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WE’RE FACING head-on 
AN UNPRECEDENTED 
ENVIRONMENTAL 
EMERGENCY

• 20 million people are at risk of losing their 
homes and livelihoods, suffering from 
starvation when the Mekong Delta and Ho Chi 
Minh City (HCMC)  are underwater by 2050. 

• Air pollution kills over 50,000 people in 
Vietnam per year (Fuller R., 2019). Meanwhile, 
Hanoi and HCMC rank among the top three 
cities in the world with the most severe air 
pollution for some days (Vietnam Insider, 2019). 

• Hundreds of seizures of illegal wildlife trade 
in recent years are linked to Vietnam. Our 
country is considered a major transit point 
and consumption market in Southeast Asia for 
endangered wildlife. 

• Vietnam is the fourth-worst marine plastic 
polluter, wreaking havoc on the ecological 
system (Vietnam Insider, 2019). 

(c)Kham/Reuters 

(c)Reuters
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COMMUNITY EMPOWERMENT
• Providing annual environmental leadership 

training to local youths
• Providing funds and technical support for 

community projects
• Inspiring various communities (including 

youths, women, frontline communities, 
and businesspeople) to join or contribute to 
campaigns and projects

• Building iChange, an environmental movement 
led by young people, to inspire Vietnamese 
people to change their habits towards a green 
and sustainable lifestyle by reducing single-use 
plastic, making healthier food choices, using 
more public transport, or planting trees, etc.

WE’RE ON OUR MISSION 
TO change those ... 

...our way

OUR MISSION 
CHANGE works to build a community-led 
environmental movement in Vietnam to 
address the country’s critical developmental 
and ecological issues through educating, 
empowering, and supporting Vietnamese 
people to take practical actions that benefit 
both the environment and the people.

OUR VISION
A green and clean Vietnam protected by 
empowered communities. 

CROSS-SECTOR PARTNERSHIPS
• Engaging local celebrities and 

influential people to help spread the 
message on the issues

• Working with corporations to reduce 
their carbon footprints and support 
communities in need

• Coordinating with governmental 
agencies for better policies and stricter 
law enforcement

• Consulting with scientists and 
academia to gain more solid 
foundations for our campaigns

• Encouraging dialogues between 
communities and the government, 
businesses and academia

• Collaborating with international 
organizations and academia to 
organize projects that address global 
and regional issues

STRATEGIC COMMUNICATIONS
• Raising environmental awareness 

through creative uses of traditional and 
new media

• Sharing information with local journalists
• Organizing training and media briefings
• Partnering with media agencies to 

get our materials onto television and 
outdoor media across the country 
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THE MOST  
OUTSTANDING 

BILLBOARD
in the Humanity & 
Society category, 

at OOH Award 2019, 
Vietnam 

GOLD 
AWARD

in the Non-profit 
category at Mobile 
Marketing Awards, 

Smarties (2019) 

2019 WITNESSED a lot of
IMPRESSIVE NUMBERS & EVENTS

And our founder and executive director Hong Hoang was awarded two honorable titles:

BRONZE 
AWARDS

in the PR category 
and the Outdoor 

category from 
ADSTARS 2019 in 

Busan, Korea 

ACTIVITIES   
implemented to serve 
communities27 PERCENT INCREASE IN FUNDING 

to serve the communities compared 
to 2018138 

GREEN WARRIOR 
OF THE YEAR 

at the Elle Style Awards 
2019 by Elle Vietnam 

TOP 50 MOST INFLUENTIAL 
VIETNAMESE WOMEN

 in 2019 by Forbes Vietnam

The “BE THEIR BODHISATTVA” campaign carrying off  

1ST FUNDRAISING GALA
organized

SELECTED TO BE THE PANELIST 
at Vietnam Young Lion 2019

1st
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IT OPENED UP
A NEW ERA OF cooperation

