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General Information  
The @ESEN Syllabus is a ŎƻƴŎǊŜǘŜ ǊŜǎǳƭǘ ƻŦ Ϫ9{9b tŀǊǘƴŜǊǎΩ ŜŦŦƻǊǘ ŘŜŜǇƭȅ ŎƻƳƳƛǘǘŜŘ ƛƴ ǇǳǊǎǳƛƴƎ ǘƘŜ 

ǇǊƻƧŜŎǘΩǎ ƳǳƭǘƛŦŀŎŜǘŜŘ ƻōƧŜŎǘƛǾŜǎΥ 

ωōǳƛƭŘƛƴƎ ƻŦ ƴŀǘƛƻƴŀƭ ŀƴŘ ƭƻŎŀƭ ǎƻŎƛŀƭ ŜƴǘŜǊǇǊƛǎŜ ƴŜǘǿƻǊƪǎ ōȅ ŜȄǇŀƴŘƛƴƎ ŀƴŘ ƛƴǘŜǊŎƻƴƴŜŎǘƛƴƎ ǿƛǘƘ 

existing networks 

ωǊŀƛǎƛƴƎ ŀǿŀǊŜƴŜǎǎ ƻŦ ǎƻŎƛŀƭ Ŝƴterprise as a way to create job opportunities and face poverty with a 

positive social impact and promote the work of existing SEs 

ω ŎǳǊŀǘƛƴƎ ŀƴŘ ǎƘŀǊƛƴƎ ƪƴƻǿƭŜŘƎŜ ǘƻ ōǳƛƭŘ ŎŀǇŀŎƛǘȅ ōǳƛƭŘƛƴƎΣ ǘǊŀƛƴƛƴƎ ϧ ŜŘǳŎŀǘƛƻƴ ǎŜǊǾƛŎŜǎ ǘƻ {9ǎΣ ǳǎƛƴƎ 

ICT to blend methodologies, integrate practices and overcome local boundaries. 

The Syllabus 

@ESEN Syllabus deals with the social entrepreneurship aspects at two levels. Firstly, it explores topics at 

theoretical level, helping trainees to draw on their own conceptual frameworks and a common 

vocabulary that support understanding of enterprise definition and scope in a European context. 

Secondly, it presents specific practical approaches of planning and executing social entrepreneurship. 

The Syllabus is structured according to a European perspective, including examples, case studies, 

business models and strategies from the participating countries, achieving a European impact.   

CƻƭƭƻǿƛƴƎ ǘƘŜ ŎǳǊǊƛŎǳƭǳƳΩǎ ŀǊǘƛŎǳƭŀǘƛƻƴΣ ƛǘ ǇǊƻǾƛŘŜǎ ŦƻŎǳǎŜŘ ŎƻƴǘŜƴǘǎ ŀƴŘ ƳŀǘŜǊƛŀƭ ŀƭǿŀȅǎ ǊŜƳŀƛƴƛƴƎ 

open ǘƻ ƛƴǘŜƎǊŀǘƛƻƴǎ ŀƴŘ ŜƴǊƛŎƘƳŜƴǘǎ ŎƻƳƛƴƎ ŀƭǎƻ ŦǊƻƳ ǘǊŀƛƴŜǊǎΣ ǘǊŀƛƴŜŜǎ ŀƴŘ ŀƭƭ ǘƘƻǎŜ ǿƘƻΩƭƭ ōŜ 

involved in the training activities. In this sense, @ESEN Syllabus has to be meant as a live educational 

environment that aims to better orient and equip its user in order to: 

1) outline a personal conceptual framework for understanding social entrepreneurship in the context of 

changing social arrangements 

2) share a vocabulary for thinking and communicating about social values in concrete terms at 

transnational level 

3) discover and also invent models to launch, lead, manage, and evaluate a social venture 

4) Specific funding sources for the venture 
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5) give and receive critical feedback on specific concepts for social entrepreneurship before taking the 

plunge. 

Target audience 

The @ESEN Syllabus is designed to be supportive not only to unemployed willing to assess their social 

entrepreneurship ideas before their elaboration but also to social entrepreneurs who may be interested 

in expanding their notions in order to achieve the best results. 

The Syllabus online 

The @ESEN Programme (IO2) and Syllabus (IO3) are core material of the @ESEN e-platform (IO4) 

connected with the project knowledge network in a circular, dynamic improvement of their contents, 

contributing to the enhancement of the quality and accessibility of resources, methodologies and tools 

available at EU level for the support of active and potential social entrepreneurs.    
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An Introduction to Social Economy and Entrepreneurship Course  

@ESEN Programme and Syllabus 

@ESEN Programme (IO2) has been designed as a scientific and flexible online/real world empowerment 

pathway matching the ever-increasing need of trainers of social enterprise to overcome theory for 

shaping and developing their own idea ƻǊ ŜȄƛǎǘƛƴƎ ǎƻŎƛŀƭ ŜƴǘŜǊǇǊƛǎŜΩǎ ƛƳǇǊƻǾŜƳŜƴǘΦ ¢ƘŜ Ϫ9SEN 

collaborative educational approach is structured in five modules: Business Management, Social 

Innovation and Impact, Social Enterprise Marketing, Fundraising & Resources, Human Resource Power 

plus an introductive silo Basics in Social Economy and Entrepreneurship.  The @ESEN Syllabus (IO3) 

constitutes the other part of this innovative and comprehensive learning and training system that aims 

to support European social entrepreneurship, incorporating modern scientific concepts, methods & 

techniques and satisfying the needs of different target groups in an integrative way. 

@ESEN Syllabus 

The specific aim of the Syllabus is to train, support and guide active and potential social entrepreneurs in 

developing their social business idea. The innovative proposition underlying the Syllabus is that 

individuals, who are motivated to be social entrepreneurs, may have more options and prove more 

effective by being formally in touch with a collaborative and educational setting regarding social 

entrepreneurship than a theoretical approach.  

It has to highlight that Syllabus retrieves its contents, methodologies and suggestions from the 

widespread research carried out by Partners that has involved social enterprises, trainers, facilitators, 

academics, consultants and policy makers.  

aƻǊŜƻǾŜǊΣ ƛǘǎ ŀǊǘƛŎǳƭŀǘƛƻƴ ǊŜǎǇƻƴŘǎ ǘƻ ƴŜŜŘǎΩ ŀƴŀƭȅǎƛǎ ŀƴŘ ǎǳƎƎŜǎǘƛƻƴǎ ŎƻƳƛƴƎ ŦǊƻƳ ǘƘŜ ǿƛŘŜ ƎǊƻǳǇǎ ƻŦ 

interlocutors of the social enterprise ecosystem. 

Structure and the contents 

The Syllabus is ŀǊǘƛŎǳƭŀǘŜŘ ƛƴ ŎƘŀǇǘŜǊǎ ŎƻǊǊŜǎǇƻƴŘƛƴƎ ǘƻ ǘƘŜ ŎǳǊǊƛŎǳƭǳƳΩǎ ƳƻŘǳƭŜǎΣ ŀƴŘ ŜŀŎƘ ŎƘŀǇǘŜǊ 

follows the scheme below: 

Brief introduction ς general description of topics and matter, outlining the discipline and scientific 

domains. 

Aims and objectives ς Identificatƛƻƴ ƻŦ Ƴŀƛƴ ŀƛƳǎ ƛƴ ǘŜǊƳǎ ƻŦ ǎƪƛƭƭǎ ŀƴŘ ŎƻƳǇŜǘŜƴŎŜǎΩ ŘŜǾŜƭƻǇƳŜƴǘ ŀƴŘ 

improvement. 

Learning outcomes ς list of knowledge and skills to acquire or enhance at the completion of the training 

activity. 

Keywords and vocabulary ς a guiding glossary for the most important terms of the module. 

aƻŘǳƭŜǎΩ ŀǊǘƛŎǳƭŀǘƛƻƴ ς narrative exposition in paragraphs, that can include also examples, tables, 

figures, pictures, illustrating concepts, theories and supporting learners in exploring the reference 

discipline and subject and helping them in focusing and deepening contests and topics of their particular 

interests. 

Set of exercises / activities ς A set of exercises of different types and format (multiple choice questions, 

study cases, etc.) that are available also on @Esen e-platform for online training. 

Synopsis ς ŀƴ ŀōǎǘǊŀŎǘ ƻŦ ǘƘŜ ƳƻŘǳƭŜΣ ŜȄǇƭŀƛƴƛƴƎ ƛǘǎ ǎŜƴǎŜ ŀƴŘ ŎƻƴǘŜȄǘǳŀƭƛǎƛƴƎ ƛǘ ǿƛǘƘƛƴ ǘƘŜ ǇǊƻƧŜŎǘΩǎ ŀƛƳǎ 

and strategy 

Review questions ς ŀ ǎŜǘ ƻŦ ǉǳŜǎǘƛƻƴǎ ŦƻǊ ŀ ŦƛǊǎǘ ƭŜŀǊƴƛƴƎΩǎ ŜǾŀƭǳŀǘƛƻƴ 
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Annex ς a synoptical overview of ǘƘŜ ƳƻŘǳƭŜǎΣ ǿƛǘƘ ŀ ƭŜǎǎƻƴǎΩ ōǊŜŀƪŘƻǿƴ ŀƴŘ ǎȅƴǘƘŜǘƛŎŀƭ ƛƴŦƻǊƳŀǘƛƻƴ 

about contents, methodologies, exercises.



   MODULE A ς BUSINESS MANAGEMENT 

 

Introduction 
The module on Social Enterprise will provide substantial knowledge on why and how to plan 

and run a social enterprise. More specifically, it will allow participants to learn about key 

elements of Social enterprise and their respective target stakeholders.  

Aims and objectives  

This introduction aims to provide an overview of the course and to motivate and trigger your interest in 

order to take it. 

This module aims to provide a substantial understanding to novices in the field of Social 

Entrepreneurship on the following: 

 History and definition of social enterprise  

 Best practice examples of how social enterprises can transform society and be profitable 

 Course overview 

 The main objective is for individuals to develop an understanding of social enterprises in 

order to create a social enterprise of their choice. This module focuses on establishing 

an understanding of social enterprise and gives the participant an overview of what to 

come in this course. 

1.1   Onboarding 

If you are in a group please make yourself comfortable and introduce yourself to the other, to make the 

participants feel welcomed and valued. Ground rules for the interaction between us are the following: 

mind your safe space and the safe space of the other, care for yourself, care for the others and care for 

the whole). 

To improve group coherence and assure mutual sympathy the course facilitator will deploy games as ice 

breakers. They include but are not limited to: The Candy Game, the Marshmallow Game, a Scavenger 

Hunt, Two Truths and One Lie, Paper Airplane Game, Year of the Coin, One Common Thing, Speed 

Networking and more. Please use an icebreaker exercise you feel most comfortable with and feel free to 

use the one that you might already have used and the group is used to.  Here are another two 

icebreakers outlined in more detail. The Personal Artifact Game is great to get to know one another if 

you work with a new group of people that do not know one another. The Line Up Game is a great game 

for a group that already knows one another.  

1.2 Definitions of Social Enterprise  

There is a big discussion about what social enterprise is. This comes out of the different understandings 

of business and social activity around the world. In the USA for example, there is a large focus on the 

social entrepreneur and not on the social enterprise. Individualism and a focus upon the business aspect 

allows the white washing of the social impact. In contrast, on the European continent, there is a focus 
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upon the communal aspects of social enterprise. Here there is a focus upon the systemic aspects of 

running a social enterprise and a heavy emphasis on the social impact is laid, in contrast to the 

understanding in the USA. This theme continues around the world. Slight variations in the legal jargon 

and regulations create different forms of social enterprise that are mutually excluding each other. 

Therefore, it is very important to have a very inclusive understanding of social enterprise that does not 

measure an organisation by its legal form. Rather, we look at what a social enterprise does and how to 

govern itself.  

We are defining social enterprise as businesses that have clear ethics and values, a social purpose, are 

democratically managed and distribute the wealth they create fairly.   

We define the social economy as the sector in which all social enterprises work and prosper. This also 

includes the legal and social frameworks under which social enterprise work.  

The concept of social enterprise developed around the cooperative movement in the United Kingdom in 

the 1980s. However, there is no clear historical timeline of social enterprise established yet because the 

concept of it can be found throughout the ages. Scholars of the Field generally accept that the origin 

comes from the aforementioned UK background but then quickly spread all over the world and was 

adapted and assimilated by the prevalent Zeitgeist. 

1.3 Best Practice Examples  

We have worked on providing you a list of best practices from around Europe. Please read our best 

practice examples here: https://esen.ios.edu.pl/images/ESEN_Good_practices.pdf . We have worked on 

25 examples that are very different to one another and show the full scope of how a social enterprise 

can look like.  

Please consider at least a couple from each country and observe their mistakes. The Covid pandemic 

was a particular challenge to most of them. New social enterprises are born every day and it is easy to 

miss an example that might be of special benefit to you. Consider doing your own research to find  

examples that fit with what you consider doing. As the wheel, many innovations are made several times 

in different parts of the world, keeping an eye on the Zeitgeist will help you to stay ahead. For this 

purpose you might also want to follow us on Facebook: https://www.facebook.com/esensocialeconomy 

or Instagram: https://www.instagram.com/esensocialeconomy/  

1.4. Course Overview  

The facilitator will illustrate to the participants how the course structure is aimed at empowering them 

as social entrepreneurs.  Any open questions regarding the content and its real life impact will be 

discussed during this part. Vital is the empowerment and excitement that should be implemented here 

in the participant.  

Some aspects of the course might be too advanced or too difficult to grasp. Do not mind if this is the 

case. We strived to create a holistic course that also includes content for a bit more matured social 

https://esen.ios.edu.pl/images/ESEN_Good_practices.pdf
https://www.facebook.com/esensocialeconomy
https://www.instagram.com/esensocialeconomy/
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enterprise. These insights might not be relatable right now but will become relevant with the success of 

your social enterprise.  

At this point please familiarize yourself with the ESEN Curriculum available at our website: 

https://esen.ios.edu.pl/en/#IntellectualOutputs .  

This course is structured in 5 different modules that span through a large variety of different subjects. 

This is a very holistic approach and is not aimed at intimidating you. This is to give you options and the 

ability to self study towards a greater understanding of a variety of subjects that relate to setting up and 

running a social enterprise.  

Module 1 gives you an understanding of Business Management skills. It will prepare you and ask you the 

most essential questions surrounding your endeavor. It will help you to draft a social enterprise business 

plan, to conduct risk assessments, to monitor your progress and aids you in the identification of 

stakeholders as well as guides you in drafting a strategy for yourself. Make sure you always strive to 

adapt the learning to your own social enterprise venture. Adapt to different ways of thinking about your 

idea. Strive to be flexible and make sure to record every question that you do not have an answer for 

yet. In addition, you can also dismiss or add to specific parts of the module using the additional 

literature or ask for advice in the ESEN network. 

Module 2 supports you in trying out and testing your idea to such a point where you are happy with it 

and are able to commercialize it or to move into the real world, so to speak. This entails the prototyping 

and testing of your ideas as well as understanding and articulating the value behind what you do. At the 

heart, this module gives you a path to test your idea. It helps you to make sure that your idea is at a 

level where you can actually start doing it in the real world. Testing the idea just makes it better and 

stronger. Do not be depressed if a product test does not go as you wish. There is always room to learn 

and grow from mistakes, making yourself and your social enterprise much stronger in the process.  

Module 3 dives into social enterprise marketing and helps you in conducting a market assessment and a 

subsequent marketing plan to act upon. Marketing and communication is an important aspect to 

anything you do. Here you will gain more understanding about how to talk to different people and 

groups that you are dealing with. Picking the right language in explaining your intentions or negotiating 

can enrich or break your business. We suggest you take this module as an opportunity to reflect upon 

the way you talk and your social enterprise engaged with different stakeholders. This is also a perfect 

place to ask for more outside help and feedback.  

Module 4 is all about fundraising and resource management. You will gain more knowledge about 

financial strategy, power sharing, pitching and diversifying your revenue sources. This is essential for 

more established social enterprises that already have ongoing business. This module will throw you in 

the deep end of the pool, giving you an overview of various ways of analysing and managing your social 

enterprise. This side of your business should be clear to you and this will help you. However, please 

work with somebody you trust to assure a rigid financial structure of your plans.  

https://esen.ios.edu.pl/en/#IntellectualOutputs
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Module 5 is about team and diversity management. In this module, you will get a better understanding 

of what it takes to lead a team. Moreover, you will learn how to strive out of the diversity of your team. 

You will be able to utilize a diverse team and strive from their different perspectives and experiences. 

This module will help you to understand and to reconcile your own preconceived notions of diversity 

and will make you confident to deal with complex teams.  

1.5 Develop your own understanding of Social Enterprise 

When you look at our definitions, I am sure you have some problems. Maybe you find them too broad 

or too narrow? Maybe you find them limiting what you want to do? Maybe they inspired you to think 

about your social enterprise in a different way? Maybe it just confused you and you feel less secure 

about what a social enterprise is?  

Whatever your answer to these questions might be, we at ESEN are here to support you and our 

community will do the same. Make sure you join us and exchange ideas and understandings of social 

enterprise between yourselves. There is no right answer, just the legal restraints in your country that 

you will have to work with.  

 For Further study (links to available online resources: documents, essays, video, etc.)  

- European Venture Philanthropy Association, BE. (2020) The investing for impact at 

https://evpa.eu.com/uploads/publications/EVPA_Investing_for_Impact_Toolkit_2020.pdf 

(Accessed 7th April 2021) 

- European Venture Philanthropy Association, BE. (2010) Social Enterprise: from definitions to 

developments in practice at https://evpa.eu.com/uploads/publications/Social-Enterprise_From-

Definitions-to-Development-in-Practice.pdf (Accessed 10th March 2021) 

- The Chartered Institute of Marketing, Marketing, and the 7Ps:  A brief summary of marketing 

and how it works https://www.cim.co.uk/media/4772/7ps.pdf (Accessed 18th November 2020) 

- Social Enterprise London, UK. (2020) Marketing your Social Enterprise, at 
http://www.socialenterprisebsr.net/wp-content/uploads/2016/05/Marketing-Your-Social-

Enterprise-Social-Enterprise-London.pdf (Accessed 18th November 2020). 

  

https://evpa.eu.com/uploads/publications/EVPA_Investing_for_Impact_Toolkit_2020.pdf
https://www.cim.co.uk/media/4772/7ps.pdf
http://www.socialenterprisebsr.net/wp-content/uploads/2016/05/Marketing-Your-Social-Enterprise-Social-Enterprise-London.pdf
http://www.socialenterprisebsr.net/wp-content/uploads/2016/05/Marketing-Your-Social-Enterprise-Social-Enterprise-London.pdf
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Module A ς Business Management  

Introduction  

The module of Business Management will provide substantial knowledge on how social 

enterprises are developed and operating. More specifically, it will give participants the 

opportunity to learn about the business models used in Social Entrepreneurship, SWOT 

Analysis, the Supply Chain mechanisms, the management and assessment of risks, the 

stakeholder identification and the operational strategy development.  

Aims and objectives (for Module 1- Business Management) 

This module aims to develop and improve the skills and competences of aspiring social entrepreneurs in 

understanding how organizational structures within social enterprises function. The ultimate objective is 

to provide to individuals the know-how and knowledge foundation in order to be able to create a social 

enterprise of their choice.  

