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STARTUP AND CHANGE THE WORLD

“We need a world of 
soc�al entrepreneurs to 
br�ng about �nnovat�ve 
solut�ons for a better 
future �n the world. 
I want to see them 
‘rock�ng’ all over the 
world.”

FOREWORD

Walter Fust, 
D�rector-General of SDC

It �s est�mated that over a b�ll�on people �n the world do not have access to clean 
and safe dr�nk�ng water. In South Afr�ca, there �s a very un�que soc�al enterpr�se 
that �s address�ng the challenge of access to clean and potable water �n var�ous 
commun�t�es. Led by soc�al entrepreneur Trevor F�eld, Play Pumps Internat�onal, 
�s both a s�mple and revolut�onary �dea that br�ngs about a pract�cal solut�on to a 
very complex problem.

A play pump �s a ch�ldren’s merry-go-round that pumps clean and safe 
dr�nk�ng water from a deep borehole to water tank, every t�me ch�ldren sp�n �t 
when they play. The tank �s connected to a tap �n the commun�ty that prov�de 
a source of clean dr�nk�ng water. Not only �s the play pump an �ngen�ous 
solut�on from an �nvent�ve perspect�ve, �t also has a un�que element of financ�al 
susta�nab�l�ty. An advert�sement placed on the water tank connected to a Play 
Pump helps finance the �nstallat�on and ma�ntenance of each pump, ult�mately 
mak�ng �t a repl�cable solut�on �n other commun�t�es.

I have always �mag�ned a world where the sp�r�t of entrepreneur�al�sm 
tr�umphs over b�g and slugg�sh bureaucrac�es to br�ng about a pos�t�ve change �n 
soc�ety. In �ts true essence, entrepreneursh�p �s all about �nnovat�on and �mpact. 
Entrepreneurs are often h�ghly-dr�ven �nd�v�duals who have a deep pass�on 
to real�ze the�r �deas and solut�ons. They are very effect�ve at recogn�z�ng 
opportun�t�es, mob�l�z�ng resources, manag�ng r�sks, craft�ng compell�ng 
strateg�es, and bu�ld�ng strong bus�ness models. The word ‘soc�al’, placed before 
‘entrepreneur’, merely denotes a sh�ft �n m�ss�on from trad�t�onal bus�ness 
entrepreneurs. Soc�al entrepreneurs, �n contrast, a�m to create soc�al �mpact 
�nnovat�vely wh�le stay�ng afloat �n the marketplace.

We have to re-exam�ne how we as human be�ngs operate �n th�s world. A rad�cal 
redefin�t�on of the roles of bus�ness, non-profits and governments �s requ�red. 
Cont�nu�ng �n th�s trajectory �s defin�tely not susta�nable. I would l�ke to call 
upon the next generat�on of bus�ness and non-profits to take on th�s challenge 
by transcend�ng to more susta�nable models. Non-profits and soc�al enterpr�ses 
have to find new ways of stay�ng afloat �n the marketplace wh�le not sacr�fic�ng 
the �mpact they w�sh to create. Bus�ness, w�ll have to redefine how �t measures 
profits and beg�n tak�ng �nto account the soc�al and env�ronmental costs �t 
creates �n the world.

Startup & Change the World �s born out of the shared exper�ences of a small 
group of young soc�al entrepreneurs that formed Global Knowledge Partnersh�p’s 
(GKP) Youth Soc�al Enterpr�se In�t�at�ve (YSEI). YSEI was set �n mot�on �n 2005, 
and today del�vers financ�ng and capac�ty bu�ld�ng support to h�gh-�mpact youth 
soc�al enterpr�ses �n develop�ng reg�ons. Th�s book �s an �mperat�ve gu�de as 
you beg�n your journey �nto soc�al entrepreneursh�p. It w�ll help you understand 
the essent�al sk�lls every soc�al entrepreneur needs to real�ze the�r dreams. 
These sk�lls are just as valuable �n the soc�al sector as they are �n bus�ness. If 
anyth�ng, they are even more urgently needed.

Let th�s gu�de be a passport to a more v�able career path and the creat�on of a 
better future.
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STARTUP AND CHANGE THE WORLD
INTRODUCTION

The �dea for th�s gu�debook arose from the var�ous plann�ng sess�ons that took 
place pr�or to the �mplementat�on of Global Knowledge Partnersh�p’s program 
– Youth Soc�al Enterpr�se In�t�at�ve (YSEI). The authors, who are also founders 
of the program, saw the need for a gu�debook that could serve as an a�d for 
young and emerg�ng soc�al entrepreneurs who wanted to start �nnovat�ve and 
susta�nable ventures. 

In a world where only one out of every thousand �nnovat�ons prospers, new 
ventures or startups face s�m�lar prospects. Soc�al enterpr�ses face the added 
we�ght of creat�ng blended values (soc�al, env�ronmental and econom�c) 
wh�le attempt�ng to stay afloat �n markets dr�ven solely by econom�c returns. 
Th�s makes soc�al enterpr�ses unattract�ve to trad�t�onal �nvestors because of 
the prom�se of low returns on �nvestment. As a result soc�al enterpr�ses are 
cont�nuously challenged to ach�eve the�r m�ss�on wh�le hav�ng access to a 
l�m�ted amount of resources. 

If you’re one of the thousands of entrepreneurs who have great �deas but are 
unable to turn them �nto act�on, cons�der th�s manual a rough gu�de on start�ng 
your own soc�al enterpr�se. We have broadly outl�ned all the common strateg�es, 
tact�cs and elements �nvolved �n plann�ng your venture and gett�ng off the 
ground. In add�t�on, we have endeavored to br�ng clar�ty to the concept of soc�al 
entrepreneursh�p and �dent�fy var�ous resources that m�ght become handy �n 
your explorat�ve journey. 

Develop�ng th�s gu�de has changed the way we look at present-day 
organ�zat�ons. It �s our firm bel�ef that organ�zat�ons �n the future would embrace 
a blended value approach. We hope th�s gu�de would prove to be �nsp�r�ng and 
of pract�cal use to you. 

INTRODUCTION
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In Bur�ram, a prov�nce �n the Northeast of Tha�land, the heat and hum�d�ty keep 
the pace slow. It �s early on a Monday morn�ng and Nawee Nakwatchara, one of 
the founders of Grassroots Innovat�on Network (GIN), �s runn�ng a workshop on 
the use and benefits of dr�p �rr�gat�on for farmers from a ne�ghbor�ng commun�ty. 
The farmers attend�ng the workshop, generally walk �n not expect�ng to learn 
much. A couple of sl�des later, they are left awestruck by the results they w�tness 
from other commun�t�es that have ut�l�zed s�mple low-cost solut�ons to overcome 
the�r agr�cultural challenges.

Accord�ng to the UNDP, one of the h�ghest �nc�dence of poverty �n Tha�land 
or�g�nates from the Northeastern reg�on. Most people l�v�ng the Northeast of 
Tha�land are farmers and for many years have been challenged by poor weather 
and so�l cond�t�ons. Through GIN’s workshops, Nawee �s not only educat�ng a 
grow�ng number farmers, he’s also mak�ng  these s�mple agr�cultural solut�ons 
ava�lable to the commun�t�es for �mmed�ate appl�cat�on.  Farmers that are 
ut�l�z�ng some of these solut�ons are reap�ng s�gn�ficant �ncreases �n the y�eld of 
the�r crop. Many of them have ach�eved overall �ncome �ncreases of up to three 
to five t�mes from the average.

All of us have a l�ttle b�t of “Nawee” �n us. We are constantly �n search of 
�nsp�rat�on and mean�ng �n our l�ves. As we grow older, we beg�n learn�ng that 
l�fe �s more than work, money, power or prest�ge. Instead, �t �s about mak�ng a 
pos�t�ve d�fference �n a world that lacks solut�ons to manage a w�de spectrum of 
complex soc�al problems such as poverty, soc�al oppress�on and env�ronmental 
degradat�on.  

Nawee �s ne�ther a soc�al act�v�st nor a soc�al bureaucrat. At 27, he �s one of a 
few young soc�al entrepreneurs, ded�cated to br�ng about �nnovat�ve solut�ons for 
spec�fic soc�al problems.

In Search of Meaning1
1
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What �s Soc�al Entrepreneursh�p? 

Over the years, soc�al entrepreneursh�p has been ga�n�ng momentum across the 
globe. More and more of us des�re to make a d�fference �n the world we l�ve �n. 
The emergence of th�s new sector �s s�gn�ficantly sh�ft�ng the course of human 
development. Soc�al entrepreneurs save m�ll�ons of l�ves and make th�s world 
a safer place to l�ve �n. They create �nnovat�ve solut�ons to address soc�al and 
env�ronmental problems.  

The concept of soc�al entrepreneursh�p �s as �mpress�ve as �t �s confus�ng 
to many. Most people understand �t as a not-for-profit bus�ness venture 
that e�ther channels �ts profits towards support�ng soc�al �n�t�at�ves or 
creates job opportun�t�es for the poor. They are not wholly �naccurate. Soc�al 
entrepreneursh�p �nvolves even more; �t ranges from a w�de var�ety of �nnovat�ve 
approaches to solve �mpend�ng soc�al and env�ronmental problems, thus result�ng 
�n system�c, susta�nable soc�al transformat�on w�thout regard for the resources 
presently �n hand.

A recent paper by Roger Mart�n and Sally Osberg publ�shed �n the Stanford 
Soc�al Innovat�on Rev�ew helps br�ng �ncreased clar�ty to the defin�t�on of soc�al 
entrepreneursh�p. Before embark�ng on defin�ng soc�al entrepreneursh�p, the 
authors beg�n by understand�ng the core character�st�cs of entrepreneursh�p 
s�nce the word “soc�al” merely mod�fies entrepreneursh�p. Both authors come to 
conclude that soc�al entrepreneursh�p �s defined by the follow�ng components:

ab�l�ty to forge a new, stable equ�l�br�um that releases trapped potent�al or 
allev�ates the suffer�ng of the targeted group, and through �m�tat�on and the 
creat�on of a stable ecosystem around the new equ�l�br�um ensur�ng a better 
future for the targeted group and even soc�ety at large. 

ab�l�ty to �dent�fy a stable but �nherently unjust equ�l�br�um  that causes the 
exclus�on, marg�nal�zat�on, or suffer�ng of a segment of human�ty that lacks the 
financ�al means or pol�t�cal clout to ach�eve any transformat�ve benefit on �ts 
own

ab�l�ty to �dent�fy an opportun�ty �n th�s unjust equ�l�br�um, develop�ng a soc�al 
value propos�t�on, and br�ng�ng to bear �nsp�rat�on, creat�v�ty, d�rect act�on, 
courage, and fort�tude, thereby challeng�ng the stable state’s hegemony; 

Professor Gregory Dees from the Fuqua School of Bus�ness, Duke Un�vers�ty, 
expla�ns �t best, “In add�t�on to �nnovat�ve not-for-profit ventures, soc�al 
entrepreneursh�p can �nclude soc�al purpose bus�ness ventures, such as for-profit 
commun�ty development banks, and hybr�d organ�zat�ons m�x�ng not-for-profit 
and for-profit elements, such as homeless shelters that start bus�nesses to tra�n 
and employ the�r res�dents. The new language helps to broaden the play�ng field. 
Soc�al entrepreneurs look for the most effect�ve methods of serv�ng the�r soc�al 
m�ss�ons”.  

Equ�pped w�th powerful world-chang�ng �deas, soc�al entrepreneurs have created 
IT-related jobs for the most dest�tute �n Cambod�a; �ntroduced electr�c�ty to rural 
commun�t�es �n Braz�l; created low-cost cataract surger�es �n Ind�a; developed 
s�mple agr�cultural technolog�es �n Tha�land; started banks to prov�de cred�t for 
the poor �n Bangladesh; and marketed fa�r trade coffee. L�ke a doctor who tr�es to 

Creating a blend of returns is crucial
to understanding the fine balance 
involved in social enterprises

Social / Environment return
(purely philanthropic enterprises)

Economic return
(purely commercial enterprises)
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find the best cure for h�s or her pat�ents, soc�al entrepreneurs s�mply try to find 
the best poss�ble solut�ons for the world’s problems - poverty, unemployment, 
lack of educat�on, env�ronmental damage, etc.  

Dav�d Bornste�n,  the author of the accla�med book, ‘How to Change the World: 
Soc�al Entrepreneurs and the Power of New Ideas’ states the follow�ng, “What 
bus�ness entrepreneurs are to the economy, soc�al entrepreneurs are to soc�al 
change. They are the dr�ven, creat�ve �nd�v�duals who quest�on the status quo, 
explo�t new opportun�t�es, refuse to g�ve up, and remake the world for the 
better.” In the bus�ness world, entrepreneurs are mot�vated by profits, whereas, 
soc�al entrepreneurs are mot�vated by find�ng better ways to solve the problems 
that plague our soc�et�es – the�r bottom-l�ne �s l�ves.  

Soc�al entrepreneurs are v�s�onar�es, l�ke art�sts they have the ab�l�ty to v�sual�ze 
someth�ng that doesn’t ex�st and they w�ll not stop t�ll they have real�zed 
the�r dreams. Soc�al entrepreneurs are just as �nnovat�ve and solut�on-or�ented 
as trad�t�onal entrepreneurs. They also bu�ld br�dges; develop a network of 
relat�onsh�ps and contacts. In add�t�on, they have the ab�l�ty to commun�cate 
an �nsp�r�ng v�s�on �n order to �nfluence and mot�vate people around them - 
partners, team members, volunteers, etc.   

One of the un�que qual�t�es that soc�al entrepreneurs possess �s the ab�l�ty to 
�nfluence the b�g p�cture. Accord�ng to B�ll Drayton, CEO, cha�r and founder of 
Ashoka, “Soc�al entrepreneurs are not content just to g�ve a fish or teach how to 
fish. They w�ll not rest unt�l they have revolut�on�zed the fish�ng �ndustry. They 
are the dr�ven, creat�ve �nd�v�duals who quest�on the status quo, explo�t new 
opportun�t�es and refuse to g�ve up.” 

Muhammed Yunus of Grameen bank challenged the percept�on that poor people 
are not cred�t worthy and he created a bank that lends to the poor. And �n the 
process he created a new way of lend�ng to the poor, wh�ch today �s popularly 
known as m�cro-finance. Dr. Kur�en not only rev�ved the local m�lk da�ry �n 
Gujarat but �n the process revolut�on�zed the whole m�lk �ndustry and �n a few 
years transformed Ind�a from a m�lk defic�ent country  to one of the top m�lk 
producers �n the world.  

Soc�al entrepreneurs are work�ng to solve soc�al problems but they are not just 
concerned w�th the problem �n hand. They work to br�ng change to the soc�al 
dynam�cs and systems that have created and ma�nta�ned the problem. They 
work as catalysts for soc�al transformat�on; �n the short term they w�ll create 
small changes �n the system but these changes w�ll work as pressure po�nts to 
eventually tr�gger and cascade larger soc�al transformat�on �n the longer term. 
Javed Ab�d� has not only champ�oned the cause of d�sabled people but he has 
also �nfluenced nat�onal government pol�cy to �nclude the d�sabled w�th�n Ind�a’s 
nat�onal census. 

Soc�al Technopreneursh�p

For the 3 b�ll�on people �n the world that l�ve on less than USD2 a day, 
�nvent�ons and gadgets such as the �nternet, personal computer, �-pod and 
pocket pc are �rrelevant towards �mprov�ng the�r l�ves. Accord�ng to Paul Polak, 
founder of Internat�onal Development Enterpr�ses – an organ�zat�on that creates 
demand for affordable technolog�es to help the world’s poor, part�cularly 
subs�stence farmers; “N�nety percent of the people who des�gn th�ngs are 
address�ng the problems of the r�chest 5 percent of people �n the world”.   

Professor M�chael Porter from the Harvard Bus�ness School argues that 
“Innovat�on �s the central �ssue �n econom�c prosper�ty,” �nnovat�on and 
technology can help the poor as much as the r�ch. The Un�ted Nat�ons’ annual 
Human Development Report �n 2001 wh�ch stud�ed the relat�onsh�p between 
technology and econom�c prosper�ty came to the conclus�on that poor people 
need more �nnovat�on and access to technology, not less.   

The relat�onsh�p between technology and econom�c prosper�ty �s strong. 
Technolog�cal �nnovat�ons �n plant-breed�ng gave b�rth to h�gher-y�eld�ng wheat, 
wh�ch brought about the Green Revolut�on �n Ind�a and other parts of the world 
dur�ng the 60s to stave off w�despread fam�ne. Med�cal �nnovat�ons such as 
the use of ant�b�ot�cs and vacc�nes have helped decrease the human mortal�ty 
rates by sav�ng l�ves. More recently, the w�despread use of �nformat�on and 
commun�cat�on technolog�es (ICTs) has helped the poor ga�n access to useful 
�nformat�on and knowledge such as up-to-date crop pr�ces and effect�ve 
agr�cultural techn�ques wh�ch have ult�mately led to �ncreased product�v�ty and 
�ncome ga�ns.  

We have seen �n the last 15 odd years that global markets, global technology, 
global �deas and global sol�dar�ty can enr�ch the l�ves of people everywhere. 
However the challenge �s to ensure that the benefits are shared equ�tably for 
people - not just for profits. In the bus�ness sectors, ICTs are help�ng effic�ent 
commun�cat�on, cost cutt�ng, �mprov�ng resource allocat�on processes and 
effic�ently �mplement�ng programs.  

In the soc�al sectors ICTs are generat�ng new poss�b�l�t�es to attack problems 
of rural poverty, �nequal�ty and env�ronmental degradat�on. If ICT �s �ntegrated 
�nto soc�ety and supported by pol�cy reform, �t can be part of the solut�on 
for �mprov�ng educat�on, healthcare, env�ronmental protect�on, government 
adm�n�strat�on, and local econom�c development.   

The quest for ICT4D started way back �n early 1990s when the financ�al 
commun�ty and �nvestors were gett�ng swept over by the dot com boom. The 
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development profess�onals became qu�te attracted w�th the �dea that �nformat�on 
and commun�cat�ons technolog�es could enable poor nat�ons to leapfrog over 
many slow, pa�nful stages of soc�al and econom�c growth. The concept attracted 
enough attent�on to earn �tself a catchy abbrev�at�on - ICT4D (Informat�on and 
Commun�cat�ons Technolog�es for Development).  

A lot of fund�ng was suddenly made ava�lable to projects wh�ch were try�ng to 
do th�ngs rang�ng from e-governance to reduce corrupt�on and v�llage k�osks to 
prov�de local content. Suddenly there were computers, along w�th the prom�se 
of a better l�fe, sh�pped over to small v�llages where there had never been 
electr�c�ty or telephone, often not even safe water. And almost everyone fumed 
at the �nfamous B�ll Gates statement that med�c�nes and not computers are of 
use to the world’s poorest people. Now, after years of research and exper�ence, 
a greater sense of real�sm about the potent�al benefits and dangers of ICT4D has 
preva�led.   

Today we have the h�nds�ght to ask quest�ons l�ke, how can �nternet be useful to 
people who cannot read or wr�te? Does �t make sense to prov�de computers to 
v�llage schools where there are no teachers? Is access to technology financ�ally 
susta�nable? Even �f v�llagers do learn how to use the computer and get a web 
browser open, where w�ll they go? Wh�ch mean�ngful s�tes w�ll they v�s�t? Where 
�s the content? Is �t local?  

A clear example of an effect�ve ICT-based solut�on �s the ITC e-choupal �n�t�at�ve. 
Wh�le many trad�t�onal telecentres operat�ng �n rural commun�t�es have faced 
many challenges �n try�ng to ach�eve financ�al susta�nab�l�ty, the e-choupals 
have tr�ed to create value by not only prov�d�ng relevant and accurate crop 
�nformat�on (such as crop pr�ces)  to farmers but also the opportun�ty to sell 
the�r produce d�rectly to large export compan�es. W�th�n a few months, the 
e-Choupals have broken even and are turn�ng a profit. The e-choupal ut�l�zes 
the �nternet to effect�vely address soc�al challenges wh�le be�ng financ�ally 
susta�nable at the same t�me.  

The other successful example of us�ng ICTs �s Cambod�a based D�g�tal 
D�v�de Data. DDD �s a non-profit Non-Governmental Organ�zat�on (NGO) that 
develops susta�nable and �ntegrated educat�onal and vocat�onal opportun�t�es 
for d�sadvantaged groups by prov�d�ng outsourced data serv�ces, such as 
d�g�tal�zat�on of data, to bus�ness and publ�c sector customers. They have a dual 
m�ss�on, one that �s focused on prov�d�ng h�gh qual�ty serv�ces to �ts customers 
and at the same t�me fac�l�tate human development of �ts employees. All 
revenues are channeled back �nto the operat�on �n support of the soc�al m�ss�on 
and to prov�de soc�al benefits to �ts staff. Employees rece�ve above average 
wages for a shorter than average workday (s�x hours), as well as health benefits, 
educat�on and tra�n�ng opportun�t�es.

DDD �s an �nterest�ng model for the creat�on of ICT-based employment and 
�ncome generat�on opportun�t�es for d�sadvantaged groups �n develop�ng 
countr�es by sett�ng up a non-profit and econom�cally susta�nable ICT enterpr�se.  

When �t comes to ICT4D the p�tfalls are many, p�ctures of school ch�ldren play�ng 
w�th a computer, a Buddh�st monk us�ng a mob�le phone, or tr�bal folks men 
try�ng out a palm-top are qu�te attract�ve and they trap us �nto bel�ev�ng that 
we are fix�ng the world’s �lls w�th th�ngs and gadgets. Though when appl�ed 
correctly, ICTs-from phones, rad�o and telev�s�on to computers and �nternet-can 
also l�berate m�ll�ons of people from �gnorance, �ll-health and unemployment.    

A lot of ICT4D projects also suffer from the “New Toy” phenomenon. There 
�s overemphas�s on new �nformat�on technolog�es �n �solat�on from the 
ex�st�ng ones l�ke telephone, rad�o. But compan�es l�ke VOXIVA �ntegrat�ng old 
technolog�es w�th new but never los�ng s�ght that at the end the technology has 
to benefit people by creat�ng value. Vox�va deployed a web-based, real-t�me 
d�sease surve�llance system that doesn’t requ�re all health fac�l�t�es to have a PC. 
Instead, Vox�va �mplemented a PC-compat�ble solut�on for the M�n�stry of Health 
of Peru that allowed health workers to use ex�st�ng �nfrastructure telephones and 
mob�le phones to report �nc�dents of d�sease.    

Same language subt�tl�ng (SLS �n short) p�oneered by Br�j Kothar� �s also a 
successful example of how technology can be used �nnovat�vely. Br�j has 
�nvented “Same language subt�tles” on popular songs to help early-l�terates 
�mprove the�r l�teracy sk�lls. SLS subt�tles film songs, wh�ch are popular across 
Ind�a, and bu�lds on people’s fam�l�ar�ty w�th the lyr�cs. W�th SLS, they can read 
the words to the�r favor�te songs. Br�j has t�ed up w�th the Government and 
through the state telev�s�on centre the subt�tles w�th the songs reach to 100 
m�ll�on early l�terates at almost zero extra cost.  

Soc�al “technopreneurs” from the Stanford Un�vers�ty to farms �n Kenya are 
work�ng on develop�ng new �nnovat�ons and apply�ng never-before used 
technolog�es to address challenges �n a var�ety of development fields. L�ke your 
typ�cal bus�ness ”technopreneur” from S�l�con Valley, soc�al “technopreneurs” 
e�ther �nvent or �ntegrate the use of technology to solve a problem. In add�t�on, 
they establ�sh local manufactur�ng plants and market�ng networks to st�mulate 
demand for the�r �nnovat�ons.



11

STARTUP AND CHANGE THE WORLD
CHAPTER TWO

Changing World
2



13

STARTUP AND CHANGE THE WORLD
CHAPTER TWO

I’m sure many of us w�ll certa�nly agree that as a group, we as humans have 
never ach�eved so much wealth and prosper�ty �n such a short per�od of t�me. 
At the same t�me though, �t must be sa�d that we have never faced so many 
compl�cated and challeng�ng problems. Just to get an �dea of what �t �s we’re 
talk�ng about, the Copenhagen Consensus assesses and rates the b�ggest 
challenges fac�ng the world (after narrow�ng down the number of development 
challenges to just ten from a b�gger pool):

Although much of �t �s st�ll debatable, the quest�on rema�ns, �n t�mes such as 
these, why aren’t there effect�ve solut�ons for these problems? Do we not have 
the resources or the people to take on these challenges?