The unique experiences I had when attending 
the Obama Scholars Program in 2018–2019 
changed my outlook and taught me a valuable 
lesson: Leadership is all about partnership. 
The rare opportunities to meet with former 
President Barack Obama and former First 
Lady Michelle Obama, leaders from various 
community groups, NGOs, academia, donor 
organizations, corporations, and political 
groups provided me with a much broader view 
of the environmental issues I was focusing on. 
It made me realize the on-going environmental 
and climate crises could not be solved without 
the participation of all players in society. Just 
environmentalists alone are not enough to 
slow down the rapid ice melt in the two poles, 
clean up the giant ocean garbage patches 
or save the at-risk species from the edge of 
extinction. To save the world from climate 
change and the collapse of ecosystems, we 
need each and every economist, scientist, 
businessperson, practitioner to pull their 
weight; we need each and every citizen, 
regardless of their backgrounds, political 
standpoints, religious beliefs to take immediate 
action. I started to understand only if I were 
able to put myself in the shoes of a community 
member, a health expert, a women’s rights 
defender, an educator, an economist, a 
politician to view environmental issues, should 
I be able to solve the problems thoroughly for 
all societal issues are interconnected. 
 
Ever since then, I began to inspire my team to 
change up the way we measure the impact of 

a project, no longer by performance indicators 
but by the number of engaged partners and 
supporters.  We began reaching out to people 
who had never crossed our minds before. 
Some people were at first hesitant or unsure of 
how to incorporate environmental protection 
into their own businesses. Yet, by the end of 
the year, we were pleased to see a craft beer 
company work on brewing a brand new eco-
conscious beer with lower emissions during its 
production process as a way to contribute to 
collective climate actions and, at the same time, 
spreading messages of conscious consuming 
among their patrons. 

We were delighted to see a renowned fashion 
designer work on creating an astounding 
collection made from leftover fabric scraps 
from a conscious local jeans company.  We 
were moved to see our creative agency 
partners, who had resonated with our stories, 
devote hundreds of hours of their exquisite 
brainpower to finding the best angle to 
capture the media’s attention and spur the 
public to action. We were elated to see my 
Obama scholar friend Vanessa Paranjorthy in 
Singapore agreed to bring her menstrual cup 
brand, Freedom Cups to Vietnam - a great 
initiative to combat single-use plastic wastes 
while enhancing women’s health rights. In all 
these stories, partnership means we all achieve 
our goals together. 

My 2019 ended on a high note with three 
wonderful events: former President Barack 
Obama’s visit to HCMC, CHANGE’s first 
fundraising gala ever, and the inaugural event 
of our Vietnam Climate Leadership Initiative. 
In the reunion with former President Barack 
Obama and other Obama scholars, also as 
a meetup with Obama fellows from across 

Southeast Asia, we all had a great conversation 
where we shared with Barack our ambitious 
plans to work together to solve the region’s 
emerging issues, as none of the problems 
we cared about were limited within country 
borders. Shortly after, CHANGE had our first 
fundraising gala where over 100 partners 
showed up to toast to the success of our 
partnerships and discussed how we would 
move forward towards a more sustainable 
future in the upcoming years. The year drew 
to a close with Camp 1 of our Vietnam Climate 
Leadership Initiative where, for the first time 
ever, we partnered with organizations from 
totally different fields (UNICEF, Norwegian 
Mission Alliance in Vietnam, Saigon Innovation 
HUB) to train and empower 50 young climate 
leaders from Southern Vietnam.

And all of those efforts were only a beginning. 
We entered 2020 with a fresh mind and new 
enthusiasm, ready to level up our partnerships 
to ensure the highest impact of our projects. As 
an African proverb put it, “If you want to go fast, 
go alone. If you want to go far, go together.” 

And I would like to go together with you in the 
coming years.

Strongly together,
Hong Hoang
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2019 
WAS a fruitful year 

FOR OUR PROGRAMS 

Our activities

Illegal wildlife trade occurs in a lucrative 
black market primarily driven by 
consumer demand in some emerging 
countries. Vietnam remains one of the 
largest wildlife markets and transit hubs 
for wildlife products.
We keep on working every single day to 
make sure that every Vietnamese knows 
about the problem, understands why 
tackling it matters, and feels the urge to 
take action with us to stop this atrocious 
and inhumane killing.    