Learning Outcomes (for Module 1- Business Management) 

Knowledge: 

ǒ The different business models for Social Enterprises 

ǒ The business plan components 

ǒ The SWOT analysis: approaches and tools 

ǒ Activities and categories of supply chain management (costs, supplies, transportation, 

manufacturing and delivery targets) 

ǒ The issues and challenges in the supply chain and production line 

ǒ Risks associated in a social enterprise 

ǒ Strategies and strategic goals, mission and value system 

ǒ Stakeholder concept 

ǒ Key factors of stakeholder impact on entrepreneurs 

Skills: 

 to explain different business models 

 to define the purpose of the supply chain and production line management 

 to identify the risks associated with running a social enterprise 

 to prioritize the risks presented in a social enterprise  

 to analyse the mission and vision of your organization 

 to determine the impact of stakeholders on the enterprise 

 to identify key stakeholders  
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Competences 

ǒ To design a business plan based on business model canvas 

ǒ To use properly supply chain management decisions  

ǒ To create a risk assessment strategy based on risk prioritization and explain the risk decisions 

ǒ To define the mission and vision   

ǒ To build an enterprise value system 

ǒ To define the strategic and development goals of his or her company and identify the necessary 

resources. 

ǒ To analyze main needs and expectations of stakeholders 

ǒ To create a stakeholder map 

 Keywords (for Module 1- Business Management) 

Business Management 

Business Plan 

Business Model 

Social Enterprise Business Plan 

Social Enterprise Business Strategy 

Business Strategy 

Business  

Stakeholders 

Stakeholder map 

Vocabulary (for Module 1- Business Management) 

ǒ Business Plan: A document which describes in detail how a new business will operate and 

includes business description and objectives, roadmap of operation, market research, SWOT 

analysis, target groups, Business model, financial strategy, management and personnel 

description. 

ǒ Business Model: The business model defines the products or services of an Enterprise and offers 

a description of the target market, the anticipated costs and revenues and the ways it will 

penetrate into the market. 

ǒ SWOT: Stands for Strengths- Weaknesses- Opportunities- Threats. It helps to identify the 

functioning of the enterprise providing useful information to help an enterprise to find 

opportunities and identify the risks which it may be exposed to. 

ǒ Supply Chain: Supply Chain is the procedure from the raw production to the delivery of the 

service/product to the client. 



   MODULE A ς BUSINESS MANAGEMENT  
 

16 
 

ǒ Risk Management: Risks associated with staff, property, liability, resources and regulations 

around an enterprise. It is the process of identifying, evaluating and overcoming threats and 

challenges.  

ǒ Strategy: Plan of action, the plan of our activities in business. A good strategy is also ethical path 

planning, hence elements such as the mission, vision and value system of the enterprise are at 

its core.  

ǒ Mission: Concise formulation that defines the organization's core objectives, outlines the overall 

purpose of its existence, and lays out the basis for strategic actions. 

ǒ Vision: The mirror image of the mission. A vision is an idea of the ideal state of an organization 

in the long term. 

ǒ Code of ethics/ values system: Compilation of the most important principles that apply in an 

organization both inside and outside. 

ǒ SMART Strategic goals: SMART goals are: Simple, Strategic; Measurable, Motivative; Achievable, 

Agreed, Aligned with corporate goals, Action-oriented, Attainable; Relevant, Realistic, Results 

based; Time-based, Trackable, Time/cost limited, Timeframe, Timely; Exciting, Evaluated; 

Recorded, Reviewed 

ǒ Social Enterprise plans:  Business plans where the there is more emphasis on the relevance and 

need for the business, the social impact and added value of the products and services, 

opportunities for collaboration and partnership and shared growth, inclusive and democratic 

organisation structures, seeing sustainability as an important measurement of the business' 

success and its impact communities and the environment 

ǒ Stakeholders: Entities (individuals, communities, institutions, organizations, offices) whose 

activities may affect the functioning of the company or the success of projects. It is the 

environment of the organization, entering into direct or indirect relations with it. 

ǒ Stakeholder Mapping: A process and tool that allows you to categorize Stakeholders, define 

their relationships, dependencies between them and group them. Thanks to mapping, it is 

possible to identify the interests represented by individual groups, indicate the role they play in 

the context of the functioning of the organization, as well as their goals and expectations. 
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A.1 Social enterprise Business plan 

A.1.1 Business Model  

This subtopic will illustrate the business models used in social entrepreneurship and provide the 

opportunity for participants to identify different business models as well as create their own business 

model Canvas. 

A.1.2 SWOT Analysis  

This subtopic will define what a SWOT Analysis is and it can be used for business development and 

business ideas. Participants will be able to construct a SWOT Analysis based on scenario questions. 

A.1.3 Supply Chain Management  

This subtopic will illustrate what is Supply-Chain Management, what it consists of and how it can be 

used. It will provide an analysis on the different activities within the supply-chain to support a social 

ŜƴǘǊŜǇǊŜƴŜǳǊΩǎ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ŀƭƭ ōǳǎƛƴŜǎǎ ƻǇŜǊŀǘƛƻƴǎΦ 

A.1 Social enterprise Business plan 
THEORY 

Business Plan 

What is a Business Plan? 

A document which describes in detail how a new business will operate and includes business description 

and objectives, roadmap of operation, market research, SWOT analysis, target groups, Business model, 

financial strategy, management and personnel description. 

What is the purpose of the Business Plan? 

The Business Plan helps to identify, describe and analyse a business opportunity, examining its technical, 

economic and financial feasibility. It introduces the business to others when you want to cooperate with 

them. All businesses need a business plan in order to: 

ǒ To show your commitment to build a business 

ǒ To lay out the business milestones and what you want to achieve 

ǒ To understand your competition 

ǒ To understand your customers and their needs in order to provide better products to them 

ǒ To assess any assumptions you might have  

ǒ To assess the feasibility of your venture 

ǒ To find ways in which your enterprise can make money 

ǒ To determine the financial needs and find how much capital you will need 

 

Added elements in the business plan for social entrepreneurship: 

 To identify the main purpose of the business and its social value 
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 To define its social purpose and added value 

 To analyse the opportunities for collaboration or shared growth  

 To define the organisation structure in respect to inclusion to be used in the social enterprise 

 

What is included in the business plan? 

All business models share the goal of achieving sustainability by finding innovative ways to support their 

enterprises financially. Specifically, the profits gained are reinvested in the enterprise. Once the SE 

identifies the business model to be used, the business plan should be designed and encompass the 

business model canvas which will help to identify the entering market route, a SWOT analysis, the target 

group and market research to provide the innovation of the product. 

Specifically, a business plan should include: 

ǒ Executive Summary to include summary, business description and key personnel. 

ǒ Vision to include the business idea, business goals, competitive advantage, legal aspects. 

ǒ Marketing Strategy to include a market research, target groups, competitors, SWOT analysis, 

Pricing, Promotion and Advertising Strategy 

ǒ Running a Business to include a description of staff, premises, supply-chain management, 

equipment, business model, managing risks. 

ǒ Finance to include cost analysis and financial plan for the business and risks. 

A.1.1 Business Model 

Business Model 

What is the purpose of the business model? 

The business model defines the products or services of an Enterprise and offers a description of the 

target market, the anticipated costs and revenues and the ways it will penetrate into the market. Hence, 

the business model provides a description and a summary of the business strategy and it provides the 

main idea of how to develop an enterprise. 

What are the business models in social entrepreneurship? 

In social entrepreneurship there are 8 main business models: 

1. Entrepreneur support model refers to selling business support services directly to the 

entrepreneurs in its target population. An example is the PRO MUJER international 

organisation- website: https://promujer.org/b2b/en/ - which provides funding support to 

women of a challenging social and economic background to become entrepreneurs.  

2. aŀǊƪŜǘ LƴǘŜǊƳŜŘƛŀǊȅ ƳƻŘŜƭ ǊŜŦŜǊǎ ǘƻ ƳŀǊƪŜǘƛƴƎ ƻǊ ǎŜƭƭƛƴƎ ǘƘŜƛǊ ŎƭƛŜƴǘǎΩ ǇǊƻŘǳŎǘǎ ƻǊ ǎŜǊǾƛŎŜǎΦ 

An international good example of a social enterprise with this model is the TOPLA initiative 

ƻŦ ǘƘŜ {ŀǾŜ ǘƘŜ ŎƘƛƭŘǊŜƴ ƻǊƎŀƴƛǎŀǘƛƻƴΦ ¢ht[!Ωǎ Ƴŀƛƴ ƻǇŜǊŀǘƛƻƴ ƛǎ ƳŀǊketing women-made 

https://promujer.org/b2b/en/
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food products in urban areas. As a market intermediary, TOPLA manages the marketing, 

sales and distribution of revenues and products in the market.   

3. Employment model refers to the provision of job opportunities and job training to clients. 

An example is the SIEDLISKO organisation - website https://www.nesst.org/siedlisko - a care 

centre for the elderly in Poland which provides employment opportunities to people with 

special needs. SIEDLISKO is considered to be a good practice of social entrepreneurship in 

Europe, as the organisation gained a lot of support in the latest years and has been awarded 

for the work environment that it offers to its employees.  

4. The Fee-for-Service model refers to when a customer buys a service for a social benefit. An 

example of a social enterprise is the BOOKSHARE social enterprise- website: 

https://www.bookshare.org/cms/ . BOOKSHARE is an enterprise which sells books online. 

The enterprise developed an educational service for people with blindness who could 

download a book and read it in the BRAILLE CODE (a tactile system that allows blind and 

partially sighted people to access literacy by reading and writing).  

5. Low-income client model refers to selling social services to low-income clients. These can 

include, prescription drug programmes, educational programmes, legal support services, 

provision of goods and services to people living in poverty or of a challenging financial and 

social background, etc.    

6. Cooperative model refers to when members pay a fee to be provided with member services. 

An example of a social enterprise is the Association For Social Cooperatives - website: 

http://www.spoldzielnie.org/index.php?lang=5 - which has existed since 2003 in Poland. The 

association provides counselling and information assistance to its cooperators in their 

current activities. 

7. Service subsidization model refers to funding social programs by selling products or services. 

An example is the Agia Skepi Bio -website: https://www.agiaskepi.com/  - in Cyprus which is 

subject to, and functions as a subsidiary of a bigger organisation, the Agia Skepi Therapeutic 

Community- a Drug addiction treatment centre. As part of the treatment program, members 

of Agia Skepi are involved in the cultivation of organic products which are sold in Agia Skepi 

Bio Shop. All of the revenues that Agia Skepi Bio gains go back to the parent organisation of 

Agia Skepi. 

8. Organizational support model refers to funding social programs by selling products or 

services through a parent organization. Similar to the service subsidization model, the mere 

difference is that revenues are distinctively gained.  

How to create a business model? 

A useful tool is through the business model canvas which can be done at: https://canvanizer.com/ 

Benefits of using the business model canvas: 

ǒ The business model canvas is a tool that helps you pull apart your business idea.  

ǒ It breaks down into easily-understood segments. 

https://www.nesst.org/siedlisko
https://www.bookshare.org/cms/
http://www.spoldzielnie.org/index.php?lang=5
https://www.agiaskepi.com/
https://canvanizer.com/
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ǒ It provides a summary of information on the business strategy. 

ǒ It is useful to create a business model. 

Business Model Canvas 

 

Figure 1 - Business Canvas Model 

What should be included in each section? 

ǒ Key Partners: The persons who will own the enterprise and associates. 

ǒ Key Activities: The main services the enterprise will provide. 

ǒ Key Resources: The places where Anna will provide the service. 

ǒ Value Proposition: The values/achievements to be created with the establishment of the 

enterprise.  

ǒ Customer Relationships: The ways Anna will offer support to the customers.   

ǒ Customers: The target groups and end-users. 

ǒ Channels: The promotional methods to be used to approach the audience. 

ǒ Costs: The costs that are needed to create the social enterprise and the costs that are 

needed to maintain the enterprise (No need to include numbers).  

ǒ Revenue: Direct revenues gained through subscription fees and how profits will be 

accommodated. 

A.1.2 SWOT Analysis  

This subtopic will define what a SWOT Analysis is and it can be used for business development and 

business ideas. Participants will be able to construct a SWOT Analysis based on scenario questions. 

What is a SWOT analysis? 

! {²h¢ !ƴŀƭȅǎƛǎ Ŏŀƴ ōŜ ǳǎŜŘ ǘƻ ƛŘŜƴǘƛŦȅ ǘƘŜ ōǳǎƛƴŜǎǎΩ ǎǘǊŜƴƎǘƘǎΣ ǿŜŀƪƴŜǎǎŜǎΣ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ŀƴŘ ǘƘǊŜŀǘǎΦ 

It can be used not only to identify the current challenges of the organisation but also to define the 
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challenges and opportunities in Supply Chain to assess the effectiveness and apply decision-making 

procedures within an organisation. 

How does a SWOT Analysis look like? 

 

Table 1 - SWOT Analysis 

Steps to create a SWOT analysis: 

1. Find the strengths of your business that create a value and a competitive advantage to the 

sector of operation in regards to financial positions, experience/expertise, team and 

management processes. 

2. Determine the Weaknesses of your business including the areas that can be improved to 

increase its reputation and its competitive advantage.  

3. Determine the Opportunities of your business which include future trends, economic, laws or 

political issues that help your business go forward. 

4. Identify the threats of your business which refer to the negative things that are outside of the 

business control including future trends, economic, laws or political issues.  

5. Get an overview of the current situation. 

6. Leverage the strengths, minimize weaknesses, make use of opportunities and reduce the impact 

of threats.   
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A.1.3 Supply Chain Management  

This subtopic will illustrate what is Supply-Chain Management, what it consists of and how it can be 

used. It will provide an analysis on the different activities within supply-chain to support a social 

entreprenŜǳǊΩǎ ǳƴŘŜǊǎǘŀƴŘƛƴƎ ƻŦ ŀƭƭ ōǳǎƛƴŜǎǎ ƻǇŜǊŀǘƛƻƴǎΦ .ȅ ǘƘŜ ŜƴŘ ƻŦ ǘƘŜ ǘƻǇƛŎΣ ǇŀǊǘƛŎƛǇŀƴǘǎ ǿƛƭƭ ōŜ 

able to identify risks associated in supply chain management which will enable them to proceed to the 

next topic.   

What is the Value Chain? 

Ψ¢ƘŜ tǊƻŎŜǎǎ ƻǊ ŀŎǘƛǾities by which a company adds value to an article, including production and the 

provision of after-ǎŀƭŜǎ ǎŜǊǾƛŎŜΩ όhȄŦƻǊŘΣнлнлύΦ Lǘ ƛǎ ǘƘŜ ǿƘƻƭŜ ǇǊƻŎŜǎǎ ŀƴ ŜƴǘŜǊǇǊƛǎŜ Ŧƻƭƭƻǿǎ ǘƻ ǳƭǘƛƳŀǘŜƭȅ 

deliver the product to the customer.  

There are two main different types of the business activity:  

1. Primary Activities: Activities that refer to transforming inputs e.g. raw materials into outputs  

2. Secondary Activities: Activities that refer to procurement, technology, development and 

human resource management.  

UnderstanŘƛƴƎ aƛŎƘŀŜƭ tƻǊǘŜǊΩǎ ±ŀƭǳŜ /Ƙŀƛƴ όмфурύ 

 

Figure 2 - Michael Porter's Value Chain 

These activities are common within all enterprises. To successfully develop a business which will operate 

and sustain in the long-term, decisions within each activity needs to be taken. It is crucial to know that 

within the value-chain, the support activities are secondary activities which support the primary 

activities.  
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Definition of Value- Chain Activities: 

Primary Activities 

Å Inbound Logistics: Process of receiving, storing, managing and distributing the inbound 

product/service. Examples include transportation costs, waste handling, items saving in store 

etc. 

Å Operations: Activities that change the resources into consumed material. Examples include 

retailing costs, supply costs, pricing, involvement, payment etc.  

Å Outbound Logistics: As opposed to the Inbound Logistics, outbound activities refer to the 

management, selling and transporting the finalized items to the end-consumers. Examples 

include the delivery costs, warehousing, inventory costs.  

Å Marketing & Sales: How to motivate end-consumers to purchase your product/service. 

Examples include advertising, promotional activities costs etc. 

Å Service: Activities related to the after-sales service and management of customer relationships. 

Examples include maintenance of services, repair, in-house training etc.  

Support Activities 

ǒ Procurement: Activities related to what the organisation does to get its resources, to find 

vendors and negotiate best practices. Examples include manufacturing goods, office material, 

marketing material, advertising, consulting services etc. 

ǒ HR Management: How an enterprise recruits, trains, motivates and rewards its employees. 

Examples include recruitment training, rewarding, and motivation of employees. 

ǒ Technology: Activities related to processing and managing information. Examples include 

software, system maintenance, IT Security Tools etc.  

ǒ Infrastructure: Operation Procedures such as accounting, legal, admin and management. 

Examples include physical infrastructure such as buildings and equipment needed and 

informational infrastructure such as distribution and transportation needed, Network and IT 

Systems.  

What are the decision phases within supply chain1? 

The decisions that are needed to be formulated within supply-chain are the following: 

1. Design the Supply Chain Strategy. Decide on: 

a. The Marketing and pricing plans of the service/product 

b. The selection of suppliers 

c. The ways to relocate resources 

d. Who is going to be involved in the supply chain mechanisms including in-house and outsourcing 

actors 

                                                           
1
 http://docshare01.docshare.tips/fil es/7656/76567303.pdf   

http://docshare01.docshare.tips/files/7656/76567303.pdf
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e. Location and infrastructure 

f. Warehouse facilities to store or manufacture the product 

g. Modes of transportation along with shipping legs 

h. Type of information system to be used within operations 

i. Which staff to be included and training to be used 

 

2. Supply Chain Operation 

The aim is to maximize the supply chain surplus that can be generated as a result of challenges observed 

during the first phase. Decisions need to be made on: 

a. Which markets will be supplied from which locations 

b. The sub-contracting of manufacturing,  

c. The inventory policies to be followed 

d. The timing & the size of marketing & price promotions.  

e. The production facility  

f. The target production quantities at each location  

 

3. Supply Chain Management 

In this phase, an enterprise makes decisions on customer proceeding orders. The following decisions 

need to be made: 

a. IŀƴŘƭƛƴƎ ƛƴŎƻƳƛƴƎ ŎǳǎǘƻƳŜǊǎΩ ƻǊŘŜǊǎ 

b. Allocate inventory or production to individual orders 

c. Set delivery schedule and place replenishment orders 

Why is Supply-Chain Management important? 

An important element of the business plan is to recognise the financial procedures of the organisation. 

Supply Chain is the procedure from the raw production to the delivery of the service/product to the 

client. When supply ŎƘŀƛƴ ƳŀƴŀƎŜƳŜƴǘ ƛǎ ǎǳŎŎŜǎǎŦǳƭΣ ǘƘŜ ƻǾŜǊŀƭƭ ŎƻƳǇŀƴȅΩǎ Ŏƻǎǘǎ ŀǊŜ ǊŜŘǳŎŜŘ ŀƴŘ 

profitability is increased.   

Questions to Answer: 

Which are the main business models in social entrepreneurship? 

What is the purpose of the SWOT Analysis? 