Econom�cs has taught us that all humans make rat�onal cho�ces and dec�s�ons; 
and from a ut�l�tar�an perspect�ve we have been cond�t�oned to engage �n 
act�v�t�es that max�m�ze on econom�c profit. If someth�ng has been labeled 
uneconom�c, �t �s left unattended because �t fa�ls to earn enough profit �n 
terms of money. As a result, over t�me the econom�c system that we operate 
�n becomes skewed and ult�mately fa�ls to y�eld appropr�ate solut�ons for 
emerg�ng soc�al and env�ronmental problems such as poverty and pollut�on. 
Th�s phenomena �s what Thomas Homer-D�xon calls “The Ingenu�ty Gap” �n h�s 
book. S�mply put, an �ngenu�ty gap ar�ses when the amount of problems far 
outnumbers the supply of effect�ve solut�ons.

Somewhere along the evolut�on of free-market cap�tal�sm, the world has 
managed to create and leave unattended a w�de array of problems wh�le 
ach�ev�ng �mpress�ve amounts of growth and development. Both globally and 
locally, we v�ew and treat soc�al and env�ronmental degradat�on as separate and 
d�sconnected from our bus�ness and commerc�al act�v�t�es. Th�s l�ne of thought 
evokes a deep flaw embedded �n the way we do th�ngs. 

In Cap�tal�sm and Freedom, M�lton Fr�edman, a strong advocate of la�ssez-fa�re 
cap�tal�sm, stated “there �s one and only one soc�al respons�b�l�ty of bus�ness–to 
use �ts resources and engage �n act�v�t�es des�gned to �ncrease �ts profits...” 
To burden bus�ness w�th w�der goals, he argued, was “pure and unadulterated 
soc�al�sm”. 

Unfortunately, current approaches to cap�tal�sm have h�t a plateau �n �ts efforts 
to bu�ld econom�c value wh�le attempt�ng to address soc�al and env�ronmental 
challenges. Bus�ness, �n th�s day and age, has had to come to gr�ps w�th �ssues 
around susta�nable development wh�le serv�ng �ts customers and bu�ld�ng on 
shareholder value. Although more and more bus�nesses are adopt�ng soc�al 
programs such as corporate soc�al respons�b�l�ty (CSR) �n�t�at�ves, they’re do�ng 
so only as �ndependent act�v�t�es outs�de the�r bus�ness model, usually �ntended 
as exerc�ses to boost the�r corporate �mage. 

W�th a s�gn�ficant port�on of our pursu�ts demand�ng purely econom�c returns, 
our response to solve the costly “external�t�es”  (what we now call soc�al and 
env�ronmental challenges) has been skewed out of proport�on. The solut�on �s 
not to cont�nue develop�ng new regulat�ons and compl�cated soc�al �n�t�at�ves, 
as they are both t�me-consum�ng and �neffect�ve. There�n l�es the problem, our 
understand�ng of value creat�on has become obsolete. 

The blended value propos�t�on, p�oneered by Jed Emerson, �s a nascent concept 
that can help shed some l�ght on the true nature of value creat�on. Accord�ng to 
Emerson, there �s a s�gn�ficant d�sconnect �n our current understand�ng of value 
creat�on, where, for-profit organ�zat�ons are meant to create econom�c value 
wh�le non-profit organ�zat�ons create soc�al value. Unfortunately, th�s model 
has become rather anachron�st�c to cope w�th the challenges of a more modern 
soc�ety. 

Future of Cap�tal�sm
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Both for-profit and non-profit ent�t�es create a w�de array of values, beyond 
what the�r legal structures denote. Bus�ness creates a s�gn�ficant amount of 
soc�al value such as the creat�on of jobs, payment of taxes, and del�ver�ng 
products and serv�ces to �ts customers. It also creates negat�ve �mpact on the 
env�ronment by generat�ng waste and pollut�on. At the same t�me, non-profits 
create a s�gn�ficant amount of econom�c value; �n many countr�es, non-profits 
represent a s�gn�ficant amount of a country’s GDP.

Bus�nesses trad�t�onally judge the�r own performance aga�nst one bottom l�ne 
– the financ�al one. Increas�ngly, however, they are be�ng asked to cons�der how 
they affect the env�ronment and the�r commun�t�es. The Tr�ple Bottom L�ne (TBL) 
�s a relat�vely new concept that allows compan�es and organ�zat�ons to measure 
the�r performance based on the adopt�on of susta�nab�l�ty or blended value 
creat�on.

Benefits of the Triple Bottom Line (TBL)
1. Reduc�ng operat�ng costs
Employ�ng �nnovat�ve processes such as reduc�ng energy use, �ncreas�ng 
manufactur�ng effic�ency, recycl�ng/reus�ng waste can result �n s�gn�ficant cost 
sav�ngs.

2. Improv�ng �dent�ficat�on and management of r�sk
Organ�zat�ons would be able to ant�c�pate r�sk and ensure legal compl�ance by 
assess�ng the�r env�ronmental and soc�al �mpacts, and l�sten�ng to the concerns 
and percept�ons of staff, suppl�ers, regulators and customers

3. Creat�ng value by �mprov�ng reputat�on and pos�t�ve customer response
Good organ�zat�onal performance �n relat�on to env�ronmental and soc�al �ssues 
can bu�ld reputat�on wh�le poor performance, when exposed, can damage brand 
value.

4. Increas�ng ab�l�ty to attract and reta�n employees
Organ�zat�ons that are more soc�ally respons�ble create health�er work�ng 
env�ronments, thus mak�ng �t eas�er to recru�t and reta�n employees. Th�s can 
help reduce recru�tment and tra�n�ng costs too.

5. Increas�ng learn�ng and �nnovat�on
Organ�zat�ons that address env�ronmental and soc�al �mpacts can d�scover new 
forms of �nnovat�on that results �n new markets and value creat�on.

Soc�al and other hybr�d enterpr�ses are help�ng shape the future cap�tal�sm. 
They are pav�ng the way for a more hol�st�c bus�ness model that redefines the 
understand�ng of value creat�on for one that max�m�zes the�r full value potent�al, 
wh�le bear�ng �n m�nd �t �s a blend of econom�c, soc�al and env�ronmental 
returns. 
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Future World Trends

S�r Ken Rob�nson ment�oned once “Nobody has a clue what the world 
would look l�ke �n 5 years t�me and yet we’re meant to be educat�ng for 
�t”. The rate at wh�ch the world �s chang�ng has become harder to grasp. 
Real change arr�ves very subtly, almost as an �nv�s�ble undercurrent that 
determ�nes the d�rect�on the world �s headed. A couple of th�ngs are 
certa�n though, �ssues around creat�v�ty and soc�al and env�ronmental 
development would come to dom�nate. So here are some new 
developments, some of wh�ch are already underway, that could shape 
our world �n the future.

1. Do-it-yourself...DIY
Anyone would be able to do anyth�ng. We won’t need to consult experts 
anymore. All we’ll need �s access to the �nternet wh�ch �s awash w�th 
resources such as encycloped�as, blogs, forums, etc. The focus w�ll sh�ft 
from groups to �nd�v�duals who want to vo�ce the�r thoughts and �deas on 
�ssues. W�th power of �nfluence democrat�zed for the �nd�v�dual, we won’t 
have to wa�t for bus�ness or government to take act�on. We can start 
spread�ng our message and tak�ng act�on

2. Embracing diversity
Due �n part to rap�d global�zat�on and m�gratory labour, we w�ll be l�v�ng 
�n a mult�ethn�c, mult�rac�al world of open borders. The m�x of races, 
rel�g�ons and nat�onal�t�es would become a key asset for any country’s 
or organ�zat�on’s  econom�c and cultural v�tal�ty. The more the d�vers�ty 
the better. Some of the most developed and progress�ve c�t�es are 
cosmopol�tan and are a melt�ng pot for a d�verse group of people. The 
common stereotype �s that �mm�grants lead to h�gher cr�me and poverty 
but only the oppos�te �s true. Imm�grants bu�ld on human cap�tal, 
contr�bute by pay�ng taxes and fight poverty.

3. Liberated education
Ex�st�ng educat�on systems have m�ned our m�nds just as the �ndustr�es 
have m�ned the earth. These systems have been bu�lt w�th the sole 
purpose of educat�ng people to fit �nto an �ndustr�al world. We are at 
a dawn of a new age - the conceptual age, a t�me when a person’s 
creat�v�ty and �mag�nat�on would dom�nate. Instead of a one-s�ze-fits-

all curr�cula, �n the future, ch�ldren would be able to undergo ta�lored 
and spec�al�zed educat�on wh�ch would not only su�t the�r �nterests but 
s�gn�ficantly develop the�r un�que talents. 

4. Global goes local
Global�zat�on has made our world �nto a global v�llage. Wh�le we 
cont�nue to v�ew the world as becom�ng one, we are also w�tness�ng 
the re-emergence of many local �dent�t�es. As an example from the 
technology end, only 10% of As�an youth are on Myspace, a popular so-
c�al network�ng platform. Th�s does not mean that As�an youth are not 
embrac�ng new forms of technolog�es and med�a, �nstead they prefer to 
get onto the�r own local�zed vers�on of Myspace - M�x�, SHE, Ba�du, etc. 
From the soc�o-pol�t�cal arena, the �ntegrat�on of the European Un�on has 
made �t poss�ble for local governments to bypass nat�onal �nst�tut�ons 
and commun�cate and bu�ld partnersh�ps at a reg�onal and global level.

5. Be green and make green 
Bus�ness would have to redefine �ts reason of ex�stence from purely 
mak�ng money to value creat�on. Compan�es should ex�st to create value 
for �ts stakeholders and the creat�on of profit enables them to cont�nue 
the�r serv�ce to the world. Soc�al and env�ronmental elements would 
have to be taken �nto account as part of a company’s bottom-l�ne �n 
order to ensure long-term growth and susta�nable development. 
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Young Innovators  
In develop�ng reg�ons, young people represent a s�gn�ficant share of the 
populat�on – almost half of As�a �s made up of young people, more than 40 
percent of Lat�n Amer�ca �s under the age of 30 and approx�mately 30 percent 
of Afr�ca cons�sts of young people. The role that young people play �n a rap�dly 
global�z�ng world �s be�ng scrut�n�zed, because the�r collect�ve dec�s�ons 
determ�ne the future of mank�nd.   

Young people are keen to offer fresh problem-solv�ng �deas to address soc�al and 
env�ronmental challenges. However, the�r efforts rema�n obscure and �neffect�ve 
because of the�r l�m�ted access to opportun�t�es. In add�t�on, soc�ety commonly 
perce�ves young people as brash m�sfits who belong to a consumer�st, fast-food 
and myop�c culture.  

Young people are trapped �n a v�c�ous c�rcle of not be�ng able to effect�vely 
br�ng about soc�al change as they are l�m�ted to take on pos�t�ons as 
volunteers, �nterns and commun�ty serv�ce workers. As a result, development 
as a profess�on ranks much lower for young people than jo�n�ng the pr�vate 
sector or government. Be�ng assoc�ated w�th organ�zat�ons such as ‘NGO’ and 
‘CSO’ are cons�dered ‘uncool’ by the�r peers and has negat�ve connotat�ons 
as organ�zat�ons that are commonly known as �rrat�onally rad�cal and 
uncomprom�s�ng.  

Worse st�ll, jobs are badly pa�d. In As�a, where fam�ly �nfluence �s st�ll 
paramount, �t �s extremely rare for fam�l�es to encourage the�r ch�ldren to jo�n 
the development sector because of the lack of growth opportun�t�es, low pay 
and l�ttle soc�al recogn�t�on that �t offers. As a result capable young people 
become d�s�nterested �n pursu�ng development as a profess�on.  

Can the creat�ve energy of youth be product�vely d�rected to support 
development? The answer l�es w�th young people embrac�ng soc�al 
entrepreneursh�p. Although st�ll cons�dered by many as an anomaly �n the 
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system, the movement of soc�al entrepreneursh�p �s sweep�ng the globe 
and ga�n�ng recogn�t�on as an �nnovat�ve, h�ghly �mpact�ng and susta�nable 
approach to ach�eve equ�table and susta�nable development object�ves. 
The future �mpact of the movement l�es w�th youth and �f �t �s to br�ng 
�ncreased effect�veness and �nnovat�on to convent�onal development, the 
most dynam�c young people must embrace �t.   

Young people understand the concept of soc�al entrepreneursh�p almost 
�mmed�ately. They can eas�ly relate to the engagement, pass�on and 
energy (all part of ‘youth DNA’) that soc�al entrepreneurs commonly 
possess. Successful soc�al entrepreneurs show what development 
profess�onal�sm can mean. These people are pass�onate, dynam�c, effic�ent 
and �nnovat�ve, and eager to make a d�fference �n the world. Repeatedly, 
they have proved that small th�ngs do matter and can become soc�ally 
s�gn�ficant and worthwh�le.  

Soc�al entrepreneursh�p has �ts challenges as well. I’m sure many of you at 
some po�nt �n l�fe have had an �dea for start�ng someth�ng totally new or 
�mprov�ng someth�ng that already ex�sts. I’m sure some of you m�ght have 
actually tr�ed to �mplement your �dea even though your fr�ends and fam�ly 
must have thought you were crazy for go�ng ahead. I’m sure very few of 
you are st�ll �n the m�dst of str�v�ng to real�ze your dream because you 
bel�eve that �t works and w�ll change the world �n some way or another.  

Be�ng an entrepreneur �s more than hold�ng a job. It �s a state of m�nd. No one 
can be certa�n of whether they are entrepreneurs unt�l they become one – and 
even then uncerta�nty preva�ls. Soc�al entrepreneurs are even further away down 
the uncerta�nty path. They face far more challenges when �mplement�ng the�r 
ventures as opposed to trad�t�onal bus�ness entrepreneurs. Soc�al entrepreneurs 
usually work w�th small amounts of cap�tal to ach�eve the�r organ�zat�on’s 
m�ss�on and at the same t�me have to try to stay afloat �n the market.  

Guy Kawasak�, a seasoned S�l�con Valley entrepreneur adv�ses �n h�s book “The 
Art of the Start” that there �s only one quest�on that any entrepreneur should try 
to answer before start�ng a new venture:

Kawasak� adds that entrepreneurs that are dr�ven towards creat�ng mean�ng 
above everyth�ng else ult�mately succeed over those that are dr�ven by 
money, power or prest�ge. Creat�ng mean�ng �s a very powerful mot�vator as �t 
allows entrepreneurs to focus on the venture’s pr�mary reasons for ex�stence 
- �mprov�ng l�ves and mak�ng the world a better place. W�thout such goals, 
entrepreneurs can eas�ly lose �nterest �n str�v�ng to surv�ve when the go�ng gets 
tough.
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Dr. Gov�ndappa Venkataswamy or as he �s more famously known as “Dr. V” �s the perfect 
defin�t�on of a soc�al entrepreneur, one whose �dea �s h�ghly �nnovat�ve, �mpactful and 
susta�nable. Shortly after graduat�ng from med�cal school, he developed rheumato�d 
arthr�t�s wh�ch cr�ppled h�s hands. Instead of g�v�ng up, he went on to become an eye 
surgeon, tra�ned h�mself how to hold a scalpel and eventually performed more than 
100,000 cataract surger�es.

Start�ng out from an 11-bed hosp�tal has g�ven r�se to the Arav�nd Eye Care System wh�ch 
cons�sts of a network of hosp�tals, spec�alty cl�n�cs, tra�n�ng programs and a lens factory 
(Aurolab). The goal of the system �s ded�cated to mak�ng med�cal technology and health 
care serv�ces access�ble, affordable and financ�ally self-susta�n�ng.

The �nc�dence of cataracts bl�nd about 8 m�ll�on people a year �n Ind�a ma�nly because 
many cannot afford the s�mple surgery to restore the�r v�s�on. The Arav�nd system 
�nnovat�vely prov�des top-qual�ty eye care to a h�gh number of pat�ents to keep costs 
down. Today, Arav�nd �s Ind�a’s largest prov�der of eye surgery, treat�ng more than 
1.4m�ll�on pat�ents a year. It remarkably prov�des free care to approx�mately 66 percent 
of those pat�ents because the�r costs are covered through revenue generated from pay�ng 
pat�ents.

Aurolab was a recent jo�nt venture w�th soc�al entrepreneur and “compass�onate 
cap�tal�st” Dav�d Green. All of the surger�es performed at Arav�nd Eye Hosp�tal use 
products made through Aurolab. It manufactures affordable �ntraocular lenses, spectacle 
lenses, opt�cal lenses, suture needles, cataract k�ts and hear�ng a�ds now used �n more 
than 120 countr�es around the world.

Dav�d not�ced that the number of surger�es the hosp�tal can perform could be greatly 
�ncreased �f the costs of the lenses were reduced. After d�gg�ng deeper and d�scover�ng 
that the actual costs of manufactur�ng the lenses could be reduced to just $10.00 a pa�r, 
he dec�ded to pursue establ�sh�ng Aurolab w�th Dr.V to manufacture the lenses.

It �s often sa�d that the g�ft of l�fe �s s�ght. Dr. V and Dav�d Green have both proven 
through the�r res�l�ence that m�racles can be manufactured and �t �s poss�ble to erad�cate 
needless bl�ndness.

Arav�nd Eye Hosp�tal and Aurolab
Madura�, Ind�a
www.arav�nd.org
M�ss�on: Mak�ng med�cal technology and health care serv�ces 
acces�ble, affordable and financ�ally self-susta�n�ng

Dr.Govindappa Venkataswamy (Dr. V) & David Green

Soc�al Entrepreneurs
The social entrepreneurs profiled in this section have created unique solutions 
for problems that they have identified in their local communities, native 
countries, and, sometimes in the world.

Have you noticed a terrible wrong which needs to be corrected?

The following sections of this book attempts to guide you through the process of 
transforming your idea into an innovative solution and ultimately a social startup 
that can create long-lasting impact.
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Not all �nnovat�ons created to address soc�al, med�cal and env�ronmental challenges have 
to be h�gh tech. At least Paul Meyer, the founder of Vox�va, th�nks so. Before ventur�ng 
�nto Vox�va, Paul was �nvolved �n sett�ng up the �nfrastructure to launch �nternet serv�ce �n 
postwar Kosovo and also a Wh�te House speechwr�ter. Very s�mply, Vox�va �s a tech 
company that helps mon�tor d�sease outbreaks and other health �nformat�on. It has helped 
offic�als �n Afr�ca track ep�dem�cs by sett�ng up an alert system �n wh�ch local health 
offic�als can key �n data on a phone wh�ch �s then fed �nto a central database.

Vox�va’s databases collect �nformat�on from doctors �n remote v�llages and map �t out so 
health offic�als can �dent�fy potent�al d�sease outbreaks. Accord�ng to Paul, �n the past the 
documentat�on of track�ng d�sease outbreaks was done on paper and the d�seases usually 
spread fast across an ent�re reg�on before the health m�n�stry can respond to prevent 
deaths. Instead, the use of s�mple and low-cost technology l�ke cell phones has proved to 
be a better solut�on than sett�ng up an �nternet-based track�ng and alert system.

How �s �nformat�on collected and d�spersed �n places where computers and somet�mes 
electr�c�ty �s far beh�nd modern-day �nfrastructure? Health workers send the�r find�ngs by 
d�al�ng a toll-free number and enter�ng prearranged codes �nto an automated vo�ce menu. 
They can leave a vo�ce ma�l w�th �nformat�on about pat�ents’ cond�t�ons, or l�sten to a 
message w�th the latest med�cal adv�ce and �nformat�on.

V�kram Akula first encountered poverty wh�le v�s�t�ng relat�ves �n Medhak, Ind�a. In 1998 
he returned to Ind�a and founded SKS �n one of the poorest parts of Ind�a - Medhak, Nal-
gonda and N�zamabad D�str�cts of the Telangana reg�on of Andhra Pradesh, w�th the m�s-
s�on of empower�ng the poor to become self-rel�ant through a commun�ty-owned bank�ng 
program that prov�des poor women w�th loans for both �ncome-generat�ng act�v�t�es as 
well as for emergenc�es.

Trad�t�onally, the poor find �t d�fficult to access cred�t as �t commonly �nvolves h�gh �nterest 
rates and the compulsory prov�s�on of collaterals. In many parts of rural Ind�a, the poor 
have to borrow from mand�s (rural money-lenders) who somet�mes charge �nterest rates 
on loans up to 1500 percent. As a result, the poor become locked �n a v�c�ous c�rcle of debt 
and have to resort to becom�ng bonded labor to pay off the�r debt. SKS prov�des small, 
low-�nterest loans pr�mar�ly for emergenc�es and �ncome-generat�ng act�v�t�es.

Recently, SKS �ntroduced the Smart Card Project as an �nnovat�ve approach to drast�cally 
lower the costs of del�ver�ng financ�al serv�ces to the poor, part�cularly those �n remote 
and �solated areas. By br�ng�ng affordable bank�ng serv�ces to the doorstep of the poor, 
SKS hopes to reduce the number of poor people �n Ind�a wh�ch amount to around 400 
m�ll�on people today.

Paul Meyer
Vox�va

Wash�ngton D.C. USA
www.vox�va.net

M�ss�on: Prov�d�ng pract�cal technology 
solut�ons for mon�tor�ng d�sease outbreaks

SKS Ind�a
www.sks�nd�a.com
M�ss�on : Empower�ng the poor to become self-rel�ant through affordable loans

Vikram Akula
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Walk�ng �nto the offices of DDD, you find people from var�ous walks of l�fe s�tt�ng �n 
front of the�r computers, bus�ly work�ng away. DDD prov�des job opportun�t�es for the 
underpr�v�leged and d�sabled who are trad�t�onally excluded from soc�ety and more 
�mportantly from part�c�pat�ng �n the trad�t�onal economy wh�ch �n Cambod�a has bleak 
growth prospects.

On vacat�on to Cambod�a �n November 2000, Jeremy Hockenste�n real�zed that for a 
populat�on that �s very eager to learn, there were very few opportun�t�es for work. A year 
later, he returned to Cambod�a w�th an �dea of creat�ng a data entry company s�m�lar to 
those found �n other develop�ng countr�es such as Ind�a, but employ�ng the d�sadvantaged 
and d�sabled.

Today, DDD �s Cambod�a’s b�ggest IT employer that prom�ses to del�ver h�gh-qual�ty data-
entry serv�ces to �ts outsourc�ng customers wh�lst prom�s�ng to fac�l�tate the human devel-
opment of �ts employees through fa�r wages, health care, educat�on, and career advance-
ment opportun�t�es. As a result, the organ�zat�on �s able to generate more than enough 
revenue to cover �ts costs wh�le ach�ev�ng �ts soc�al m�ss�on.

UNICEF est�mates that there are around 800,000 street ch�ldren �n the urban areas of 
Ind�a. Street ch�ldren rema�n the ult�mate testament of the �ndecency of soc�ety �n wh�ch 
�nnocent ch�ldren are left to fend for themselves w�thout any sort of protect�on. Street 
ch�ldren have l�ttle or no access to bas�c r�ghts, shelter, fam�ly t�es, and are vulnerable to 
var�ous k�nds of abuse.

Jeroo B�ll�mor�a was pursu�ng a post-graduate course �n soc�al work at the Tata Inst�tute 
of Soc�al Sc�ences (TISS) when she rece�ved regular phone calls from ch�ldren at a nearby 
ra�lway stat�on, urgently ask�ng for her help at random hours of the day. The �dea for 
Ch�ld-l�ne arose as the solut�on to prov�de a 24-hour toll-free hotl�ne backed by an 
extens�ve round-the-clock network of groups that can respond to prov�de emergency and 
support serv�ces for the street ch�ldren.

Ch�ldl�ne �s manned by the street ch�ldren themselves as �t cont�nues to spread across In-
d�a. Unt�l recently, �t has reached out to over 4.5 m�ll�on ch�ldren across the nat�on. Jeroo 
plans to collaborat�vely repl�cate the model �n 158 c�t�es w�th�n the next ten years based 
on her exper�ence �n Mumba�.

D�g�tal D�v�de Data (DDD)
Phnom Penh, Cambod�a

www.d�g�tald�v�dedata.com
M�ss�on : Prov�d�ng IT jobs to the d�sadvantaged and d�sabled

Jeremy Hockenstein
Ch�ldl�ne Ind�a Foundat�on
Mumba�, Ind�a
www.ch�ldl�ne�nd�a.org.�n

Jeroo Billimoria
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K�ckStart, formerly known as ApproTEC was founded aga�nst the trad�t�onal v�ew that poor 
people needed char�ty. The founders of ApproTEC, N�ck Moon and Mart�n F�sher bel�eve 
that the poor are eager to �mprove themselves and needed concrete opportun�t�es to 
bu�ld on the�r entrepreneur�al ab�l�t�es.

K�ckStart des�gns and manufactures pract�cal technolog�es that help people work more 
product�vely. Its technolog�es �nclude manually operated m�cro-�rr�gat�on pumps and 
sunflower and sesame seed o�l press. The company markets these technolog�es at 
s�gn�ficantly low costs to local entrepreneurs so that �t can be used to start new small 
bus�nesses and �ncrease the product�v�ty of ex�st�ng farmers.