WILDLIFE
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Jan 28 - Mar 31

Feb 1 - Apr 30

May 6 – Jun 27

Jun 1 – Dec 31

Jun 5 

Dec 2    

Dec 31

Communications 
Campaign: “Be Their 
Bodhisattva” 

Broadcast: Wildlife 
Protection on ANTV

Street Art & Social 
Media Campaign: 
“Wildlife Street Art 
Bus Tour”

Billboards in 
Quang Ninh

Film Promotion: 
“Sides Of A Horn”

PSA: “Save The 
Elephant”

Communications 
Campaign - “Buy 1 
Get 15”

11 12



The wildlife crisis from 
different angles 

The year kicked off with the images of a rhino, 
mother-and-child pangolins, and an elephant, 
all inflicted with wounds on the bodies and 
seeking salvation from the Bodhisattva during 
Tet holiday. The campaign was then talk of 
the town, succeeded in arousing a rush of 
genuine compassion for the suffering animals 
among the public and directing their heed 
to the on-going complicated wildlife crime 
in their motherland. It was so successful 
communications-wise - having reached 3.5 
million people and engaged half a million 
people to interact with the posts on social 
media alone - that it topped Google News 
during its launching month and later received 
several domestic and international awards 
in the category of social communications 
campaigns. 

The following “Wildlife Street Art Bus Tour” 
upheld the long tradition of CHANGE’s, 
installing 12 murals at high-traffic locations in 8 
cities across the country. It was a manifestation 
of employing beautiful art to subtly and 
enticingly communicate serious social topics 
to the public. It did an excellent job drawing 
the attention, being covered by 64 newspapers 
and some national television channels, and a 
touch above 200,000 social-networking site 
users received the message. Even after we have 
finished promoting the activity, the murals are 
estimated to imprint the message on some 
100,000 passers-by daily. 

The year closed with the launch of an exhibition 
as part of the “Buy 1 Get 15” campaign in a busy 
shopping mall in the city center. The exhibition 
piqued the interest of thousands of mall-goers 
through a façade of an absolute bargain just to 
have any potential users or buyers taken aback 
by the message: buy 1 wildlife product and get 
15 years behind bars.

A year of opening doors to 
new partnerships     

Across different campaigns all year round, 
we joined forces with communities we had 
never had the chance to work with before. We 
mobilized new supporters and built up our 
network of ready-to-take-action supporters. 
In “Be their Bodhisattva,” we cooperated 
with a Buddhist organization, Young Drukpa 
Association Vietnam, to spread the word of 
wildlife protection among followers of Buddhism, 
the largest religious community in Vietnam. 

WILDLIFE highlights

At the same time, we solidified the relationships 
with long-standing partners to encourage 
deeper engagement with our cause. We 
continued liaising with The Youth Union in 
regions notorious for their wildlife consumption 
and trading activities to raise awareness among 
the locals through interactive workshops and 
creative, eye-catching murals and billboards. 
We organized meetups and talks to educate 
employees from our corporate sponsors on 
the cause their companies support and the 
importance of the corporate sector’s participation 
in wildlife protection activities. 
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CLIMATE & ENERGY

Coal-fired power plants, both under 
construction and in the planning stage 
for development, are on the rise. Yet, 
emissions from producing coal-based 
energy is the determining factor that puts 
public health and the environment at 
stake.

In the past, our approach to advocating 
for coal divestment was considered 
“obscene” and encountered resistance 
which curtailed the effectiveness of 
the project. To sustain the program, 
we shifted our focus to air pollution 
mitigation and renewable energy 
promotion, continued building capacity 
and leadership for the younger 
generation, contributing to the 
collaborative work of slowing down 
climate change.  