Define Supply-Chain Management 

Think of one reason that a company should formulate decisions on each activity within supply-chain. 
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A.2 Risk Assessment / Progress monitoring  

A.2.1 Risks Categories 

This subtopic will define what risk assessment is and how risks can be monitored and controlled. It will 

illustrate the risks categories in an enterprise and participants will be able to identify the numerous risks 

that can be developed in their business.  

A2.2 Risk Matrix 

This sub-topic will provide participants with the guidelines of how to use a risk-matrix tool to assess the 

impact of each risk identifiable in each category. The purpose is to understand the likelihood for each 

risk to rise, the impact on the organisation and the impact of the consequence. Scenario questions will 

be used to maximize their understanding.  

A.2.3 Risk Management  

The main aim of this subtopic is to define ways of overcoming the different risks that can possibly rise in 

each category e.g. operational, financial, reputational, consumer, regulatory, environmental, IT security 

and employee. 

A.2 Risk Assessment / Progress monitoring  

THEORY 

A.2.1 Risks Categories 

What is a Risk Assessment? 

A risk assessment refers to the process in which evaluation of potential risks is taken where these might 

develop in an enterprise. To do an effective risk assessment the following steps need to be taken: 

1. Identify the risk 

2. Assess the impact of the risk on the enterprise 

3. Develop a strategy to respond to that risk 

4. Monitoring the progress of the risk  

5. Build a new strategy to reduce the impact of the risk 

What are the main type of risks observed in an enterprise? 

1. Financial: This type is concerned with money flowing actions e.g. financial loss 

2. Regulatory: This type refers to any incompliance with regulations such as compliance with TAX 

obligations, meeting EU legal frameworks and national company laws depending on each 

country.  

3. Operational: This type refers to incidents occurring in the management of an enterprise. 

Examples include withdrawal of seniors and other staff, failed internal processes, operational 

disruption due to unforeseen events such as global crises, fraud etc. 

4. Health & Safety: This refers to the occurrence of any injuries caused associated with the brand 

and putting the appropriate control measures.  
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5. IT Security: This type refers to any data leakage, loss of important data that can prevent 

operational/financial continuance.  

6. Reputational: This type refers to a negative relationship created between the enterprise and the 

media derived from undesirable relationships with consumers.  Reputation risks can put a threat 

to brand perception if there is a negative press on an enterprise.  

7. Environmental: This type talks about the likelihood of a product/service to cause harm to the 

environment- 

8. Employee: This type refers to the employee dissatisfaction with the organization. The impact of 

the risk is associated with the number of employees who are dissatisfied and the measures put 

in place. 

9. /ǳǎǘƻƳŜǊΥ ¢Ƙƛǎ ǘȅǇŜ ƛǎ ŎƻƴŎŜǊƴŜŘ ǿƛǘƘ ǘƘŜ ƭŜǾŜƭ ƻŦ ŀ ŎƻƴǎǳƳŜǊȰǎ ŘƛǎǎŀǘƛǎŦŀŎǘƛƻƴΦ  

10. Unpredictable risks in the political and economic fields which these are defined as risks that 

cannot be predicted such as in events of global crises, health crises etc.  

A2.2 Risk Matrix 

Have you ever heard of the risk matrix? In this part, we will show you guidelines of how to use risk-

matrix tool to assess the impact of each risk identifiable in each category in your business. The purpose 

is to understand the likelihood for each risk to rise, the impact on the organisation and the impact of the 

consequence. Scenario questions will be used to maximize their understanding.  

How to assess the impact of a risk? 

Distinguishing the types of the risks enable to list possible risks associated in each category. That is to 

say, that in each category different risks can be presented. For example: 

- Financial risks include a low, moderate or high percentage of financial loss, risks caused by 

currencies, interest rates etc. 

- Regulatory risks include higher costs to achieve compliance with regulations, use of illegal 

practices, refusal of paying tax or reporting to authorities etc. 

- Operational risks include withdrawal of one or more seniors, disruption of operation due to 

unforeseen events, incompliance with regulatory procedures, closures, inability to use resources 

for in-bound and out-bound logistic activities etc. 

- Health & Safety risks include from light accidents happening in the workplace to fatal ones, 

health issues when using a product etc. 

- IT Security risks include getting malware, data leakage, hacking, threat to the IT system, 

unavailability of an in-house IT system etc. 

- Reputational risks include from short to long-term media coverage of the brand and from a local 

level (in community) to the international one.  

- Environmental risks include incompliance with environmental protection laws, and using 

procedures that may cause harm to the environment.  

- Employee risks include the dissatisfaction of employees to work in the enterprise, the inability of 

an enterprise to respond to employee inquiries and put relevant measures to protect and 

motivate employees. 
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- Customer risks include the number of consumer complaints when using the service/product and 

ǘƘŜ ƎŜƴŜǊŀƭ ŎƻƴǎǳƳŜǊȰǎ ŘƛǎǎŀǘƛǎŦŀŎǘƛƻƴΦ  

What is the Risk Matrix? 

A risk matrix is a tool that can be used to assess the impact of a risk in an enterprise based on the 

probability/likelihood for the risk to be presented. There are simple steps to take into action to assess 

the level of each risk: 

ǒ Define what the risk is e.g. financial loss, operational disruption, incompliance with regulations, 

ŎǳǎǘƻƳŜǊΩǎ ŘƛǎǎŀǘƛǎŦŀŎǘƛƻƴΣ Řŀǘŀ ƭŜŀƪŀƎŜ ŜǘŎΦ ŀǎ ŜȄǇƭŀƛƴŜŘ ŀōƻǾŜΦ 

ǒ !ǎǎŜǎǎ ǘƘŜ ǇǊƻōŀōƛƭƛǘȅΦ .ŀǎŜŘ ƻƴ ǇǊŜǾƛƻǳǎ ȅŜŀǊǎΩ ŘŀǘŀΣ ǘƘŜ ƭƛƪŜƭƛƘƻƻŘ ŦƻǊ ŀ Ǌƛǎƪ ǘƻ ƘŀǇǇŜƴ ǎƘƻǳƭŘ 

be identified. For example, if during the previous 3 years there was a financial loss of 20.000 

Euro per annum then the likelihood to happen again is increased. 

ǒ Assess the impact of the risk based on how the identifiable risk can affect the areas of 

operation. In a case of financial loss, then operation disruption will occur, thus the impact will be 

higher. 

ǒ Assess the consequence of the risk by examining the likelihood and the impact together.  

ǒ Use the following table which depicts the Risk Matrix. It is advisable to use a RISK MATRIX for 

each type of risks such as financial risks, operational risks, environmental etc.  

 

Figure 3 - Risk Matrix 

A.2.3 Risk Management  

The main aim of this subtopic is to define ways of overcoming the different risks that can possibly rise in 

each category e.g. operational, financial, reputational, consumer, regulatory, environmental, IT security 

and employee. 

How to create a strong risk assessment strategy? 
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Once the risks are identified and assessed through the RISK MATRIX tool, then a plan to respond and 

prevent the risk to escalate should be created. The strategy should provide a structured and coherent 

approach into accessing and managing a risk.  

In general, a number of actions need to be in place to prevent from the occurrence of risks in each 

category: 

Operational risks prevention:  

a. Establish an internal management system within the operations 

b. Use and integrate technology systems 

c. Monitor all activities within supply-chain 

d. Prepare a risk management plan 

e. Keep a strong entrepreneurial culture  

Financial risks prevention: 

a. Evaluate business operations 

b. Nurture the talent that already exists  

c. Upgrade the services provided  

d. Create strong Human Resources practices 

e. Use risks metrics for every decision taken 

f. Prepare for coverage any financial loss 

Reputational risks prevention: 

a. Build strong ethics and integrity between consumers and the brand 

b. Create a strong brand identity 

c. Enhance value safety and social innovation 

d. Use a strong communication system with the consumers 

e. Effectively respond to crises  

Regulatory risks prevention: 

a. Comply with legal frameworks 

b. Keep informed and updated on new regulations 

c. Hire a Compliance officer 

IT Security risks prevention: 

a. Build a strong cyber-security and malware detection services 

b. Hire a technical expert 

c. Be compliant with ISO 

Employee risks prevention: 

a. Provide adequate training 

b. Comply with Labour Law 
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c. Provide sufficient compensation and benefits 

d. Be minded on health and safety 

e. Resolve any internal issues with transparency, efficiency and respect 

f. Have adequate employee supervision and conduct 

 

Questions to Answer: 

In what areas of operation your enterprise risks can be presented? 

What is the purpose of using a RISK MATRIX for your business? 
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A.3 Strategy: topic overview  

A.3.1 Mission and vision  

This subtopic will define what is the mission and vision and how to create them. It will illustrate the main 

questions that should be answered to identify the most important parts of mission and vision for their 

social enterprise.  

A.3.2 Code of ethics ς values system 

This subtopic will define what is the code of ethics and how to create it. It will illustrate the main groups 

that should include and show some samples of core values.  

A.3.3 SMART Goals  

The main aim of this subtopic is to define the SMART method for creating the short and long term goals.  This 

sub-topic will also define useful method when setting the goals is  - "6 W questions'':  

A.3.4 Enterprise resource planning  

The main aim of this subtopic is to define ways of planning resources according to strategic plan e.g. 

people, administration, infrastructure etc.,   

Strategic planning is the basic concept of good and reasonable planning. With strategy, we can set rational and 

achievable development goals and plan the company's activities in advance, and on this basis plan the use of the 

company's resources and their needs. A good strategy is also ethical path planning, hence elements such as the 

mission, vision and value system of the enterprise are at its core. These elements are particularly important to 

our stakeholders.  

Strategic management is the ongoing planning, monitoring, analysis and assessment of all necessities an 

organization needs to meet its goals and objectives. Strategic management is a continuous searching for how to 

adapt the organization to changing external and internal conditions by modifying the goals and methods of their 

implementation 

Henry Mintzberg in his 1987 paper, "The Strategy Concept I: Five Ps for Strategy" said that "the field of strategic 

management cannot afford to rely on a single definition of strategy." 2 Instead, he outlined five definitions of 

strategy and their interrelationships: 

ǒ Plan: Strategy as a consciously intended course of action to deal with a situation. 

ǒ Ploy: Strategy as a maneuver to outwit a competitor, which can also be part of a plan. 

ǒ Pattern: Strategy stemming from consistency in behavior, whether or not intended and which can be 

independent of a plan. 

                                                           
2
 Henry Mintzberg, THE STRATEGY CONCEPT I: FIVE Ps FOR STRATEGY, California Management Review; Fall 1987; 

30, 1; ABI/INFORM Globalpg. 11 
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ǒ Position: Strategy as a mediating force or match between the organization and environment, which can 

be compatible with any or all of the Ps. 

ǒ Perspective: Strategy as a concept or ingrained way of perceiving the world - e.g., aggressive pacesetter 

vs. late mover - which can be compatible with any or all of the Ps. 3 

Table 1 presents differences between Operational and Strategic Management 

Operational Strategic 

Focused on day-to-day business. Focused on long-term development. 

Its goal is to ensure a smooth 
continuation of daily activities. 

Its goal is to find new ways of 
development through improvement and 
innovation. 

If there is a need to make a 
change, its solved ad-hoc. 

It enables the organisation to focus on the 
planned management of change. 

It makes it easier to ensure that 
services or products are delivered on a 
regular basis consistently of a certain 
quality. 

It influences the development of the offer, 
enriching it with new services and products. 

Decisions are taken on a one-off basis 
or in accordance with established 
procedures. 

Decisions are made taking into account their 
long-term effects. 

Effect - current stability. Effect - creating future solutions. 
Table 2 - Operational / Strategic Management 

Source: "What strategic management is aboutέΣ ƻǊƛƎΦΥ αh Ŏƻ ŎƘƻŘȊƛ ǿ ȊŀǊȊŊŘȊŀƴƛǳ ǎǘǊŀǘŜƎƛŎȊƴȅƳέΣ 

https://poradnik.ngo.pl/o-co-chodzi-w-zarzadzaniu-strategicznym 

What does strategy give to social enterprise?  

Increases the probability for success and sustainability: 

1. Creates a framework for making the idea happen 

2. Managerial leaders can more effectively adapt to change by thinking about scenarios 

3. Provides a meaningful context and direction for employees and volunteers 

4. Internal due-diligence tool by aligning controls to key social and economic objectives 

5. Method of external communication. 

The strategy should be written and should include: an analysis of the competitive position of the organization, 

the definition of competitive advantages, strategic objectives, tasks assigned to the objectives set, a schedule for 

the implementation of the strategy, as well as the definition of the necessary measures for the implementation 

                                                           
3
 https://searchcio.techtarget.com/definition/strategic-management  

https://poradnik.ngo.pl/o-co-chodzi-w-zarzadzaniu-strategicznym
https://searchcio.techtarget.com/definition/strategic-management
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of the strategy. The complete strategy also contains a list of the necessary resources: human, financial, 

technological (new technologies, patents, research results) and material necessary for its implementation.  

Strategy contains objectives and targets in the short and long term, usually from one month to five years (in the 

perspective of the long-term goals). So the strategy says: 

ī WHAT ARE WE TRYING TO ACHIEVE? Mission, vision, values 

ī HOW DO WE ACHIEVE THAT? Short-term and long-term objectives. 

ī WHAT WILL PROVE THAT WE HAVE ACHIEVED THIS? Quantitative and qualitative indicators reflecting 

the objectives of the action. 

ī WHO AND WHAT WILL BE FAVORABLE TO US?  

ī WHO AND WHAT WILL BOTHER US? 

Analysis of strengths and weaknesses of the organization, analysis of the environment of the organization, 

analysis of opportunities and challenges 

ī WHAT CHANGES WILL BE NEEDED TO ACHIEVE ALL THIS? 

Social, organizational, structural and legislative changes. 
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Figure 4 - Vision and Strategy Diagram 

Source: https://searchcio.techtarget.com/definition/strategic-management  

Enterprise exists better and more stable with all strategy elements such as mission (our purpose), vision (what 

we aspire for), core values (what we believe in), strategic focus areas (themes, results and/or goals) and the 

more operational elements such as objectives (continuous improvement activities), measures (or key 

performance indicators, or KPIs, which track strategic performance), targets (our desired level of performance), 

and initiatives (projects that help you reach your targets). All of those make us bigger, smarter and more flexible. 

The strategy strengthens enterprise inside. By developing the strategy and presenting it (or its elements) to staff 

and collaborators (volunteers, donors, founders, etc.).), they understand what is the goal of its activity, what 

https://searchcio.techtarget.com/definition/strategic-management
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kind of structure it has, and how it works affects the goals implementation. Companies compete with each 

other, for money, for employees, for beneficiaries, for volunteers, for donors, for partners, etc. In this aspect, 

the strategy is a well-thought-out plan to exist, to stay in the market, and, of course, to grow. 

A.3.1 Mission and vision  

Majority of social enterprise founders have a mission! They know why they started this company! But when the 

question arises, "Where are you going?", a large part of these people don't know the answer. This is because, 

when we set up a social enterprise, we know who / what we want to work for, but we do not think much about 

what is the purpose of these activities? What do we want to achieve? We're on an ad-hoc basis, here and now. 

However, the answer to the questions "why?" and "for what purpose?" That's the mission. A mission is the 

foundation of an activity that sets goals and shows the direction of our actions. 

A mission is a concise formulation that defines the organization's core objectives, outlines the overall purpose of 

its existence, and lays out the basis for strategic actions. The mission should be short and succinct, and its 

content should be relevant to the activities being carried out. 

ά!ǎ ŀ ǎƻŎƛŀƭ ŜƴǘǊŜǇǊŜƴŜǳǊΣ ȅƻǳǊ Ƴƛǎǎƛƻƴ ƛǎ ǿƘȅ ȅƻǳΩǊŜ ƛƴ ōǳǎƛƴŜǎǎΦ !ǊǘƛŎǳƭŀǘƛƴƎ ǿƘŀǘ ȅƻǳ ŎŀǊŜ ŀōƻǳǘ ŀƴŘ Ƙƻǿ 

ȅƻǳǊ ŎƻƳǇŀƴȅ ǿƛƭƭ ƘŜƭǇ ȅƻǳ ŦǳƭŦƛƭƭ ƛǘΣ ƘŜƭǇǎ ȅƻǳ ƳŀƪŜ ŘŜŎƛǎƛƻƴǎ ǘƘŀǘ ŀŘǾŀƴŎŜ ȅƻǳǊ ƳƛǎǎƛƻƴΦέ4 

The mission builds the identity of the organization. It is the reason for the existence of the organization, it tells 

about why the organization was created and what problem it wants to solve, and therefore what is the purpose 

of its action. The mission is linked to the change the organization wants to make and points out the values that 

are important to it. 

The mission answers 5 questions: 

ī What problem do we want to solve? 

ī Who / what does this concern? 

ī What are the circumstances of this phenomenon / problem? 

ī What's important to us? What values do we hold? 

ī What does the organization want? How does the organization want to work to achieve its goal? 

When designing the mission (as well as any other part of the strategy), it should be remembered that it has to 

serve the organization and support its action, we do not necessarily need to include in it the answers to all the 

above questions. It is worth choosing those that we think are most relevant and that most describe our 

organization and its activities. Similarly, there is no clear answer to the question of the length of the mission-it 

may be a one-sentence text, but it may as well be contained in a few sentences. It's important that the mission 

is: 

                                                           
4
 https://causecapitalism.com/mission -statements-for-social-entrepreneurs-from-other-social-

entrepreneurs/   

https://causecapitalism.com/mission-statements-for-social-entrepreneurs-from-other-social-entrepreneurs/
https://causecapitalism.com/mission-statements-for-social-entrepreneurs-from-other-social-entrepreneurs/
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ǒ concise, clear and transparent; 

ǒ true-achievable and reliable; 

ǒ be linked to the values of the organization; 

ǒ indicate the direction of the organization and its scope; 

ǒ support the identification of employees with the organization ς to be a reference for them. 

A powerful mission statement5: 

ǒ Motivates and inspires customer commitment.  

ǒ Is realistic and clear. 

ǒ Is specific, short, sharply focused and memorable. 

ǒ Says what your social enterprise wants to be remembered for.  

Mission should be developed jointly by the whole team - this promotes integration and strengthens the identity 

of employees. The mission is then also part of the incentive system - it supports employees and strengthens 

their attachment to the organization. The well-described mission of the organization is a positive challenge for 

team members, volunteers and all others working for and on behalf of the organization. To be effective, the 

mission must be consistent with the day-to-day operations of the organization and its value system. In addition 

to developing the mission itself, the organization should implement it in a thoughtful manner by promoting it 

and making all stakeholders aware of the importance of the mission records. The implementation of the mission 

should take place at the very beginning of the organization's activities, so that it becomes an integral part of it 

for everyone who comes into contact with the organization - staff, volunteers, beneficiaries, partners, donors, 

funders, supporters, etc. 

±ƛǎƛƻƴ ƛǎ ǘƘŜ ƳƛǊǊƻǊ ƛƳŀƎŜ ƻŦ ǘƘŜ ƳƛǎǎƛƻƴΦ YŀǘŜ 5ƛǾŜƭŜȅ ǎŀȅǎΣ άŀǎ ŀ ǎƻŎƛŀƭ ŜƴǘŜǊǇǊƛǎŜΣ ȅƻǳ ƴƻǘ ƻƴƭȅ ǿŀƴǘ to sell your 

product or service, you want to contribute to the greater good of society. So, if you met all of your goals, what 

ǿƻǳƭŘ ǘƘŜ ǿƻǊƭŘ ƭƻƻƪ ƭƛƪŜΚέ6 

A vision is an idea of the ideal state of an organization in the long term. The vision includes the perspective of 

what the organization should be in a year, 5 or 10 years. It reflects the imagined image of the organization, how 

it should change the surrounding reality and what values the organization should serve. A vision is a set of ideas, 

the implementation of which is intended to help achieve the goals set by the organization. To be effective, it 

must be shared by all members of the organisation and its internal stakeholders, who have an influence on how 

it will be implemented. 