What �s the �mpact of K�ckStart’s pract�cal technolog�es? It’s latest research shows that 
35,000 new bus�nesses have been started w�th the company’s tools and 35 m�ll�on dollars 
of annual profits and wages have been generated by local entrepreneurs �n both Kenya 
and Tanzan�a.

Dr. V�ctor�a Hale �s recogn�zed by many as a lead�ng soc�o-econom�c �nnovator. Her 
organ�zat�on, One World Health, �s the first ever non-profit pharmaceut�cal company that 
develops drugs for neglected d�seases of the poor world.

Dr. Hale wanted people �n develop�ng countr�es who were suffer�ng from var�ous trop�cal 
d�seases to ga�n access to low cost, safe and effect�ve med�c�nes. Most of the new 
med�c�nes for trop�cal d�seases d�d not ex�st because establ�shed pharmaceut�cal 
compan�es d�d not find �t profitable to produce them.

Ut�l�z�ng a un�que bus�ness model, Dr. Hale has led an effort to bu�ld a pharmaceut�cal 
company that would cater towards global need �nstead of financ�al return. As a result 
var�ous new therap�es for trop�cal d�seases such as malar�a, d�arrhea, and sch�stosom�as�s 
are be�ng developed.

Nick Moon & Martin Fisher
K�ckStart  (formerly known as ApproTEC)

Na�rob�, Kenya
www.k�ckstart.org

M�ss�on : Develop and promote the use of pract�cal technolog�es by grassroots 
entrepreneurs to run profitable small scale enterpr�ses

One World Health
San Franc�sco, USA
www.oneworldhealth.org
M�ss�on : Development of pharmaceut�cals for the develop�ng world

Dr. Victoria Hale
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Ashok Khosla �s known for exper�ment�ng w�th �nnovat�ve �deas and act�ons that have 
often been thought of as unfash�onable and unconvent�onal. In 1972, he became the 
found�ng d�rector of Ind�a’s first env�ronmental agency and was a p�oneer �n the des�gn 
and �mplementat�on of the bas�c structures requ�red to �ntegrate the env�ronment w�th a 
develop�ng economy. 

10 years later, he founded Development Alternat�ves-a non profit Ind�an agency that deals 
w�th further�ng susta�nable development and the env�ronment w�th�n rural areas. Here, 
he successfully explo�ted commerc�ally v�able technolog�es and set up a range of projects, 
from v�llage power plants that use rural agr�cultural waste as fuel to m�n� factor�es that 
recycle paper and local enterpr�ses that make low-cost roofing t�les. 

Development Alternat�ves has set up a m�n� enterpr�se system to create jobs �n the rural 
commun�ty. By �ntegrat�ng �nnovat�ve �deas, ICT’s and management support systems, 
they have been able to ach�eve financ�al, soc�al and env�ronmental susta�nab�l�ty �n these 
once undeveloped areas.  These development programs have allowed the rural poor to 
stand on the�r own feet and ra�se the�r standard of l�v�ng as well as the qual�ty of the�r 
env�ronment. 
 
Khosla’s masterstroke l�es �n �nvolv�ng the government, to bu�ld partnersh�ps that last and 
rural programs that endure. H�s work has had a r�pple effect, and has not been l�m�ted to 
Ind�a. He has g�ven t�me to env�ronmental causes on a global scale, by play�ng an act�ve 
role �n env�ronmental organ�zat�ons l�ke the WWF, IUCN, IISD, champ�on�ng the w�despread 
use of env�ronmentally susta�nable development. W�th, age pos�ng no barr�er, Khosla 
st�ll act�vely pursues env�ronmental �ssues and �s currently work�ng on TARAhaat.com, an 
Internet portal for Rural Ind�a.

When Trevor F�eld ret�red as an advert�s�ng execut�ve, he teamed up w�th an �nventor, 
named Ronn�e Stu�ver, to come up w�th the concept of a play pump. Ronn�e, who was 
known for dr�ll�ng boreholes for wells �n South Afr�ca, pract�cally �mplemented Trevor’s 
�nnovat�ve way to tackle South Afr�ca’s water woes. 

A play pump �s a ch�ldren’s merry-go-round that pumps clean, safe dr�nk�ng water from 
a deep borehole to a h�gh level water tank, every t�me ch�ldren start to sp�n �t. Th�s tank 
�s connected to taps �n the commun�ty to prov�de a source of clean, cold dr�nk�ng water. 
Play pumps are cheap and easy to �nstall and are a better means of supply�ng and stor�ng 
water than the former exped�t�on that people would take to obta�n �t. Nearly 700 Play 
pumps have been �nstalled �n South Afr�ca and they are true examples of an �nnovat�ve 
�nstrument that �s ‘Ser�ous Fun’-g�v�ng the ch�ldren an outlet for the�r energy, wh�le 
prov�d�ng safe water to more than a m�ll�on people l�v�ng �n rural commun�t�es. 

In h�s true ad-man style, F�eld’s next �dea was to use the play pump’s water towers as 
makesh�ft b�llboards, sell�ng ad space to help pay for the upkeep. The advert�sements are 
often tr�ggered at creat�ng awareness �n the youth, and Trevor �n part�cular, has reserved 
a spot for the nat�onal ‘loveL�fe’ campa�gn, wh�ch helps educate ch�ldren about HIV and 
AIDS.

St�ll, over 1 b�ll�on people do not have access to clean water. Furthermore, dr�nk�ng 
unsafe water takes the l�ves of 6,000 people da�ly, and �s respons�ble for 80 percent of all 
s�ckness �n the world. Trevor now a�ms to expand h�s play pump �dea to encompass more 
Afr�can countr�es, �n an attempt to try and erad�cate water scarc�ty.

Development Alternat�ves
www.devalt.org

Ashok Khosla
Playpumps Internat�onal
South Afr�ca
www.playpumps.org

Trevor Field
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Meal Exchange �s an �nnovat�ve soc�al enterpr�se that began 13 years ago, wh�le �ts 
founder Rahul Raj was st�ll attend�ng un�vers�ty. He recogn�zed that hunger �n Canada was 
a ser�ous problem that had to be addressed. Currently, there are 5.5 m�ll�on Canad�ans at 
r�sk of hunger and 19 percent of Canada’s populat�on l�ves below the poverty l�ne.

Meal Exchange allows students to transfer unused meal plan po�nts �nto grocer�es, wh�ch 
can then be del�vered to local commun�ty organ�zat�ons and food banks. The �dea of Meal 
Exchange came about when Rahul real�zed that he, l�ke many other un�vers�ty students, 
had money left on h�s un�vers�ty meal card at the end of the school year.

Meal Exchange �s run based on a franch�se concept, where each campus runs a Meal 
Exchange Chapter. Today, up to 45 post-secondary and 5 secondary educat�onal 
�nst�tut�ons across Canada hosts a Meal Exchange program. It �s est�mated that �n the year 
2003 alone, over $260,000 worth of food was donated to commun�ty organ�zat�ons.

Rahul Raj �s currently �n the process of creat�ng a soc�al change pract�ce for a lead�ng 
market�ng and brand�ng firm �n Toronto.  He now �ntends on �nfluenc�ng governments, 
bus�nesses and NGOs to part�c�pate and contr�bute to profitable soc�al causes �n both 
Canada and lesser developed countr�es.

Jenn�fer Corr�ero �s a l�v�ng example of the youth-quake that shook bus�ness to �ts core 
�n the last five years. Wh�le st�ll a h�gh-school student, she mastered the sk�lls of the 
Internet and has s�nce become one of the lead�ng proponents of youth �nvolvement �n the 
onl�ne world. A few years later, she co-founded Tak�ngITGlobal, a non-profit soc�al venture 
that connects and supports many young, asp�r�ng soc�al entrepreneurs.
  
Tak�ngITGlobal.org �s an onl�ne commun�ty that connects young people to find �nsp�rat�on, 
access �nformat�on, get �nvolved, and take act�on �n the�r local and global commun�t�es. 
Tak�ngITGlobal tr�es to create a sense of self-bel�ef �n the youth, by show�ng them how to 
make a d�fference �n the world they l�ve �n. It �s currently the world’s most popular onl�ne 
commun�ty for young change-makers and has over 115,000 members across 200 coun-
tr�es.

Tak�ngITGlobal encourages the youth to express themselves by means of a blog or a 
short profile. In th�s way, young people from all over the world become cogn�zant of the 
d�fferent problems plagu�ng our soc�ety. Th�s form of express�on also consoles the youth 
�n that they are not the sole wagers of a war aga�nst the destruct�on of the world. 

Jenn�fer has also made some valuable contr�but�ons as an ambassador for the Canad�an 
Foundat�on for AIDS Research and as a p�oneer �n the ICT4D �ndustry for soc�al 
entrepreneursh�p. She �s currently organ�z�ng the Youth Employment Summ�t w�th the 
�ntent�on of prov�d�ng jobs to youth who are keen to shape the future (young soc�al 
entrepreneurs).

Meal Exchange 
(founded �n 1993) Canada
www.mealexchange.com

Rahul Raj 

Young Soc�al Entrepreneurs Young Soc�al Entrepreneurs

Tak�ngITGlobal 
Canada
www.tak�ng�tglobal.com

Jennifer Corriero
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In the year 2000, after graduat�ng from the Inst�tute of Rural Management, Anand, (IRMA), 
Rahul co-founded MITRA, a non-profit soc�al venture, w�th 2 of h�s batch mates. MITRA 
focuses on promot�ng volunteer�ng �n Ind�a, and �s the flagsh�p of the “�Volunteer” 
program.

�Volunteer �s a volunteer�ng platform that connects and recru�ts volunteers and presents 
them w�th the opportun�ty to prov�de the�r serv�ces both �n Ind�a and abroad. �Volunteer 
�s Ind�a’s largest e-volunteer�ng program and has placed over 1600 volunteers. It �s also 
the sole overseas volunteer�ng program �n Ind�a and currently places an average of 120 
volunteers a month. 

�Volunteer �s not an onl�ne commun�ty serv�ce and �s �n fact a long-term volunteer�ng 
serv�ce that funds selected volunteers to help out �n depressed areas for a m�n�mum 
of 2 years. In an attempt to g�ve back to the commun�ty, �volunteer hopes to create a 
volunteer�ng movement where Ind�ans take charge of the�r country’s dest�ny and bu�ld a 
stronger, more v�brant and more developed Ind�a. 

Rahul �s the ma�n reason beh�nd w�despread volunteer�ng �n Ind�a and �s the Ind�an 
p�oneer of overseas volunteer�ng programs. Rahul �s an eng�neer and also has an MBA 
to h�s cred�t. He makes extens�ve use of ICT’s �n all h�s soc�al ventures and often defines 
them about the ICT �tself. But what makes h�m so well rounded �s the fact that he �s a 
spec�al�st �n network�ng, thereby mak�ng h�m a form�dable young soc�al entrepreneur.

Sombat’s search for other pursu�ts began when he became frustrated by the fact that 
every act�v�ty �n school seemed to depend only on ach�ev�ng good grades. He was never 
a top student and was even stopped from pursu�ng a un�vers�ty educat�on because of the 
l�m�ted spots ava�lable. But, Sombat had developed a l�k�ng to theatre and wh�le �n h�s 
teens, co-founded a theatre company called MAG—The M�rror Arts Group.

In February 1999, Sombat and h�s organ�zat�on moved to a rural part of northern Tha�land 
to try and ach�eve a pract�cal means of reflect�ng the problems �n the�r soc�ety. He geared 
the theatre company to concentrate �ts efforts towards soc�etal change, �n the hope of 
y�eld�ng long last�ng and far reach�ng results. After work�ng w�th the local schools for 
some t�me, Sombat real�zed that one of the�r major defic�enc�es was the short supply 
of books. Cap�tal�z�ng on the �ncreas�ng access to the Internet �n Tha�land, he created a 
webs�te (www.thebangkok.com) to sol�c�t book donat�ons from Internet users. W�th over 
120,000 book donat�ons, the commun�ty has been made to bu�ld a warehouse for them!

Sombat has also created an educat�onal system and a prototype school that knocks 
down the barr�ers between d�fferent parts of the commun�ty and uses the �nternet to 
�mplement a var�ety of �nnovat�ve teach�ng approaches. The system l�nks the �nterests of 
ch�ldren, teachers, and parents and enables everyone to part�c�pate �n the educat�onal 
process. The school has been connected to the “w�red” world and engages students at 
all levels, and not just the h�gh-performers. Sombat has used the �nternet to address 
the soc�al needs of the commun�ty by creat�ng both an onl�ne pet�t�on, request�ng the 
government to prov�de the h�ll tr�bes w�th a Tha� c�t�zensh�p and to overcome the reg�onal 
poverty by us�ng a web-s�te to sell the rurally produced hand�crafts such as beads, 
embro�dered bags on local, nat�onal and global markets. 

MAG �s now a non-profit organ�zat�on that undertakes projects to help people, �n the rural 
areas of northern Tha�land, to make a better l�fe for themselves wh�le st�ll reta�n�ng the�r 
cultural �dent�t�es. It �s recogn�zed by the Un�ted Nat�on’s Convent�on as an outstand�ng 
youth organ�zat�on and has been appo�nted as a centre for ch�ldren’s r�ghts �n the 
northern reg�on of Tha�land.

35

STARUP AND CHANGE THE WORLD
CHAPTER THREE

Rahul Nainwal
MITRA Technology Foundat�on

www.�vo�nd�a.com

M�rror Arts Group (MAG) 
(founded �n 1998)
Tha�land
www.bannok.com

Sombat Boongamanong

Young Soc�al Entrepreneurs Young Soc�al Entrepreneurs
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Nawee Nakwatchara, one of the founders of Grassroots Innovat�on Network (GIN), 
�s runn�ng a workshop on the use and benefits of dr�p �rr�gat�on for farmers from a 
ne�ghbor�ng commun�ty. The farmers attend�ng the workshop, generally walk �n not 
expect�ng to learn much. A couple of sl�des later, they are left awestruck by the results 
they w�tness from other commun�t�es that have ut�l�zed s�mple low-cost solut�ons to 
overcome the�r agr�cultural challenges. 

Accord�ng to the UNDP, one of the h�ghest �nc�dence of poverty �n Tha�land or�g�nates 
from the Northeastern reg�on. Most people l�v�ng �n the Northeast of Tha�land are farmers 
and for many years have been challenged by poor weather and so�l cond�t�ons. Through 
GIN’s workshops, Nawee �s not only educat�ng a grow�ng number of farmers, he’s also 
mak�ng  these s�mple agr�cultural solut�ons ava�lable to the commun�t�es for �mmed�ate 
appl�cat�on.  

Farmers ut�l�z�ng some of these solut�ons are reap�ng s�gn�ficant �ncreases �n the y�eld 
of the�r crop. In the past, the annual average �ncome of farmers �n the reg�on was 
approx�mately USD 160. Today, those who have jo�ned GIN are earn�ng up to USD 200 
monthly based on sales of excess crops. 

Grassroots Innovat�on Network (GIN)
Tha�land
www.chaobaan.net

Marielle Punzalan Nadal

Mar�elle, w�th l�ke-m�nded fr�ends Bern�ce de Leon, Dan Matut�na, Dang Ser�ng and Rhea 
Alarcon, sees a great need to �mprove commun�cat�on tools and strateg�es �n the non-
profit sector. Together they formed Idea!s - a commun�cat�ons and des�gn organ�zat�on for 
non-profits, foundat�ons, and development agenc�es. As a soc�al enterpr�se, Idea!s has a 
un�que bus�ness model that supports and subs�d�zes projects crafted to the needs and 
capac�t�es of non-profits wh�le ma�nta�n�ng qual�ty of serv�ce.  

Based �n the Ph�l�pp�nes, Idea!s prov�des commun�cat�on consultancy serv�ces, conducts 
needs assessments, and develops commun�cat�on plans and creat�ve med�a solut�ons. 
Idea!s bel�eves that effect�ve and creat�ve commun�cat�ons w�ll dr�ve the messages and 
advocac�es of non-profits to the heart of �ts target commun�t�es, ra�se awareness, and 
attract and ra�se more funds. In short, better commun�cat�ons can hol�st�cally �mprove the 
�mpact and product�v�ty of non-profits.

 Idea!s organ�zes the ser�es Des�gn to Make A D�fference, a venue for young des�gners 
(whether �n fields of the arts, graph�c des�gn, arch�tecture, photography or �ndustr�al 
des�gn) to share the�r works and �deas among other des�gners, and poss�bly network 
and collaborate on projects that w�ll hopefully result �n pos�t�ve change. It w�ll serve as a 
platform for �deas, �nsp�rat�on and act�on, encourag�ng a culture of creat�v�ty that a�ms for 
soc�al �mpact.

Idea!s
Ph�l�pp�nes

www.�deals-creat�ves.com

Nawee Nakwatchara

Young Soc�al Entrepreneurs Young Soc�al Entrepreneurs



39

STARTUP AND CHANGE THE WORLD
CHAPTER THREE

10 Success Traits



41

STARTUP AND CHANGE THE WORLD
CHAPTER FOUR

Getting Started
4

IDEAS THAT WORK  
Not every �dea that comes to you �s capable of mak�ng a d�fference. Most �deas 
are short-l�ved. Of the �deas that are good, only a handful �s nurtured �nto 
someth�ng worthwh�le.  

Most of us don’t know what to do w�th an �dea, others who do know, presume 
that the stakes are too h�gh and therefore can’t waste the�r t�me and money to 
follow the dream to complet�on. Its one th�ng to have a great �dea but �t takes 
a lot of courage, determ�nat�on and perseverance to take that �dea to �ts log�cal 
end.  

That’s where the entrepreneurs come �n; �f they have an �dea that they bel�eve 
�n, they should be w�ll�ng to face any constra�nt, any challenge and any number 
of fa�lures to turn �t �nto a successful venture.  

Entrepreneurs work on the pr�nc�ples of lateral th�nk�ng and have a structured 
methodology to ach�eve what they seek. The �dea may be born out of some 
random thought, but the evolut�on of the �dea �nto a venture plan takes place 
only when g�ven a structured thought process from start to end.  

Ideas come from break�ng down the barr�ers of the thought process that res�st 
change, by explor�ng new ground and by tak�ng the m�nd to d�zzy�ng he�ghts, 
from where everyth�ng looks small and clear. They come from l�sten�ng, 
observ�ng, contemplat�ng, and debat�ng cont�nuously.  

Tom Peters once sa�d, “Innovat�on comes from angry and dr�ven people”. The 
soc�al �nnovator �s a d�ssat�sfied soul, �mpat�ent for change, who �nstead of 
pass�ng op�n�ons about �ssues, gets up and tr�es to do someth�ng.   

Innovat�ve problem solv�ng, spec�fically the ab�l�ty to br�dge creat�ve �deas �nto 
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real�ty �s an �rreplaceable task of soc�al entrepreneurs. Other processes such 
as project plann�ng and organ�z�ng can be left partly for managers and team 
members. Generat�ng �nnovat�ve �deas to solve the problem �s your un�que task; 
although there �s no one r�ght way to solve any part�cular problem, �t �s more 
�mportant to apply a systemat�c thought process of how to solve the problem 
�nnovat�vely.  

As you “generate” �deas, wr�te them down. What you dream can be the key to a 
great change, so try to do some w�shful th�nk�ng on these structured l�nes:  
What �s the th�ng that you want to �mprove/change? 
Why should �t be �mproved? - Who w�ll benefit from the �mprovement? 
What �s wrong w�th �t at the present t�me? 
Why w�ll you succeed where others have fa�led? 
How do you propose to �mprove �t? 
Do you have the know-how to do the work requ�red to �mprove �t? 
If not, can you get help? Who can help you? 
Could �t be comb�ned w�th someth�ng else? 
Can we develop partnersh�ps around �t?  

One techn�que that �s used to generate �deas and test the ones you already have 
�s bra�nstorm�ng. The pr�nc�ple of bra�nstorm�ng �s s�mple : two heads are better 
then one.  

There are two k�nds of bra�nstorm�ng – structured and unstructured.  

Unstructured bra�nstorm�ng can prove useful when after work�ng on your project 
for a long t�me, you need to unw�nd or take a d�fferent perspect�ve to assess the 
d�rect�on of �ts progress. Th�s comes �n handy when your m�nd seems to be go�ng 
around �n c�rcles and you need some help to break the monotony. Use �t w�th 
d�scret�on though, because �t could soon become a goss�p sess�on and then you 
won’t der�ve anyth�ng measurable out of �t.  

Structured bra�nstorm�ng however, �s a more product�ve, effect�ve and useful 
tool. It �nvolves a group of people tak�ng part �n bra�nstorm�ng sess�ons, des�gned 
to ach�eve a part�cular purpose. These sess�ons help generate �deas to solve 
a part�cular problem or test the feas�b�l�ty of a current �dea. It �s here, where 
creat�v�ty �s �nsp�red and channeled.

Ass�gn a moderator �n the group, someone who can keep order and g�ve 
d�rect�on. Keep the atmosphere free and �nformal, so no one feels cramped. 
Encourage people to say what they want, w�thout the fear of cr�t�c�sm and 
arrange for a rel�able �nd�v�dual to take notes dur�ng the meet�ng. Before a 
bra�nstorm�ng sess�on lay down the follow�ng ground rules: 
Rule 1: Those �nvolved cannot cr�t�c�ze the �deas of others 
Rule 2: W�ld suggest�ons are welcome. The craz�er, the better  

Rule 3: Everyone needs to contr�bute to the bra�nstorm�ng sess�on- greater 
part�c�pat�on, y�elds more �deas..   

It �s the respons�b�l�ty of the group leader to make sure that these rules are 
both understood and �mplemented by all present. Bra�nstorm�ng should be kept 
s�mple and spec�fic; g�v�ng people more than one top�c or problem to th�nk of �s 
both confus�ng and unproduct�ve.    

Another way of develop b�g �deas �s to borrow them. Entrepreneursh�p �s not 
only about conce�v�ng revolut�onary �deas that change the world, but also about 
�mprov�ng ex�st�ng cond�t�ons. Open the floodgates of opportun�ty, by talk�ng to 
people around you and keep�ng your eyes open. If you’re lucky, you may soon 
be work�ng on an ent�rely d�fferent soc�al venture.  

So once you have an �dea, try to follow a systemat�c pattern of thought wh�ch 
can lead you to an effect�ve plan. Remember, the �dea �s the sp�ne of the whole 
effort and �t has to �nvolve both the benefic�ar�es and the donors to make �t 
successful. To ensure max�mum part�c�pat�on:  

Descr�be the �dea clearly:  

Th�nk about your �dea and run �t through people who you th�nk have expert�se �n 
the area. Make an appo�ntment to meet these people and try to bounce �t across 
to them. If you obta�n a good response and find that these people are largely 
�n agreement w�th �t, waste no t�me �n start�ng your soc�al venture. If however, 
people do not agree w�th your �dea, try to reanalyze the concept and reframe �t 
us�ng the feedback that you have obta�ned.  Th�s w�ll make your �dea more �n 
tune w�th the percept�on and understand�ng of the soc�ety where �t w�ll be put 
�nto pract�ce, prov�d�ng �ts ready acceptance and support.  

Expla�n why th�s �s such a great �dea:  

The �dea has to be supported by strong facts and figures and should look well 
researched, so that your potent�al collaborators/partners know that you have 
done an exhaust�ve study and have developed a good workable �dea. It �s 
�mportant to descr�be �ts overall context here and to expla�n how the ex�st�ng 
problem that you seek to solve has not been resolved by the act�ons and 
�nact�ons of other organ�zat�ons, governments and people. You must clearly 
expla�n and prov�de a log�cal reason�ng as to the reasons you bel�eve your �deas 
w�ll be able to solve the problem. In short, you must h�ghl�ght why you w�ll 
succeed, desp�te the fact that var�ous others have fa�led.  

It �s cr�t�cal to remember that the proposed �dea has to be powerful and 
�nterest�ng enough to k�ndle the �mag�nat�on of another. Remember, you are not 
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only try�ng to create someth�ng new, but are also endeavor�ng to change the 
preva�l�ng m�nd set and customs.  

The next cruc�al step after �dent�fy�ng your revolut�onary �dea �s to start an 
enterpr�se. Start�ng an enterpr�se, �s the ult�mate transformat�on of your �dea 
�nto a real�ty, and enables you to real�ze the true potent�al of your creat�ve 
solut�on. After sett�ng up your enterpr�se, you �n�t�ate the process where 
real changes are made and the world could be transformed by your soc�al 
�nnovat�on....