Our activities
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 1 Jan – 28 Apr

Apr 19

Apr 25 

Jun 05

Oct 14

Jun 1 - 15

Nov - Dec 

Dec 14 - 17 

Dec  16 - 31

Nov 27  

“Portray Air, 
Expose Pollution” 
Photo Contest 
and Exhibition at 
Deutsches Haus 

Media Briefing

1st Clean Air 
Alliance Workshop: 
“Strengthening 
Partnership to Tackle
Air Pollution in HCMC”

PSA: “The Gray 
Planet”

Tour Exhibition: “Feel 
the Air”

Talkshow: 
“Understand Air 
Pollution”

Social Media 
Campaign: “Work 
From Home” And 
PSA “Work From 
Home”

Training Camp: 
“Vietnam Climate 
Leadership 
Initiative 2019”Public Bus Stop 

Exhibition

2nd Clean Air 
Alliance Workshop: 
“Current Status 
Of Air Pollution 
and Air Quality 
Management 
Policy in Vietnam”
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Greater efforts to slow down 
climate change
  
Our annual arrangement to uphold the 
tradition of youth empowerment made a 
comeback last year with major differences 
as opposed to previous years: an upscaled 
participant capacity, an increase in length to 
three phases, a different name - “Vietnam 
Climate Leadership Initiative”, new partners 
- teaming up with UNICEF & SIHUB. The 
campers thus benefitted more. They gained 
extensive knowledge as well as necessary skills 
for campaigning, received detailed advice and 
constructive feedback based on each proposal. 
More comprehensive and in-depth training, a 
larger pool of funding for the selected projects 
ultimately means increased aggregate 
impacts on climate change mitigation.   

CLIMATE & ENERGY highlights

To tackle air pollution and climate change in 
Vietnam, everyone must contribute to the 
joint effort needed by doing their fair share 
of duties. That was why we implemented 
a wide range of conventions to encourage 
partnerships and en masse actions. Air 
Pollution Media Briefing brought journalists up 
to speed on the status quo of climate change. 
Clean Air Alliance Workshop encouraged the 
participation of researchers and government 
agencies to enhance cooperation among 
different stakeholders. Talkshow: “Understand 
Air Pollution” connected leading researchers, 
environmental activists and experts to the 
public and journalists. A survey conducted 
with other nonprofit members in the Clean 
Air Alliance closed the year by collecting data 
on the consciousness of air pollution among 
dwellers in the two metropolises of Vietnam, 
HCMC and Hanoi. We then presented a 
recommendation along with an analysis of 
the preliminary results to the government in 
order to emphasize the dire consequences and 
needs for immediate action. Environmental 
education needs refining. Awareness-raising 
activities need propagating. Statutory 
provisions on environmental protection 
activities need amending.

Novel materials to paint 
the picture

Art in all its manifestations has always 
been a fundamental element in CHANGE’s 
creative campaigns since the dawn of our 
establishment. A panoramic view of air 
pollution was captuvred in a multitude 
of photos submitted to the photography 
competition “Portray Air, Expose Pollution”. 
A sequel exhibition featuring award-winning 
photos took place in the Deutsches Haus 
building, marking the commencement of a 
journey to make these artworks accessible to 
the public through a series of displays at bus 
stops, universities and corporate premises.      

Individual behavioral changes should be 
brought into sharp focus as an answer to 
environmental problems; thus, we initiated a 
social media campaign to promote a familiar 
but not-so-common solution, work from home. 
To grip the public’s attention and engagement, 
the campaign featured an eponymous public 
service announcement (PSA) and a social 
media debate to weigh the pros and cons of 
working from home. It helped benchmark the 
openness and readiness of the public to the 
concept of cutting back on personal carbon 
footprint, mitigating the alarming status quo 
of air pollution in Vietnam.   
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SUSTAINABILITY

iChange (pronounced “I change”) is 
the key spearhead of the Sustainability 
program. During its first few years, 
iChange focuses on an urgent topic: 
plastics. The “iChange Plastics” project 
aims to change people’s attitudes and 
behavior toward single-use plastics. 
With the tagline “I change for a plastic-
free Vietnam,” we believe that every 
Vietnamese can contribute to solving 
the plastic waste crisis by changing their 
attitudes, reducing their consumption of 
single-use plastics, and asking others to 
do the same.