                                                           

5
 Kate Diveley, Creating Effective Vision Statements for Social Enterprises, at: https://prosper-

strategies.com/effective-vision-statements-social-enterprises/  

 Kate Diveley, Creating Effective Vision Statements for Social Enterprises, at: https://prosper-
strategies.com/effective-vision-statements-social-enterprises/ 

6 

https://prosper-strategies.com/effective-vision-statements-social-enterprises/
https://prosper-strategies.com/effective-vision-statements-social-enterprises/
https://prosper-strategies.com/effective-vision-statements-social-enterprises/
https://prosper-strategies.com/effective-vision-statements-social-enterprises/
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Vision should answer 3 questions: 

1. What would we like to hear about our organization in five, 10 years? 

2. What are we trying to do? 

3. What will the world look like when we change it? 

Depending on the circumstances, the vision may also be changed. Like the mission, the vision is an expression of 

the ambitions and aspirations of the founders of the company, but it operates in a certain reality, and depending 

on what the external and internal environment of the organization looks like, the vision also changes. 

Powerful vision statements for social enterprises7: 

ǒ Take your company out of its present reality and allow you to strive for something greater. 

ǒ /ŀǇƛǘŀƭƛȊŜ ƻƴ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ŎƻǊŜ ŎƻƳǇŜǘŜƴŎƛŜǎΦ 

ǒ Provide a picture of what your company will look like in the future. 

ǒ Create a vivid image ƛƴ ȅƻǳǊ ŎǳǎǘƻƳŜǊǎΩ ŀƴŘ ǎǘŀŦŦ ƳŜƳōŜǊǎΩ ƳƛƴŘǎ ǘƘŀǘ ǇǊƻƳƻǘŜǎ ŜƴǘƘǳǎƛŀǎƳΦ 

ǒ Clarify the direction your social enterprise needs to move. 

ǒ Give employees and customers a larger sense of purpose. 

A.3.2 Code of ethics ς values system 

Social enterprises will often have a set of values that act as guiding principles around how organisations will 

operate. Values will often have an ethical or moral foundation; others who join the project or organisation will 

be expected to support and uphold these values. The ethical values system is the third component of the 

strategy's foundation. A values system is a compilation of the most important principles that apply in an 

organization both inside and outside. The system of values is the core of the strategy, because it sets the tone 

for the chosen goals and further actions. Based on the adopted values, the organization determines the style of 

work, the scope of relations with beneficiaries or the participation of donors. These values will help you identify 

and develop relationships with future stakeholders later on and define the boundaries and basic principles on 

which the entire organization is based. Unlike your vision and mission statements, your initial values set is 

unlikely to change very much as you proceed but you may well augment it with additional values. 

A set of the most important rules in force in the organization both inside and outside. It may include aspects 

such as: 

                                                           

7
 Kate Diveley, Creating Effective Vision Statements for Social Enterprises, at: https://prosper-

strategies.com/effective-vision-statements-social-enterprises/  

 

https://prosper-strategies.com/effective-vision-statements-social-enterprises/
https://prosper-strategies.com/effective-vision-statements-social-enterprises/
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ǒ employee relations, 

ǒ beneficiaries, 

ǒ volunteers, 

ǒ donors, 

ǒ local environment, 

ǒ public administration, 

ǒ other NGOs, 

ǒ or the environment. 

{ƻƳŜ ǾŀƭǳŜǎ Ƴŀȅ ōŜ ΨƎŜƴŜǊƛŎΩ ƛƴ ƴŀǘǳǊŜΣ ŦƻǊ ŜȄŀƳǇƭŜΥ 

ǒ Adhering to ethical trading standards and practices 

ǒ Minimising impact on the environment 

ǒ Non-discrimination in all areas of engagement and operation 

Whilst others may be more specific to your particular project or area of focus, for example: 

ǒ Offering employment opportunities where possible to the target group the project aims to support 

ǒ Sourcing certain raw materials from a particular group of local producers to promote local employment. 
8 

Examples of components of code of ethics/values9: 

ǒ Respect for others. Treat people as you want to be treated. 

LǘΩǎ ƳŀƴŘŀǘƻǊȅ ǘƻ ǊŜǎǇŜŎǘ ŜǾŜǊȅƻƴŜ ȅƻǳ ƛƴǘŜǊŀŎǘ ǿƛǘƘΦ .Ŝ ƪƛƴŘΣ ǇƻƭƛǘŜ ŀƴŘ ǳƴŘŜǊǎǘŀƴŘƛƴƎΦ ¸ƻǳ Ƴǳǎǘ ǊŜǎǇŜŎǘ 

ƻǘƘŜǊǎΩ ǇŜǊǎƻƴŀƭ ǎǇŀŎŜΣ ƻǇƛnions and privacy. Any kind of violence is strictly prohibited and will result in 

ƛƳƳŜŘƛŀǘŜ ǘŜǊƳƛƴŀǘƛƻƴΦ ¸ƻǳΩǊŜ ŀƭǎƻ ƴƻǘ ŀƭƭƻǿŜŘ ǘƻ ƘŀǊŀǎǎ ƻǊ ǾƛŎǘƛƳƛȊŜ ƻǘƘŜǊǎΦ 

What constitutes harassment or victimization? To answer this, we have a policy on harassment and a more 

specific policy on sexual harassment you can take a look at. As a general rule, try to put yourself in someone 

ŜƭǎŜΩǎ ǇƭŀŎŜΦ Iƻǿ ǿƻǳƭŘ ȅƻǳ ŦŜŜƭ ƛŦ ǎƻƳŜƻƴŜ behaved in a ǎǇŜŎƛŦƛŎ ǿŀȅ ǘƻ ȅƻǳΚ LŦ ǘƘŜ ŀƴǎǿŜǊ ƛǎ άL ǿƻǳƭŘƴΩǘ ƭƛƪŜ ƛǘ 

ƳǳŎƘέ ƻǊ άL ǿƻǳƭŘ ƴŜǾŜr let them treat me ƭƛƪŜ ǘƘŀǘέΣ ǘƘŜƴ ǿŜ ŘƻƴΩǘ ǘƻƭŜǊŀǘŜ ǘƘƛǎ ōŜƘŀǾƛƻǊ ƴƻ ƳŀǘǘŜǊ ǘƘŜ ǇŜǊǎƻƴ 

it comes from. 

                                                           
8
 Introduction to vision and mission statements, https://www.unltd.org.uk/our-support/learning-area/setting-your-

vision-mission-and-values/  
9
 https://resources.workable.com/professional-code-of-ethics-policy  

https://www.unltd.org.uk/our-support/learning-area/setting-your-vision-mission-and-values/
https://www.unltd.org.uk/our-support/learning-area/setting-your-vision-mission-and-values/
https://resources.workable.com/professional-code-of-ethics-policy
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If someone, be it customer, colleague or stakeholder, is offensive, demeaning or threatening towards you or 

someone you know, report them immediately to HR or your manager. You can also report rudeness and 

dismissiveness if they become excessive or frequent. 

ǒ Integrity and honesty. Tell the truth and avoid any wrongdoing to the best of your ability.  

CƛǊǎǘΣ ŀƭǿŀȅǎ ƪŜŜǇ ƛƴ ƳƛƴŘ ƻǳǊ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ƳƛǎǎƛƻƴΦ We all work together to achieve specific outcomes. Your 

behavior should contribute to our goals, whether financial or organizational. 

Be honest and transparent when you act in ways that impact other people (e.g. taking strategic decisions or 

deciding on laȅƻŦŦǎύΦ ²Ŝ ŘƻƴΩǘ ǘƻƭŜǊŀǘŜ ƳŀƭƛŎƛƻǳǎΣ ŘŜŎŜƛǘŦǳƭ ƻǊ ǇŜǘǘȅ ŎƻƴŘǳŎǘΦ [ƛŜǎ ŀƴŘ ŎƘŜŀǘƛƴƎ ŀǊŜ ƘǳƎŜ ǊŜŘ ŦƭŀƎǎ 

ŀƴŘΣ ƛŦ ȅƻǳΩǊŜ ŘƛǎŎƻǾŜǊŜŘΣ ȅƻǳ Ƴŀȅ ŦŀŎŜ progressive discipline or immediate termination depending on the 

damage you did. 

{ǘŜŀƭƛƴƎ ŦǊƻƳ ǘƘŜ ŎƻƳǇŀƴȅ ƻǊ ƻǘƘŜǊ ǇŜƻǇƭŜ ƛǎ ƛƭƭŜƎŀƭΦ LŦ ȅƻǳΩǊŜ ŎŀǳƎƘǘΣ ȅƻǳ ǿƛƭƭ ŦŀŎŜ ǊŜǇŜǊŎǳǎǎƛƻƴǎ ŘŜǇŜƴŘƛƴƎ ƻƴ 

the severity of your actions. For example, if you steal office supplies, you may receive a reprimand or demotion 

(at a minimum), while if you steal money or data (e.g. engaging in fraud or embezzlement), you will get fired and 

ŦŀŎŜ ƭŜƎŀƭ ŎƻƴǎŜǉǳŜƴŎŜǎΦ ¢ƘŜ ŘŜŎƛǎƛƻƴ ƛǎ ŀǘ IwΩǎ ŘƛǎŎǊŜǘƛƻƴ ƻƴ ŀ ŎŀǎŜ-by-case basis. 

Conflict of interest 

Conflict of interest may occur whenever your interest in a particular subject leads you to actions, activities or 

ǊŜƭŀǘƛƻƴǎƘƛǇǎ ǘƘŀǘ ǳƴŘŜǊƳƛƴŜ ƻǳǊ ŎƻƳǇŀƴȅΦ ¢Ƙƛǎ ƛƴŎƭǳŘŜǎ ǎƛǘǳŀǘƛƻƴǎ ƭƛƪŜ ǳǎƛƴƎ ȅƻǳǊ ǇƻǎƛǘƛƻƴΩǎ ŀǳǘƘƻǊƛǘȅ ŦƻǊ ȅƻǳǊ 

own personal gain or exploiting company resources to support a personal money-making business. Even when 

ȅƻǳ ǎŜŜƳƛƴƎƭȅ ŀŎǘ ǘƻ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ŀŘǾŀƴǘŀƎŜΣ ȅƻǳ Ƴŀȅ ŀŎǘǳŀƭƭȅ ŘƛǎŀŘǾŀƴǘŀƎŜ ƛǘΦ CƻǊ ŜȄŀƳǇƭŜΣ ƛŦ ŀƴ ŜƳǇƭƻȅŜŜ 

uses dubious methods to get competitor intel and raise their sales record, their action will have a positive 

ƛƳǇŀŎǘ ƻƴ ǘƘŜ ŎƻƳǇŀƴȅΩǎ ǊŜǾŜƴǳŜΣ ōǳǘ ƛǘ ǿƛƭƭ Ǉǳǘ ǳǎ ŀǘ ŀ ƭŜƎŀƭ Ǌƛǎƪ ŀƴŘ ǇǊƻƳƻǘŜ ǳƴƘŜŀƭǘƘȅ ōǳǎƛƴŜǎǎ ǇǊŀŎǘƛŎŜǎΦ 

If it turns out you have created a conflict of interest for yourself, you will be terminated. If the conflict of interest 

was inǾƻƭǳƴǘŀǊȅ όŜΦƎΦ ōǳȅƛƴƎ ǎǘƻŎƪǎ ŦǊƻƳ ŀ ŎƻƳǇŀƴȅ ǿƛǘƘƻǳǘ ƪƴƻǿƛƴƎ ǘƘŜȅΩǊŜ ŀ ŎƻƳǇŜǘƛǘƻǊύΣ ǿŜ ǿƛƭƭ ǘŀƪŜ ŀŎǘƛƻƴǎ 

to rectify the situation. If you repeat the offence, you may be terminated. 

ǒ JusticeΦ aŀƪŜ ǎǳǊŜ ȅƻǳΩǊŜ ƻōƧŜŎǘƛǾŜ ŀƴŘ ŦŀƛǊ ŀƴŘ ŘƻƴΩǘ ŘƛǎŀŘǾŀƴǘŀƎŜ ƻǘƘŜǊǎΦ  

5ƻƴΩǘ ŀŎǘ ƛƴ ŀ ǿŀȅ ǘƘŀǘ ŜȄǇƭƻƛǘǎ ƻǘƘŜǊǎΣ ǘƘŜƛǊ ƘŀǊŘ ǿƻǊƪ ƻǊ ǘƘŜƛǊ ƳƛǎǘŀƪŜǎΦ DƛǾŜ ŜǾŜǊȅƻƴŜ Ŝǉǳŀƭ ƻǇǇƻǊǘǳƴƛǘȅ ŀƴŘ 

ǎǇŜŀƪ ǳǇ ǿƘŜƴ ǎƻƳŜƻƴŜ ŜƭǎŜ ŘƻŜǎƴΩǘΦ 

.Ŝ ƻōƧŜŎǘƛǾŜ ǿƘŜƴ ƳŀƪƛƴƎ ŘŜŎƛǎƛƻƴǎ ǘƘŀǘ Ŏŀƴ ƛƳǇŀŎǘ ƻǘƘŜǊ ǇŜƻǇƭŜΣ ƛƴŎƭǳŘƛƴƎ ǿƘŜƴ ȅƻǳΩǊŜ ŘŜŎƛŘƛƴƎ ǘƻ ƘƛǊŜΣ 

promote or fire someone. Be sure that you can justify any decision with written records or examples. Seek and 

use the most objective methods in any case; for example, when interviewing candidates, ask the same interview 

questions to all of them and avoid judging non-job-related criteria, like dress, appearance, etc. 

https://resources.workable.com/progressive-discipline-policy
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!ƭǎƻΣ ŘƻƴΩǘ ŘƛǎŎǊƛƳƛƴŀǘŜ ŀƎŀƛƴǎǘ ǇŜƻǇƭŜ ǿƛǘƘ ǇǊƻǘŜŎǘŜŘ ŎƘŀǊŀŎǘŜǊƛǎǘƛŎǎΣ ŀǎ ǘƘƛǎ ƛǎ ŦƻǊōƛŘŘŜƴ ōȅ ώlaws under the 

purview of the EEOC]. If you suspect you may have an unconscious bias that influences your decisions (taking 

IŀǊǾŀǊŘΩǎ LƳǇƭƛŎƛǘ !ǎǎƻŎƛŀǘƛƻƴ ¢Ŝǎǘ ŎƻǳƭŘ ƘŜƭǇ ȅƻǳ ŘŜǘŜǊƳƛƴŜ ǘƘƛǎύΣ ŀǎƪ ŦƻǊ ƘŜƭǇ ŦǊƻƳ IwΦ 

²ƘŜƴ ŜȄŜǊŎƛǎƛƴƎ ŀǳǘƘƻǊƛǘȅΣ ōŜ ŦŀƛǊΦ 5ƻƴΩǘ ǎƘƻǿ ŦŀǾƻǊƛǘƛǎƳ ǘƻǿŀǊŘ ǎǇŜŎƛŦƛŎ ŜƳǇƭƻȅŜŜǎ ŀƴŘ ōŜ ǘǊŀƴǎǇŀǊŜƴǘ ǿƘŜƴ 

you decide to praise or reward aƴ ŜƳǇƭƻȅŜŜΦ ¸ƻǳΩǊŜ ŀƭǎƻ ƻōƭƛƎŜŘ ǘƻ Ŧƻƭƭƻǿ ƻǳǊ ŜƳǇƭƻȅƳŜƴǘ ƻŦ ǊŜƭŀǘƛǾŜǎ ǇƻƭƛŎȅΣ 

which forbids you from having a reporting relationship with a relative. 

If you need to discipline an employee, be sure to have prepared a case that you can present to HR. You must not 

ǊŜǘŀƭƛŀǘŜ ŀƎŀƛƴǎǘ ŜƳǇƭƻȅŜŜǎ ƻǊ ŀǇǇƭƛŎŀƴǘǎ όǎǳŎƘ ŀǎ ƛƴ ŎŀǎŜǎ ǿƘŜƴ ǘƘŜȅΩǾŜ ŦƛƭŜŘ ŎƻƳǇƭŀƛƴǘǎύ ŀǎ ǘƘƛǎ ƛǎ ŦƻǊōƛŘŘŜƴ ōȅ 

law. 

Be just toward customers or vendors, too. If you think our company was in the wrong in a specific instance, 

ŘƻƴΩǘ ǘǊȅ ǘƻ ŎƻǾŜǊ ƛǘ up or accuse the other side. Discuss with your manager to find solutions that can benefit 

both sides. 

ǒ Lawfulness. Know and follow the law ς always.  

You are obliged to follow all laws which apply to our organization. Depending on your role and profession, there 

might be various laws you need to observe. For example, accountants and medical professionals have their own 

legal restrictions and they must be fully aware of them. 

²ƘŜƴ ȅƻǳΩǊŜ ǇǊŜǇŀǊƛƴƎ ŎƻƴǘǊŀŎǘǎΣ ŎƭŀǳǎŜǎΣ ŘƛǎŎƭŀƛƳŜǊǎ ƻǊ ƻƴƭƛƴŜ ŎƻǇȅ ǘƘŀǘ Ƴŀȅ ōŜ ƎƻǾerned by law (such as 

consent forms), please ask for verification from [our legal counsel] before finalizing anything. 

¸ƻǳΩǊŜ ŀƭǎƻ ŎƻǾŜǊŜŘ ōȅ ƻǳǊ confidentiality and data protection policy. You must not expose, disclose or endanger 

information of customers, employees, stakeholders or our business. Always follow our cybersecurity policy, too. 

Following laws regarding fraud, bribery, corruption and any kind of assault is a given. You are also obliged to 

follow laws on child labour and avoid doing business with unlawful organizations. 

LŦ ȅƻǳΩǊŜ ƴƻǘ ǎǳǊŜ ǿƘŀǘ ǘƘŜ ƭŀǿ ƛǎ ƛƴ ŀ ǎǇŜŎƛŦƛŎ ƛƴǎǘŀƴŎŜΣ ŘƻƴΩǘ ƘŜǎƛǘŀǘŜ ǘƻ ŀǎƪ Iw ƻǊ ƻǳǊ ƭŜƎŀƭ ŎƻǳƴǎŜƭΦ 

ǒ Competence and accountability. Work hard and be responsible for your work.  