The Soc�al Venture Plan 
Before start�ng up an enterpr�se, you should wr�te a soc�al venture plan, to help 
gu�de you through the prel�m�nary steps towards launch�ng your venture. A 
rock-sol�d venture plan can help you start strongly and prov�des you w�th the 
bluepr�nts to ma�nta�n a cons�stent progress. From exper�ence, most people tend 
to startup w�thout a plan, get �nto a terr�ble jam, pan�c uncontrollably, and then 
beg�n to formulate a plan to get out of �t. By th�s t�me, �t �s probably too late to 
salvage anyth�ng left of your s�nk�ng venture.

Formulat�ng a soc�al venture plan helps you move away from the theoret�cal �dea 
and allows you to focus on the pract�cal aspects of the result�ng soc�al �mpact. 
It serves as a dec�s�on-mak�ng gu�de that w�ll often come �nto play dur�ng  your 
venture and sets a common plan of act�on for your team members. Because �t 
lays out your project �n a clear and structured manner, �t can also serve as a 
document to present to donors, �nvestors and other stakeholders. 

Often, entrepreneurs beg�n wr�t�ng soc�al venture plans only when faced w�th the 
need to ra�se funds from donors or �nvestors. What they forget �s that such plans 
enable them to perce�ve any unforeseen opportun�t�es or r�sks and sets a general 
framework for both your team and you to work towards ach�ev�ng the venture’s 
collect�ve object�ves, strateg�es and act�on steps. Therefore, always wr�te your 
soc�al venture plans before you start your venture. 

A Soc�al Venture Plan �s d�v�ded �nto 2 parts:
-  The Soc�al Enterpr�se Concept (Execut�ve Summary)
-  The Soc�al Enterpr�se Plan

The soc�al enterpr�se concept should a�m to pa�nt a p�cture for an outs�der who 
doesn’t know anyth�ng about your work. It should clearly expla�n the enterpr�se’s 
solut�on to solv�ng a soc�al problem and the �mpact �t hopes to generate. In other 
words �t can also be used as your Execut�ve summary.
 
The complete soc�al enterpr�se plan �ncludes a br�ef part of the soc�al enterpr�se 
concept, but �s generally �ndependent �n both content and context. The soc�al 

enterpr�se plan l�sts the act�v�t�es, act�ons and management systems an 
enterpr�se has to carry out before �t �s phys�cally set up. Th�s plan �s l�ke a 
gu�debook that helps you evaluate, measure the progress and set-up your 
enterpr�se. 

SWOT ANALYSIS
Before develop�ng a venture plan, an entrepreneur must perform a SWOT 
analys�s. SWOT �s a strateg�c tool that helps evaluate the Strengths, 
Weaknesses, Opportun�t�es, and Threats (SWOT) �nvolved �n sett�ng up a 
venture. A SWOT analys�s often requ�res an entrepreneur to extend h�s 
overall perspect�ve of the bus�ness to �nclude that of:
-  A financ�al perspect�ve 
-  A v�ew on the product/serv�ce and �ts ab�l�ty to help the benefic�ar�es 
-  A techn�cal po�nt of v�ew 
-  A customer’s perspect�ve on the serv�ce prov�ded

A SWOT takes �nto account both the �nternal and the external factors that 
can both help and harm a soc�al venture. The table below separates the 
components of the SWOT analys�s �nto the�r respect�ve roles: 

Internal
(attributes of the 
organization)

Helpful
to achieve the 
objective

Strengths
- High intellectual resources
- Better quality products
- Competitively priced 
  products

Opportunities
- Low interest rates
- Favourable change in
  laws & conditions

Harmful
to achieve the 
objective

Weakness
- Weak financial 
  resources
- Poorly managed
  staff

Threats
- The Actions of 
  competitors
- Increasing market 
  saturation

External
(attributes of the 
organization)
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Use the USED approach to ga�n max�mum benefit from a SWOT 
analys�s. Each �nvolved member should ask themselves the 
follow�ng quest�ons:
 
 How can we Use each Strength?
 How can we Stop each Weakness?
 How can we Explo�t each Opportun�ty?
 How can we Defend aga�nst each Threat?
 
SWOTs are used as �nputs for the creat�ve generat�on of poss�ble 
strateg�es, to help bus�nesses successfully launch and susta�n the�r 
soc�al ventures. Before us�ng a SWOT analys�s, a bus�ness must 
define �ts goals and object�ves. Th�s �s due to the fact that, SWOTs 
need to be referred to as an object�ve and cannot ex�st �n the 
abstract.

Choos�ng type: Cho�ce of expans�on paths

Soc�al Enterpr�ses walk a t�ghtrope �n try�ng to balance the generat�on of 
both soc�al/env�ronmental and econom�c returns to rema�n effect�ve and 
susta�nable at the same t�me. 

The balance between econom�c and soc�al/env�ronmental return are 
cho�ces based on each enterpr�se’s preference.

Understand�ng the balance you have to generate between 
soc�al/env�ronmental and econom�c returns as a soc�al entrepreneur.

Creating a blend of returns is crucial
to understanding the fine balance 
involved in social enterprises

Social / Environment return
(purely philanthropic enterprises)

Economic return
(purely commercial enterprises)
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Product-oriented

Ebannok.com �s one of the most successful projects of M�rror Art Group, 
a soc�al enterpr�se that prov�des an e-commerce platform for h�ll tr�bes 
�n northern Tha�land to sell the hand�crafts that they produce �n between 
harvest seasons. Th�s �ncreases employment and allows the commun�t�es 
to reap h�gher �ncome levels over the year as well as more funds for 
development act�v�t�es.

Service-oriented

D�g�tal D�v�de Data (DDD) �s a very successful soc�al enterpr�se that 
del�vers h�ghly accurate data-entry and d�g�t�zat�on serv�ces for customers 
wh�le ma�nta�n�ng a m�ss�on to employ underpr�v�leged youth and 
fac�l�tate the�r human development through prov�d�ng fa�r wages, health 
care, educat�on, and career advancement opportun�t�es. 

Hybrid-enterprise

TRN �s a soc�al enterpr�se �nvolved �n var�ous �n�t�at�ves. Its flagsh�p 
work �nvolves preserv�ng �nd�genous agr�cultural knowledge �n Tha�land, 
comb�n�ng �t w�th global best pract�ces to del�ver appropr�ate knowledge 
and best solut�ons us�ng ICTs to rural commun�t�es, spec�fically �n the 
northeast of Tha�land.

Choos�ng types: Product/serv�ce/hybr�d

Social

Econ

Social

Econ

Social

Econ
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Choos�ng type of soc�al enterpr�se

Why  do this?
By clar�fy�ng the type of soc�al enterpr�se, �t �s eas�er to th�nk through the 
rest of the plann�ng process. And �t �s eas�er to commun�cate what exactly 
does your enterpr�se do.

SOCIAL ENTERPRISE CONCEPT

What is the concept and its elements?
The Soc�al enterpr�se concept �s an overv�ew of your full plan (bas�cally 
your execut�ve summary for the full proposal). It helps you th�nk through 
key concepts about enterpr�s�ng soc�al �nnovat�on that need to be clar�fied 
before expand�ng them �n the full plan �tself.

Ebannok.com TRN

DDD
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THE PROBLEMS (OPPORTUNITY)

What is the problem? 
Develop the problem statement by prov�d�ng context, problem s�tuat�on 
(�n�t�al) and des�red s�tuat�on (goal).    
V�s�t ‘�nnovat�ve problem solv�ng’ tool.

What causes the problem?
Develop a log�cal argument on the causes that create the 
problem s�tuat�on (us�ng log�cal/�ssue pyram�d)  Check out the “Innovat�ve 
Problem Solv�ng”  tool at the YSEI webs�te (www.yse�.org)

Why is it important, what is the scale?
G�ve clear explanat�on why the problem matters. What  damage would �t 
do, what good w�ll �t prevent, what opportun�ty �t br�ngs? How b�g �s the 
problem and opportun�ty?

VISION

What change in the world would you ultimately want to see? 
Craft�ng a v�s�on g�ves you an �mage of the future you seek to create. 
Imag�ne what the world would be �f the problem �s solved. Descr�b�ng �t �n 
clar�ty w�ll not only allow you to see to what d�rect�on you must sh�ft the 
future to, �t w�ll also help your team develop a clear shared-v�s�on, mak�ng 
sure everyone �s hav�ng the same ult�mate goal. 

What will be the future of your organization? 
A v�s�on dr�ves you, your team and your enterpr�se towards the 
same d�rect�on. You m�ght want to be the top IT-tra�n�ng centre for 
underpr�v�leged youth, or erad�cate poverty �n a fish�ng v�llage. 
  
If you do not have a v�s�on, you should not be wr�t�ng a plan.



55

STARTUP AND CHANGE THE WORLD
CHAPTER FOUR

MISSION

What impact would you like to accomplish and be accountable for?

The m�ss�on would g�ve you a sense of purpose or the reason why 
your soc�al enterpr�se ex�sts. The m�ss�on should conta�n clear 
goals and spec�fic object�ves for your soc�al enterpr�se to ach�eve 
as pract�cal steps towards your v�s�on. 

The good object�ves are SMART (Spec�fic, Measurable, Atta�nable, 
Result-focused and T�mely). These object�ves are the outcome or 
�mpact you w�ll be accountable at some clear spec�fic po�nts �n 
t�me. 

It should also expla�n clearly what w�ll be the value/benefit 
you w�ll be creat�ng for all your key stakeholders, e.g. target 
commun�ty, partners, funders, the soc�ety as a whole and even 
your team. 

The tr�ck �s to descr�be what you w�ll be do�ng over the next 1 to 
2 years. Generally, �t works best to focus on the enterpr�se and on 
the target groups’ needs and benefits.

THEORY OF CHANGE

What is your theory of change?
Theory of Change �s a way of th�nk�ng about how the outcomes 
of your act�v�t�es lead ult�mately to your des�red soc�al �mpact. 

For example, 
If rural commun�t�es can sell the�r local hand�craft produce 
through an onl�ne e-commerce platform, there w�ll be econom�c 
development �n rural commun�t�es

The bas�c format of any theory of change can be expressed as…

To make des�rable CHANGE happen, 
Cond�t�on1, Cond�t�on2, Cond�t�on(n) must be met. 

Or 
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If Cond�t�on1, Cond�t�on2, Cond�t�on(n) are met, then,
the des�rable CHANGE w�ll happen. 

So, �t’s always someth�ng l�ke  IF-CONDITIONS-THEN-CHANGE 

more examples of  IF-CONDITIONS-THEN-CHANGE 

If low-�ncome, marg�nal�zed teenagers have first-hand exper�ence 
runn�ng a bus�ness, they w�ll be more successful �n the�r careers

If poor women �n Afr�ca have m�crob�c�dal contracept�ves they 
control, AIDS w�ll spread less

If customers’ water usage �s metered and they have to pay for �t, 
they w�ll use less water

If people buy organ�c yogurt �nstead of non-organ�c yogurt that 
may be full of pest�c�des, the�r health w�ll �mprove

If jobs are created �n low-�ncome areas, personal well-be�ng 
w�ll �ncrease and the qual�ty of l�fe �n those ne�ghborhoods w�ll 
�ncrease.

Not�ce that �n each example the ult�mate soc�al �mpact �s 
expressed as a change, an �ncrease or a decrease. Th�s �s the 
same th�ng as the soc�al m�ss�on you are try�ng to ach�eve.

SOLUTION 
 
What is your solution (products or services)?
Expla�n exactly what �s your solut�on to the problem, espec�ally �n terms of 
products or serv�ces offered to your target commun�ty or stakeholder. What 
are the key act�v�t�es needed �n ach�ev�ng your m�ss�on?  

Who are your customers?
Ident�fy the users of your product/serv�ce solut�on. Who are they? Where 
are they? What �s the s�ze of your target customers? How do you plan to 
access them?
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How does your solution innovatively remove the pain (solve the 
problem)? 
Descr�be exactly how the problem would be solved by your 
solut�on. What benefit or value your solut�on w�ll generate for the 
target group. Why and how �nnovat�ve �s your solut�on? Why should 
they use your solut�on compared to others? What �s the l�m�tat�on 
of your solut�on?

Who else are solving the problems?
Ident�fy those who are try�ng to solve the same or s�m�lar problems 
as you do. What are the�r solut�ons? How effect�ve they are? What 
are the�r problems, strengths and weaknesses? Is the market for 
your solut�on compet�t�ve? 

Who are your competitors/complimentators/partners?
Class�fy them �nto d�fferent categor�es. Ident�fy your compet�tors or 
those whose solut�ons/works are compet�t�ve to yours. Ident�fy your 
compl�mentators or those whose solut�ons/works can compl�ment 
w�th yours. And �dent�fy your partners or those who m�ght want to 
work w�th you.

What you can do better or different from them?
Expla�n how your solut�on �s un�quely more effect�ve or effic�ent 
compared to your compet�tors. What exactly �s the d�fference 
between your solut�on and the�rs.  

How is ICTs a critical and integral component to your solution?
G�ve a clear explanat�on why Informat�on and Commun�cat�on 
Technolog�es �s needed to enhance the effect�veness of your 
solut�on and how �t �s �ntegrated to your solut�on. 

SOCIAL IMPACT

What is your ultimate desired social change?
Expla�n how soc�al change �s your final goal based on your 
m�ss�on and theory of change. 

What are the outcomes derived from your planned activities? 
Group your act�v�t�es �nto components and expla�n clearly 
what soc�al outcomes or �mpact w�ll be generated through each of 
these act�v�ty components. The outcomes descr�bed should have both 
qual�tat�ve and quant�tat�ve d�mens�ons. Phase your outcomes �nto a 
quarterly (four t�mes a year) manner. 
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activities outputs outcomes goal/
objectives

How will these outcomes contribute to your ultimate goal?
Descr�be exactly how the component outcomes would contr�bute d�rectly 
and �nd�rectly to your ult�mate des�red soc�al change. Wh�ch outcome w�ll 
contr�bute the most? Wh�ch w�ll have s�gn�ficant short-term and long-term 
contr�but�ons?

How do you measure your social impact?
In what way or what techn�que w�ll you be us�ng �n measur�ng your 
phased soc�al outcomes and the�r contr�but�ons to your ult�mate 
goal? What �nd�cator w�ll you be us�ng �n measurement? Would �t be 
cont�nuously measured monthly or quarterly? Who w�ll measure the 
�mpact?

THE TEAM

What is your human resource requirement?
Expla�n exactly what �s your solut�on’s needs on human resource. 
How many teams or pos�t�ons w�ll be needed to make your solut�on 
operat�onal? What knowledge/sk�lls are needed? 

What is your advisory and mentorship needs?
Ident�fy your needs for adv�sers and mentors, espec�ally from the fields 
related to your solut�on. Who among your key stakeholders �s needed �n 
order for you to ga�n �ns�ght �nto each stakeholder as well as the support. 
Who you have already had as your adv�sers or mentors?

Who is your core team?
Expla�n your core team and why they are competent to del�ver your 
solut�on �n solv�ng the problem. What �s the�r educat�onal background 
and work-exper�ence? What �s the�r un�que expert�se? 
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FINANCIAL SUMMARY 

What is your financial need? 
Descr�be what w�ll be the major cost elements �n order for you to ach�eve 
your goal. In most cases, human resources, phys�cal fac�l�t�es and technol-
ogy are key cost elements. Expla�n what proport�on of the budget w�ll be 
generally allocated to each component and why �t �s allocated that way. 

What is your budget?
Prov�d�ng key budget �tems based on your cost elements. Break them down 
�nto act�v�ty-based cost�ng (base your cost�ng on each act�v�ty you w�ll be 
do�ng) as well as those fixed cost that �s pretty much the same all year 
round such as core staff and rent. Also expla�n who w�ll be financ�ng your 
budget, have you talked to them? Do they agree, to the process of 
propos�ng or reject�ng.

How would you sustain your social enterprise?
What �s your strategy �n susta�n�ng your enterpr�se. Would your soc�al 
enterpr�se �n the med�um to long-run be based on donat�on, �nvestment, 
earn-�ncome or comb�nat�on of them? What �s your un�que value that w�ll 
conv�nce your donors, �nvestors and consumers (�n case of earn-�ncome 
strategy) to cont�nuously support your soc�al enterpr�se?

SOCIAL ENTERPRISE PLAN
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The Plan Elements 

Soc�al enterpr�se plan cons�sts of many elements that gu�de you 
through the th�nk�ng �n transform�ng your �nnovat�ve solut�on 
�nto real�ty. 

It bas�cally connects your �nput requ�rement all the way to the 
final �mpact m�ss�on.
  
W�thout the plan, you w�ll have a messy project �mplementat�on 
n�ghtmare even �f you’ve somehow got financed.

EXECUTIVE SUMMARY 

Here you should prov�de a summary of the plan so that the 
reader could understand the key elements of your whole soc�al 
enterpr�se r�ght away.  You can actually work on th�s sect�on 
after you have fin�shed all other plan elements. 
-  You should outl�ne br�efly your…
-  V�s�on, m�ss�on, value
-  Theory of change
-  The solut�on
-  Your target and how you would access them
-  Partnersh�p 
-  F�nance
-  Evaluat�on
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THE PROBLEM / VISION, MISSION AND VALUE / 
THEORY OF CHANGE / THE SOLUTION / SOCIAL 
IMPACT

These elements are actually part of the soc�al enterpr�se con
cept except for the VALUE. Therefore, you could use the same 
or update the �nformat�on from the concept’s elements. 

THE VALUE
How w�ll you behave along the way? – Your gu�d�ng concepts, 
bel�efs, pr�nc�ples and underly�ng ph�losophy of the enterpr�se 
are outl�ned here. Your value should be of those pr�nc�ples 
your enterpr�se cons�dered as cr�t�cally �mportant to �ts culture, 
�ntegr�ty, mean�ng and day-to-day act�v�t�es. 

For example, 
You m�ght be runn�ng an enterpr�se that tra�ns underpr�v�leged 
youth �n IT sk�lls. You m�ght want to make �t a pr�nc�ple to 
recru�t a more d�verse group of young people (from across 
all ethn�c, l�ngu�st�c and soc�oeconom�c groups). On the other 
hand, you m�ght want to promote cont�nuous collaborat�on 
amongst your team members to broaden and enhance your 
enterpr�ses’ ab�l�ty to serve the target group. Or even make a 
pr�or�ty to ensure gender balance �n all your operat�ons. 
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TARGET MARKET

Ident�fy and g�ve deta�ls on the target group of your soc�al 
enterpr�se. They are those who you w�ll make an �mpact w�th. You 
should exhaust�vely segment them �nto d�fferent�ated groups as well 
as class�fy wh�ch group �s pr�mary target and wh�ch �s secondary. 
Informat�on about the�r s�ze, value, challenge/opportun�ty and other 
notes should also be prov�ded. 
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COMPETITION 

In prov�d�ng your soc�al products/serv�ces, you actually have 
compet�tors prov�d�ng s�m�lar values. Although �n soc�al development 
you are not �n cutthroat compet�t�on, but by understand�ng who are  
the ones prov�d�ng s�m�lar values to your target groups, �t helps you 
to plan your pos�t�on�ng compared to others �n captur�ng the un�que 
value to better address�ng your target groups’ needs. 

Your compet�tors �nclude d�rect compet�t�on, subst�tutable products/
serv�ces and potent�al entrants. Compl�mentators, or those prov�d�ng 
compl�mentary serv�ces are equally �mportant.
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Social Marketing

Target-group marketing

Investor/donor marketing

SOCIAL MARKETING

Any enterpr�se’s ult�mate cl�ents that are cr�t�cal to the�r surv�val fall �nto 
two groups. As �n bus�ness enterpr�se where the two are customers and 
�nvestors. Soc�al entrepreneurs need to be equ�pped w�th a two pronged 
market�ng approach �n serv�ng the�r target users’ group and donors/
�nvestors.  

Two d�fferent types of market�ng campa�gns have to be des�gned to 
sat�sfy the donors and to obta�n the attent�on of the target groups.

Both groups have to be told clearly of what they can expect from your 
soc�al enterpr�se. 
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PARTNERSHIP

As no one can be the best at everyth�ng, partners are needed 
�n order to max�m�ze your soc�al �mpact,. These are people and 
organ�zat�ons that care about your m�ss�on. You share the s�m�lar 
goal w�th them. They m�ght be �n the field longer than you, they 
m�ght have competency that you can’t match. What �s �mportant 
�s to �dent�fy and learn how to work together �n order to ach�eve 
synergy, �.e. the whole �mpact of partnersh�p �s greater than the 
sum of �ts parts. Partnersh�p only makes sense when together you 
can ach�eve someth�ng that each of you can’t do alone. 
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TEAM PLAN 

Creat�ng a team plan �s also part of soc�al enterpr�se concept’s 
elements. At a soc�al enterpr�se plan level, we need to work out 
some deta�ls. Soc�al enterpr�se cons�sts of �nd�v�duals, they are the 
team that make or break everyth�ng. Team plan �s among the most 
�mportant element �n plann�ng as talent �s everyth�ng.  The team 
plan cons�sts of at least three parts, the competency plan, the core 
team and the adv�sors/board.
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THE CORE  TEAM

…..              
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FINANCIAL PLAN

The plann�ng and management of your money or financ�als are 
among the most cr�t�cal tasks �n determ�n�ng whether the soc�al 
enterpr�se would be cost-effect�ve and susta�nable. There are 
at least three elements �n the soc�al enterpr�se financ�al plan 
to cons�der, namely, the budget, the fund-ra�s�ng plan and the 
revenue-expense project�on. 
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Plan Actions Evaluation

learning

MONITORING & EVALUATION
What can’t be measured? What can’t be managed? That seems to be 
one of the most �mportant modern management mantra. In soc�al 
enterpr�se management, measur�ng your performance allows you to 
learn much more about how your �dea performs �n the real world. 

Mon�tor�ng and evaluat�on are not s�mply meant for funders or 
partners, they are most useful to you. W�thout measurement, you 
would not know how to adapt your plan and act�on �n order to ach�eve 
h�ghest �mpact and susta�nab�l�ty. Cont�nuous evaluat�on ensures a 
better learn�ng ab�l�ty.

Of course, the process can be d�fficult and compl�cated. But at least you 
should focus on develop�ng your evaluat�ve log�cal model.

Evaluative logical model

A Log�cal model (LM) allows you to l�nk your �nputs, outputs, act�v�t�es, 
outcomes and goals together. For evaluat�on purposes, the most 
�mportant bas�c task �s to be able to log�cally l�nk your act�v�t�es, outputs, 
short-term outcomes, �ntermed�ate outcomes and final goal together.

Evaluative logical model
Th�s evaluat�ve log�cal model prov�des a clear �dea on how your act�v�t�es 
l�nk all the way to your ult�mate goal. It also g�ves a clear outcome 
target�ng both �n short and med�um term.

Therefore, you can eas�ly use th�s target model as a gu�de to measure 
aga�nst the actual performance �n order to see what �s the d�fference 
between the plan and the actual whether �n act�v�t�es, outputs, short-
term outcomes, �ntermed�ate outcomes and object�ves. You can mon�tor 
and evaluate your project monthly, quarterly, annually or other 
appropr�ate t�m�ng.
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Beyond basic logical model

There are many other evaluat�ve techn�ques such as a more 
comprehens�ve log�cal model�ng and theory of change, as well as balance 
score-cards that allow you to �ntegrat�vely measure operat�ons, financ�al, 
customers and learn�ng/growth perspect�ves. 

No matter wh�ch techn�que you w�ll be adopt�ng, the key �s to be able to 
answer the follow�ng quest�ons.
 
-  What outcomes are you try�ng to ach�eve for your target populat�on?
-  How w�ll you measure whether you’ve ach�eved these outcomes?
-  What are your performance targets?
-  What data w�ll you collect and how w�ll you collect �t?
-  How w�ll you use the results for learn�ng and report�ng?
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RISKS AND OPPORTUNITIES

You cannot see �nto the future w�th certa�nty, but you can do the 
next best th�ng: �dent�fy potent�al r�sks and opportun�t�es that w�ll 
affect your plan. Try to pred�ct and �mag�ne the potent�al r�sks that 
could create a m�nor or major problem for your soc�al enterpr�se. 
Also, th�nk of the oppos�te, what opportun�t�es m�ght excel the 
ab�l�ty to ach�eve your m�ss�on and scale the �mpact.
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IMPLEMENTATION PLAN

An act�on plan �s cr�t�cal to the success of the soc�al enterpr�se, no 
matter how �ngen�ous the strategy or concepts that are developed. Th�s 
�s because every �dea/thought must be translated �nto act�on. Therefore, 
the �mplementat�on plan w�ll ass�gn respons�b�l�ty of the tasks and the 
schedul�ng of the del�verables and necessary resources. Therefore, �t �s 
�mportant to clearly establ�sh tasks accountab�l�ty and a real�st�c work 
schedule.