Marking the project’s 2nd year, 2019 saw 
specific successes in our campaigns 
targeting young audiences and partnering 
with corporations.

Our activities
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Jan 12 

Jan 27 

Feb 23 - 25 

Apr 19  

Jun 23 - 26  

Jun 02 

Jun 29   

17 Jul - 30 Aug   

Public Activity: 
“Green Dream of the 
Oceans”

Workshop: “Papa & 
Nana’s Tet”

Youth Camp: 
“Green Journey 
Camp”

Workshop: 
“Green Class”

Public Activity: 
“Green Stop”

Street Art

Workshop: “Come 
with Me and Feel 
at Ease”

Communications 
Campaign: 
“Plastic Karma” 
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According to a survey undertaken by 
CHANGE, the prominent consumers of 
plastic disposables are university students 
and the youth, who are tech-savvy and 
move with trends. To establish a plastic-
free behavior pattern among this age 
bracket, CHANGE attempted to associate 
the practice of plastic reduction with an 
urban, swanky and generation-defining 
lifestyle via messages interwoven in our 
communications campaigns. A vivid 
demonstration of this approach is “Plastic 
Karma.” Oriental and philosophical, witty 
and satirical, the campaign centered on the 
detriments caused by single-use plastics and 
the comeuppance a plastic abuser would 
get. Thanks to the clever use of cultural 
materials, it was a smashing hit on social 
media when first released. “Plastic Karma”’s 
PSA was the first CHANGE’s video to garner 
1 million views on Facebook.  

In parallel, CHANGE maneuver our target 
audience into a lifestyle transformation by 
means of recreational activities. “Green Journey 
Camp,” an educational camp, equipped the 
campers with adequate knowledge and 
practical skills like going on a long trip or 
shopping for food without being inundated with 
plastics to lead a plastic-free life. Meanwhile, 
workshops similar to “Come with Me and Feel 
at Ease” were getaways from the frantic rush 
of everyday life, reminding people to spare a 
moment to reflect on their consumption habits 
and giving them an opportunity to bring home 
a self-created painting as a reminder to strive for 
a less-plastic lifestyle.    

Aside from self-initiated activities, to spread our 
message far and wide, we sought to partner 
with schools (“Green Class”), corporations 
(“Plastic Karma”), event organizers (“Green 
Dream of the Ocean”) to carry out workshops 
that made use of gamified activities to increase 
engagement, thus, raising awareness of the 
plastic pollution and promoting alternatives to 
disposable plastic products. At the same time, 
we partnered with the Youth Union to transform 
bland walls in high-traffic areas into murals with 
enticing visual effects to attract public attention 
to our messages.

SUSTAINABILITY highlights

25 26



John Baker
Chief Program Off icer of 
WildAid - The partner who has 
been keeping us company since 
day one. 

Trong Nguyen
Creative Director of Dinosaur Vietnam  - The 
partner who was the mastermind behind the 
smashing campaign “Be their Bodhisattva”
 

Vi Phan - A participant in one of our 
training camps about plastic issues.

THANK YOU for 
BELIEVING IN US...

We prefer to invest in the long-
term capacity of a local NGO 
with their communications 
expertise, insights into culture 
and language, relationships with 
media and government agencies, 
and we are proud to partner with 
CHANGE in the effort to protect 
wildlife and ensure a sustainable 
future for Vietnam.

The Green Journey camp inspired 
and motivated me greatly! I hope 
iChange Plastics will continue 
to empower young people 
like me to initiate their own 
environmental projects

I admire your perseverance and 
relentless effort in inspiring the 
community to take action for 
the environment. Keep up the 
spirit and if you need help, don’t 
hesitate to knock on our door!