We all need to put a healthy amount of effort in ƻǳǊ ǿƻǊƪΦ bƻǘ Ƨǳǎǘ ōŜŎŀǳǎŜ ǿŜΩǊŜ ŀƭƭ ǊŜǎǇƻƴǎƛōƭŜ ŦƻǊ ǘƘŜ 

ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ǎǳŎŎŜǎǎΣ ōǳǘ ŀƭǎƻ ōŜŎŀǳǎŜ ǎƭŀŎƪƛƴƎ ƻŦŦ ŀŦŦŜŎǘǎ ƻǳǊ ŎƻƭƭŜŀƎǳŜǎΦ LƴŎƻƳǇƭŜǘŜ ƻǊ ǎƭƻǿ ǿƻǊƪƛƴƎ ƳƛƎƘǘ 

ƘƛƴŘŜǊ ƻǘƘŜǊ ǇŜƻǇƭŜΩǎ ǿƻǊƪ ƻǊ ŎŀǳǎŜ ǘƘŜƳ ǘƻ ǎƘƻǳƭŘŜǊ ǘƘŜ ōǳǊŘŜƴ ǘƘŜƳǎŜƭǾŜǎΦ ¢Ƙƛǎ ŎƻƳŜǎ in direct conflict with 

our respect and integrity principles. 
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We also expect you to take up opportunities for learning and development, either on-the-job or via educational 

material or training. If you are unsure how you can achieve this, have an open discussion with your manager. 

!ƭǎƻΣ ǘŀƪŜ ǊŜǎǇƻƴǎƛōƛƭƛǘȅ ŦƻǊ ȅƻǳǊ ŀŎǘƛƻƴǎΦ ²Ŝ ŀƭƭ ƳŀƪŜ ƳƛǎǘŀƪŜǎ ƻǊ ƴŜŜŘ ǘƻ ƳŀƪŜ ǘƻǳƎƘ ŘŜŎƛǎƛƻƴǎ ŀƴŘ ƛǘΩǎ 

important we own up to them. Failing to be accountable on a regular basis or in important situations (e.g. a 

crucial mistake in our financial records) will result in termination. If you take responsibility and come up with 

ways to fix your mistakes where possible, you will be in a far better position. 

ǒ Teamwork. Collaborate and ask for help. Working well with others is a virtue, rather than an obligation. 

You will certainly get to work autonomously and be focused on your own projects and responsibilities. But you 

should also be ready to collaborate with and help others. Be generous with your expertise and knowledge. Be 

open to learning and evolving. If days go by without you consulting or brainstorming with anyone, you are 

ƳƛǎǎƛƴƎ ƻǳǘ ƻƴ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ŦƻǊ ŜȄŎŜƭƭŜƴŎŜΦ LƴǎǘŜŀŘΣ ǿƻǊƪ ǿƛǘƘ ƻǘƘŜǊǎ ŀƴŘ ŘƻƴΩǘ ƘŜǎƛǘŀǘŜ ǘƻ ŀǎƪ ŦƻǊ ƘŜƭǇ ǿƘŜƴ 

you need it. 

 

A.3.3 SMART Goals  

The strategy should give us an answer to the question "How can we most effectively carry out the mission and 

fulfill the vision of our ŜƴǘŜǊǇǊƛǎŜΚέΦ ¢ƻ Řƻ ǘƘƛǎΣ ǘƘŜ ŜƴǘŜǊǇǊƛǎŜ ǎƘƻǳƭŘ ŘŜǘŜǊƳƛƴŜ ǘƘŜ ŘƛǊŜŎǘƛƻƴǎ ƻŦ ƛǘǎ ŀŎǘƛǾƛǘƛŜǎΣ 

that is, set strategic goals, and with them specific goals. The most effective, and at the same time the most well-

known method of setting the goals of activities is the SMART method (in some cases even SMARTER). It is a 

method that allows for an in-depth analysis of the planned strategic objectives in terms of their validity and 

feasibility. Thus, "smart" and achievable goals for the enterprise are set. 

SMART method: 
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Table 3 - SMART method 

The strategic and specific goals should be: 

ǒ simple ς formulated clearly and concretely, without the possibility of any interpretation; their 

understanding should not be a problem, the wording should be clear and consistent with the mission, 

vision and values of the organization; 

ǒ measurable ς formulated in such a way that their achievement and progress can be measured in a 

"numerical" way or at least there was a method of "verifiability " of implementation; 

ǒ achievable / ambitious / action - oriented ς realistic and achievable, taking into account the human and 

financial resources of the organization; stimulating-challenging, but not too ambitious, because the lack 

of feasibility demotivates; it is important that the goals are action-oriented; 

ǒ important/realistic-  the goal should be an important step forward, but at the same time it must 

represent a certain value for the person who will implement it; this is important for the whole 

organization, but also for the individual employees / members who implement it. This gives you the 

chance to identify with them, which in turn increases the likelihood of meeting them, and reduces the 

need for control; 

ǒ defined in time and place - the goal should have a precise time horizon in which we intend to achieve it; 

the time frame should be dependent on its implementer ς as far as possible, the goal should also be 

monitorable through indicators, products and results; 
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ǒ exciting / evaluated-exciting for the person achieving it in a motivating way; should have defined 

milestones and associated expected results. Goals should be measured continuously until they are 

reached; 

ǒ recorded / reviewed - recorded goal is easier to remember and motivates you to act-it is difficult to 

pretend that you do not remember or that it does not exist; after achieving the goal, you should review 

and reflect on the lessons that came from the process of achieving it, for example: what can you do 

differently next time? Why? What were the main obstacles? How did you defeat them? What have we 

learned? 

Very useful method when setting the goals is "6 W questions":  

1. Who - is responsible for the goal? 

2. What - is the subject of the action? What exactly do we want to do? 

3. Where - will the work be done? 

4. When - will the task be completed? In what time frame? 

5. Which - are the requirements or possible constraints for achieving the goal? 

6. Why - do you want to pursue this goal? What happens when the task is completed? 

A.3.4 Enterprise resource planning  

The strategy's implementation plan shall be an action plan. It is in it that we define the tasks and the necessary 

resources needed to achieve certain goals. It should include: 

1. strategic programme actions - answer the questions: How do we want to achieve the basic goals? What 

methods to use? How can we meet the needs of our customers? How to plan the development of 

substantive activities appropriate to the needs of the customers? How to carry out the mission? How to 

develop activities? How to achieve innovative solutions? etc. 

2. Team planning - HR policy - is the answer to the questions: what competencies do we need? How are we 

going to get them? How do we find people who share our values and support our mission and vision? 

What incentive system to adopt? What is the staff development plan? What will be the competencies of 

the future in our organization? What system of management relations do we want to apply? 

3. financial planning - is the answer to the questions: how much money do we need to operate freely? 

How will we secure the necessary funds? What costs will we generate? How do we diversify our sources 

of income? Are we going to do business? 

4. strategic planning of the administrative structure - is the answer to the questions: how will we provide 

stable and professional accounting, secretarial and legal services? 

5. planning marketing activities - is the answer to the questions: what image will we build? What is 

important to us in this regard? How do we build that image? What promotional message will we make 

available? What will be the target groups of our promotional activities? How do we get to them? What 

methods will we use? What media do we want to cooperate with? What team is needed to implement 

marketing plans? 
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6. infrastructure planning - this is the answer to the questions: how many rooms will we need? What 

standard of rooms is necessary? What location? What equipment is needed? How much equipment do 

we need? What equipment will ensure the smooth performance of tasks? 

Strategic objective metrics and evaluation 

Each goal should have certain indicators/indicators of its implementation ς after which we will know that it has 

been achieved and a specific method and methodology for its evaluation. These two elements of the smarter 

method should be of particular importance in the goal setting process. The process of monitoring the strategy - 

its goals - on the basis of certain monitoring indicators, allows to control its effectiveness, efficiency and benefits 

from the implementation of its objectives and allows evaluation of the development directions defended. 

Monitoring is supposed to give an answer m.in. to the following questions: 

1. Is the strategy being implemented in line with accepted assumptions? 

2. Are the goals being achieved? 

3. Are the actions / projects carried out within the time and budget? 

4. Are the expected results of the actions/projects (indicators) achieved? 

5.  Are we heading in the right direction? 

Monitoring and evaluation tools are indicators of implementation of activities/projects and objectives (products 

and results), schedule, budget. Assuming an effective evaluation process, it is also necessary to determine how 

often and in what form (using what tools and methods) it will be carried out. There are many possible tools and 

methods: reports, reports, analyses, statistics, opinions, interviews. 

A.4 Stakeholder identification and analysis: overview 
A.4.1 Stakeholders identification 

Organizations establish relationships with various entities that more or less affect the company. They 

can be formed consciously or, as unfortunately often happens, are considered irrelevant to the efficient 

functioning of the organization. The starting point in the stakeholder management process is 

identification of individual entities and an analysis of their interests. This subtopic will show how 

important it is to ask basic questions: Who are the stakeholders? How do they affect my organization? 

!ΦпΦн {ǘŀƪŜƘƻƭŘŜǊΩǎ ƳŀǇ 

Another step in the stakeholder management is to consider how significant their impact is and which 

entities/groups are key stakeholders in a given case. In this case it would be helpful to create a map of 

stakeholders. The main aim of this sub-topic is to show possible ways to establish such a map.   

A.4.3 Communication with stakeholders 

Identifying and defining the most important stakeholders for the company is not enough. Both of these 

activities serve only to indicate which groups/units should be constantly in our mind. The basis of taking 
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care of relationships is communication. Last sub-topic will present basic channels to communicate with 

different types of stakeholders.  

A.4.1 Stakeholder identification and analysis - Who matters most? 

Relationships are the foundation not only in your personal life, but also play a key role in the business space. 

Each enterprise, organization, but also any type of institution (e.g., a trade union, public administration unit) 

functions in a characteristic environment and under certain economic conditions. Whether it wants to do so or 

not, the entity will interact with other organizations or people, creating relationships and exerting an influence 

on various groups that will also affect the enterprise. More and more often, in order to gain a competitive 

advantage, these relations must be properly shaped and it is not just about customers. Managing such 

relationships is one of the important elements of creating a business strategy. In order for the strategy taken 

by the company to be effective, it is necessary to analyze the internal and external environment, including, 

first of all, the needs of stakeholders. In this section, we explain who the stakeholders are, how to identify 

them, set goals and determine the significance of their impact on the organization, and then communicate 

with them. The stakeholders very often stimulate changes taking place on the market or in a given company. 

Dialogue increases the value of the enterprise and positively contributes to its development, at the same time 

influencing the speed of reaction to the changing environment. Taking into account only our own needs, we 

act short-term, which may turn out to be disastrous later. In order to achieve long-term benefits, it is worth 

taking care of the needs of the environment and taking responsibility for the effects of your activities. 

A.4.1.1 Stakeholders identification 

In this way, we reach the concept of a stakeholder i.e., an entity that will influence the company and will be 

influenced by the company's activities. The impact may be real or potential expressed, for example, in an 

assessment, recommendation, opinion or complaint. Very often it is the strength of the influence of the 

environment that influences the existence of the enterprise. Effective stakeholder relationship management 

therefore becomes crucial and is particularly important in the context of social enterprises, which should be 

exceptionally caring for their environment. The main stakeholders are usually employees, customers, 

suppliers, business partners and the media. However, this is not an exhaustive list. Stakeholders for each 

enterprise should be considered individually. It is worth emphasizing that the stakeholder does not always 

have to be closely related to the company through formal authorization e.g., employment or shares held. 

In order to be able to effectively manage the relations of the organization with other entities, it is first 

necessary to determine which groups / units / institutions are important for a given company and why the 

activities undertaken by the company may turn out to be important for a given organization / person. The next 

step will be to consider the goals and expectations of the indicated entities. Getting to know the environment 

of the organization is very important, thanks to which it will be possible to assign weight to individual 

stakeholders and to prepare a specific map reflecting the key, identified relationships. Having knowledge 

related to the most important groups for the enterprise, it will be possible to move to the last stage - 

communication planning. 
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!ΦпΦмΦн  {ǘŀƪŜƘƻƭŘŜǊΩǎ ƳŀǇ 

Unfortunately, the list of stakeholders may turn out to be very long, and the expectations of individual groups 

will often be contradictory. Taking care of relationships and communication with everyone will probably 

become impossible due to the limited resources, but also the time-consuming nature of this process. 

Therefore, it will be important to create a hierarchy of importance of the identified stakeholders and to 

determine their impact on the company's situation. For this purpose, various types of charts, tables or other 

graphic methods of mapping the relations between particular groups are used, often called stakeholder maps. 

One of the most frequently used tools is a matrix in which stakeholders are placed in one of the four fields. 

Individual fields differ in terms of the scope of influence/power and the level of interest of a given 

group/individual. The figure below is an example of such a matrix. 

 
Figure 5 - Mind Map with identified stakeholders 

Source: Own study based on Mendelow, A.L. (1981). Environmental Scanning - The Impact of the Stakeholder Concept. 

To position the stakeholder in the appropriate field, you need to answer the questions:  

ǒ Which stakeholder has the greatest influence/power on the enterprise and which has the least? 
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ǒ On whom the enterprise has the greatest impact and on whom the least? 

ǒ What level of interest in the company's activities are shown by particular stakeholders? 

ǒ What is the role of each stakeholder? 

Thanks to the answers, it will be possible to assign stakeholders to one of the two values: influence/power in 

relation to the company and the degree of interest in the company's activities. Only then will it be possible to 

place individual groups in a matrix in which two axes correspond to the indicated values. The more accurate 

and detailed the matrix is, the greater will be the possibilities for further work on stakeholder relations.  

For each of the squares of the matrix can also be assigned the appropriate communication strategies. In the 

case of marginal stakeholders, i.e. those who will not have a large impact on the functioning of the company 

and at the same time the company's operations will not be within their main interests, a monitoring and 

information strategy should be used. It means communicating about undertaken initiatives, projects and new 

products. For this purpose, reports, newsletters or a website can be used. Communication concerns both 

internal and external stakeholders. With stakeholders who show great interest, but their impact on the 

company is relatively low, it is worth consulting the introduced changes and taking actions at the same time 

constantly informing them about all events. Consultations will be aimed at getting to know the opinions of 

stakeholders, e.g., regarding the company's current activities or directions of its development. For this 

purpose, among others, questionnaire surveys and face-to-face meetings are used. Thanks to consultations, 

the services and products offered will meet the market expectations to a greater extent. On the other hand, if 

the stakeholder, in addition to high interest, also has considerable power in the context of the company's 

operation, it will be beneficial to engage him in planned activities and conduct permanent cooperation. 

Cooperation may take the form of partnership. Such mutual commitment requires a lot of work and a long-

term approach to the relationship. Thanks to the partnership, it will be possible to get to know the 

expectations of the other party in depth. Such cooperation is, for example, undertaking a joint project, joint 

organization of an event or taking an initiative and establishing strategic cooperation. Involvement in 

undertaken projects will positively affect the relationship with a stakeholder who has a lot of power, but 

shows little interest in the company. Consultations will also be fruitful in this case.  

Stakeholder mapping is a process and a tool that makes categorizing stakeholders easier. Thanks to the 

created map, it is possible to determine the relationships between particular groups and organize the goals 

and methods used. This method of graphical presentation of relations is also used during the analysis of the 

conditions of the enterprise, conducting negotiations, and the process of making key decisions.  

A.4.1.3 Communication with stakeholders 

However, identifying and defining the most important stakeholders for the company is not enough. Both of 

these activities serve only to indicate which groups/units should be constantly in our mind. The basis of taking 

care of relationships is communication. Stakeholders should be constantly informed about how the company 

responds to their needs and expectations. 

 Example 

Imagine that you are managing a social enterprise that sews clothes and employs people at risk of 
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social exclusion. One of the important stakeholders will be customers. They expect the best quality product, 

but more and more often the social aspect is also important to them - they value companies whose goal is not 

only to generate profits. When directing messages / advertisements to customers, in addition to presenting 

the advantages of products, it is worth informing them that your company has a great idea and by buying your 

products they contribute to creating better living conditions for people who need support. 

 

However, it should not be forgotten that depending on the group of recipients, the message should be 

adjusted in terms of the used communication language. Very often it also means completely different 

communication channels. Thanks to appropriately selected communication, it becomes possible to increase 

the involvement of stakeholders. The following table lists some examples of tools that can be used for specific 

groups. 

 

Table 4 ς Ways of communicating with stakeholders source: Own study. 

Effective communication and dialogue with stakeholders have a positive effect on decision-making and 

minimizes the risk of crisis situations. Many of the communication tools presented in the table above 

are universal e.g., meetings. However, it will not always be possible to organize a face-to-face meeting, 

or we may conclude that for some reason our stakeholder will not be willing to express his real needs 

during a regular conversation. Therefore, it is worth brainstorming and considering which 
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communication channel will be the most appropriate in a given case. The information provided should 

be understandable for the recipient, therefore the sent message should be formulated appropriately. 

Press release will be a completely different character than the official letter to the post office or in social 

media. 

Synopsis of Module A   
The Business Management Module aims to develop and improve the knowledge, skills and attitudes of 

social entrepreneurs in the business organisational structure of a social enterprise. Participants will get 

the know-how of how to create a business within the social entrepreneurship field to be able to create a 

social enterprise of their own. The Module is composed of 4 topics:  (1) Social Enterprise Business Plan; 

(2) Risk Assessment/ Progress Monitoring; (3) Strategy and (4) Stakeholder Communication.  

Through the Social Enterprise Business Plan topic, participants will get an insight into the basic elements 

of a business plan and its importance in order to be able to design a business model based on a business 

model canvas. Primarily, they will learn about the 8 main business models used in social 

entrepreneurship e.g. low-income support, free-for-service etc. and be able to choose the most 

appropriate for their own. Secondly, they will learn to distinguish the components of a SWOT analysis 

(Strengths, Weaknesses, Threats, Opportunities) and create a SWOT analysis for their business. Thirdly, 

they will be able to understand Supply Chain Management based on Michael PoǊǘŜǊΩǎ ±ŀƭǳŜ /Ƙŀƛƴ ŀƴŘ 

analyse the different activities within the supply-chain procedures thus to take necessary decisions 

relevant to the value-chain of their business.   

The second topic, Risk Assessment/Progress Monitoring looks into the main risks associated with 

running a social enterprise and will provide the fundamental knowledge to identify those risks to then 

be able to mitigate them when presented. The first subtopic illustrates the different categories of risks 

e.g. financial, regulatory, operational etc. The second sub topic explains the purpose of RISK MATRIX and 

the ways it can be used to effectively assess the impact and the probability of the risk presented. Lastly, 

participants will learn how to create a strong risk assessment strategy and take necessary measures to 

prevent the occurrence of risks in each category.  

The third topic, Strategy, aims to develop and improve the skills and competences of participants in 

adopting a mission and vision for their business through guidance. Secondly, participants will learn 

about the importance of developing a code of ethics for their social enterprise and will be able to create 

one for their business. Thirdly, the topic will provide substantial knowledge and skills on how to use the 

SMART method to set SMART goals through the 6 W questions. Lastly, participants will acquire adequate 

skills in enterprise resource planning and will be able to allocate and plan resources accordingly.  

The last topic within this module, Stakeholder Identification and analysis, shows the importance of 

identifying key stakeholders in a social enterprise. Moreover, it depicts the importance of creating a 

stakeholder map and how to create it. Finally, the last subtopic will present the basic channels to 

communicate with different types of stakeholders based on their background e.g. clients, employees, 

local communities and suppliers. 
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In conclusion, participants will establish a solid background in Business Management and what is 

required for developing a social enterprise. They will learn to create a business model, a SWOT Analysis, 

learn about the Supply Chain mechanisms, manage and assess risks, identify key stakeholders for their 

business and create an operational strategy. 