The Work Breakdown Structure (WBS)  �s a tool that can help you develop 
est�mates, ass�gn personnel, track progress, and show the scope of 
project work. Through th�s tool complex act�v�ty �s subd�v�ded �nto several 
smaller tasks. Th�s can be cont�nued unt�l the act�v�ty can no longer be 
subd�v�ded. 

A Gantt chart can tell you what has to be done—the act�v�t�es or tasks, 
how long each act�v�ty w�ll take, �n what order each act�v�ty has to 
happen, what the costs w�ll be for each act�v�ty and who �s go�ng to be 
respons�ble for the act�v�t�es

Gantt Charts are the bas�c bar charts that most people are fam�l�ar w�th. 
Pros: S�mple to construct, easy to read, an effect�ve way to commun�cate 
w�th team members what they need to do �n a g�ven t�me frame. 
Cons: D�fficult to assess the �mpact of a change �n one area on the rest of 
the project.
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FUNDING REQUEST

Prov�des �nformat�on on how you are request�ng fund�ng from 
d�fferent donors/�nvestors. You could restate the budget and break �t 
down to the part request�ng for fund�ng from Youth Soc�al Enterpr�se 
Fund and other donors/�nvestors. 

Status of each request should be descr�bed as well. 
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THE APPENDIX
Append�ces should be prov�ded on a need bas�s to �nclude add�t�onal, 
supplementary �nformat�on or deta�led data to support your bus�ness 
plan. It �s not necessary to prov�de th�s �nformat�on w�th�n the ma�n body 
of your bus�ness plan. Your bus�ness plan �s your commun�cat�on tool. As 
such, �t w�ll be rev�ewed by several people and �t may not be necessary 
to prov�de everyone w�th all the deta�led �nformat�on. However, spec�fic 
�nd�v�duals (such as potent�al cred�tors) may want to access to th�s 
�nformat�on, to make an �nformed lend�ng dec�s�on. 

The append�x could �nclude:

-  resumes of key persons �n the venture  
-  letters of reference 
-  deta�ls of market research both pr�mary and secondary 
-  relevant magaz�ne art�cles or book references  legal documents 
-  l�st of bus�ness consultants, �nclud�ng attorney and accountant 
-  Sens�t�v�ty analys�s on key financ�al or market parameters to determ�ne 
the success of the project under var�ous scenar�os and var�able market 
cond�t�ons.

Remember a bus�ness plan �s not a thes�s w�th exhaust�ve reports and 
conclus�ons, but a summary of what you want to do. A well wr�tten and 
researched bus�ness plan w�ll �ncrease your chances of success.

Beyond the Plan
5

Gett�ng off the Ground  
 
Gett�ng fund�ng and support �s the beg�nn�ng of the process of creat�ng your 
organ�sat�on and your dream project. It �s the first step from where you w�ll 
beg�n a journey of creat�ng a susta�nable organ�zat�on, a lot of entrepreneurs 
work towards gett�ng the first fund�ng and after that they run out of steam- 
remember gett�ng fund�ng �s only the beg�nn�ng and not an end. 
 
There w�ll be qu�te a few th�ngs you w�ll have to start work�ng on from the t�me 
you get your first fund�ng; these �nclude th�ngs l�ke 
-  find�ng an office
-  gett�ng a team together
-  gett�ng legal work done 
  
Also try to:
-  keep a tab of what you spend
-  recru�t good sens�ble people
-  manage a hassle free work env�ronment  

The rest of th�s chapter re�nforces some of the commonsens�cal th�ngs that you 
should look out for wh�lst start�ng out.  
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Setting up a Team
 
Beh�nd every successful entrepreneursh�p, �s an able team that prov�des 
a foundat�on, to ensure a support�ng bas�c �nfrastructure such that �t runs 
smoothly on a day-to-day bas�s. Before sett�ng up a team, assess yourself, to 
real�ze what your strengths and weaknesses are. Your team members should 
help you overcome these weaknesses and should possess both the behav�oral 
and pract�cal sk�lls to run a bus�ness. They need to have a good temperament 
and should also possess the knowledge and exper�ence requ�red to set-up a 
successful soc�al venture. A lot of start-up ventures work well because the team 
balances one another’s personal�t�es- you too need to find the comb�nat�on that 
works best for you.  

Dur�ng the pre-venture stage of your bus�ness, one of your first challenges w�ll 
be to assess the spec�fic needs of your new undertak�ng. For example,  �f you 
need access to a s�gn�ficant amount of cap�tal, you w�ll requ�re a team member 
who has exper�ence �n secur�ng such fund�ng. Often a lot of entrepreneurs suffer 
from e�ther h�r�ng too many or too few profess�onals. Before you start recru�t�ng 
people to your organ�zat�on, you must have a clear v�s�on for the bus�ness 

Th�s leads us to the second quest�on:
Who should be on the team? 

Here are some �ssues you need to tackle when recru�t�ng team members
Do they share the v�s�on for the venture? 
Do you share the same personal and profess�onal asp�rat�ons?  
How much t�me off do you plan to take each day, each week, or each year? 
Who w�ll be the Pres�dent of the company? 
What roles w�ll the other team members play? 
How w�ll dec�s�ons be made? 
What �f one of you gets marr�ed and the new spouse gets a job offer �n another 
c�ty--- Would you move away? 
What are your core values and how do you want to see them play out day-to-day 
�n the bus�ness? 
What w�ll you cons�der as successful �n th�s venture? 
   

Try and d�scuss more quest�ons w�th your prospect�ve team members before 
sett�ng up an organ�zat�on and a team to carry out �ts respons�b�l�t�es. A clear 
means of commun�cat�on between you and the members �s the sole means of 
ensur�ng that the ent�re team �s focused on ach�ev�ng the soc�al m�ss�on.

Basic Office Systems

Now that you have a team, you should lease an office to prov�de a space for 
both your team members and you to work together. An office �s a hub of all work 
related act�v�ty and you must set-up a few bas�c systems to ensure that �t runs 
smoothly on a day-to-day bas�s. You w�ll need to support these systems w�th 
other sub-systems and w�ll therefore have to create an organ�zat�onal structure, 
to ensure that �nd�v�dual team members are aware and understand the�r roles 
and respons�b�l�t�es. Report�ng relat�onsh�ps should be clearly establ�shed and 
there should be a delegat�on of both work and author�ty to encourage team 
members to be accountable for the�r act�ons.
  
Effect�ve commun�cat�on and �nformat�on shar�ng �s a cr�t�cal success factor 
that can never be over emphas�zed as a factor for the effic�ent work�ng of any 
venture. It helps to foster and develop a harmon�ous work eth�c and a team 
sp�r�t where team members cooperate and take collect�ve dec�s�ons.  Every 
entrepreneur recogn�zes that the secret to a successful organ�zat�on l�es �n 
profic�ently manag�ng the ava�lable resources. You w�ll be entrusted w�th money 
and �n order to keep track of both revenue and expend�ture, you should �mme-
d�ately set-up an account�ng system to track and categor�ze all �ncom�ng and 
outgo�ng resources.  

Other �mportant systems that need to be set up �nclude:

Departmental Systems:  Every member �n your team who has been ass�gned a 
spec�fic role �n the organ�zat�on w�ll be pos�t�oned as per the�r part�cular areas of 
expert�se, thus prov�d�ng a framework for any prospect�ve departments.

Legal and techn�cal systems: You w�ll requ�re a legal-consultant to ass�st you on 
the leg�slat�on and preva�l�ng rules and regulat�ons of the terr�tory w�th�n wh�ch 
you w�ll operate, spec�fically on �ssues relat�ng to :
-  Taxat�on
-  Reg�strat�on of the enterpr�se
-  Any ‘unlawful’ v�olat�ons that may occur dur�ng your soc�al venture
-  The transfer of funds between people and enterpr�se

Commun�cat�on and IT systems: IT and commun�cat�on systems make up the 
bas�c �nfrastructure on wh�ch an entrepreneursh�p �s bu�lt. Wh�le these pr�mar�ly 
prov�de a l�nk to the outs�de world, they also connect departments w�th�n the 
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organ�zat�on. Thus mak�ng these systems, an �mportant means of research�ng, 
stor�ng and outsourc�ng �nformat�on.

Wh�le a lot may appear to be bor�ng and mundane, sett�ng up these bas�c office 
structures �s a cr�t�cal part of your soc�al venture. For any bus�ness to funct�on 
effic�ently, �t must have a sol�d foundat�on that establ�shes and successfully 
�mplements the above systems.

Role of Mentors

The unpred�ctab�l�ty of a bus�ness cycle can often be an emot�onally sapp�ng 
exper�ence for an entrepreneur. The unrelent�ng phases of boom and recess�on 
hamper the growth of a bus�ness and prevent entrepreneurs from �mplement�ng 
the�r long-term strateg�es. Soon, fears about your bus�ness’ surv�val become your 
ma�n concern and you may no longer be able to pr�or�t�ze your soc�al m�ss�on. 
Th�s can be a psycholog�cally try�ng t�me for many young entrepreneurs and only 
the presence of a mentor can help them get out of th�s d�fficult per�od.

But what exactly �s a mentor?

A mentor �s any profess�onal fr�end, teacher or counselor that prov�des valuable 
adv�ce and �nstructs you �n the essent�als to become a successful person. They 
are a constant source of �nsp�rat�on and help to prov�de you w�th the requ�red 
support to overcome your �n�t�al struggles. They can take on the respons�b�l�t�es 
of a rel�able sound�ng board, a valuable second op�n�on or a reassur�ng 
emot�onal support. Mentors aren’t found �n gu�debooks or techn�cal manuals, 
these people are more pract�cal and take a hands-on approach to runn�ng an 
entrepreneursh�p. They often share �nvaluable lessons from the�r exper�ence and 
help you real�ze the s�m�lar challenges everyone faces when creat�ng someth�ng 
new.
   
More �mportant, �s the extens�ve network that your mentors have. Unl�ke a 
casual acqua�ntance at a network-based meet�ng, you have a good fr�end �n a 
mentor-a person more w�ll�ng to open up h�s network. They often have access to 
�nfluent�al sen�or dec�s�on makers �n a commun�ty, who can construct�vely help 
you develop your soc�al entrepreneursh�p. Mentors have no ulter�or mot�ves and 
seek to foster a strong relat�onsh�p of trust that can be profitably explo�ted �n the 
future.  More �mportantly you become part of the mentor’s network and are able 
to leverage the same w�th h�s support and cooperat�on.

Fund Attraction
6

As soc�al entrepreneursh�p �s st�ll a new and emerg�ng field, soc�al enterpr�ses 
tend to have an d�fficult t�me mob�l�z�ng funds because there are no proper 
�nst�tut�onal�zed fund�ng sources for th�s part�cular group. If you wanted to start 
or expand a bus�ness venture, you would look to trad�t�onal fund�ng sources 
such as banks, venture cap�tal and pr�vate equ�ty firms for the cruc�al startup or 
expans�on funds. On the other hand, �f you were go�ng to start a purely non-profit 
venture that does not have any form of �ncome generat�on, you could always 
approach a foundat�on or donor �nst�tut�on.

commercial &
debt equity

The Gap
social

enterprise
startup &
expansion

capital

grants
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Soc�al enterpr�ses, however, find �t d�fficult to approach trad�t�onal 
fund�ng sources pr�mar�ly because these �nst�tut�ons only seek e�ther 
pure econom�c or soc�al returns wh�le soc�al enterpr�ses create a blend 
of econom�c, soc�al and / or env�ronmental value. Add�t�onally, these 
�nst�tut�ons shy away from soc�al enterpr�ses because they are not backed 
by assets.

Many of us th�nk of fundra�s�ng as cons�st�ng of th�ngs such as prepar�ng 
a t�ghtly-packed proposal, �dent�fy�ng the r�ght donors or �nvestors from 
conferences and webs�tes, send�ng out the proposals, and wa�t�ng for 
them to reply �n hopes of ra�s�ng m�ll�ons. Unfortunately, �t doesn’t really 
work that way unless �t’s your lucky day. Even though �t’s challeng�ng, 
we bel�eve that there are some general �ns�ghts and techn�ques one can 
resort to when embark�ng on the fundra�s�ng process.

Know your needs
Before even th�nk�ng about find�ng cash to �nject �nto your soc�al 
enterpr�se, you must �dent�fy your financ�ng needs. How much do you 
need and what for? There �s no such th�ng as free money. All �nvestors 
seek to make returns on the�r �nvestments, be �t econom�c, soc�al or 
env�ronmental. If someone g�ves you money, they’ll defin�tely want 
someth�ng back �n return. You must know exactly what you can offer to 
them. As an entrepreneur, you can offer a w�de range of returns - soc�al / 
env�ronmental �mpact, financ�al ga�ns, �nvestor exposure, etc.

If you can’t offer someth�ng �n return, your �nvestors w�ll stop �nvest�ng 
�n you they’ll probably start g�v�ng you a bad name among other potent�al 
�nvestors or donors. Let me repeat a key po�nt - there �s no such th�ng as 
free money, all �nvestments come w�th str�ngs attached.

We’re not try�ng to d�scourage you from fundra�s�ng. On the contrary, 
we’re hop�ng to shed some l�ght how tough th�ngs can get and how you 
shouldn’t be d�scouraged when fully �mmersed �n the process. Somet�me 
ago, my fr�end and exper�enced fundra�ser, Cor�ne Aartman, ment�oned 
that most people don’t d�sl�ke fundra�s�ng, �nstead they hate the amount 
of reject�on �nvolved �n fundra�s�ng. Most people take th�s reject�on 
personally. One should real�ze that the �nvestor �s not reject�ng you, the 
�nvestor �s just not �nterested �n your �dea or project. All you can do �s 
move on and find the next person who w�ll l�sten to you. 

On the other hand, �t �s also qu�te easy to find yourself �n a s�tuat�on 
where money �s flow�ng �nto your organ�zat�on but you’re focus�ng on 
work outs�de your organ�zat�onal m�ss�on and goals. It’s often the case 

that you m�ght end up hav�ng a well-financed soc�al enterpr�se do�ng th�ngs 
outs�de �ts defined scope. Try to make sure when you accept funds that �t 
�s al�gned properly w�th the m�ss�on and goals or your organ�zat�on.

The first key step to find money, �s to know your own needs. Assum�ng 
you’ve got a well thought through and cost-effic�ent plan, you st�ll need to 
answer: What are the th�ngs you need to get done that you can’t manage 
w�thout money? How much money do you need? For what? From who? 
All these quest�ons must be answered carefully. Extreme bootstrapp�ng 
(operat�ng w�th m�n�mal resources) �s often a soc�al entrepreneur’s best 
fr�end. When you are forced to do th�ngs at a very low cost wh�le try�ng to 
ach�eve the h�ghest �mpact, you often have to �nnovate to surv�ve. 

At the very early stage, a soc�al enterpr�se’s b�ggest concern m�ght not be 
ra�s�ng funds, �nstead �t �s to find the r�ght course of act�on. Young soc�al 
entrepreneurs often exper�ment w�th var�ous opportun�t�es and models 
before find�ng the r�ght k�nd of goals that fit best w�th the�r teams. In 
essence, at th�s stage, funds are needed ma�nly to br�ng on team members 
and for prototyp�ng your soc�al enterpr�se. In find�ng what you really need, 
you need to:

T. F�nd out what you need to ach�eve your m�ss�on and goals wh�le push�ng 
as�de ‘easy funds’ that can be a d�stract�on. 
U. Th�nk of �n-k�nd opt�ons or th�ngs you can do w�thout money.
V. Choose the r�ght pots of money; grant, equ�ty and debt. 

No distraction funding
Contrary to popular bel�ef, ra�s�ng more funds than what you really need 
can actually be more dangerous because each set of funds �s t�ed to 
d�fferent forms of usually �nflex�ble comm�tments. When you just start 
your soc�al enterpr�se, �t �s most l�kely that you w�ll exper�ment w�th one 
th�ng and fa�l. You’ll move very qu�ckly to the next opportun�ty and so on 
unt�l you succeed �n someth�ng that best leverages your un�que ab�l�ty to 
address the soc�al challenge and opportun�ty. 

In-kind support option
Once you’ve managed to set your course and have consc�ously rejected 
easy money, the next key quest�ons to ask are:

1. What can be done w�thout money?
2. What can’t be done w�thout money? 
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Example: office rental University
incubation center

No need

Items needed In-kind support source Cash contribution 
Source

There are many elements �n your operat�ons that can be ach�eved w�thout 
money. Form�ng  mutual partnersh�ps can help you secure these th�ngs. For 
example, you can prom�se to prov�de your serv�ces to another organ�zat�on 
�n exchange for help on market�ng act�v�t�es or even the shar�ng of an office 
space. We’ve even heard cases of bus�nesses prov�d�ng office space to 
non-profits as part of the bus�nesses’ corporate soc�al respons�b�l�ty (CSR) 
program. You can form partnersh�ps w�th other non-profits, bus�nesses or 
even your fam�ly to secure these th�ngs through a form of barter, �n-k�nd 
sponsorsh�p or even on good w�ll.  

Th�nk through the �tems that you need to fund-ra�se for and ask yourself 
where you m�ght be able to get them �n terms of �n-k�nd support. Once you’ve 
exhausted the l�st potent�al supporters, the ones that rema�n should be where 
you focus your fundra�s�ng efforts. Th�s seem�ngly s�lly exerc�se can save you 
from a lot of unnecessary trouble. 

Exercise:
Try fill�ng �n the empty columns below. Start from the left column, and work 
your way progress�vely t�ll the the th�rd column. Try as hard as poss�ble to 
exhaust all poss�b�l�t�es �n the second column before mov�ng to the th�rd 
column. 

Choose the right pots of money

There are several financ�ng cho�ces depend�ng on the type of soc�al venture you 
have. Regardless of whether you have a for-profit or non-profit soc�al venture, 
there are three general types of financ�ng that you can tap �nto - grants, equ�ty 
and debt. 

Grants

Grants are the most frequently sought-after type of financ�ng. They are also 
commonly m�sunderstood by many organ�zat�ons as “free money”. It’s true that 
most grants come w�thout requ�r�ng repayment, however, there are obv�ously 
str�ngs attached to the grants by the donors. Grants are often t�ed to subm�ss�on 
of frequent and extens�ve report�ng as well as the not�on of “please-us-or-face-
term�nat�on” type of relat�onsh�ps (contracts) w�th the donors. Th�s �s not to 
stereotype all donors. There are donors that actually help you look for other 
external sources of fund�ng and there are even those that help you develop a 
revenue generat�on model wh�le us�ng the�r fund�ng to get started. 

The type of relat�onsh�p you have w�th a part�cular donor �s cruc�al here. If you 
find yourself �n one way or another not related to the boss or h�s/ her mother-
�n-law, the best way to develop and ma�nta�n a relat�onsh�p �s to make sure 
that your venture’s m�ss�on matches the strateg�c �nterests of the donor. You 
have to make sure that you’re work�ng on someth�ng fa�rly �mportant to them 
and that you are not eas�ly subst�tutable by the m�ll�ons of other non-profits out 
there. If you can ach�eve th�s, grant financ�ng w�ll work well for you, espec�ally �f 
you can use grant money to �nvest �n projects that generate susta�nable soc�al, 
env�ronmental and financ�al returns. 
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Equity

Equ�ty can be very useful �f you’re runn�ng a for-profit soc�al venture. In s�mple 
terms, when someone buys equ�ty �n your venture, they have become part 
owners of the venture w�th some amount of vot�ng power for key organ�zat�onal 
dec�s�ons. Th�s can be benefic�al �f you have the r�ght k�nd of �nvestors who 
have the exper�ence and connect�ons to catalyze your venture’s success. 
Equ�ty financ�ng tends to come from �nvestors who are very hands-on w�th the 
projects they’re �nvolved w�th. Heated debates on key dec�s�ons between the 
entrepreneur and the �nvestors often ensue. As an entrepreneur, you’ll have 
to learn to commun�cate and leverage your �nvestors beyond the funds they’re 
�nvest�ng. In other words, both your �nvestors and you w�ll have to share a 
common v�s�on or set of object�ves that both of you would l�ke to ach�eve. If 
you real�ze that one of your �nvestors does not share a s�m�lar v�s�on w�th you, 
do yourself a favor by pull�ng yourself out before they do so �n a usually abrupt 
manner. Act�ng early �n many �nstances can actually salvage your relat�onsh�p 
w�th the part�cular �nvestor before th�ngs get messy.

Equ�ty-l�ke grants are also a poss�b�l�ty among soc�al venture ph�lanthrop�sts. 
These types of �nvestors employ a venture cap�tal type methodology to soc�al 
�nvest�ng. They m�ght not choose to hold real equ�ty, �nstead they would choose 
to hold veto power on key organ�zat�onal dec�s�ons, wh�ch pract�cally makes 
them a co-owner of the venture. Add�t�onally, equ�ty-l�ke �nvestments can be a 
useful resource for you to attract ph�lanthrop�sts, bus�ness leaders or wealthy 
persons who have a strong �nterest �n soc�al development. By offer�ng them 
equ�ty-l�ke �nvestment opt�ons that come along w�th vot�ng power or other types 
of �nstruments that prov�de the feel�ng of hold�ng real equ�ty, you can g�ve your 
�nvestors a sense of empowerment wh�ch they have never had before.

Debt

Debt financ�ng can be a r�sky opt�on for your soc�al venture, but at the same 
t�me, �t can also y�eld surpr�s�ng benefits. Th�s type of funds are very stra�ght-
forward and easy to understand; you borrow from someone and repay them 
at a later per�od w�th a predeterm�ned repayment rate. There �s an emerg�ng 
group of funds and banks that cater spec�fically to soc�al enterpr�ses that cannot 
normally access cap�tal from trad�t�onal sources. These ent�t�es, e�ther �n the 
form of eth�cal banks, soc�al venture funds, or m�cro-venture cap�tal firms are a 
good opt�on for soc�al enterpr�ses as they are more open to soc�al �nvest�ng and 
are w�ll�ng to accept below-market rates of return on the�r lend�ng or �nvestment 
act�v�t�es.

In real�ty, �t �s better for soc�al startups to borrow money �nstead of tapp�ng 
�nto personal sav�ngs. There �s a much h�gher success rate of gett�ng money 

from people close to you (fam�ly and fr�ends) as compared to approach�ng 
more commerc�al opt�ons. Borrow�ng five to ten thousand dollars from fam�ly 
or fr�ends to start a self-susta�n�ng soc�al enterpr�se (soc�al bus�ness) �s very 
common amongst soc�al entrepreneurs. People who are close to you tend to 
trust you more than banks wh�ch requ�re some form of collateral before they 
can lend to you.

Depend�ng on the nature of your soc�al venture, debt financ�ng can be 
s�gn�ficantly benefic�al. It can help your venture be more d�sc�pl�ned �n 
�dent�fy�ng and develop�ng a un�que revenue generat�on model to help br�ng 
some form of financ�al susta�nab�l�ty to part of, �f not the whole venture. You’ll 
beg�n th�nk�ng l�ke, “I’ve borrowed money to do th�s, now I’ve got to find some 
way to pay �t back soon. I must make a success out of th�s or I’m ru�ned.”  
Th�nk�ng �n th�s manner w�ll br�ng a whole new perspect�ve to your work. All of 
a sudden, you’ll become more focused on pr�or�ty tasks and develop�ng some 
mechan�sm to become more susta�nable. Th�s mode of th�nk�ng can be very 
useful early �n the soc�al enterpr�se stage.

Take for example a non-profit that does advocacy work to create awareness 
on safe sex. Th�s non-profit �s �n a rather r�sky pos�t�on as th�s k�nd of work �s 
pr�mar�ly supported by grant financ�ng and �s �n danger of be�ng term�nated 
�n case the pr�or�t�es of the donors change or �t �s subject to an unavo�dable 
external �nfluence. Trad�t�onally, for the non-profit to become more susta�nable, 
�t would embark on a resource mob�l�zat�on exerc�se and try to sens�t�ze some 
other donors that m�ght be �nterested �n fund�ng �ts work. Th�s can e�ther y�eld 
great rewards or somet�mes you could turn up w�th noth�ng. What th�s non-profit 
should be th�nk�ng about �nstead �s �ts compet�t�ve advantage - advocacy and 
educat�on on safe sex and other relevant �ssues. Us�ng th�s compet�t�ve edge, �t 
can beg�n offer�ng for a fee, capac�ty bu�ld�ng workshops for other development 
agenc�es or classes at local schools on these �ssues. All of a sudden, the non-
profit has managed to create a potent�al revenue model that allows �t to be 
more susta�nable �n the long run and less exposed to the fluctuat�ons of grant 
financ�ng. 