“ 

“ “ 
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... FINANCIALLY

 38,062,717,355 
TOTAL REVENUE IN THE PAST FISCAL YEAR: 

Leveraged Donated Media

Income sources

Expenditures by programmes

Total direct expenses  

Other sources 
(including corpora-
tions, individuals 
and selling 
merchandise)

Sustainability  

Climate & Energy  

Donated broadcast and 
media placement  

Wildlife   

Grants

19.1%

17.7%

14.6%

10.8%

80.9%

74.6%

82.3%

VND

IN 2019, WE RAISED 

VND 7,477,390,555 for projects
VND 30,585,326,800  for media service

IN 2019, WE INVESTED

VND 5,378,418,514  in Wildlife projects
VND 779,271,992 in Climate & Energy projects
VND 1,055,754,695 in Sustainability projects

NET ASSETS

VND 3,167,699,372 (2019) 
VND 1,709,729,018 (2018)
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THE FUTURE IS GETTING 
A BIT BETTER because of you 
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FEDERAL AGENCIES and FOUNDATIONS

A lion’s share of our income comes from generous grantors who believe in our strategy and 
mission. Our utmost heartfelt thanks go to WildAid—a partner who joined us since day one and 
sustained their financial support until now. More than that, they are our most loyal teammate, 
most visionary partner, and most outspoken champion.

We would also like to extend our appreciation to the grant-making agency behind Canada Fund for 
Local Initiatives, The U.S. Consulate General,  Consulate General of the Federal Republic of Germany 
for accompanying us another year and The Norwegian Mission Alliance in Vietnam and Oxfam as 
first-time partners.  

FEDERAL AGENCIES AND FOUNDATIONS

A lion’s share of our income comes from generous grantors who believe in our 
strategy and mission. Our utmost heartfelt thanks go to WildAid—a partner who 
joined us since day one and sustained their financial support until now. More than 
that, they are our most loyal teammate, most visionary partner, and most outspo-
ken champion.
We would also like to extend our appreciation to the grant-making agency behind 
Canada Fund for Local Initiatives, The U.S. Consulate General,  Consulate General of 
the Federal Republic of Germany for accompanying us another year and The Nor-
wegian Mission Alliance in Vietnam and Oxfam as first-time partners.  

Planet Guardians
* Logo WildAid

Green Advocates 
* Logo Canadian Embassy
* Logo Norwegian Mission in Vietnam
* Logo LSQ Mỹ
* Logo LSQ Đức

Earth Lovers
* Logo Oxfam 

CORPORATIONS

Throughout the year, amazing corporations stood by us in countless ways—from contributing their 
services, introducing us to their network of partnerships to fundraising, donating cash and in-kinds to 
help realize our community activities. A big part of our communication-based campaigns’ resounding 
success lies in the contribution of our close-knit media partners who have been with us since the dawn 
of our establishment. 

◆ Planet Guardians

◆ Media Partners

◆ Green Advocates

◆ Earth Lovers

◆ Green Advocates 

◆ Earth Lovers
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INDIVIDUALS

Our individual supporters expanded due to our first fundraising events. The support we received 
from this incredible community was so much beyond financial donation alone and foundational 
to our success. Not only did they fund our operational costs, but they also introduced us to friends 
and partners who later on decided to join us. This humble community continues to grow, and we 
are so grateful for each and every one.

Andrew Bruson

Dominic Scriven

Flora Nguyen

Judy Royster

Linda Flint

Mark Nerney

Mateusz Pospiech

Nia Klatte

Pamela McElwee

Phoebe Tran

Robert  Durkee 

Tanya Rettinger

    

Tran Quang Dai

Vo Cong Danh

Pham Khac Ha

Dam Hau

Hoang Thi Mai Huong

Ha Thi Phuong Lam

Bui Cam Li

Nguyen Hai Nam

Nguyen Minh Thu

 
And many other anonymous donors

◆ Community Friends

Sailing Club Resort
MUI NE
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CELEBRITIES and INFLUENCERS

We are so appreciative of our incredible 
community of good-will world-changers. 
These astonishing people, who are 
highly conscious of the importance of 
environmental protection, endorse our 
campaigns, maximized the reach of our 
message to the general public and pulled 
their weight to exert transformational 
impacts on the public’s behaviors. 