 Review Questions of Module A. Business Management  

1. What is the purpose of the business plan? 

a. To examine the main competitors of the market 

b. To identify areas of weakness and strengths for an enterprise and its economic and business 

success 

c. To analyse the economic viability of a business 

 

2. What is a SWOT analysis? 

a. It is a technique to assess the strengths, weaknesses, opportunities and threats of a 

business. 

b. It is a technique to identify the main market segments and competitors to help you create a 

product. 

c. It is a method to be used to assess the financial sustainability of an enterprise. 

 

3. What does value proposition mean in a business model? 

a. It refers to a statement that an enterprise makes to give reasons why a consumer should use 

its products/services. 

b. It refers to the activities that an enterprise will do to promote its services/products. 

c. It refers to the revenues expected to be gained.  

 

4. What does the Supply Chain mean? 

a. It refers to the marketing operations of an enterprise. 

b. It refers to the costs associated with the transportation and inventory. 

c. It refers to the entire process from designing a product/service to introducing it to the client. 

 

5. Why is Supply Chain management important? 

a. Because it can lower overall costs and boost profitability of an enterprise. 

b. Because it helps the enterprise to acquire a competitive advantage in the market. 

c. All of the above. 

  

6. One of the main aims of supply chain management is to find the right suppliers and build 

strong relationships with them. 

a. True 
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b. False 

 

7. What does the Risk Matrix assess? 

a. The impact a risk might have 

b. The probability of a risk related to a social enterprise. 

c. The likelihood and the impact a risk might create in an enterprise. 

 

8. Can short-term negative media coverage impact a brand? 

a. Yes, but it will have a low impact. 

b. Yes, but it will have a moderate impact. 

c. Yes, it will create a strong impact. 

 

9. Strategy: 

a. is a detailed business plan 

b. includes goals and objectives in the short and long term 

c. it is best when it is in the head of the founders, because they know best what is good for the 

company 

 

10. Mission: 

a. it is a concise wording, specifying the main intentions of the company and its goals 

b. this is a high-flown phrase designed to lead the crowd behind the company 

c. is not needed for the company 

 

11. Strategic management 

d. refers to a long period of action and implies general lines of action 

e. can be implemented in the perspective of here and now, when the company needs it 

f. requires continuous review and ongoing verification that its assumptions are still valid 

 

12. The goal setting method is called: 

a) SART 

b) SWOT 

13. Who is the stakeholder? 

a.  It is synonymous with the word customer. 

b. It is an entity that has only a direct impact on the functioning of the company e.g., employee, 

client. 

c. It is an entity that will influence the enterprise and will be influenced by the activities of a given 

company. 
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14. We can divide stakeholders into internal, directly related to the company, and external 

stakeholders operating in the company's environment. 

a. True 

b. False 

15. What values are taken into account during the creation of a stakeholder map? 

a. Influence and goals 

b. Interest and power 

c. Potential risk and directness of authority 

16. Stakeholders should be constantly informed about how the company responds to their needs 

and expectations. For this purpose, universal communication channels should be used e.g., 

meetings, which will bring the best results in each case. 

a. True 

b. False 
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Module B ς Social Innovation and Impact  

Introduction  
The Module of Social Innovation and Impact teaches prototyping of ideas, services and products to test 
assumptions regarding the efficacy of a business, the impact it can have, and the optimal route to 
market when designing a social innovation solution with commercial viability. It educates the learner on 
how to understand the value chain of a business, including an empathetic understanding of the 
beneficiaries and stakeholders within the business environment. This module teaches how to write and 
identify a value proposition, a key tool for capturing the value statements of the business offering and 
relating them to key target customers and audiences. The value proposition canvas creates a suite of 
simple yet effective templates to match company offering with customer requirements and needs.  
 
The module of Social Innovation strives to aid the student in identifying their USP (unique selling point) 
and core business proposition. This element of the business creates a unique differentiator that allows 
the business to stand apart from their competition, while acting as a beacon to collaborators and 
partners who align on similar values and vision. The USP is central to planning the businesses brand 
story, sales and marketing messaging and overall market positioning.  
 
Within this module, students will learn how to prototype a product or service, which consists of creating 
a light or basic version that can be used for market tests and early customer engagements. Prototyping 
is a method for progressive development where feedback and learnings from users, clients and 
stakeholders are captured and analysed to continuously improve the product or service until it has been 
refined enough to be ready for market. 

Social Innovation also focuses on the process of identifying and understanding  issues within the wider 
context of sustainability and social value. The United Nations Sustainable Development Goals (SGD) 
provide a framework for expanding our understanding of social value and potential, with specific focus 
on social paradigms, economic drivers, environmental or cultural problems that can be addressed using 
innovative, enhanced education and sometimes technological approaches. The social entrepreneur 
develops these ideas that have the potential of becoming commercialised with the intention of creating 
a sustainable business and at the same time, having a positive impact in society.  

Prototyping offers an important tool for ensuring that the product or service that the social 
entrepreneur creates has a value to the end user, and that there are measurable tools to understand 
both the social impact as well as commercial viability of the business. The Theory of Change method can 
be used within this context to test and validate assumptions on a given problem or issue, and allow the 
social entrepreneur to progressively develop their business idea within a streamlined framework.  

By teaching a hybrid of Design Thinking Prototyping, Sustainability and Circular Innovation models via 
the UN SDGs and The Theory of Change Framework, social entrepreneurs will learn to map and analyse 
value chains to determine the optimum balance of business growth and social impact. This in turn allows 
for the entrepreneur to understand their strategic direction, route to market and business planning 
fundamentals to achieve success. The Theory of Change Framework utilises the following components to 
connect Idea Prototyping with tangible impact analysis: 
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 Problem Statements, Audience Analysis and Entry Point Identification.  
 Business Modelling and Value Chain Mapping 
 Circular Designs for wider inclusion and equity across business and social impact.  
 Design Thinking to ideate, test and validate new pathways and solutions.  
 Enhancing community participation and democratic development structures. 
 Models for Impact analysis and measuring including utilisation of independent data 

sources.  
 Mapping and understanding the socio-political and economic landscape.  

 
 

Aims and objectives (for Module 2- Social Innovation and Impact) 

Collectively the goal of this module is to capture the fundamental value statement of the business and 

articulate essential parts of the business within the context of the commercial viability, social impact and 

enterprise sustainability. The module focuses upon the core service and product, identifying their main 

draw and appeal as well as pathways to implement it in real world environments. It demonstrates how 

to connect ideas and value statements to specific customer types and audiences, so that the social 

entrepreneur can easily capture and engage target markets that have the most resonance with the 

business offering. The process of Prototyping and Theory of Change allows for progressive testing and 

analysis until a product or service has been validated and is ready for market.  
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Learning Outcomes (for Module 2- Social Innovation and Impact) 

The learner will gain both enhanced knowledge, capacity development and skills transfer in this module, 

across the following areas: 

 

Knowledge: 

How to understand and articulate the value of product or service 

Identifying target customers and audiences 

Mapping a Value Chain and understanding customer needs 

The appropriate testing methods and progressive phased development 

Prototype or Minimum Viable Product (MVP) iteration and refining   

Creating Value proposition and USP assets 

Interactions with learnings from other modulus (ie. costs and customer feedback) 

 

Skills: 

To complete a product/ service design cycle, while considering inclusive design and human centered 

design  

To create sales and marketing assets to capture the business value 

To pitch to stakeholder through effective communications 

reflective methods 

To shape and understand your value proposition to different stakeholders and clients 

The analysis social impact in line with theory of Change and SDG Frameworks 

 

Competences 

The student will learn the fundamentals of business foundations and be able to prototype a service and 

product to a point where it can be introduced to the market or to potential investors. They will be able 

to identify their USP using stakeholder analysis and stakeholder communications, in turn allowing for 

tangible business planning and engagement strategies to be created. They will be able to identify value 

propositions based on different clients and needs. Last but not least, they will be able to evaluate 

stakeholders in order to find out if their social activities work like intended.  

 

 Keywords (for Module 2 - Social Innovation and Impact) 

Design Cycle  

 Human Centered Design 

 Product Design  

 Service Design  

 Prototyping 
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 Value Proposition 

 Unique Selling Point 

 SDGs 

 Theory of Change 

 

Vocabulary (for Module 2- Social Innovation and Impact) 

ǒ Design Cycle ς 4 steps: understand opportunity or problem, develop ideas, test solutions, 

evaluate and repeat. These activities run simultaneously with frequenting intensity.  

ǒ Human Centered Design: use of participatory action research making the target group part of 

the design cycle, Minimum Viable Product, Safety and Regulations, Patenting  

ǒ Value Proposition - A value proposition is a promise of value to be delivered, communicated, 

and acknowledged. It is also a belief from the customer about how value will be delivered, 

experienced and acquired. A value proposition can apply to an entire organization, or parts 

thereof, or customer accounts, or products or services.  

ǒ USP - A unique selling proposition (USP, also seen as unique selling point) is a factor that 

differentiates a product from its competitors, such as the lowest cost, the highest quality or the 

first-ŜǾŜǊ ǇǊƻŘǳŎǘ ƻŦ ƛǘǎ ƪƛƴŘΦ ! ¦{t ŎƻǳƭŘ ōŜ ǘƘƻǳƎƘǘ ƻŦ ŀǎ άǿƘŀǘ ȅƻǳ ƘŀǾŜ ǘƘŀǘ ŎƻƳǇŜǘƛǘƻǊǎ 

ŘƻƴϥǘΦέ 

ǒ Minimum Viable Product - the product at the end of the design cycle.  It allows you to test the 

products core functions to assure the USP is reached.  

ǒ Theory of Change - a standardised framework for measuring social impact and creating viable 

pathways for route to market strategies.   
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B.1 Prototyping and Testing 
Welcome to Module 2. Here we start thinking about making your idea a reality. No matter if you like to 

create a product or service or just want to try out a social experiment or invent social research, you will 

have to test and constantly refine your approach or product. This commonly adheres to repeating cycles 

of trial and error that is natural in any innovation and testing process. When we talk about prototyping 

we commonly understand this as the process of producing a test for your service, product or idea and 

testing it. You can have prototypes that are just a minor part of your idea or a prototype that is already 

very close to the end product, or the final so-called final prototype.  The process of getting to this point 

demands that you constantly question yourself, your core assumptions as well as how you think the 

world works. It is important not to get lost in this process and not move on from it because you did not 

solve all the small problems that you did not sort out until now.  

B.1.1 Design Cycle 

This subtopic will illustrate the design cycle for the development of a product or service. It will provide 

the opportunity for participants to understand how they can take advantage of as well as create their 

own design cycles. This is not a very strongly structured process in which you can neatly 

compartmentalize each activity. While working on a prototype or conducting a test, there are constantly 

new ideas or concerns that will have to be addressed. The design cycle is a matrix or a guide that 

orientates you when to address which concern efficiently. Try to have a lot of fun! 

B.1.2 Human Centered Design (HCD) 

This sub-topic will define what HCD is and it can be used for the design of a product or service. 

Participants will be asked to engage with HCD and to apply it to their own project. To keep it quick. HCD 

is the process of putting yourself in the shoes of the group or person in such a way that you do not miss 

anything important. Ideally this process will guide you to invent and implement the idea with the people 

you most want to serve with your idea. 

B.1.3 Prototyping 

This subtopic will illustrate what prototyping consists of and how it can be used. It will provide an 

ŀƴŀƭȅǎƛǎ ƻƴ ǘƘŜ ŘƛŦŦŜǊŜƴǘ ŀŎǘƛǾƛǘƛŜǎ ǿƛǘƘƛƴ ǇǊƻǘƻǘȅǇƛƴƎ ǘƻ ǎǳǇǇƻǊǘ ŀ ǎƻŎƛŀƭ ŜƴǘǊŜǇǊŜƴŜǳǊΩǎ ǳƴŘŜǊǎǘanding 

of the design process. Ideally prototyping allows you to test all aspects of your idea in such a way that 

you are confident to implement your idea. It assures that there are safeguards in place to take care of 

any emergency or unintended consequences. Just make sure you enjoy this process not too much as 

some inventors never leave the prototype stage. Make a plan and stick to it and ask for help along the 

way.  
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B.2.1 Design Cycle 

THEORY 

What is a Design Cycle? 

A mode of designing a product or service which describes in detail how a new idea will come into being 

and includes the Inquiry and Analysis phase(explain, identify, analyse & develop); the developing Ideas 

phase; the Creation of the Solution phase (construct, demonstrate, create & justify) and last but not 

least the evaluation phase (test, evaluate & explain). 

What is the design cycle? 

All products and services that you develop follow a method. This has been formalised for your 

convenience to assure that you do not miss or skip a step. Specifically, each step is a multitude of 

actions that you have to define as a practitioner, considering your time and resources. It is also of 

essential importance to regard the cycle as such. Do not stop because you underwent the cycle one 

time. You will have to undergo the design cycle a multitude of times to assure that you come up with the 

best minimum viable product. 

Specifically, a Design cycle includes: 

ǒ Inquiring and Analysing stage: Here you outline and examine the need that you are trying to 

satisfy with your product and service. You will identify and prioritize what open questions still 

need to be answered in order for you to start producing a test product/service. At the same 

time, you should examine already existing products/services that you are competing with and 

that you want to learn from. Through these activities you will be able to formulate a design 

brief, which is nothing else, then a document that outlines the priorities and scope of the work 

ahead.  

ǒ Developing Ideas stage: Here you start to sketch out design ideas. While doing so you come up 

with specific benchmarks and points of importance that you want to keep in mind. Looking at all 

the different design ideas, choose one and present the design to people that will work on the 

design or that will benefit from it. Based on the Feedback develop a detailed plan for a 

service/product that you want to prototype. Ideally, sketch it out in detail the design and follow 

it until you could test it.  

ǒ Creating the Solution stage: Here you plan everything you need to produce the design you want 

to test. Assure you acquire, possess the, or lean on somebody with the technical skills required 

in making the design a reality. Marketing Strategy to include a market research, target groups, 

competitors, SWOT analysis, Pricing, Promotion and Advertising Strategy 

ǒ Evaluation the outcomes stage: Here you design tests and decide upon evaluating parameters 

and benchmarks. If the design did not reach the goal you can use the benchmarks to explain 

how the design could be improved to reach a better outcome. Now the cycle comes full circle, 

so to speak, you are now asked to explain the impact of the design on the need you address. 

Starting the cycle anew if you let it.  
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It is important to stress that these stages of the cycle touch one another and their synergy between 

them becomes more apparent. This is by no means a set in stone process but rather a guiding wheel 

that prevents you from losing focus. 

 

 Example: I want to bake you a cake. What cake do you want? I will ask you! I will examine 

your feedback and look at current best practices and contemporary recipes about cakes to find 

inspiration for a recipe. I will write down a new recipe that I want to test out. I will develop the test 

recipe further and ask you for feedback. I will then look into testing the recipe in the real world, assuring 

I have the skills, tools and safety measures that should be inplace, I will bake a very small test cake 

following the test recipe. I will set out a couple of parameters that link to your original feedback (maybe 

fruity or very moist or very creamy). I will test eat the cake and evaluate the outcome. Did it meet the 

parameters you gave me for a great cake? If so, I will proceed to bake a very big cake for you, if not I will 

try to improve the recipe and my understanding of your needs. Please enjoy some imaginary cake I 

made for you. It took me a couple of attempts to find out exactly what you need and how to bake the 

perfect cake for you.     

B.2.2 Human Centered Design 

What is the purpose of Human Centered Design? 

There are many ways of going about designing a product or service. Schools of thought have formed 

around different approaches. The one most potent and applicable for social enterprise is human 

centered design. This approach was developed by a design firm with a strong background in empathic 

design and user lead design called IDEO back in the 1990s. 

Human Centered Design follows a very fundamental principle which is that the user or consumer of a 

service or product is the best to make design decisions.  It is a creative approach to problem solving. 

When you understand the point of view of people that you try to reach, you will not only change your 

perspective but also come up with ideas they embrace. HCD is a process that consists of 3 phases and 

compliments you design cycle. Inspiration, Ideation and Implementation are the basic components 

when applying HCD to your different parts of your design process. The following instructions come 

straight out of the guide which you can find online.10 

Before outlining the different phases it is important to assure the right mindset is present. You should 

be aware that you are able to do anything and change anything. It needs individual change makers that 

lead the way for others to follow and anyone can be that person. You are able to make things with your 

hands or with your brain that are unique. This confidence has to be felt by the practitioners of HCD and 

should motivate him or her to engage into the creative process with an open mind and a positive spirit. 

                                                           
10

 Human Centered Design Guide by IDEO 

https://d1r3w4d5z5a88i.cloudfront.net/assets/guide/Field%20Guide%20to%20Human-
Centered%20Design_IDEOorg_English-0f60d33bce6b870e7d80f9cc1642c8e7.pdf 

https://www.ideo.com/
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Failure has to be embraced and to be learned from to do better, iterate your designs and change specific 

aspects of it to feel the real world change the design change made. Assure that you feel a lot of empathy 

with the people you want to design for.  

The Inspiration phase is about learning on the fly, opening yourself up to creative possibilities, and 

ǘǊǳǎǘƛƴƎ ǘƘŀǘ ŀǎ ƭƻƴƎ ŀǎ ȅƻǳ ǊŜƳŀƛƴ ƎǊƻǳƴŘŜŘ ƛƴ ŘŜǎƛǊŜǎ ƻŦ ǘƘŜ ŎƻƳƳǳƴƛǘƛŜǎ ȅƻǳΩǊŜ ŜƴƎŀƎƛƴƎΣ ȅƻǳǊ ƛŘŜŀǎ 

ǿƛƭƭ ŜǾƻƭǾŜ ƛƴǘƻ ǘƘŜ ǊƛƎƘǘ ǎƻƭǳǘƛƻƴǎΦ ¸ƻǳΩƭƭ ōǳƛƭŘ ȅƻǳǊ ǘŜŀƳΣ ƎŜǘ ǎƳŀǊǘ ƻƴ ȅƻǳǊ ŎƘŀƭƭŜƴƎŜΣ ŀƴŘ ǘŀƭƪ ǘƻ ŀ 

staggering variety of people. 

In this phase you repeatedly define your design challenge and the problem you want to solve. Iterate 

this as much as possible to frame your design problem appropriately. Strive to build a team, do research 

on secondary sources (Internet, books, articles, etc.) and strive to recruit people to join you with the 

project, while you create your plan to test your design. Timing is important, assure that you have a 

calendar at hand to plan when you do what. Interview people about the design problem you want to 

solve to create empathy and increase your understanding of the problem. Please make sure you ask 

open ended and unbiased questions when interviewing people that are giving you their thoughts. In 

addition, it is very helpful to conduct group interviews and expert interviews to clarify issues that you 

need further information on or to nail down a specific point. Make sure you illustrate the outcome of 

your research in various ways and mirror it back to the people you talked to.  

A good approach to spark ideas is to address their problems as they are seen.  Too often disadvantaged 

people and communities define their problems in the terms handed down to them by the authorities 

and agencies that service them, from the police to the housing, social care and education agencies and 

others. 

The problem tree workshops are a way of getting people and communities to understand their problems 

in their own terms as an important step to solving them by setting up their own social enterprises.  But 

there is no shortcut to this.  What is first needed is a conversation with all the parts of a community; the 

young, the old, the students, the mothers, the migrants, etc, about how they see their community and 

the problems they face.  This takes time and patience and preferably something that local people should 

do themselves with some support. 