Innovat�ve debt-l�ke financ�ng �s another poss�b�l�ty to cons�der. Few trad�t�onal 
donors are beg�nn�ng to explore th�s opt�on where they’ll prov�de you w�th 
a typ�cal grant but w�th a tw�st - us�ng the grant prov�ded, you’ll need to 
generate returns that accumulate to the or�g�nal amount of the �n�t�al debt-l�ke 
�nvestment that can be reused �n your soc�al venture �n a spec�fied t�meframe 
or pay the amount forward to another startup wh�ch �s �n need of the same 
amount of cap�tal. The way you eng�neer the debt-l�ke financ�ng depends on 
how �nnovat�ve you can be. These type of �nstruments are gett�ng more and 
more attract�ve to both donors and soc�al �nvestors al�ke �n compar�son to a 
trad�t�onal grant opt�on because they are keen to generate a more effect�ve 
blend of returns (soc�al, econom�c, env�ronmental).
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Social venture financing 2.0
The Web 2.0 phenomenon has spawned a number of 
platforms that are help�ng soc�al entrepreneurs/ ventures 
access a w�der spectrum of financ�ng mechan�sms. These 
platforms range from fac�l�tat�ng pure-grants financ�ng to 
loans for entrepreneurs where both lender and borrower 
can negot�ate a spec�fied rate of return. In add�t�on, a 
grantee or borrower �s not l�m�ted to a s�ngle financ�ng 
source. He/ she can negot�ate a hybr�d of deals (grants 
and loans) from mult�ple sources. Here’s an example of 
ex�st�ng webs�tes:

K�va - www.k�va.org  
Global G�v�ng - www.globalg�v�ng.com 
Prosper - www.prosper.com 
GoodTree - www.goodtree.com 
DonorsChoose - www.donorschoose.org 
A�dPage - www.a�dpage.com 
 
We hope that you’re now sl�ghtly more �nformed about the var�ous types of 
financ�ng opt�ons and sources so you’ll be able to choose the one that fits best 
w�th your soc�al venture. Remember, you don’t have to l�m�t yourself to a s�ngle 
type or source of financ�ng. You’ve got to d�vers�fy your opt�ons w�th var�ous 
donors and �nvestors. Pursue as many poss�b�l�t�es as poss�ble. As an example, 
the hybr�d loan-grant opt�on �s ava�lable from �nst�tut�ons such as the World 
Bank’s Grassroots Bus�ness In�t�at�ve (GBI) . 

You have to a�m for your soc�al venture to be “un�quely relevant”. If you can 
ach�eve th�s, your donors or �nvestors w�ll find that your venture �s not eas�ly 
replaceable and fa�rly �mportant for the�r portfol�o. In truth, th�s �s the secret to 
any advantageous or mutually benefic�al relat�onsh�p whether you are �n love 
or at war. The more un�quely relevant you are, the more other people w�ll need 
you, and as a result, the more barga�n�ng power you have.  

In many cases, �f you are runn�ng a soc�al enterpr�se that cannot be fully self-
financed, you’ll need to fight to ma�nta�n your pos�t�on�ng among the percept�on 
of your donors or �nvestors, as �t m�ght be the only way for you to ach�eve 
financ�al susta�nab�l�ty. Th�s �s very s�m�lar to bus�nesses that have to e�ther 
merge or make other acqu�s�t�ons to ma�nta�n the�r strateg�c pos�t�on�ng or to 
rema�n un�quely relevant to the�r customers.

Be Uniquely Relevant
Now that you know your needs, you have to beg�n 
�dent�fy�ng both the needs of the donors or  �nvestors 
and how to make them need you. The most �mportant 
lesson �n cont�nuos fund-ra�s�ng success �s to be 
“un�quely relevant”. It �s qu�te s�mple: 

un�que  =  not eas�ly replaceable 
relevant  =  �mportant to someone

Us�ng the Funder Percept�on graph, try mapp�ng how each of your donors 
or �nvestors perce�ve you. You should a�m for Quadrant B as �t �s the most 
strateg�c pos�t�on for any venture to be cons�dered both �mportant and 
�rreplaceable. Both quadrants A and C are less preferable pos�t�ons, as your 
venture would be less �mportant for the�r portfol�o and also eas�ly replaceable 
by other ventures. If you do find yourself �n quadrant D, we would recommend 
redefin�ng the serv�ces you plan to offer so that �t forms a better strateg�c fit 
w�th your donors or �nvestors. You should always a�m to move towards the 
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�deal pos�t�on of quadrant B. If somehow or rather you find �t d�fficult to move 
away from quadrant D, you should defin�tely cons�der not engag�ng w�th that 
part�cular donor or �nvestor as there �s no strateg�c fit.  

In the early stages of form�ng a relat�onsh�p w�th a donor or �nvestor, you 
usually start off at  quadrants A or C and move gradually towards quadrant B. 
In order to ga�n more �mportance, you must �dent�fy some strateg�c fit between 
what you do and what they want, th�s means al�gn�ng your work to what they 
th�nk �s �mportant based on the�r plans, strateg�es or even feel�ngs. However, 
th�s doesn’t mean you’ll have to find l�nk for everyth�ng that you do. Instead, 
try to look for part or components of your program that can potent�ally become 
a strateg�c fit w�th them. Engag�ng �n a small way at the very beg�nn�ng can be 
very benefic�al for you. The better you perform �n small ways, the more trust 
you’ll be able to bu�ld w�th them.

The usual strategy �s to have one or two key act�v�t�es that generate outcomes 
that exceed the expectat�ons of your donors or �nvestors wh�le keep�ng the rest 
of your act�v�t�es to yourself. Th�s �s, however, a dangerous strategy as one or 
two th�ngs �mportant to them m�ght have noth�ng to do w�th what you want to 
do and may dra�n most of your venture’s resources. If the gap between what you 
want and what they want are too far apart, you’re better off not engag�ng w�th 
them rather than pursu�ng a much more d�fficult strategy of conv�nc�ng them to 
change the�r m�nd and recons�der the�r strateg�c pr�or�t�es.

It �s a common m�sconcept�on that soc�al entrepreneurs are completely 
pr�cetakers or �n other words you are as �mportant as your donors or �nvestors 
grade you. It �s �mportant to real�ze conversat�ons mean a great deal. The way 
your donors or �nvestors perce�ve you depends on how well you �nteract w�th 
them. These �nteract�ons have to beg�n from your end. If you don’t take the 
�n�t�at�ve, you w�ll not make any headway. Therefore, you must carefully define 
how you w�ll �nteract w�th donors and �nvestors. Never pos�t�on yourself as 
someone who �s after “act�v�st money” (funds for act�v�sm work). You’ll end 
up be�ng of very l�ttle �mportance to them. Choose carefully how you enter a 
relat�onsh�p w�th them. It �s very d�fficult for donors and �nvestors to change 
the�r percept�on of you when you’re regarded as small act�v�sts �nstead of 
strateg�c partners.

From the start, �t �s �mportant that you carefully define the type of relat�onsh�p 
you have w�th your donors or �nvestors. Try your best not to rece�ve fund�ng 
from donors or �nvestors �f you find that �t would jeopard�ze your relat�onsh�p 
w�th them and the�r percept�on of you. Also, choose to do or offer to do th�ngs 
that harness your un�que ab�l�ty to del�ver super�or performance. If you enter 
�nto a relat�onsh�p based on purely fund�ng too qu�ckly and not on the un�que 
expert�se you can prov�de, your �nvestors would �mmed�ately treat you as be�ng 
eas�ly replaceable. In the soc�al enterpr�se financ�ng scene, �t �s qu�te common to 

find yourself eas�ly replaced by your �nvestors, espec�ally when you’re about to 
ach�eve some form of success.  

Somet�mes �t’s much more �mportant to learn how not to accept certa�n k�nds 
of funds that are ne�ther �mportant nor relevant to you. Th�s safeguards you 
from potent�al problems �n the future, more spec�fically relat�ng to an unhealthy 
financ�ng relat�onsh�p w�th your �nvestors. In other words, you wouldn’t want to 
get marr�ed to someone who perce�ves you as be�ng un�mportant and �ncapable 
of g�v�ng h�m or her someth�ng spec�al to l�ve for.   

SUSTAINABILITY FIRST
Develop�ng an �nnovat�ve and financ�ally susta�nable venture �s the dream of 
every emerg�ng soc�al entrepreneur. Though st�ll at a slow pace, both donors 
and �nvestors are beg�nn�ng to exper�ment w�th �nnovat�ve forms of �nvestment 
�nstruments such as the prov�s�on of loans where the returns can be recycled 
�nto the soc�al enterpr�se as work�ng cap�tal, or the hold�ng equ�ty that can be 
sold �n the future by contract or re�nvested �nto the soc�al enterpr�se.  If a soc�al 
enterpr�se �s �ncapable of ach�ev�ng some form of financ�al susta�nab�l�ty, �t w�ll 
become extremely vulnerable to changes �n donors’ pol�c�es or �nterests that can 
sh�ft anyt�me �n the fast chang�ng world. The current trend for most of donors 
and �nvestors �s to �dent�fy and support soc�al enterpr�ses that are financ�ally 
susta�nable �n the med�um to long-term. 

SHOW THE IMPACT, IN NUMBERS IF POSSIBLE
The Soc�al Return on Investment (SROI), log�cal framework (logframe) and theory 
of change are examples of cruc�al tools that can be used to present the �mpact of 
your venture �n a very clear and structured manner. These tools can also g�ve you 
an edge over typ�cal non-profits that do not ut�l�ze them. 

Soc�al Return on Investment (SROI) �s a concept developed to account for both 
trad�t�onal financ�al value and the soc�al value created by an enterpr�se.  It �s a 
way to monet�ze the non-financ�al soc�al or env�ronmental value created by 
an enterpr�se. Although SROI �s a relat�vely new tool wh�ch �s st�ll under 
development, �t �s well recogn�zed to calculate the m�n�mum soc�al return on 
�nvestment of a soc�al enterpr�se �n terms of monetary value. The bas�c concept 
of the SROI �s the calculat�on your venture’s total present value of soc�al value 
generated, over the total project cost.  

You beg�n calculat�ng your SROI by �dent�fy�ng the appropr�ate �nformat�on for 
your venture’s:
Inputs - resources �nvested �n a project/ act�v�ty
Outputs - d�rect and tang�ble results from a project/ act�v�ty
Outcomes - d�rect and �nd�rect results l�nked to the project/ act�v�ty
Impacts - a sl�ghtly lower est�mate of Outcomes (m�n�mum results ach�eved)
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The example shows the SROI calculat�on of Get Out to Work, a soc�al enterpr�se 
that works to create long term employment for youngsters w�th cr�m�nal records. 
Once the appropr�ate �nformat�on has been �dent�fied, you can beg�n develop�ng 
a s�mple financ�al model to determ�ne your SROI (refer to example). 

In the table, you can see that a total of 17 cl�ents were est�mated to have 
benefited from the program. The benefits were monet�zed and d�v�ded �nto d�rect 
salar�es ach�eved by the cl�ents, benefits accrued by state (taxes ga�ned), and 
the sav�ngs made by the state for reduced reoffend�ng by the cl�ents.

To calculate the the SROI rat�o, s�mply d�v�de the total SROI by the or�g�nal 
�nvestment. Th�s would reveal the total soc�al value created for every dollar 
�nvested �n the program.

In many develop�ng countr�es, you can somet�mes find more non-profits 
than bus�nesses reg�stered �n the country. In these countr�es, �t appears as �f 
development has become a profitable bus�ness by �tself. In truth, th�s �s actually 
a very alarm�ng s�gnal because the presence of these non-profits can actually 
h�nder any real growth from tak�ng place. As a result, more and more soc�al 
�nvestors and even trad�t�onal donors are look�ng at non-profits or ventures that 
can generate susta�nable soc�al and financ�al value. Tools such as the Soc�al 
Return on Investment (SROI), Log�cal Framework (logframe) or Theory of Change 
can ass�st donors and �nvestors to understand the values your venture generates 
�n compar�son to the�r �nvestment. 

LEVERAGE, RISK-SHARING AND ENTRY-POINTS
Due to the low-r�sk preference of donors and soc�al �nvestors (or �n other words 
- they don’t trust you yet), you should always try to leverage the cred�b�l�ty of 
one �nvestor aga�nst another by tell�ng other �nvestors that you’re already �n a 
partnersh�p w�th th�s part�cular �nvestor. Th�s can help lower the perce�ved r�sk that 
other potent�al �nvestors have of you. Somet�mes, hav�ng a partnersh�p w�th one 
�nvestor �s all �t takes to attract others �nto the pool. A recent example would be a 
soc�al enterpr�se based out of Cambod�a wh�ch had one b�g donor financ�ng them, 
and all of a sudden, three other large-scale donors appeared out of nowhere to 
finance them. Many donors and �nvestors apprec�ate hav�ng other �nvestors present 
�n potent�al �nvestments as a k�nd of �nformal shared-r�sk relat�onsh�p.

Another cruc�al cr�ter�a for successful fundra�s�ng �s to be able to �dent�fy the r�ght 
entry-po�nts to your des�red donors or �nvestors. Send�ng out hundreds of general 
ema�ls or letters �s l�ke ‘shoot�ng blanks’. Unless your venture �s truly un�que and 
attract�ve they wouldn’t respond to these ma�ls as they rece�ve hundreds of such 
requests on a da�ly bas�s. Instead, you should try part�c�pat�ng �n as many workshops 
or conferences, part�cularly those that attract many donors and �nvestors. Once 
you’ve managed to �dent�fy the r�ght people w�th�n these �nst�tut�ons, �t �s extremely 
�mportant to cult�vate a relat�onsh�p and slowly bu�ld trust w�th them. 

You can also th�nk of th�s process a lot l�ke the acqu�s�t�on of a g�rlfr�end. F�rst, you 
beg�n w�th some �n�t�al fl�rt�ng and then ask them out on a small date �.e a cup of 
coffee perhaps. When hav�ng coffee, let them be the star of the moment by l�sten�ng 
to her. All you have to do �s act as �f you’re �nterested �n what she has to say and 
that you find the th�ngs she does exc�t�ng. The more dates you get to go out w�th 
her the stronger the relat�onsh�p becomes. The only d�fference between hav�ng a 
relat�onsh�p w�th a g�rl and an �nvestor �s that you expect the ent�re relat�onsh�p to 
be financed by the �nvestor. However, make sure that you are capable of prov�d�ng 
real value to the �nvestor �n exchange for the financ�ng, �.e. that your �deas or 
venture �s cruc�al to the�r success. For donors or soc�al �nvestors, �nvest�ng �n 
someone’s future �s totally d�fferent from just g�v�ng money away.

Source: Measur�ng Soc�al Impact: 
the foundat�on of soc�al return 
on �nvestment, SROI Pr�mer, New 
Econom�cs Foundat�on, 2004Source: Measur�ng Soc�al Impact: 

the foundat�on of soc�al return 
on �nvestment, SROI Pr�mer, New 
Econom�cs Foundat�on, 2004
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Social Communications
7

Commun�cat�ons can make �t or break �t for an organ�zat�on. W�thout proper 
commun�cat�ons, an organ�zat�on w�ll not be able to perform a whole slew of 
funct�ons such as - ra�se cap�tal, reach target groups, mot�vate team members, 
etc. Th�s ult�mately renders the organ�zat�on useless as �t w�ll be unable to 
ach�eve �ts m�ss�on. Develop�ng and �mplement�ng an effect�ve commun�cat�ons 
strategy can absorb a lot of resources. Th�s �s a challenge for most soc�al 
enterpr�ses as they usually operate w�th fewer staff and very l�ttle resources.
Mak�ng �t St�ck

In contrast to bus�ness, soc�al enterpr�ses have to adopt a more hol�st�c form 
of commun�cat�ons. A soc�al enterpr�se has to effect�vely �ntegrate soc�al, 
env�ronmental and econom�c elements w�th�n �ts messages. One of the b�ggest 
commun�cat�on challenges for soc�al enterpr�ses �s ach�ev�ng a certa�n sense 
of “sex�ness”. Sexy, �n th�s case, refers to develop�ng clear and unforgettable 
messages, someth�ng that w�ll st�ck �n a person’s m�nd long after they have 
heard or seen �t. Here’s an example of your typ�cal non-profit commun�cat�ons:

Can you understand what that passage �s try�ng to say? Would you be able to 
remember �t �n a few hours? Don’t you th�nk �t’s filled w�th a lot of jargon and 
confus�ng sentence structures? If more effect�ve commun�cat�ons can be created, 
a whole range of challenges such as a lack of cap�tal and the shortage of dynam�c 
workers can be solved.

 “Comprehens�ve commun�ty bu�ld�ng naturally lends �tself to a return-
on-�nvestment rat�onale that can be modeled, draw�ng on ex�st�ng pract�ce,” �t 
beg�ns, go�ng on to argue that “[a] factor constra�n�ng the flow of resources to 
CCIs �s that funders must often resort to target�ng or categor�cal requ�rements �n 
grant mak�ng to ensure accountab�l�ty.”

Above excerpt �s from the art�cle Jargon Watch by Tony Prosc�o from Foundat�on News and 
Com-mentary, Jul/ Aug 2000 (http://www.foundat�onnews.org/CME/art�cle.cfm?ID=353)
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Becom�ng sexy doesn’t enta�l an over-the-edge commun�cat�ons strategy. Instead, 
�t’s about br�ng�ng s�mpl�c�ty and clar�ty when commun�cat�ng an �dea. It �s about 
mak�ng �deas and messages ‘st�ck’. Made to St�ck, a book by Ch�p and Dan Heath 
helps shed more l�ght on mak�ng messages st�ck. Accord�ng to the authors, 
st�ck�ness �s all about “ensur�ng your �deas are understood and remembered, and 
have a last�ng �mpact — they change your aud�ence’s op�n�ons and behav�or.”

In the book, Ch�p and Dan Heath also found that messages of all k�nds draw the�r 
power from the same s�x pr�nc�ples of st�ck�ness:

Pr�nc�ples of st�ck�ness �s adapted from the book Made to St�ck by Ch�p Heath 
and Dan Heath, Random House, 2007.

The next t�me you craft a message, whether �t �s an elevator p�tch, advert�sement 
or s�mple chat over coffee, try blend�ng some of these elements and watch what 
happens! 

Understanding your Stake-holders
Soc�al enterpr�ses have to be able to commun�cate a coherent message to a 
w�der and more d�verse group of stake-holders w�thout los�ng a sense of �ts 
m�ss�on.

The stake-holders of any soc�al enterpr�se are cruc�al to ach�ev�ng �ts m�ss�on. 
You can always th�nk of a stakeholder as your ‘customer’ or ‘partner’. Each of 
these groups has d�fferent “wants” or reasons for support�ng your organ�zat�on. 
In a soc�al enterpr�se scenar�o, these wants are typ�cally non-monetary, and as 
a result soc�al enterpr�ses have to become master commun�cators to reveal the 
strateg�c fit of any stakeholder w�th the part�cular part of the organ�zat�on.

The Elevator Pitch
Imag�ne th�s. You’re attend�ng a conference on soc�al �nvestments. You’re there 
to meet new �nvestors and try to ra�se some cap�tal for your organ�zat�on. At 
the end of the day you dec�de to go back to your room. Just before the elevator 
door closes, the cha�rman of a b�ll�on dollar donor organ�zat�on walks �n. Its just 
the both of you �n the elevator. What are you go�ng to do? You real�ze there’s 
probably only 30 seconds before she reaches her floor. Are you go�ng to let th�s 
opportun�ty sl�p? Or you could cast your p�tch, and see �f the donor gets hooked?
  
I was �n a rather s�m�lar s�tuat�on once. The CEO of A�rAs�a, Tony Fernandes, was 
on a fl�ght I was tak�ng back home. I thought to myself “What are the odds of 
someth�ng l�ke th�s happen�ng? Perhaps one �n a m�ll�on.” I just knew that �t 
was �mportant to make use of the opportun�ty because �t would have dogged 
me forever know�ng that I let someth�ng l�ke th�s sl�p by. Th�ngs d�dn’t go so 
smoothly once I made the dec�s�on to approach h�m. I d�dn’t have a p�tch ready!

The first th�ng you have to real�ze before talk�ng to someone l�ke Tony - you 
have to be prepared w�th a clear and an unforgettable message. Frenet�cally, 
my colleague and I put  together a p�tch on our program. After the p�tch, I came 
to real�ze that you can always expect the unexpected. You’ll never know when 
you m�ght meet someone that you’ll have to talk to about your organ�zat�on, 
part�cularly to ga�n the�r support or become a partner. 

An elevator p�tch �s s�mply an overv�ew of an �dea, product, serv�ce, or project 
and �s des�gned to just get the conversat�on started. If you can’t descr�be what 



119

STARTUP AND CHANGE THE WORLD
CHAPTER SEVEN

you do or your �dea �n a s�ngle conc�se sentence, you’re clearly not prepared. In 
a s�ngle sentence you’ll have to �ntroduce yourself, expla�n wh�ch organ�zat�on 
you come from and what the organ�zat�on does. The po�nt of an elevator p�tch 
�sn’t to get �nto every deta�l of what �t �s that you are sell�ng. Instead, all you 
have t�me to do �s to make sure the person understands what you’re talk�ng 
about and what’s �n �t for them.

The folks at Garage Technology Ventures adv�se th�nk�ng l�ke a potent�al �nvestor 
before prepar�ng a p�tch. Most �nvestors usually have th�s quest�on �n the�r 
m�nds “Is th�s organ�zat�on the next best �nvestment for me and my fund?”. 
Although �t �s a d�fficult quest�on, �t �s st�ll someth�ng every entrepreneur has to 
answer. To best answer a potent�al �nvestor, your p�tch has to cons�st of these 
seven elements:

Social Communications 2.0
The smart use of ICTs, espec�ally tools such as the �nternet, can help fac�l�tate 
�mproved commun�cat�on at s�gn�ficantly lower costs. You’ll be able to reach a 
w�der populat�on w�th l�ttle resources. The emergence of a recent host of new 
technolog�es dubbed ‘Web 2.0’,  has  democrat�zed the �nternet even further by 
allow�ng users to become the masters of the content they publ�sh and how they 
choose to share �t. All of a sudden �t has become rather easy and cost effect�ve 
to vo�ce yourself v�a a d�verse array of platforms.

Trad�t�onally, the use of ICTs helps one ach�eve three broad goals namely, 
�ncreased access to knowledge and �nformat�on, enhanced network�ng 
poss�b�l�t�es and broader part�c�pat�on �n a var�ety of �ssues such as local content 
development, good governance, etc. The use of Web 2.0 technolog�es has only 
magn�fied the �mpact that ICTs can have on those broad goals. 

In the past, the �nternet was a field of content that was d�str�buted from 
publ�sher to user (one-way), wh�ch made �t rather stat�c. In contrast, web 2.0 
technolog�es has made �t poss�ble for users to part�c�pate �n the ex�st�ng content 
and also generate content of the�r own. As a result, over t�me, user-generated 
content has become a far more �nfluent�al sphere than stat�c content prov�ders. 
As an example of the �nfluence of blogs, a study by Ch�t�ka, a lead�ng blog 
advert�s�ng company, cla�ms that the top 50,000 blogs across the world 
collect�vely earned $500 m�ll�on �n advert�s�ng revenue �n 2006 alone.

Soc�al commun�cat�ons 2.0 represents a dramat�c sh�ft �n how we can ut�l�ze web 
2.0 technolog�es to enhance our commun�cat�ons strateg�es wh�le tak�ng �nto 
account the new ways  your stakeholders (cl�ents, �nvestors, team, etc.) would 
research, form op�n�ons, subscr�be to serv�ces and make �nvestment dec�s�ons 
wh�ch are �ndependent of trad�t�onal channels and networks. Here’s a gu�de to 
ex�st�ng Web 2.0 technolog�es and how they can be useful to develop�ng your 
commun�cat�on strateg�es:

Weblogs aka Blogs
Blogs are webs�tes that allow you to ma�nta�n your entr�es (blog posts) �n a 
chronolog�cal order, almost as �f �ts your personal megaphone. Many compare 
�t to e�ther wr�t�ng a d�ary or journal. In contrast to stat�c webs�tes, blogs are a 
2-way platform where readers of your blog have the opportun�ty to part�c�pate �n 
your thoughts by add�ng comments and th�s m�ght ult�mately lead to d�scuss�ons 
tak�ng place. Each blog post also comes w�th an �nd�v�dual l�nk and can be 
shared w�th other people that m�ght be �nterested �n read�ng, comment�ng or 
part�c�pat�ng �n a d�scuss�on.
 