MC Phan Anh  
Trác Thuý Miêu 
H’Hen Niê 
Trương Thị May
Thu Minh
Helly Tống 
Quang Vinh 
Han Sara 
Uni5 
LipB
Quốc C
Quốc Nghiệp 
Ngô Trần Hải An
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WITHOUT THEM, WE wouldn’t be 
WHERE WE ARE TODAY

A big thanks to the group of brilliant like-minded people who are always 
concerned about environmental issues and have made unflinching contributions 
of their youth to a better future. With the team, we believe it is possible to make a 

positive change in the world in our lifetime. 

BOARD OF DIRECTORS 

Thanh Bui

Jenny O’Brien

Nguyen Phuong Anh

Le Thi Thuy

Nguyen Hai Nam

Rumbidzai Chisenga 

Tony Diep

 Vu Thuy Vy

Fumiko Sasaki

Director of Soul Music & 
Performing Art Academy

Co-founder 
of Barossa Wellness

Freelance Consultant

Managing Partner 
of Lawlink Vietnam

CEO of Quan Nem

Development Consultant 

Managing Director 
of i-IVY

CFO of Son Kim Land

Adjunct Assistant Professor 
at Columbia University

MANAGEMENT TEAM

STAFF

VOLUNTEERS
Anna Goldstein
Bethany Lovato
Charles Howerton
Deborah Messing
Gracie Tran

Kerin Seward  
Khanh Pham
Lorna Siddal
Markus RattCliff
Nguyen Truong

Phoebe Tran
Thao Lam 
Tim Mullet
Van Tran 

Ngo Kim Khanh, Project Manager
Nguyen Thi Bich Lien, Accounting Manager
Ho Thi Cam Nhu, Project Manager
Phan Thi My Oanh,  Finance Manager
Ngo Thi Thanh Thao, Marketing-Communications Manager
Nguyen Thi Cat Tuong, Project Manager
Chen Ling Yao, Fundraising and Partnership Manager
Nguyen Truong Thuy Duong, Project Officer
Le Dang Minh Duy, Graphic Designer 
Nguyen Thanh Ngoc Han, Project Officer
Ly Vi Ky, Fundraising and Partnership Officer
Bui Phan Quoc Nghia, Project Officer
Nguyen Minh Ngoc, Project Officer
Chu Thi Thanh Nhan, Operations Officer
Le Van Tien Phat, Project Officer
Than Viet Phuong, Marketing-Communications Officer
Bui Ngoc Bao Tram, Operations Officer

Hoang Thi Minh Hong, Founder and Executive Director
Thoi Thi Chau Nhi, Managing Director 
Nguyen Tran Tung, Marketing & Communications Director
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WE ARE SEEING 
SO MUCH FOR 2023

We reach our 10th anniversary in 2023. We have already envisioned a more sustainable future for 
Vietnam and started to take gradual steps to reach our goals of:

• 1,000 civic leaders trained and empowered to lead the environmental movement 
throughout the country 

• Messages for individual behavioural change reach 30 million people, through mainstream 
media, social media, and community engagement activities 
 

• A network of 100 strategic partners and allies stand together to tackle environmental issues

SO JOIN US!
There are many ways for you to be a CHANGEr. You can:

· Donate to our community projects via
  CHANGE
  0071000769565
  Vietcombank, 5 Cong Truong Me Linh Branch, HCMC, Vietnam
· Be our volunteers!
· Spread the word and tell more people the story of CHANGE

WE HAVE GONE A LONG WAY: 2013 - 2019

Number of projects 

176+
Number of people reached

 (received our messages)

34+ 
million people

Total Pro Bono 
Media Value:

9.3+ 
million U.S. dollars 

Number of people
engaged accordingly

1.2+ 
million people

Number of Ambassadors

220+ 

Number of 
Media partners 

53+
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The local NGO behind one 
of the largest environmental 
movements in Vietnam

1st Floor, Block B, An Khang Building,
No. 28, Road 19, An Phu Ward, District 2,
Ho Chi Minh City

(+84) 28 6681 3513
info@changevn.org
www.changevn.org
www.facebook.com/CHANGEvn 

Printed on recycled paper