Once these conversations have been had, it is important to start focusing on the key problems as they 

are seen.  Taking each problem at a time, the Problem tree approach allows to see the problems in their 

full, understanding the causes and effects.   

Problem Tree Analysis:  

The problem analysis is based on taking one problem at a time and exploring the causes and effects in 

detail giving a good logical base upon which to structure the social objectives. To begin there should be 

an agreement about the actual social problems to be addressed by an organisation or a group of people. 

Once the problem has been identified, the possible causes need to be identified (the roots of the tree). 
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Each cause can  be further analysed by asking why?  Next is to examine the effects of the problem 

(branches of the tree) and analyse what each effect might lead or contribute to.   

Turning problems into objectives:  

The statement of the problem tree gets converted from a negative statement into a positive one.  This 

simply turns the problem tree into a tree of objectives. The previous causes (roots) become objectives 

that should be achieved and the effects (branches) become goals that will be obtained once the problem 

is fully addressed or even solved.  

In the Ideation ǇƘŀǎŜ ȅƻǳΩƭƭ ǎƘŀǊŜ ǿƘŀǘ ȅƻǳΩǾŜ ƭŜŀǊƴŜŘ ǿƛǘƘ ȅƻǳǊ ǘŜŀƳΣ ƳŀƪŜ ǎŜƴǎŜ ƻŦ ŀ vast amount of 

ŘŀǘŀΣ ŀƴŘ ƛŘŜƴǘƛŦȅ ƻǇǇƻǊǘǳƴƛǘƛŜǎ ŦƻǊ ŘŜǎƛƎƴΦ ¸ƻǳΩƭƭ ƎŜƴŜǊŀǘŜ ƭƻǘǎ ƻŦ ƛŘŜŀǎΣ ǎƻƳŜ ƻŦ ǿƘƛŎƘ ȅƻǳΩƭƭ ƪŜŜǇΣ ŀƴŘ 

ƻǘƘŜǊǎ ǿƘƛŎƘ ȅƻǳΩƭƭ ŘƛǎŎŀǊŘΦ ¸ƻǳΩƭƭ ƎŜǘ ǘŀƴƎƛōƭŜ ǊŜǎǳƭǘǎ ōȅ ōǳƛƭŘƛƴƎ ǊƻǳƎƘ ǇǊƻǘƻǘȅǇŜǎ ƻŦ ȅƻǳǊ ƛŘŜŀǎΣ ǘƘŜƴ 

ȅƻǳΩƭƭ ǎƘŀǊŜ ǘƘŜƳ ǿƛǘƘ ǘƘŜ ǇŜƻǇƭŜ ŦǊƻƳ ǿƘƻƳ ȅƻǳΩǾŜ ƭŜŀǊƴŜŘ ŀƴŘ ƎŜǘ ǘƘŜƛǊ ŦŜŜŘōŀŎƪΦ ¸ƻǳΩƭƭ ƪŜŜǇ 

ƛǘŜǊŀǘƛƴƎΣ ǊŜŦƛƴƛƴƎΣ ŀƴŘ ōǳƛƭŘƛƴƎ ǳƴǘƛƭ ȅƻǳΩǊŜ ǊŜŀŘȅ ǘƻ ƎŜǘ ȅƻǳǊ ǎƻƭǳǘƛƻƴ ƻǳǘ ƛƴǘƻ ǘƘŜ ǿƻǊƭŘΦ 

This is when you start actually making things τ this phase is about visualizing, brainstorming, and 

ŘƛǎŎǳǎǎƛƴƎ ŀƭƭ ǘƘŜ ǇƻǘŜƴǘƛŀƭ ǎƻƭǳǘƛƻƴǎΦ Lǘ ŘƻŜǎƴΩǘ ƳŀǘǘŜǊ ƛŦ ǘƘŜȅΩǊŜ ŦƭŀǿŜŘ ƻǊ ƛƳǇǊŀŎǘƛŎŀƭΤ ȅƻǳ ǿŀƴǘ ǘƻ 

document all your ideas because there is always a reason you thought of them. There might be aspects 

of one idea that are silly, but there may be aspects that you can apply to another idea where they make 

more sense. Seeing all of your ideas in front of you will help you and your end-ǳǎŜǊ ƘƻƴŜ ƛƴ ƻƴ ǿƘŀǘΩǎ 

ƎƻƛƴƎ ǘƻ ǿƻǊƪ ŀƴŘ ǿƘŀǘΩǎ ƴƻǘΦ ¢Ƙƛǎ ƛǎ ƴƻǘ ǘƘŜ ǘƛƳŜ ǘƻ ƎŜǘ ƎƻƛƴƎ ǿƛǘƘ ƘƛƎƘ-fidelity prototypes τ basic 

sketches, lists, or small-ǎŎŀƭŜ ƳƻŘŜƭǎ ŀǊŜ ǿƘŀǘ ȅƻǳΩƭƭ ƴŜŜŘ ǘƻ ǘŀǇ ƛƴǘƻ ȅƻǳǊ ŎǊŜŀǘƛǾƛǘȅ ǿƛǘƘƻǳǘ ǘƘŜ 

pressure to produce a polished final product. A storyboard is an exercise when you walk through the 

main events of someone using your product to determine the structure of it. A really important part of 

ǘƘŜ ƛŘŜŀǘƛƻƴ ǇƘŀǎŜ ƛǎ ǘƻ ŎƻƭƭŜŎǘ ȅƻǳǊ ǳǎŜǊǎΩ ǊŜŀŎǘƛƻƴǎ ǘƻ ȅƻǳǊ ŎƻƴŎŜǇǘǎΦ Lǘ ŎƻǳƭŘ ǘǳǊƴ ƻǳǘ ǘƘŀǘ ǿƘŀǘ 

ǎŜŜƳŜŘ ƭƛƪŜ ǘƘŜ ōŜǎǘ ƛŘŜŀ ǘƻ ȅƻǳ ŘƻŜǎƴΩǘ ŦŜŜƭ ǉǳƛǘŜ ǊƛƎƘǘ ǘƻ ȅƻǳǊ ǳǎŜǊǎ τ ŀƴŘ ƛǘΩǎ ƳǳŎƘ ōŜǘǘŜǊ ǘƻ Ŧƛnd 

that out before you spend a lot of time making a beautiful interactive prototype or start coding. If you 

ŎƻƴǎƛŘŜǊ ǘƘŀǘ ŦŜŜŘōŀŎƪ ŜŀǊƭȅΣ ȅƻǳ Ŏŀƴ ƛǘŜǊŀǘŜ ƻƴ ȅƻǳǊ ōŜǎǘ ƛŘŜŀǎ ǳƴǘƛƭ ȅƻǳΩǾŜ ƳŀŘŜ ȅƻǳǊ ǿŀȅ ǘƻ ŀ ǿŜƭƭ-

developed concept that works for everyone. 

In the Implementation ǇƘŀǎŜ ȅƻǳΩƭƭ ōǊƛƴƎ ȅƻǳǊ ǎƻƭǳǘƛƻƴ ǘƻ ƭƛŦŜΣ ŀƴŘ ǘƻ ƳŀǊƪŜǘΦ ¸ƻǳΩƭƭ ōǳƛƭŘ ǇŀǊǘƴŜǊǎƘƛǇǎΣ 

ǊŜŦƛƴŜ ȅƻǳǊ ōǳǎƛƴŜǎǎ ƳƻŘŜƭΣ Ǉƛƭƻǘ ȅƻǳǊ ƛŘŜŀΣ ŀƴŘ ŜǾŜƴǘǳŀƭƭȅ ƎŜǘ ƛǘ ƻǳǘ ǘƘŜǊŜΦ !ƴŘ ȅƻǳΩƭƭ ƪƴƻǿ ǘƘŀǘ ȅƻǳǊ 

ǎƻƭǳǘƛƻƴ ǿƛƭƭ ōŜ ŀ ǎǳŎŎŜǎǎ ōŜŎŀǳǎŜ ȅƻǳΩǾŜ ƪŜǇǘ ǘƘŜ ǾŜǊȅ ǇŜƻǇƭŜ ȅƻǳΩǊŜ ƭƻƻƪƛƴƎ ǘƻ ǎŜǊǾŜ ŀǘ ǘƘŜ ƘŜŀǊǘ ƻŦ ǘƘŜ 

process. 

¸ƻǳΩƭƭ ōǳƛƭŘ ǇŀǊǘƴŜǊǎƘƛǇǎΣ ǊŜŦƛƴŜ ȅƻǳǊ ōǳǎƛƴŜǎǎ ƳƻŘŜƭΣ Ǉƛƭƻǘ ȅƻǳǊ ƛŘŜŀΣ ŀƴŘ ŜǾŜƴǘǳŀƭƭȅ ƎŜǘ ƛǘ ƻǳǘ ǘƘŜǊŜΦ 

!ƴŘ ȅƻǳΩƭƭ ƪƴƻǿ ǘƘŀǘ ȅƻǳǊ ǎƻƭǳǘƛƻƴ ǿƛƭƭ ōŜ ŀ ǎǳŎŎŜǎǎ ōŜŎŀǳǎŜ ȅƻǳΩǾŜ ƪŜǇǘ ǘƘŜ ǾŜǊȅ ǇŜƻǇƭŜ ȅƻǳΩǊŜ ƭƻƻƪƛƴƎ 

to serve at the heart of the process. While doing so consider new offerings and new users for your 

solution.  

B2.3 Example - HCD in action 

One team designed a comprehensive sanitation system to serve the needs of low-income 
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Ghanaians. The Clean Team service is a custom-designed stand-alone rental toilet as well as a waste-

removal system, but the design work extended to the entire service ecosystem including branding, 

uniforms, a payment model, a business plan, and key messaging. Unilever and WSUP piloted the project 

with about 100 families in the city of Kumasi, Ghana, before launching in 2012. 

INSPIRATION - The Inspiration phase of the project was intense, with scores of interviews needed to 

understand all facets of the design challengeΦ ά.ŜŎŀǳǎŜ ǎŀƴƛǘŀǘƛƻƴ ƛǎ ŀ ǎȅǎǘŜƳǎ-level challenge we knew 

ǘƘŀǘ ǿŜ ŎƻǳƭŘƴΩǘ Ƨǳǎǘ ŘŜǎƛƎƴ /ƭŜŀƴ ¢ŜŀƳΩǎ ǘƻƛƭŜǘΣέ ǎŀȅǎ ǘŜŀƳ ƳŜƳōŜǊ ŀƴŘ ŘŜǎƛƎƴŜǊ 5ŀƴƴȅ 

Alexander.After six weeks of talking with sanitation experts, shadowing a toilet operator, digging into 

the history of sanitation in Ghana, and talking to scads of Ghanaians, key insights about what the toilet 

should look like and how waste should be collected emerged.An important historical note came out too: 

For years Ghana had night soil collectors, people who cleaned out bucket latrines each night. But 

because many night soil collectors dumped human waste in the streets, night soil collection was banned 

in the 1990s as a threat to public health. This meant the team could leverage an existing behavior 

around in-home waste removal, but they would have to avoid any association with illegal dumping. 

IDEATION - This was a lightning-fast phase in the project, one that leapt from learnings to prototypes in 

seven weeks. After brainstorming with its partners and everyday Ghanaians, the team determined which 

direction to take and began testing its ideas. What aesthetics did people like? Would a urine-diverting 

toilet work? Would people allow servicemen into their homes? Where in the home would the toilet go? 

Can you design a toilet that can only be emptied at a waste management facility? 

By building a handful of prototypes and modifying existing portable toilets, the team got tangible 

elements of the service into the hands of Ghanaians. They learned how the service should be positioned, 

early ideas around marketing and promotion, as well as certain technical limitations, namely that though 

flush functions appeared popular early in the goings, water scarcity was a major factor to contend with 

and nobody relishes disposing of his own waste. 

IMPLEMENTATION - Once the service offerings and look and feel of the toilet were more or less fleshed 

out, WSUP ran a live prototype of the Clean Team service. Because tooling for toilet manufacture is so 

expensive, WSUP used off-the-shelf cabin toilets, which approximated about 80% of the toilets that 

IDEO.org would design, to test the service. They got great results, went ahead with manufacturing, and 

as of 2012, the toilets were in production. They sport IDEO.org-created branding and the Clean Team 

service has found its way into the lives of thousands of people. 
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B.3 Prototyping 
Please examine the presented cycle. A new type of design cycle? Or is it? Please go through the steps of 

this cycle and ask yourself how this is different to what has been talked about before!? 

Yes they are all the same. Everyone is just copying from one another, as no one has a precise recipe for 

innovation. Learning by doing while not losing focus is the name of the game.  

It is now time to start prototyping! Before you start, make a plan to lay out all the needed steps for your 

design/prototype cycle. Make sure you plan for benchmarks and involve the people you design and 

prototype for. This is an amazing time to ask for help, make friends and find supporters.  

Please assess where you will make it? Makerspaces, Fab Labs, Innovation Labs, Business Accelerators, 

Design sprints and more opportunities might be around the corner.  

Tools designed for prototyping are Wikifactory, Figma or just pen and paper. Visualize your idea. Here 

are more tools that you might want to consider: Sketch (design platform), Figma (design platform), 

InVision (great functionality and easy to use), Marvel (currently better for embedding videos), 

NounProject (icons), FontAwesome (icons), Unsplash (quality photos). It also helps to build a prototype 

out of lego or playdough.  Go wild, go crazy, just keep the objective and time in mind.  

Please consider a Gantt chart. You have to list the different steps you take, the resources and tools to 

take them as well as the timeline itself. Now take a small step and try out a specific problem to solve. Do 

not use your main design. Purely use a specific problem you have that might be related or might be 

something in your room or how you use a certain object in your daily life. You have one hour to plan and 

you have one hour to prototype a solution to the problem. This does not need to be an object, this can 

be service or a change in behaviour. This exercise is purley there to understand and apply the process, 

not to come up with something that works! 

 

Example: Prototyping  

My problem was sitting comfortably while typing. For you, it can be any problem, like a constant cold 

draft on your neck, anything. 

This was difficult, right? This was an exercise to get comfortable with not knowing what a good result 

looks like. Learning by doing! What did you design? Build? I adjusted the position of my screen by 

constructing a little tower for my laptop out of old boxes and attached a keyboard to it allowing my neck 

to relax while I look at the screen. Others have created an air funnel for their office A/C so the air does 

not flow directly onto them. What did you build? 
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B.4 Value Proposition & USP definitions 
Let us start by familiarizing yourself with the terminology. 

Value Proposition - A value proposition is a promise of value to be delivered, communicated, and 

acknowledged. It is also a belief from the customer about how value will be delivered, experienced and 

acquired. A value proposition can apply to an entire organization, or parts thereof, or customer 

accounts, or products or services.   

USP - A unique selling proposition (USP, also seen as a unique selling point) is a factor that differentiates 

a product from its competitors, such as the lowest cost, the highest quality or the first-ever product of 

ƛǘǎ ƪƛƴŘΦ ! ¦{t ŎƻǳƭŘ ōŜ ǘƘƻǳƎƘǘ ƻŦ ŀǎ άǿƘŀǘ ȅƻǳ ƘŀǾŜ ǘƘŀǘ ŎƻƳǇŜǘƛǘƻǊǎ ŘƻƴϥǘΦέ 

USP is not just marketing. It is about making sure that all your stakeholders are aware of and can 

articulate the USP with regard to their individual position. USPs are not just for customers but also for 

investors and workers. 

Now let us consider what a customer or target group profile looks like and what unique way you might 

have found to engage with them. In order to do so, it helps to consider the following graphic. Here you 

ǎŜŜ ǘƘŜ ǊŜƭŀǘƛƻƴǎƘƛǇ ōŜǘǿŜŜƴ ǘƘŜ ά±ŀƭǳŜ tǊƻǇƻǎƛǘƛƻƴέ ŀƴŘ ǘƘŜ ά/ǳǎǘƻƳŜǊ tǊƻŦƛƭŜέΦ 

¢ƘŜ ά±ŀƭǳŜ tǊƻǇƻǎƛǘƛƻƴέ ŀƭƭƻǿǎ ȅƻǳ ǘƻ ŀƴŀƭȅǎŜ ȅƻǳǊ ƻǿƴ ōǳǎƛƴŜǎǎΦ !ǘ ŦƛǊǎǘ ŀǎƪ ǘƻ ƭƛǎǘ ǘƘŜ Ǝŀƛƴ ŎǊŜŀǘƻǊǎ ǘƻ 

your customers. What specific aspects of your service or product create gains? Next, you are asked to 

list all the products and services that you offer. Finally you are asked to list the pain relievers you are 

able to relieve with your product or service.  

This is put in contrast to the customer profile. There are a variety of ways to create a customer profile. 

Here is one:  Analyze your customers according to the pains they have and the gains they want. At the 

same time, list the products and services they usually use and find any discrepancies between these 

points.  

Another way to better understand the customer and your USP is by creating an Empathy Map of your 

customer. Please think of the customer engaging with your product or service. What will he say, see, do  

Having thought and worked around your USP, it is now time to answer the following questions in a very 

direct way. Please try to be as concise and straightforward as possible!  Ideally you are able to answer 

this question in one sentence purely focusing on your core business/social function. 

Synopsis of Module B  
The ability to invent and learn from mistakes while working on an invention is a stressful task. One's own 
ineptitude to do everything and the inability to learn certain things can lead to frustration and anxiety. 
The tools offered in this Module are supposed to support you and calm you. Not to increase the anxiety 
levels. Working on a prototype and really understanding your USP is not a straightforward process like a 
cooking recipe that you can just follow and get a nice cake. Much rather it is like learning to ride a 
bicycle or playing an instrument. Trial and error is the name of the game.  
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You were asked to prototype and iterate as well as refine your prototype in this Module. Then we 
moved to the unique selling point of your idea and worked on really understanding it, as well as 
articulating it to various stakeholders. You learned to articulate your value proposition in different ways 
and dug deep into the design and prototype cycle by doing it yourself.  

Tools like empathy maps and maker communities hopefully guided your path of understanding as well 
as enlightened you towards the long road ahead. Please keep the Human Centered Design approach in 
the forefront of anything you do.  

 Review Questions of Module B.  

1. What is the purpose of the Design Cycle? 

a. To assure that cycles are designed holistically.  

b. To lay out a plan to design a product or service.  

c. To assure that you design a test for your prototype. 

 

2. What is Human Centered Design (HCD)? 

a. It is a technique to design a product or service focusing on the user. 

b. It is a technique to identify the main target user of the product or idea. 

c. It is a method to be used to assess the design cycle in relation to prototyping when 

conducting a user impact evaluation. 

 

3. What is the difference between a Design Cycle and Prototype Cycle? 

a. A design cycle outlines the method of how to design your product or service, while the 

prototype cycle gives me a method to plan the prototyping process. 

b. There are no large differences between them. 

c. A design cycle outlines a plan of how to design your product production and scale it, while the 

prototype cycle gives me a method to cycle between different working steps in the prototype 

phase.  

 

4. What is a maker space? 

a. It refers to the place where small businesses produce their goods. 

b. It refers to the space where you meet with other people that produce similar products and 

services such as yours. 

c. It refers to the space where you can produce and plan your idea with the help of their tools 

and a community. 