Blogs are now cons�dered as new forms of learn�ng platforms. As opposed to 
trad�t�onal platforms (schools, l�brar�es, old med�a), blogs have become an 
�mportant source of tac�t (soft) �nformat�on and knowledge on a w�de range of 
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�ssues. Although somet�mes �naccurate and b�ased, blogs allow �nd�v�duals to 
showcase when and what they know about a certa�n �ssue. In relat�on to soc�al 
commun�cat�ons, Houtlust (http://blogger.xs4all.nl/marcg) �s a blog that hosts the 
best examples of non-profit advert�s�ng and soc�al campa�gns. If you’re plann�ng 
to launch a soc�al campa�gn and are �n need of �nsp�rat�on, th�s blog can be a 
great resource.

www.treehugger.comhttp://blogger.xs4all.nl/marcg

www.vox.com

www.youtube.com www.blip.tv www.odeo.com www.metacafe.com

www.wordpress.com
www.blogger.com www.livejournal.com

www.globalvoicesonline.org

www.triplepundit.com 

In many cases you can bu�ld a s�mple organ�zat�onal webs�te on a blog because 
�t funct�ons l�ke a normal webs�te that allows you to add d�fferent pages that you 
can l�nk through tabs on the front page. You have the opt�on of creat�ng e�ther a 
stat�c front page by mod�fy�ng a s�ngle post or ma�nta�n�ng your blog posts wh�ch 
can represent e�ther your thoughts, team member op�n�ons, or da�ly exper�ences 
,etc. 

There are many subtle benefits to start�ng a blog. In recent t�mes, many 
organ�zat�ons have opted for a blog as the�r organ�zat�onal webs�te because 
�t g�ves the organ�zat�on a very �nformal atmosphere and makes them more 
access�ble to the publ�c (open for comments). Also, the team members and staff 
can use a blog to launch new �deas, bra�nstorm and vo�ce op�n�ons that normally 
aren’t v�s�ble. Th�s �s a great resource for any organ�zat�on because �t can lead to 
new and �nnovat�ve �deas be�ng �mplemented and a happ�er workforce.

If you’re look�ng for someth�ng s�mple and cost-effect�ve to get started w�th and 
bu�ld a presence on the �nternet, you should start w�th a blog. There are many 
free blog prov�ders. Among the most popular are:

Podcasts
A podcast �s e�ther a v�deo (MPG, AVI, WMV, etc.) or aud�o (MP3) file that can be 
broadcasted, subscr�bed to, downloaded or d�str�buted over the �nternet. In the 
past �t would be qu�te an expens�ve endeavor to develop a v�deo and try to place 
�t on the �nternet for publ�c v�ew�ng. Today however, anyone w�th a s�mple d�g�tal 
camera or even a cellphone can record a v�deo  or aud�o file and upload �t onto 
the �nternet to create the�r own podcasts.

Instead of blogg�ng, some bloggers have opted for podcast�ng as a subst�tute 
for the�r frequent blog posts. Many people cla�m that �t saves t�me and �s more 
enterta�n�ng to l�sten to or watch a podcast �nstead of read�ng a blog post.

Organ�sat�ons or �nd�v�duals can create the�r own set of podcasts for a var�ety of 
purposes such as v�ral ads / campa�gn cl�ps, record talks and events, etc. V�ral 
cl�ps �n th�s case refer to short and appeal�ng messages that people share w�th 
the�r fr�ends because they find that �t commun�cates a part�cular message �n an 
�nterest�ng manner. 

Once you’ve recorded your v�deo or aud�o file, you can then upload them onto 
a v�deo or aud�o shar�ng s�te and feed or embed (us�ng a prov�ded l�nk) the 
part�cular file to your blog post or webpage so that �t can be v�ewed by users. 
Vo�la! You’ve managed to start your very own set of podcasts on your blog or 
webs�te. There are a whole range of v�deo and aud�o shar�ng s�tes that you can 
choose to use such as:

Wikis
W�k�s are a form of collaborat�ve webs�te where anyone can ed�t and contr�bute to 
�ts growth. In s�mple terms, you can th�nk of a W�k� as a s�mple onl�ne database 
where people can collaborat�vely develop and access �nformat�on. One of the most 
popular examples of W�k�s �s W�k�ped�a, a free onl�ne encycloped�a that �s ma�n-
ta�ned collaborat�vely by volunteers across the world. Anyone can launch a new 
top�c or ed�t ex�st�ng art�cles on th�s platform. S�nce �t’s �ncept�on five years ago, 
W�k�ped�a (www.w�k�ped�a.org) has approx�mately 8 m�ll�on art�cles �n 250 d�fferent 
languages.

At a m�cro level, organ�zat�ons or �nd�v�duals can create the�r very own W�k�s 
through var�ous serv�ces, one of the most popular be�ng W�k�a (www.w�k�a.com). 
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                          Pagerank and Adsense

Why is it that more and more people are using Google when searching or 
researching for something on the internet? The search results that churns 
out appear to be the most relevant  to what people are looking for. Why 
is this so? Google utilizes a particular set of algorithms (developed by 
its founders Larry Page and Sergey Brin) called Pagerank, which rates 

W�k�a allows you to create your very own onl�ne database that you can e�ther keep 
restr�cted or have open to anyone. The purpose of ma�nta�n�ng onl�ne databases 
helps organ�zat�ons ma�nta�n the�r learn�ngs on very local or n�che �ssues that 
m�ght not be ava�lable on any other platform. For example, an env�ronmental 
protect�on agency can ma�nta�n �ts key learn�ngs on spec�fic �ssues relat�ng to �ts 
local projects. Th�s �nformat�on m�ght become useful e�ther for �ts future endeavors 
or other organ�zat�ons �nterested �n learn�ng about that part�cular local ecosystem.

Relevant and rich content - Make sure each page you create on your 
website is rich with relevant content and keywords that might potentially 
be used  for searches that will lead to your page. For example, if your 
organization is in the field of ‘social entrepreneurship’, you  should have 
these keywords on your front page and if possible a description too. On 
the other hand, if your content is appealing, people will automatically link 
your site to theirs and this will improve your page rank. 

Link, link, link -  Try to place as many links of your website on as many 
web sites or blogs that you can. If you can’t get the sites to voluntarily 
help you, you’ll have to do it yourself. Obviously, do not link unnecessarily 
otherwise you’ll be called a spammer. The trick is to find some relevant 
topic and place your link as a helpful resource. For example, if you come  
across a blog post of micro-finance, you can always add a comment and 
talk about your organization which works on micro-finance and invite 
people to visit your website.

To learn more about how you can improve your Pagerank, try  following  
these webmaster guidelines that will help Google  find, index and rank 
your website: Webmaster Guidelines (http://www.google.com/support/
webmasters/bin/answer.py?answer=35769). Another way to get into the 
upper ranks is to simply buy your way in. If you have some resources 
to spare, you can buy relevant keywords or buy an actual ad placement 
through Google’s AdSense service.

the most popular sites by how many links there are pointing to them, and 
more subtly, Google also assesses whether other popular sites have links 
pointing to these sites too. In essence, Google has become the social cue 
of the internet by ultimately persuading people to visit higher ranking sites.

As a result, things have become like a huge popularity contest on the 
internet. You find people checking website’s Google ranking - where it is 
assigned to during a relevant topic search on Google. If you’re not among 
the results on the first page, you’re not a contender. This means that we’re 
dealing with a whole new platform, something that evolves based on the 
preferences of users. 

When developing a communications strategy for your organisation, 
you should definitely look into how you can improve the ranking of your 
website on Google searches. Here are  two basic techniques that can help 
improve your Pagerank:
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You are Your Network
8

YOU ARE YOUR NETWORK
We feel �mpelled to repeat th�s over and over aga�n “You are your network”. 
Hav�ng th�s perspect�ve �s very �mportant when th�nk�ng and pract�s�ng 
‘network�ng’. A s�ngle part�cle of nano-dust �n the un�verse, no matter how 
spectacular �t �s, �s pretty useless w�thout �ts bonds to other dust and matter 
wh�ch ult�mately shape un�versal forms such as sand dunes, planets, solar 
system and even galax�es. Th�s �s true for all of us as well. If you work alone, 
your venture �s not go�ng to go too far, even �f �t �s the most �nnovat�ve one 
around.

Contrary to popular bel�ef, the world has never been changed by a s�ngle 
�nd�v�dual or �dea.  In most cases, the �nd�v�dual or the �dea acts as a tr�gger 
for the change. In order to ach�eve a mass�ve cascade of react�ons to form an 
event (change), the tr�gger�ng agent has to be connected to a network that �s 
suscept�ble to the part�cular seed of change. Recent stud�es have revealed that 
the cascad�ng or d�ffus�on of �nnovat�on has more to do w�th the read�ness of the 
part�cular network rather than the character�st�cs of the �nnovat�on �tself. Th�s �s 
espec�ally ev�dent �n the phenomenon of mega-projects that fa�l �n one country 
but do well �n another; prov�ng that you can’t �mport an externally successful 
�nnovat�on w�thout adapt�ng �t to the local context. 

On the other hand, many of us tend to th�nk that we lack the necessary 
connect�ons to mob�l�ze support and br�ng about change �n the world. Worst 
st�ll, we also th�nk that the few fr�ends and connect�ons we have are s�mply not 
enough to be connected to the rest of the world, part�cularly to those that are 
very �nfluent�al, who m�ght be able to help make a d�fference.

Lets beg�n by str�k�ng out all of those usual tendenc�es or thoughts we have. You, 
bel�eve �t or not, you actually do know people who m�ght be able to help you 
make a d�fference. How could th�s be poss�ble? Through your �n�t�al connect�ons, 
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you can get connected to another set of connect�ons that w�ll ult�mately lead 
you to the des�red �nd�v�duals. The global soc�al networks are more densely 
connected than you would have �mag�ned.

Stanley M�lgram, a Harvard soc�al psycholog�st, conducted an exper�ment �n 
the n�neteen s�xt�es to find out how human be�ngs are connected to each 
other. M�lgram found that a person �s generally connected to another person 
�n five or s�x steps. Th�s �s how the concept of ‘s�x degrees of separat�on’ 
got defined. It s�mply states that, we are generally no more than 6 degrees 
(persons) from another person �n the world. If you would to look hard 
enough, you can probably reach some of the most �nfluent�al people �n the 
world by s�mply start�ng w�th your fr�ends and relat�ves.

To better understand the scale of th�ngs, let’s assume you have a hundred 
fr�ends, and that fr�end has roughly a hundred fr�ends as well. In the first 
degree, you are connected to a hundred people (your �n�t�al set of fr�ends), 
by the second degree though, you are connected to ten thousand people 
(100 people x 100 people). The th�rd degree y�elds one m�ll�on connect�ons, 
the fourth degree exceeds a hundred m�ll�on connect�ons and by the fifth 
degree you are connected to approx�mately 9 b�ll�on people, wh�ch �s the 
total populat�on of the world. In the sc�ent�fic world, th�s phenomena �s 
commonly called e�ther ‘s�x degrees of separat�on’ or ‘small world network’. 
In the real world though, you and your fr�ends w�ll defin�tely share some 
common fr�ends, wh�ch w�ll make each degree concentrated to fewer d�st�nct 
connect�ons. Those of you who are fam�l�ar w�th onl�ne soc�al network 
s�tes such as fr�endster.com or l�nked�n.com can see the extent of your 
connect�ons v�sual�sed from the few fr�ends that you beg�n w�th �n�t�ally. 

We’re pretty sure at th�s po�nt, you must be th�nk�ng, “Th�s �s certa�nly a 
small world we l�ve �n”. The seem�ngly paradox�cal nature of the ‘small 
world’ phenomena doesn’t l�e �n how we are connected but rather �n how 
we don’t know whom we are connected to. It �s very d�fficult to �dent�fy 
wh�ch connect�ons lead to whom. Although these connect�ons m�ght ex-
�st, you can’t really nav�gate across the network w�thout look�ng at the b�g 
p�cture first. More �mportantly though, we have to real�ze that we’re probably 
connected, through a few degrees, to the people we would l�ke to get to 
know and �t’s just a matter of mapp�ng out our network, strengthen�ng those 
t�es and find�ng the r�ght path to them. Th�s chapter �s a�med at help�ng you 
nav�gate your network �n a more strateg�c manner, preferably by leverag�ng 
the cred�b�l�ty of your common fr�endly connect�ons.

Before you beg�n bu�ld�ng and nav�gat�ng across your network, �t �s always 
�mportant to �dent�fy your needs - bu�ld a reputat�on, ra�se money and 

resources, or bu�ld partnersh�ps. Once you’ve done that �t’s s�mply about 
find�ng the r�ght people to ‘jam’ w�th. If you can ‘schmooze’ or converse w�th 
the r�ght people, all else w�ll flow. Obv�ously, every relat�onsh�p �s a two-
way street. Th�s means that you have got to be able to offer the other party 
someth�ng �n exchange for what they can offer you (�ncludes both tang�ble 
and �ntang�ble exchanges).

But how do you know who is right for you? 
Who w�ll be better-off by hang�ng out w�th you �n such a way that �t’s a w�n-
w�n deal?  

Uniquely useful identity, you shall have 
Th�s �s where th�nk�ng outs�de the box �s qu�te useless. To figure out who 
�s r�ght for you to network w�th, you must actually start w�th quest�ons 
l�ke ‘Who are you?’, ‘Why are you useful?’, ‘What’s my value?’ ‘What and 
why would anybody w�th a sane m�nd want to come and jam w�th me?’. 
Answer�ng those quest�ons �nvolves a b�t of soul-search�ng. Therefore you’ll 
need to d�g deep to find out how un�que you are. 

You m�ght be ask�ng, “Why do we need to soul-search �n order to bu�ld a 
network? 

The answer �s that a ‘un�que �dent�ty’ attracts the r�ght people. The more 
prec�se the �dent�ty, the more people who share s�m�lar th�ngs w�ll be 
pulled �n. The clearer the nucleus �dent�ty �s, the more �t attracts mean�ngful 
�nd�v�duals �nto your l�fe. Your �dent�ty �s l�ke grav�ty, the stronger the 
�dent�ty, the more powerful the grav�tat�onal force. 

Your un�que pass�on and capac�ty are at the core of your soc�al grav�tat�onal 
field. W�thout those elements, you’ll become attached to others �nstead of 
form�ng a useful soc�al network of your own. Th�s means that you’ll always 
be part of the ‘support�ng cast’ �nstead of be�ng �n a ‘lead�ng role’ network. 
Each person that you are able to attract to your network, adds value to �t. In 
other words, your value w�ll �ncrease by attract�ng more people. In 
network sc�ences, the MetCalfe law states that the value of any network 
grows exponent�ally every t�me a new member has jo�ned. For example, 
popular webs�tes tend to attract more and more users the same way popular 
people attract more people to them. Of course, th�s doesn’t mean that you 
have to recreate a soc�al network that orb�ts around yourself as �f you are a 
Roman Emperor. It’s more �mportant that you d�l�gently create your ‘sphere 
of �nfluence’ w�th�n a mass�vely overlapp�ng un�verse of soc�al networks.  

The s�mplest way to create a ‘sphere of �nfluence’ for yourself �s to beg�n by 
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answer�ng th�s quest�on: How are you un�quely useful to the others? 

Find, create, trade and share ‘Social Currency’
Once you’ve �dent�fied your un�queness and pos�t�on �n the soc�al network�ng 
game, l�ke any good player, you must beg�n accumulat�ng currency to 
play the game. Money �s not the only currency to cons�der. In real�ty, �t’s 
hardly of any real value for a soc�al entrepreneur to nav�gate through soc�al 
networks. In most soc�al networks, the currency that stands out �s d�fferent 
forms of soc�al currency. Soc�al currency can be loosely defined as �ns�der 
�nformat�on, goss�p or latest �nformat�on that would be enough to connect 
you to others m�ght be relevant. 

L�ke any other forms of currency, soc�al currency �s a means to someth�ng 
else rather than an end �n �tself. It allows people to �n�t�ate more 
conversat�on and further network�ng. It �s an excuse for people to start 
talk�ng and to get to know more about each other. A person who beg�ns a 
conversat�on w�th ‘It was really warm today, eh?’ s�mply cannot be compared 
to someone who says ‘D�d you know, Soros (OSI) just funded a couple of 
m�ll�on dollars to br�ng down the Burmese junta?”. Th�s �s not to downgrade 
conversat�ons that are based on weather, but, �f you’re �nterested �n hook�ng 
the person you’re talk�ng to, �t has to be someth�ng beyond weather.  

In order to �dent�fy the k�nd of content a group would cons�der valuable, 
you’ll have to s�mply observe by l�sten�ng to key words that they would 
usually ment�on. The best k�nd of soc�al currency doesn’t just get people 
talk�ng, �t g�ves them a sense of belong�ng to a part�cular commun�ty that 
allows them to have a shared-exper�ence from the �nformat�on. It’s almost 
s�m�lar to be�ng part of cult-l�ke groups or brands such as Apple, Harley 
Dav�dson, the Open Source commun�ty, or even the Cosplay fash�on culture. 
As �n any group, the more you know about the whole subculture, the more 
you’re recogn�zed as �ts lead�ng peer. 

When try�ng to �dent�fy the soc�al currenc�es of d�fferent groups, try look�ng 
for what makes them exc�ted or what turns them on. Once you’ve �dent�fied 
the elements, you can look th�ngs up from the Internet, or even ask your 
fr�ends about those top�cs. In order to ga�n a un�que pos�t�on�ng �n the 
soc�al currency game, you’ll have to try to become a platform where people 
exchange the�r soc�al currency through you.

If you are able to grow your network suffic�ently, you can broadcast people’s 
stor�es to d�fferent groups based on how you feel �t matches or even 
connect people who have shared-�nterests. When you’re good at th�s, you 
w�ll become un�quely useful to people and they w�ll be more comfortable to 
share the�r connect�ons and soc�al currenc�es w�th you.

Guy Kawasaki’s ‘Schmoozing’ Rules

Source: Summar�zed from Guy Kawasak�’s post “The Art of Schmooz�ng” from h�s blog “How to Change the World” 
(http://blog.guykawasak�.com/2006/02/the_art_of_schm.html), Feb 01, 2006.

Once you’ve found where you stand �n the un�verse, and have equ�pped yourself w�th 
some soc�al currency, �t’s t�me to h�t the road along w�th an easy-to-read namecard 
and ‘schmooze’ your way through the d�fferent groups you’ll encounter.  The d�ct�onary 
defines ‘schmooz�ng’ as ‘to talk �nt�mately and coz�ly’. That’s really what you should 
a�m to do - reach a level of commun�cat�on that allows you to ‘talk �nt�mately and coz�ly’ 
w�th your des�red connect�on. Guy Kawasak�, whom we refer to as an evangel�cal venture 
cap�tal�st, argues that the key to success �n network�ng �s to establ�sh a relat�onsh�p 
before you even see a need for �t. In that way you’ll be return�ng to them for a favor more 
as a fr�end than as a stranger. The follow�ng �s a summary of h�s key po�nts:

Know what you can do for others
To be good at schmooz�ng, try f�nd�ng out how you can be of value or help to the other person. 
Once you’ve establ�shed th�s, the rest of the relat�onsh�p becomes eas�er.

Get out to the events
We know workshops and conferences can be bor�ng but you’ll never know who you m�ght run 
�nto. Also, most of the �mportant deals are usually made �n person, not onl�ne.

Ask key questions, then shut up and listen
Good schmoozers don’t talk a lot. Instead, they’re really good l�steners who ask the key 
quest�ons such as “What do you do?”, “What br�ngs you to the conference?”. They appear to be 
really attent�ve to what the other person has to say.

Unveil your passions
Talk�ng purely about work or bus�ness can become bor�ng. Try to l�ghten the atmosphere by 
talk�ng about your pass�ons or f�nd�ng out what the other person’s pass�ons are. S�mple 
quest�ons l�ke “What sort of mus�c do you l�sten to?”, and “Do you l�ke travell�ng?” can be 
l�fesavers.

Read a lot to prepare yourself
Be�ng a good schmoozer means that you have to be a good conversat�onal�st. To be a good 
conversat�onal�st, you have to have a broad knowledge base to be able to ma�nta�n 
conversat�ons on var�ous top�cs. Ach�ev�ng th�s enta�ls read�ng l�ke mad and all the t�me. One 
good t�p �s to download an RSS reader program l�ke NetNewsW�re that helps you aggregate 
content from any webs�te or blog that has a RSS feature (refer to chapter on Soc�al 
Commun�cat�ons for more �nformat�on on RSS).

Follow up with all those name cards
The best schmoozers always follow-up w�th�n twenty four hours w�th a short ema�l. A s�mple 
message w�ll do but try not to make �t look l�ke a standard one wh�ch you’ve used many t�mes.

Make it easy to get in touch with you
Make sure you’re easy to get �n touch w�th. You should avo�d g�v�ng out �ncomplete contact 
�nformat�on. Have a s�mple and clear name-card that �s ready to be handed out at all t�mes.

Give favors
Bel�ef �n karma can help here. Help�ng people w�thout th�nk�ng of gett�ng anyth�ng back �n 
return �s always a good th�ng to do. Somehow, someday you’ll see the payback.

Ask for the return of favors
Becom�ng good fr�ends enta�ls hav�ng to exchange favours. Don’t feel shy about ask�ng for a 
return favor. 
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Impact-focused Network Weaver
The key d�fference between a typ�cal ‘schmoozer’ and a soc�al entrepreneur 
�s that the latter has a s�ncere v�s�on and comm�tment to change the world. 
You’ll have to make th�s clear from the very beg�nn�ng, espec�ally when you are 
th�nk�ng or engag�ng �n any network�ng. As a soc�al entrepreneur, you are more 
�nterested �n how your �nnovat�on can be scaled or repl�cated �n order to br�ng 
about change and �mprove the l�ves of people. To do so, you need to be able to 
grasp the b�g p�cture of network�ng that goes far beyond typ�cal ‘schmooz�ng’. 

If you th�nk you can �mpact the l�ves of m�ll�ons of people all by yourself, th�nk 
aga�n! You can’t create �mpact all by yourself, not even �f you have the most 
�ntell�gent group of people as your team. Here are some examples why:

M. S. Swam�nathan tr�ggered the green revolut�on �n Ind�a couple of decades 
ago, result�ng �n the rap�d �ncrease �n Ind�a’s agr�cultural product�v�ty, becom�ng 
a netexporter of food, �mprov�ng the l�ves of m�ll�ons of people, espec�ally 
through the el�m�nat�on of large scale fam�ne �n Ind�a.

The Grameen bank, founded by Muhammad Yunus, prov�des small loans small 
to the poor wh�le focus�ng on commun�ty development. It �s one of the most 
successful bank�ng pract�ces developed for the poor and �t has scaled �nto a 
mass�ve m�crofinance movement.

L�nux, programmed by L�nus Torvalds, �s an open source operat�ng system 
for computers that allow programmers to cont�nuously �mprove, correct and 
adapt �t collect�vely over t�me at no cost. Today, L�nux has become the back-
bone of the Internet, where �t �s a fixture �n most servers around the world. 
The emergence of L�nux s�multaneously tr�ggered the ‘open source movement’, 
wh�ch has become a shared �deology amongst m�ll�ons of people around the 
world to develop more software based on th�s ph�losophy. 

W�k�ped�a, created by J�mmy Wales, has become the world’s b�ggest onl�ne free 
encycloped�a where people can ed�t and contr�bute art�cles collect�vely as a 
commun�ty. There are several m�ll�on art�cles �n scores of languages, result�ng 
�n the �mproved ab�l�ty of m�ll�ons of people to access bas�c knowledge.  

Th�nk about the cases above. How do you th�nk those �nd�v�duals pulled off 
such great feats? Could they have done �t all by themselves?

The only way to ach�eve mass�ve scale �s through the power of the networks. 
The myth of the lone soc�al entrepreneur conceptual�z�ng an �nnovat�on and 
ult�mately creat�ng an emp�re of good �s far off from the real�ty of th�ngs.

To understand th�s, one must forego one’s own ego and accept that successful 
soc�al �nnovat�on and �ts �mpact has much less to do w�th god-l�ke character or 

techn�cal super�or�ty but rather the ab�l�ty to weave the r�ght networks �n order 
to ach�eve mass�ve scale. 

You have to beg�n chang�ng your role from the popular ‘change maker’ �nto 
the less glamourous ‘change weaver’.  You’ll have to cease ownersh�p of your 
�nnovat�on �n order for �t to grow. Th�nk of �t as a l�v�ng organ�sm that absorbs 
resources and cont�nues grow�ng w�thout any barr�ers. You are no longer the 
‘m�ghty creator’ but rather a ‘benevolent �nfluencer’ preferably w�th a veto 
power. 
    
The most successful soc�al entrepreneurs rely heav�ly on the�r networks. They 
spend a cons�derable amount of t�me bu�ld�ng the�r network rather than the�r 
techn�cal capab�l�t�es on a spec�fic subject. These more techn�cal �ssues are 
commonly taken on by the�r peers, partners, marketers, �nvestors or even 
shared-�nterest commun�t�es. Regardless of the type of venture you are runn�ng, 
you need to bu�ld your network ecosystem so that �t m�n�mally cons�sts of the 
follow�ng groups of stakeholders:
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Customers or target beneficiaries
These are your cl�ents, people you furn�sh w�th products or serv�ces. To best 
serve them, you must know the follow�ng:
- �f they can be segmented �nto d�fferent groups
- the level of engagement you need to have w�th them
- what the�r needs are and how they feel about your serv�ce

Your customers’ feedback and �ns�ght on your serv�ces are cruc�al �nput as part 
of mak�ng your soc�al �nnovat�on more part�c�patory, open and adapt�ve. 
 

