titans such as IBM and American
Express. And she knows that progress is possible through smart thinking and
engaging design. Her speciality lies in making sure that all brand experiences,
whether online, oﬄine, or in special events, uniquely capture the spirit and
aspirations of an organization and engage their audiences across the
spectrum of their relationship.
Besides a keen focus in branding, Cassandra has a deep experience with
creating event programs for non-proﬁts, tech, and ﬁnancial industries.
Additionally, Cassandra spearheaded a conference, “After the Jump”, in
partnership with the Type Directors Club of New York addressing the issues
and best practices for creatives who eﬀectively evolve with technology.
Cassandra received her Bachelors of Art from The University of North Texas
with studies in Communication Design, French,
and Ceramics.

She has worked on Impact Metrics with HIP Investor, the IFC, and other corporate
clients. She is the co-founder of Impactalpha an Impact Media Enterprise. She was
the CFO and CEO of The Happiness Institute (a community video production studio
in San Francisco) and VP of Operations for Puzzlebox. She has reincorporated her
love of ecosystems through her role as Executive Director of Conveners.org a new
not-for-proﬁt serving the Impact Ecosystem by coordinating Impact Conveners and
Impact Accelerators globally.
She has 4 years of soft-systems and complexity facilitation training with Bruce
McKenzie of the Systemic Development Institute in Australia, and has organized
over 40 events in her role as President of the Dominican University of California
Net Impact Chapter and Air-Traﬃc-Controller (aka. President) of the Net Impact San
Francisco Professional Chapter when we won Chapter of the Year. She has also
served as a lead organizer of the Greenermind Summit for the last 6 years. In 2015
she facilitated the CEO Leadership Retreat for the Association for Enterprise
Opportunity and she and Sujatha facilitated the AEO Learning Conference in
September. She and Sujatha have also done an experience design training for the
heads of the C&A Foundation and they recently facilitated the Hewlett Foundation
Cyber Initiative Grantee Meeting in January 2016 in Santa Monica, CA. She also
recently conducted a day long facilitation training for C&A Foundation in Shanghai
China in February 2016.
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SUJATHA SEBASTIAN

KATIE BESSERT

Experience Designer / Facilitator

Project Manager / Technology Integration

Sujatha thrives on connecting people, organizations, and
communities to convene and collaborate on shared initiatives
for social good.

An MBA in overalls and passionate social
entrepreneur with professional backgrounds in
impact-focused start-ups, international and
experiential education, and international
non-proﬁt development.

One of her biggest joys is to support diverse actors in thinking
creatively about how to design eﬀective and eﬃcient partnerships to
produce deep social impact. Sujatha is an experienced consultant
who has worked with a number of mission-driven organizations
including the Santa Fe Community Foundation, CFED, Association for
Enterprise Opportunity, Nine West, C&A Foundation, Made In Africa,
and the Hewlett Foundation. In addition, she has facilitated panel
discussions, workshop presentations, and conference sessions for
West Point Military Academy, the US Small Business Administration,
Opportunity Collaboration, the Latin American Impact Investing
Forum, and Mentor Capital Network, among others.
Sujatha has extensive experience in experience design, strategic
planning, capacity building, and nonproﬁt program design and
management. She received her Bachelors of Arts from Bryn Mawr
College and completed her graduate studies at the Fletcher School of
Law and Diplomacy at Tufts University.

Katie holds a BA from the University of Colorado in
Anthropology and graduated with honors from
Colorado State University with a specialized MBA degree
focusing on triple bottom line enterprise, corporate
social responsibility, and impact investing. Having
worked in diverse sectors and cultures around the
world, Katie believes in creating beautiful businesses
that can change the world.
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Brought to you by Global Brain
www.globalbrain.is

CONTACT:
Natalia Vega-Berry
natalia@globalbrain.is
310-775-0724

THANK YOU
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