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Civil Society

Social Enterprises — #— Shadow State

Public Sector

Public-Private
Partnerships

Private Sector
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Telemedicine

khosla ventures
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Solutions

Stanford d.school Design Thinking Process

« i » Share ideas
it / « All ideas worthy
» Shadowing i e
+ Seek to understand iverge/Lonverge

» Non-judgmental * "Yes and” thinking
* Prioritize

, * Mockups
| » Storyboards
/ » Keep it simple
« Fail fast
« Iterate quickly

PROTOYPE

« Personas

* Role objectives
« Decisions

» Challenges

* Pain Points * Understand impediments

» What works?
* Role play
https://dschool.stanford.edu . Iterate quickly




The Innovation Spiral,

9 GENERATING
‘ IDEAS

DEVELOPING
& TESTING

MAKING
THE CASE

OPPORTUNITIES
& CHALLENGES
GROWING
& SCALING
DELIVERING &
IMPLEMENTING

CHANGING:
SYSTEMS

Invention, innovation Stages

The Process of Social Innovation

Geoﬂ Mufgnn

a The Process of Social Innovation

Every truth passes through three stages. First, it is ridiculed. Second, it is
violently opposed. Third, it is accepted as being self-evident.

—Arthur Schopenhauer

Much of what we now take for granted in social life began as radical innovation. A
century ago, few believed that ordinary people could be trusted to drive cars at
high speed, the idea of a national health service freely available was seen as absurd-
ly utopian, the concept of “kindergarten” was still considered revolutionary, and
only one country had given women the vote. Yet in the interim, these and many
other social innovations have progressed from the margins to the mainstream.
During some periods in recent history, civil society provided most of the impe-
tus for social innovation (see box, facing page). The great wave of industrialization
and urbanization in the nineteenth century was accompanied by an extraordinary

April 01 2006
The Process of Social Innovation &
Geoff Mulgan

> Author and Article Information

Innovations: Technology, Governance, Globalization (2006} 1 (2): 145-162.

https://doi org/10:1162/itgg 200612145



Values - Transformation

TRANSFORMATIG,,

Gorka Espiau

Waves of transformation

Our theory of change

A city-region movement
consists of many waves in
different neighbourhoods:
interconnected and
pushing in the same
direction.

Source: Agirre
Lehendakaria Center.



Establish collective power to shape institutions
-

Institut Social
PICURLNONS _ Networks
Influence structure of social networks

>

Provide Shape

legitimation perception of

and shape network

perception of structures

institutions

Make Shape and
values diffuse
socially cognitive
relevant Cognitive frames
Frames

Beckert’s Social Grid

Creating Economic Space

for Social Innovation
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The Business Model Canvas

Designed for Designed by.

Date Version

Key Partners &

Key Activities

Key Resources

2%

Value Propositions ﬁ Customer Relationships '

Channels m

Customer Segments ’

Cost Structure

‘ Revenue Streams

@eee®

DESIGNED BY: Strategyzer AG
p

The makers of Business Model Generation and Strategyzer

@ Strategyzer

strategyzer.com



THE SOCIAL BUSINESS MODEL CANVAS

BASED ON FRAMEWORK OF YOUNGFOUNDATION AND BUSINESS MODEL CANVAS

IMPLEMENTATION SOCIAL VALUE MARKET

PROPOSITION

e O ls CUSTOMER tl MACRO ECONOMIC
A pariners DELIVERY 4O SEGMENTS ll ENVIRONMENT
Who helps you to What activities do you do? What difference sre you making? §1 How do you work with people What are the sconom i social
deliver your activities? What rescurces do you own? who buy your product/seryce? and technological changes

Who are the paople that beneit? taking place that affect your
merket now and in the future?

1 2

v Young Foundation
é T Sociz| Impact measures 1
de you use?
SALES + MARKETING sl compeTiTORS
What |5 your sakes and markating plan? 6

Who =lse plays in your space
How @o you reach your customers’ 5 Why are you ditferant?

FINANCE

el
‘ COST OF DELIVERY “ SURPLUS REVENUE
Where do you intend fo




Mission Model Canvas

Mission (or “problem”)
Description

Key Partners

@

Key Activities

Key Resources

=

Value Propositions

Buy-in &
Support

Deployment

Beneficiaries

Steve Blank

Mission Budget (or cost)

™ [ Mission Achievement (or é

“fulfillment” or “impact”)
Factors (or criteria)

QO OO © | ot Ueig fumiry Sttt Sutumtend

(®) strategyzer



Training Agenda

Day 1 NPOs and digital society Your project and plan
situation and trends nowadays
Case studies of new ways What'’s your challenge?
around the world [with design thinking]

Day 2 Social Business Model The next step commitment

Canvas or Mission Model
Canvas



Target

* NPOs D1UDU 60 2VANS
* DODUSU 3 SU ] a: 20 AU/DVANS

» DalUvsu lVanuanuouv U
* VIUNISWAQ-IASUYND
* VIUUSANS — a@dadns
* VIUANUNIWEIQIUDL

« KALOUSUIIAD GamunWanIsAIvVIUIKaSIvassAvIUWAIUNSOUAU



UNUNNUDY Sponsorship
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Expected Results for Sponsorship

NPOs
Engagement

Brands Informercial