Talent pool
The networks you have can also �nfluence the type of people that m�ght end up 
be�ng part of your team. Therefore you have to strateg�cally pos�t�on yourself �n 
var�ous h�ghly talented networks to meet your human resource needs. As soc�al 
entrepreneurs, we are unable to prov�de purely monetary �ncent�ves to attract 
talented and dynam�c people. As a result, we’ll have to showcase a whole set 
of �ntang�ble benefits that a person m�ght rece�ve when tak�ng up a pos�t�on �n 
our venture. In do�ng th�s, you must observe and �mmerse yourself �nto the�r 
networks to find out what they value. Host�ng or jo�n�ng a party �s always a 
good start�ng po�nt to schmooze your way through the networks. 

Donors or investors
It’s good to have the fa�th of a Buddh�st when deal�ng w�th donor or �nvestors. 
You have to always expect doors slamm�ng on you and frequent and emphat�c 
“No!” answers to your requests. As d�scussed further �n the Fund Attract�on 
chapter, you need to know who they are, the�r �nterests, how are they 
connected �n order to pursue your resource mob�l�zat�on plan. However, �t �s 
�mportant to keep �n m�nd that you don’t need money from everyone, so don’t 
ask them for the money all the t�me. Be useful to the�r needs, try to go beyond 
str�ctly a transact�onal relat�onsh�p, keep them as fr�ends and let the future 
unfold. 

Complimentary networks 
Your compl�mentary networks cons�st of people w�th un�que capac�t�es who 
m�ght be your potent�al partners, marketers, legal adv�sors, or every other soc�al 
enterpr�ses �nterested �n scal�ng or repl�cat�ng your soc�al �nnovat�on. These 
people are cruc�al to your success. To effect�vely mob�l�ze them, you need to 
map out what k�nd of partnersh�p or fr�endly favors you need from them and 
v�ce versa, who can you engage, and �n what sequence you should engage 
them. 

Competitors 
Do you know who else �s do�ng someth�ng s�m�lar to you? It’s qu�te �mportant 
to know who your compet�tors are. On a pract�cal level, your compet�tors 

usually compete w�th you to attract fund�ng and �n serv�c�ng your target groups. 
As a result you’ll have to bench-mark your work aga�nst the�rs to find your 
d�fferent�at�on and un�que po�nts. If poss�ble, �t m�ght even be useful to work 
together w�th them as partners wh�le fully ut�l�z�ng each other’s strengths to 
ach�eve scale. 

Beyond th�s mapp�ng exerc�se, �t’s �mportant to real�ze that the only way to 
scale-up mass�vely �n a short per�od of t�me �s to have a robust soc�al movement. 
In do�ng so, you must engage w�th as many d�fferent people from var�ous groups 
as poss�ble. Trad�t�onally, you can categor�ze these groups that you’ll have to 
engage w�th �nto 3 groups: 

Core - people who are most engaged w�th your work or venture

Contributors - people on the per�phery that support your work or venture but 
are sl�ghtly less engaged.

Jammers - people who love to part�c�pate �n many d�fferent act�v�t�es w�thout 
ever comm�tt�ng to a s�ngle one.

By categor�z�ng the people around your work or venture �n such a way, you’ll be 
able to better manage the relat�onsh�ps you’ll have w�th the d�fferent groups of 
people. Th�s w�ll help them contr�bute more effect�vely based on the�r level of 
�nterest and engagement. You’ll also find �t eas�er to �dent�fy the �ncent�ves they 
reap from gett�ng engaged and contr�but�ng �n order to help convert them from 
be�ng less engaged to be�ng fully engaged. 

In h�s remarkably popular book, The T�pp�ng Po�nt, Malcolm Gladwell argues 
that the spread of soc�al contag�ons or trends can be traced back to a small but 
h�ghly �nfluent�al group of people who have un�que character�st�cs. They are 
grouped as connectors, mavens and salespeople. He argues that �t’s your job to 
find these people, attract them to your network and w�n the�r favors as they are 
potent�ally capable of help�ng you spread your messages and ult�mately start�ng 
an ep�dem�c of sorts. Here’s a br�ef summary of the character�st�cs of these key 
�nfluencers:

Connectors
- commonly know a lot of people and keep track of the�r soc�al network through 
phone number l�sts, ema�ls, �nstant messengers
- have an extraord�nary capab�l�ty of mak�ng fr�ends and acqua�ntances, mak�ng 
soc�al connect�ons.
- manage to be �n many d�fferent worlds and subcultures and n�ches. By hav�ng 
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a foot �n so many d�fferent worlds, they have the effect of br�ng�ng them all 
together and spread�ng messages.

Mavens
- also known as �nformat�on spec�al�sts - once they are �mpressed by a certa�n 
offer/ product/ serv�ce, they gather the necessary �nformat�on and �nfluence the�r 
fr�ends and people they meet about �t 
- usually have a teacher-student relat�onsh�p w�th the�r fr�ends and people 
around them; they l�ke to be the ones that appear to be the expert on th�ngs and 
l�ke to adv�se others

Salespeople
- are experts at persuad�ng people who are unconv�nced of what they hear about 
offers/ products/ serv�ces 
- frequently use the art of motor m�m�cry - to �m�tate each other’s emot�ons 
as a way of express�ng support and care and, even more bas�cally, as a way of 
commun�cat�ng w�th each other and ult�mately persuad�ng the person

*Source: Malcolm Gladwell, The T�pp�ng Po�nt, L�ttle Brown, 2001. 

Although these class�ficat�ons m�ght appear overs�mpl�fied, recent sc�ent�fic 
stud�es on soc�al networks mostly po�nt to the same d�rect�on - the whole world 
cons�sts of overlapp�ng soc�al networks that are typ�cally connected to a few 
ultra-connected hubs (�nd�v�duals or groups). Surpr�s�ngly, these ent�t�es are not 
that well known or popular and are as a result very d�fficult to access. These 
hubs are made up of normal people that very few know of, but they somehow 
know everyone and have managed to ga�n the trust of others. In pract�cal terms, 
th�s �s not that hard to understand. We’re sure you remember that one person 
e�ther �n school or at the workplace who ma�nta�ns a very low profile but �s 
connected to people at all ranks.

It’s cruc�al to map out all these networks cluster�ng around your venture. Ideally, 
you should try to become the �ntersect�on of these networks to broker the best 
�deas, technolog�es, talent and resources to catalyze scalable soc�al �nnovat�on. 
It would be rather d�fficult for you to effect�vely reach your goals �f you haven’t 
mapped out your networks.

Open source yourself 

For most of th�s chapter, we have focused our attent�on on bu�ld�ng connect�ons 
and attract�ng the r�ght k�nd of people �nto our networks. In th�s sect�on, we’ll be 
d�scuss�ng about how you can source the �ntell�gence and sk�lls from an �nfin�te 
amount of people to collaborate and contr�bute to the development of your 
�nnovat�on. The strategy that we’re referr�ng to revolves around the whole open 

source or d�str�buted collaborat�on model.  

The open source movement began �n the software �ndustry, where programmers 
began to open up the�r code sources for others to freely use, repa�r, develop, 
and even copy, so long as the programs were not be�ng sold for profit. It �s 
th�s w�despread use of open source software that has led to the advent of the 
Internet becom�ng one of the largest networks that connects b�ll�ons of people 
together. Be�ng ‘open source’ �s not about the free software or the �nnovat�ve 
technolog�es, �t �s a more sp�r�tual th�ng. ‘Open source’ �s all about harness�ng 
the free-w�ll of commun�ty part�c�pat�on w�th d�fferent degrees of spontaneous 
collaborat�on. The �dea �s s�mple, let’s share what we have and let others 
contr�bute! 

The ph�losophy beh�nd the open source movement has led to the growth of 
other s�m�lar movements such as Open Content (shar�ng of any type of creat�ve 
content - mus�c, art, etc) and Open Sc�ence (shar�ng of sc�ent�fic knowledge and 
d�scover�es). The bas�c model of these movements rema�n the same - share 
what you have, create a platform for part�c�pat�on and make the dec�s�on mak�ng 
process absolutely transparent. The sp�r�t of open source has resulted �n the 
emergence of many onl�ne commun�t�es that are chang�ng how people �nteract, 
share and learn from each other. Here are several key examples:

Wikipedia
It �s the world’s b�ggest free encycloped�a �n terms of art�cle entr�es. There are 
over a m�ll�on art�cles �n Engl�sh alone and a grow�ng number �n other languages. 
W�k�ped�a allows people to openly share the�r knowledge on a var�ety of �ssues 
by contr�but�ng art�cle entr�es onl�ne. Hundreds of thousands of people also 
collaborat�vely ed�t any art�cle on �ts database result�ng many self-organ�zed 
commun�t�es that are formed around var�ous top�cs. These commun�t�es also 
help ma�nta�n the qual�ty and accuracy of each art�cle entry and �ts rev�s�ons. All 
art�cles on W�k�ped�a can be cop�ed and reused freely (GNU free documentat�on 
l�cense). In a way, �t has become a repos�tory for the world’s knowledge, result-
�ng �n ‘global bra�n’ of sorts.

Creative Commons 
Protect�ng your �ntellectual property (�deas or �nnovat�on) through Copyr�ght 
has been one of the world’s major dr�vers of �nnovat�on. However, an over 
protect�on of copyr�ghts can also cause �nnovat�on to stagnate as people can’t 
cross-poll�nate by leverag�ng �deas and �nnovat�on from others. The ‘Creat�ve 
Commons’ movement, also known as ‘Copyleft’, allows owners of var�ous 
types of �ntellectual property (wr�t�ng, �mages, v�deos, etc.) to share, exchange 
and d�str�bute the�r work for free as long as �t’s used non-commerc�ally. Th�s 
gu�debook �s also publ�shed under the Creat�ve Commons l�cense for young 
people to use freely �n develop�ng the�r soc�al �nnovat�on.
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WHO & SARS
The first clue of the Severe Acute Resp�ratory Syndrome (SARS) ep�dem�c 
emerged on an open collaborat�on platform wh�ch was part of the World Health 
Organ�sat�on’s (WHO) Global Outbreak and Alert Response Network (GOARN). 
Var�ous laborator�es and �nterested sc�ent�sts shared key �nformat�on both on 
the spread and solut�ons for the ep�dem�c �n real-t�me. All key find�ngs and 
d�scuss�ons between var�ous part�c�pants were posted on the platform for 
anyone to use for further �nvest�gat�on �nto the cause and the development 
of a cure for the v�rus. The platform fac�l�tated a sort of ‘d�v�s�on of labor’ that 
allowed part�c�pants to focus on the�r relat�ve strengths wh�le reap�ng the 
benefits from global �nformat�on shar�ng. W�th�n a few short months, solut�ons 
for the ep�dem�c were created and �mplemented; thus s�multaneously launch�ng 
the world �nto a new chapter of open sc�ent�fic co-d�scovery.

The Burrito Project
The Burr�to project, wh�ch was started by a small group of young people from the 
Un�ted States, became popular across the world through an onl�ne soc�al network 
called ‘MySpace.com’. A�med at solv�ng hunger �n poor urban commun�t�es, 
the project began w�th a group of young people blogg�ng about the�r efforts �n 
mak�ng and d�str�but�ng the burr�tos to the selected commun�t�es. By post�ng 
the�r project �dea and exper�ences onl�ne, other users became attracted to the 
�dea and began repl�cat�ng �t on a mass�ve scale �n the U.S. and across the world 
to places l�ke Syr�a.

All these examples above prove that there are so many people out there who 
want to do good and share your pass�on, �t doesn’t matter �f you don’t know 
them personally but �t �s cr�t�cal for you to make whatever you are do�ng 
ava�lable onl�ne �n order for others to part�c�pate. 
 
Here’s a summary of how you can prepare your �nnovat�on or venture to be open 
sourced: 

Make everyth�ng ava�lable - Make all your �deas, and exper�ences ava�lable 
onl�ne, preferably us�ng a Creat�ve Commons l�cense �n order for others to scale 
or repl�cate. Bel�eve �t or not, you can ach�eve benefits from th�s as you w�ll 
ult�mately be cred�ted for spawn�ng the �dea, �nnovat�on or venture.

Document your work and share your methodolog�es - The faster you develop and 
up-load clear documentat�on on your work and the methodolog�es �nvolved, the 
eas�er �t w�ll become for your stake-holders (donors, cl�ents, etc.) to understand 
your work. It would also be eas�er for others to scale or repl�cate your efforts 
�n other places. Aga�n, all cred�t w�ll d�rectly come back to you and you would 
always become the reference po�nt for the �ssues you work on. Th�s �s espec�ally 
cruc�al for new ventures to ga�n more cred�b�l�ty �n the field that they are �n. For 

example, �f you can upload some of your work on open platforms l�ke 
Sl�deshare.net and watch how popular �t becomes by the v�ew count. If your 
work becomes popular, you can reveal proof that �t has ach�eved scale or been 
adopted.

Create a platform for �nteract�on - Th�s s�mply means that you should a�m 
to create a ‘playground’ for people to �nteract and share w�th one another; 
ult�mately form�ng a commun�ty around your �nnovat�on. To ach�eve th�s, you 
start e�ther a s�mple message board, a group blog serv�ce, a soc�al network 
serv�ce or even a phys�cal space where people can come together once �n a 
wh�le. 

Create mean�ngful core commun�ty - You can’t serve the whole world. Th�s means 
that you can’t attract and w�ll never be able to attract a huge number of people 
all by yourself. The �dea �s to share someth�ng un�que and mean�ngful w�th 
your core commun�ty and allow them to freely attract others who m�ght share a 
s�m�lar pass�on.  Always start very small and let them draw the�r peers �n.

Full d�sclosure and full cred�ts - One of the most common reasons for a v�brant 
onl�ne commun�ty to fa�l �s the loss of trust amongst �ts members and the 
network. When people are do�ng someth�ng voluntar�ly, they do not l�ke the�r 
trust assaulted. From the very beg�nn�ng of the project, you’ll have to make sure 
that you d�sclose the follow�ng �nformat�on:

- persons �nvolved �n start�ng the project
- the purpose of the project
- owner of the project, 
- how commun�ty dec�s�ons are made, 
- what k�nd of benefits members reap (monetary and non-monetary)
- how the project �s financ�ally susta�nable, 

If there are surpr�ses along the way, people w�ll lose the�r trust and leave your 
commun�ty feel�ng betrayed.

Another key �ssue, �s to prov�de cred�ts to everyone �nvolved �n the project, even 
�f �t was someone you talked to a long t�me back wh�le conceptual�z�ng your �dea. 
The more people perce�ve you as be�ng generous w�th your cred�ts, the more 
�ncent�ve they’ll have to help you. There have been many cases where people 
have not been recogn�zed for the�r contr�but�ons and th�s has resulted �n b�g 
scandals. Prov�d�ng full d�sclosure and cred�ts �s a necessary but very sens�t�ve 
and del�cate matter. The key th�ng to remember �s to always be fa�r to everyone 
around you. One small gl�tch and �t could potent�ally be per�lous for your network 
and soc�al venture. As Google’s motto goes, “Do no ev�l!”
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STARTUP AND CHANGE THE WORLD
CHAPTER EIGHT

Here’s a summary of the key points that transpired from our conversation 
with Dr. Khosla

At last year’s Global Knowledge Partnersh�p 
(GKP) annual members’ meet�ng �n Colombo, 
Sr� Lanka, the Youth Soc�al Enterpr�se 
In�t�at�ve (YSEI) team and �ts Fellows had the 
opportun�ty to spend some t�me w�th Dr. 
Ashok Khosla, a renowned soc�al 
entrepreneur who, as the Cha�rman of 
Development Alternat�ves, �s well known for 
h�s �nnovat�ve approaches to rural 
development. For someone who has ach�eved 
tremendous success and has brought about 
s�gn�ficant change �n the world, Dr. Khosla 
was one of the most down-to-earth and 
approachable people at the event. He was 
k�nd enough to share some key �ns�ghts and 
adv�ce on what he th�nks every emerg�ng 
soc�al entrepreneur should keep �n m�nd.

ADVICE FROM
ASHOK KHOSLA 1. Integrity and accountability - You have to stand up for what’s r�ght. 

Never comprom�se your honesty and moral�ty even �f �t can exped�te part�cular 
processes. Also, be accountable for your act�ons. W�thout trust from your team 
members, the venture w�ll never grow and become strong. Make eth�cal 
dec�s�ons, do what �s r�ght, per�od.

2. Compensate well, but not only with money - All of your team 
members should be compensated properly. They should not be made to feel as 
�f the�r t�me and energy �s not valuable. In add�t�on, not all compensat�on needs 
to be �n the form of money. Most of the t�me, recogn�t�on of the�r work can go a 
very long way.

3. Clients first! - Your cl�ents are your reason of ex�stence. Therefore, try to 
prov�de the best serv�ce poss�ble to them and cont�nuously str�ve to make 
�mprovements.

4. Excellency and relevancy - Very s�mply, you have to be best at what you 
do �n a g�ven context. You have to be able to surpass your compet�tors! Ideally, 
�t would be better not to have any compet�tors at all. There �s no subst�tute 
for the h�ghest poss�ble degree of effect�veness and effic�ency �f you want your 
venture to have a real future. Add�t�onally, your work must be relevant to your 
cl�ents’ real needs and context. W�thout �t, your cl�ent w�ll not really care, 
eventually your partners w�ll not too.

5. Worry about your finances - Yes, we d�d say ‘worry’. If you’re not 
worr�ed, you’re never go�ng to be able to ra�se the funds you need. Even the 
most successful soc�al entrepreneurs are always worr�ed about the�r venture’s 
costs and the�r next source of fund�ng. 

6. Never give up! - “You have to real�ze that most of world w�ll never 
recogn�ze your efforts and there w�ll always be challenges along the way. The 
only way to stay al�ve �s to never g�ve up!”.



RESOURCES

Programs/Courses Held by Un�vers�t�es 
Soc�al Enterpr�se at Harvard Bus�ness School
an �n�t�at�ve by Harvard to teach and tra�n �ts students  on manag�ng soc�al 
enterpr�ses at a susta�nable level.     
(www.hbs.edu/soc�alenterpr�se/)
  
The School for Soc�al Entrepreneurs (SSE)
a UK based programme for Soc�al entrepreneurs that helps susta�n, 
support and grow organ�sat�ons establ�shed �n local sett�ngs.                                                                 
(www.sse.org.uk)

Stanford’s Centre for Soc�al Innovat�on 
Un�vers�ty centre promot�ng the appl�cat�on of entrepreneur�al management to 
the soc�al sector.   
(www.gsb.stanford.edu/cs�/)

Sa�d School of Bus�ness 
offers an MBA �n soc�al entrepreneursh�p and �s the global centre for soc�al 
entrepreneursh�p �n the UK, prov�d�ng both research and educat�on for the 
further�ng of soc�al enterpr�ses 
(www.sbs.ox.ac.uk)

Centers For Soc�al Entrepreneursh�p
Centre for Advancement of Soc�al Entrepreneursh�p (CASE)
holds sem�nars and lectures to generate �nterest and awareness and to make 
people more knowledgeable about the concept of Soc�al Entrepreneursh�p.              
(www.fuqua.duke.edu/centers/case/)

Canad�an Centre for Soc�al Entrepreneursh�p
a Canad�an vers�on of the CASE that also prov�des techn�cal and financ�al support 
for Soc�al Entrepreneurs.                            
(http://www.bus�ness.ualberta.ca/ccse/)

Inst�tute for Soc�al Entrepreneurs 
prov�des tra�n�ng and consultancy serv�ces for soc�al enterpr�ses �n North Amer�ca                                                             
(www.soc�alent.org)



Soc�al Enterpr�se Program at Columb�a Bus�ness School 
Empowers students to ach�eve soc�al benefit through bus�ness pract�ces and 
encourages research and educat�on �n the field of Soc�al Entrepreneursh�p. 
(www2.gsb.columb�a.edu/soc�alenterpr�se/)

Med�a Publ�cat�ons 
Fast Company 
a magaz�ne that takes an �nnovat�ve approach to publ�sh�ng art�cles, anecdotes 
and real-l�fe stor�es on the sk�lls and ab�l�t�es requ�red to run an enterpr�se.      
(www.fastcompany.com)

Mak�ng Waves
a Canad�an magaz�ne that �s pr�mar�ly �nvolved �n the plann�ng of CED’s 
(commun�ty econom�c developments) and soc�al entrepreneursh�p workshops.  
(www.cedworks.com)

Network L�nks for Soc�al Entrepreneurs 
Schwab Foundat�on
cons�sts of a network of outstand�ng �nd�v�dual soc�al entrepreneurs throughout 
the world, �t �s l�nked w�th the World Econom�c Forum.             
(www.schwabfound.org/)

The Echo�ng Green foundat�on 
an Amer�can based assoc�at�on that endorses Internat�onal fellowsh�ps of 
�nd�v�dual soc�al entrepreneurs.             
(www.echo�nggreen.org)

Soc�al Edge 
a program of the Skoll foundat�on that connects soc�al entrepreneurs, to help 
them learn and d�scuss the d�fferent pract�ces used �n runn�ng an 
entrepreneursh�p      
(www.soc�aledge.org)

Ideal�st 
A webs�te wh�ch prov�des opportun�t�es for people, organ�zat�ons and consultants 
to collaborate w�th one another and successfully bu�ld a soc�al enterpr�se
(http://�deal�st.org/)

Fund�ng Assoc�at�ons for Soc�al Enterpr�ses 
Skoll Foundat�on 
g�ves grants and prov�des development programs to support soc�al 
entrepreneur�al organ�zat�ons 
(www.skollfoundat�on.org)

Acumen Fund
an �nternat�onal fund, based �n the US, that l�nks ser�ous ph�lanthrop�sts w�th 
soc�al �nnovators.      
(www.acumenfund.org )

The Scarman Trust
a UK char�ty comm�tted to help�ng c�t�zens br�ng about change �n the Br�t�sh 
commun�ty 
(www.thescarmantrust.org/)

ChangeMakers
an Ashoka �n�t�at�ve that prov�des financ�al awards to budd�ng soc�al 
entrepreneurs, whose �deas have the ab�l�ty to help change the world            
(www.changemakers.net)

The Om�dyar Network
funds soc�al enterpr�ses to try and foster a sense of �nd�v�dual self-empowerment 
on a global scale.                             
(www.om�dyar.net)

GlobalG�v�ng 
prov�des a forum for soc�al entrepreneurs to put-up the�r respect�ve projects 
and requests for fund�ng. Here, pr�vate donors fund projects or �deas that they 
bel�eve are capable of creat�ng vast soc�al �mpact                         
(www.globalg�v�ng.com/)



Support (Inclus�ve of Fund�ng) Organ�zat�ons 
for Soc�al Entrepreneursh�ps 
NESsT  
Nonprofit organ�zat�ons support�ng the development of soc�al enterpr�se �n 
Central and Eastern Europe and Lat�n Amer�ca.         
(www.nesst.org)

CIVICUS  
helps c�v�l soc�ety organ�sat�ons ach�eve the�r goals by help�ng them plan the�r 
act�ons and act�v�t�es      
(www.c�v�cus.org)

ASHOKA 
an �nternat�onal fellowsh�p of soc�al entrepreneurs that promotes the 
development and susta�nab�l�ty of soc�al entrepreneursh�ps   
(www.ashoka.org)

Youth Soc�al Enterpr�se In�t�at�ve 
promotes the �dea of soc�al entrepreneursh�p among youths and empower young 
soc�al entrepreneurs �n develop�ng countr�es by prov�d�ng ass�stance �n 4 key 
areas - knowledge. network�ng, mentorsh�p and financ�ng
(www.yse�.org)

Youth Venture 
A branch of Ashoka’s soc�al m�ss�on that prov�des d�sadvantaged youth w�th the 
l�m�ted tools to bu�ld c�v�c-m�nded clubs, bus�nesses or organ�zat�ons           
(www.genv.net)

UnLtd 
�s a char�ty wh�ch supports soc�al entrepreneurs and helps make the�r �deas a 
real�ty      
(www.unltd.org.uk/)

APERIO
consults and supports soc�al entrepreneursh�ps, �n the hope of creat�ng a 
grow�ng, susta�nable entrepreneur�al soc�al sector       
(www.pep�ntranquada.com) 

Draper R�chards Foundat�on 
endows fellowsh�ps to young soc�al entrepreneurs and supports them dur�ng the 
start-up phase to help create a w�de-reach�ng soc�al change       
(www.draperr�chards.org/)
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