 

5. Why is Supply Chain management important? 

a. Because it can lower overall costs and boost profitability of an enterprise. 

b. Because it helps the enterprise to acquire a competitive advantage in the market. 

c. All of the above. 
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6. A GANTT chart is a drawing of my plan touching upon the time and resources I will need for 

each step I want to take. 

a. True 

b. False 

 

7. What does an Empathy Map do? 

a. It measures how much people like your idea. 

b. It measures the amount of empathy in your target user or client. 

c. It measures how people perceive your product or service according to their senses. 

 

8. Can a value proposition summarize all advantages of your idea/product/service? 

a. Yes, this is the purpose of the value proposition. 

b. No, the value proposition just focuses upon the most important cost reward aspects of the 

idea. 

c. Yes, it highlights all aspects of the idea focusing on all the aspects of the product for all 

stakeholders with special emphasis on finances. 

 

9. What does USP stand for : 

a. Understated selling point 

b. Unique selling point 

c. Unique saturated perspective 

 

 For Further study (links to available online resources: documents, essays, video, etc.)  

- How to teach prototyping:  

https://www.youtube.com/watch?v=9O9Q8OVWrFA&ab_channel=GDC 

- IDEO how to prototype a service:  

https://www.youtube.com/watch?v=Szw6KlTMUT4&ab_channel=IDEOU 

- IDEO Tom Kelly on Human Centered Design: 

https://www.youtube.com/watch?v=L1pBhHjGKvI&ab_channel=HighResolution  

- Design Thinking for Innovation: 

https://www.youtube.com/watch?v=8IavbiZ9GAs&ab_channel=USDSchoolofBusiness  

- The Design Thinking Toolbox: A Guide to Mastering the Most Popular and Valuable Innovation 

Methods by Michael Lewrick and Patrick Link 

- What is your USP: https://www.youtube.com/watch?v=LYuk9aMWRQ8&ab_channel=TomFerry 

- Tips for defining your USP: https://www.youtube.com/watch?v=_-

exzBjsUhI&ab_channel=InnovateUK  

https://www.youtube.com/watch?v=9O9Q8OVWrFA&ab_channel=GDC
https://www.youtube.com/watch?v=Szw6KlTMUT4&ab_channel=IDEOU
https://www.youtube.com/watch?v=L1pBhHjGKvI&ab_channel=HighResolution
https://www.youtube.com/watch?v=8IavbiZ9GAs&ab_channel=USDSchoolofBusiness
https://www.youtube.com/watch?v=LYuk9aMWRQ8&ab_channel=TomFerry
https://www.youtube.com/watch?v=_-exzBjsUhI&ab_channel=InnovateUK
https://www.youtube.com/watch?v=_-exzBjsUhI&ab_channel=InnovateUK
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- Design Cycle introduction: 

https://www.youtube.com/watch?v=1qHxB0kwOmo&ab_channel=MeredithHuskies  
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Module C - Social Enterprise Marketing 

Introduction 
A social enterprise is a business created for a social purpose. It is supposed to achieve social good by 
applying business principles and practices. Social enterprises do not fundamentally differ from normal 
businesses apart from their social mission. SEs usually put more emphasis on applying ethics and values, 
democratic and inclusive decision making, and wealth sharing. They tend to build a wide network which is 
also used for   their marketing. Even so, the key marketing rules that all social enterprises have to obey are 
the same for the business enterprises.  

Marketing is a bridge linking SE to its business and social goal. SE cannot implement its mission without 
respecting marketing rules and requirements.  It needs to run a process of elaborating the cohesive strategy 
for creating, communicating, delivering, and exchanging products/ services with value for customers.  

Each SE running a business has to refer to the specific group of consumers most likely to want SE's product or 
service. It has to break a large market into smaller segments to concentrate on a specific group of customers 
and focus on meeting their needs. 

Aims and objectives (for Module C: Social Enterprise Marketing) 

This module aims to develop and improve the skills and competencies due to understanding social enterprise 
(SE) marketing. The ultimate objective is to provide individuals the know-how and knowledge foundation to 
be able to run a social enterprise getting benefits from putting SE Marketing into practice.  

 

This module aims for the learners to understand what social enterprise (SE) marketing is and develop their 
skills in planning it. 

The participants will know and understand how to market a social enterprise's a product/ service and 
mission. They will be able to implement this knowledge into their everyday practice: 

ǒ Who is the target audience of their SE's a product/service and mission? 

ǒ How can they meet their needs with the SE's product/service? 

ǒ How to create a proper marketing strategy for their SE's a product/service and mission? 

After the completion of this module, the participants will be in a position to: 

ǒ Understand the concept of Social Enterprise Marketing and know how to implement it into practice. 

ǒ Understand how to build a bridge between their SE and customers. 

ǒ Discuss issues and challenges of SE Marketing from personal and organizational perspectives and 
share experiences 

ǒ Communicate effectively. 

Learning Outcomes 
Knowledge: 

ǒ The marketing mix elements: Product, Price, Place, People, Process and Physical evidence  
ǒ The target audience definition and practical justification 

ǒ Methods of targeting the audience 
ǒ Unique challenges ESs face with regards to marketing their products/services/ mission. 
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Skills: 

ǒ To explain the marketing due to SE activities 

ǒ To use 7 Ps mix for planning marketing due to SE's activity. 

ǒ To analyze the market due to targeting the audience. 

Competences: 

ǒ To plan SE's marketing  
ǒ To run a business and keep social values at the same time. 

ǒ To target the audience in SE's practice and analyzing the market. 

 

 Keywords  

ǒ Marketing 
ǒ Marketing mix 
ǒ Target audience 
ǒ Marketing communication 

Vocabulary 

ǒ Marketing is the management process responsible for identifying, anticipating, and satisfying 
customer requirements profitably. 

ǒ The marketing mix is a general phrase used to describe the different kinds of choices organizations 
have to make in the whole process of bringing a product or service to market. 

ǒ Targeting - in marketing is a strategy that breaks a large market into smaller segments to 
concentrate on a specific group of customers within that audience. It defines a segment of 
customers based on their unique characteristics and focuses solely on serving them 

ǒ Target audience refers to the specific group of consumers most likely to want SE's product or service. 
Therefore, the group of people who should see SE's campaigns and other activities. 
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C.1. Marketing planning: overview 
C.1.1. Marketing in social enterprise 

This sub-topic will illustrate how social enterprises are fundamentally no different from normal businesses 
apart from their social mission. It will emphasize that SE's should put all that the organization intends to do 
in a business plan concerning its social mission and consider the social impact. 

C.1.2. Marketing planning 

This subtopic will illustrate how marketing focuses on the fundamental practices that every company/ SE has 
to carry out - identifying customers, researching their needs and preferences, analyzing factors that 
influence their purchasing decisions, and persuading them to buy products and services from you rather than 
a competitor.  

C.1.1 Marketing planning as a part of SE's activity  
THEORY 
C.1.1. Marketing in social enterprise 

What is marketing? 

Marketing is the activity for creating, communicating, delivering, and exchanging products/ services that 
value customers.   

The marketing focuses on the fundamental practices that every company/ SE has to carry out - identifying 
customers, researching their needs and preferences, analyzing factors that influence their purchasing 
decisions, and persuading them to buy products and services from you rather than a competitor. All this 
requires a coordinated, considered, and realistic strategy in terms of making the most effective use of the 
resources and budgets available. 

Marketing is considered a key management discipline that ensures that producers of goods and services can 
interpret consumer desires and match or exceed them.  

What is Societal Marketing? 

Societal Marketing is based on the principle of societal welfare. It emphasizes that an organization must 
make strategic marketing decisions keeping in mind the consumer wants, the organizational needs and most 
important the long term interests of the society. 

The Societal marketing concept is significant because of the following advantages it has: 

ǒ It ensures that all the economic resources are channelized in the right direction. 
ǒ It develops enterpreneurs as well as managers in a specified society. 
ǒ It raises the living standard of the people. 
ǒ It increases the speed of economic development of society. 
ǒ Lǘ ƳŀƪŜǎ ŜŎƻƴƻƳƛŎ ǇƭŀƴƴƛƴƎ ƳƻǊŜ ǎƛƎƴƛŦƛŎŀƴǘ ŀƴŘ ƳƻǊŜ ŦǊǳƛǘŦǳƭ ǘƻ ǇŜƻǇƭŜΩǎ ƭƛŦŜ 

(source: https://www.managementstudyguide.com/societal-marketing.htm) 

 

Why should SEs work on marketing planning? 
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A social enterprise is a unique way of doing business.  The key difference between it and other businesses is 
the fact that a social enterprise is a business created to further a social purpose in a financially sustainable 
way. 

A SE is distinguished from a conventional business because it is established to tackle a problem or promote a 
cause as its primary intention. Tackling that problem or challenge becomes the organizations' 'social 
mission'. 

Although social enterprises apply business principles and practices to achieve social good, the key elements 
of the marketing activity for a large profit-making company and a small co-operative or social enterprise are 
the same, but the scale can be different.  

As social enterprises do not fundamentally differ from normal businesses apart from their social mission. 
Although profits are not the primary motivation behind a social enterprise, revenue still plays an essential 
role in the venture's sustainability. Sustainable revenue differentiates a social enterprise from a traditional 
charity that relies on outside funding in the form of donations or grants to achieve its social mission. 
Regarding this, SE's should put all that the organization intends to do in a business plan concerning its social 
mission and consider the social impact. 

The marketing planning should be central to the SE's business performance because it addresses the most 
important aspects of the market. SE's cannot implement their mission without respecting marketing rules 
and requirements.  

C.1.2 Marketing planning 
What is marketing planning? 

The process of elaborating the cohesive strategy for creating, communicating, delivering, and exchanging 
products/ services with value for customers is called marketing planning. It involves analyzing and deciding 
on: 

ǒ Who your target market(s) are? 

ǒ How you meet their needs with your products and/or services 

ǒ How to market your SE and its mission, your products, and services effectively? 

ǒ How to create a proper marketing strategy for the future? 

Traditionally, these considerations were known as the 4Ps τ Product, Price, Place, and Promotion. As 
marketing became a more sophisticated discipline, three 'Ps' were added: People, Process, and Physical 
evidence. All are called the marketing mix.  Philip Kotler and Gary Armstrong (2010) define the marketing mix 
as the set of controllable, tactical marketing tools ς product, price, place, and promotion ς that the firm 
blends to produce the response it wants in the target market. 

Marketing mix: 

ǒ Product - SE has to find out what customers need or want and then develop the right product/ 
service with the right level of quality to meet their expectations, both now and in the future. 

ǒ Price - SE has to find out how much customers are prepared to pay for its product/ service, regarding 
its quality, competing with larger rivals, value-adds, or better value for money making a profit. 

ǒ Place - SE has to find out how to make its product/ service appropriate and convenient for the 
customer due to the right place, the right time, and the right quantity (while keeping storage, 
inventory, and distribution costs to an acceptable level).  
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ǒ Promotion - SE needs to decide how to communicate what it does and offer customers regarding 
offered product/ service and its mission and social impact. SE must gain attention, be appealing, 
send a consistent message, and - above all - give the customer a reason to choose SE's product/ 
service. 

ǒ People - SE has to be aware that its reputation rests in the hands of SE's team. It must be 
appropriately trained, well-motivated, and have the right attitude.  

ǒ Process - SE has to decide how to deliver the product/ service to gain customer satisfaction. 
Customers may want reassurance they are buying from a reputable organization that acts 
concerning social values.  

ǒ Physical evidence - SE has to decide how to confirm the customer's assumptions, low their 
uncertainty while he/she decides on choosing the product/service.  

Each of the elements of the marketing mix is key to success. All of them should be considered together. No 
element can be considered in isolation τ you cannot, for example, develop a product without considering a 
price or how it will reach the customer. 

For example, SE cannot develop a product/ service without considering a price or how it will reach the 
customer. 
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C.2. Target Audience Mapping and testing: overview 

C.2.1. Target Audience Mapping 

This sub-topic will illustrate who the target audience is and what factors should be considered while 
targeting the audience. The emphasis will be put on benefits from targeting the audience. 

C.2.2. A practical approach to Target Audience Mapping 

This subtopic will focus on practical aspects of defining the audience for social enterprises, including  SE's 
customers and the community it impacts. 

 

 

C.2.1 Target Audience Mapping and testing 

THEORY 

What is ES's target audience?  

A target audience is a specific group of customers or receivers most likely to respond positively to SE's 
product/ service/ message. It is crucial to know who SE's audience is.   

The target audience refers to the specific group of consumers most likely to want SE's product or service, 
and therefore, the group of people who should see its activities. The target audience may be dictated by age, 
gender, income, location, interests or a myriad of other factors. 

Mapping the target audience allows breaking a large market into smaller segments to concentrate on a 
specific group of customers within that audience. It defines a segment of customers based on their unique 
characteristics and focuses solely on serving them. 

What benefits from targeting the audience can SEs get? 

To run SE activity effectively, it should first need to define its target audience. When SE tries to appeal to the 
broadest possible audience for its products and services, it often feels exhausted without much to show for 
its efforts. Its messaging doesn't resonate with anyone in particular. Instead of trying to reach an entire 
market, a brand uses target marketing to put its energy into connecting with a specific, defined group within 
that market. 

Through targeting SEs' products/ services get more specific about their target market. They can focus on a 
small group of customers who will most likely benefit from and enjoy their products/ services. 

For example, a SE that sells a homemade soap may decide to focus on a smaller, specific target market. 
Instead of marketing to the masses, they may focus solely on selling soap to young mothers for their kids. Or 
they could choose to market to vegans exclusively. Both examples are smaller, more specific segments of the 
soap's potential market. 

SE can benefit from targeting the audience thanks to:  

ǒ Figuring out what every customer wants, and meeting those expectations, will keep SE in business. 
SE knows that it needs to improve and extend existing products and sometimes develop new ones. 

ǒ Speaking directly to a defined audience - marketing messages resonate more deeply with audiences 
when readers can relate directly to the information. SE can focus on crafting messages for one 

https://blog.alexa.com/marketing-research/target-market/
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specific audience. When it speaks directly to the people it wants to target, it is more likely to attract 
the right people. 

ǒ Differentiating its product/ service from competitors ς instead of speaking to every customer, SE can 
focus on a smaller audience segment and start to stand out from competitors. When customers can 
identify with SE's brand and its unique selling propositions, they will choose SE's products/ services 
over competitors.  

ǒ Building deeper customer loyalty - the ability to stand out from competitors by reaching customers 
on a more personal, human level also creates longer-lasting relationships. When customers identify 
with SE's product/service and feel like SE advocates for their specific perspectives and needs, they 
will likely be more loyal and continue to buy product/service over a longer period. 

ǒ Improving product/service - knowing the customers more also helps look at the product/ service in a 
new way. Having a deep understanding of SE's target audience, SE can put itself in its shoes and see 
how it can improve its offerings.  

ǒ Staying focused allows SE to get more specific about its marketing strategies, initiatives, and 
direction of product/service. It helps clarify the vision and get everyone in the organization on the 
same page. SE has more direction in shaping upcoming plans for both marketing and the business as 
a whole. A focused approach helps SE fully optimize its resources, time, and budget. 

C2.2 A practical approach to Target Audience Mapping 

How to target the audience in SE's practice? 

It is crucial to know who SE's audience is. When defining their audience for social enterprises, SE has to 
define its customer and the community its impact (a traditional company only needs to understand their 
customer). 

Most often, the target audience analysis is based on specific factors like: 

ǒ 5ŜƳƻƎǊŀǇƘƛŎΥ ŀƎŜΣ ƎŜƴŘŜǊΣ ŜŘǳŎŀǘƛƻƴΣ ƳŀǊƛǘŀƭ ǎǘŀǘǳǎΣ ŜǘŎΦ ϊ  
ǒ Psychometric: values, beliefs, interests, personality, lifestyles, etc. 

ǒ Behavioral: purchasing or spending habits, user status, brand interactions, etc. 

ǒ Geographic Areas: neighborhood, city, region, etc. 

Target audiences can be segmented further into categories that reference intent, location, interests, and 
more: 

ǒ Interest - Separating groups based on their various interests, including hobbies and entertainment 
preferences. It can help SE make data-driven, highly personalized messaging that allows SE to 
connect with its audience in meaningful ways that can help drive brand loyalty. 

ǒ Purchase Intention -  Defining groups of people who are looking for a specific product. It will help SE 
understand its audience's pain points and create tailored messaging that addresses their needs. 

ǒ Subcultures - Referring to groups of people who share a common experience, such as music genres 
or entertainment fandoms. By understanding some of their motivations, SE can better understand 
who it is trying to connect with. 

To be successful at targeting, SE should use real data and facts to form its target audience. It is useful to:  

1. Conduct interviews with SE's former and current customers. 

2. Talk to SE's sales team and find out what trends they see and experience. 

https://blog.alexa.com/the-complete-guide-to-marketing-strategies/
https://www.marketingevolution.com/knowledge-center/topic/marketing-essentials/location-based-marketing?hsLang=en
https://www.marketingevolution.com/marketing-essentials/data-driven-marketing?hsLang=en
https://www.marketingevolution.com/marketing-essentials/what-is-brand-equity-marketing-evolution?hsLang=en
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3. Track data on SE's point of sale systems and web analytics. 

4. Engage in social listening on social media to see what conversations customers have about your 
brand and industry. 

There are a few techniques for targeting an audience. Two of them are described below: 

ǒ The Empathy Map shows how to map SE's target audience's behavior and influence their way of 
thinking.  It treats six different aspects of SE's target audience. What they hear, think & feel, see, say 
& do but also their pain and gain. Each of these areas helps to look from a different perspective to 
understand the target audience truly.  
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Figure 6 - Empathy Map (source: https://www.textmetrics.com/map-target-audience (2021.06.29) 

ǒ Making Persona ς allows creating a lifestyle, gender, age etc. and testing all of SE's ideas and content 
to this person. SE can search for real people who fit SE's personage and ask for their opinion or fit 
SE's ideas to what SE thinks its target audience likes. Persona helps to focus on SE's target audiences. 
Creating audience personas is key to put yourself in SE's target audience's shoes and tailor its offer 
to their interests.  

 

Knowing ES' ideal audience helps decide which target markets to focus on. When ES deeply knows its ideal 

customer, it can identify ways to segment them into a more defined audience. 

To make a persona, you can follow questions like below: 

ǒ Who are these people? 
ǒ What are their values? 
ǒ What is important to them? 
ǒ How would they dress? 
ǒ How old are they? 
ǒ Where do they go for leisure, and how often? 

ǒ Where do they shop? 
ǒ Where do they spend most of their time, on or offline? 

ǒ What social media sites do they use? 

ǒ Χ 

ǒ Χ 

The list of questions is uncomplete and should be developed due to the SE's activity and offering product/ 
service/  

How to test the audience? 

The big companies carry out testing methods when they are getting ready to launch a new product/service. 
They may conduct public testing trials by allowing the customer to use the product or service for free in 
return for their feedback. SEs which have limited resources can smartly use this testing method. You get up 
close and personal with the person you have targeted as your target audience and offer them the 
opportunity to test out your product or service, then get them to give their feedback. It may mean you gift 
them a free product in return for a review, or you can offer a free trial of your service for a review. 

Synopsis of Module C 
The Social Enterprise Marketing Module aims to develop and improve your knowledge, skills and attitudes 

due to achieving social good by applying business principles and practices. You will learn about the key 

aspects of marketing a social enterprise's product / service and mission. The Module focuses on practical 

aspects of how to market your social enterprise's product/ service concerning your SE's mission. 

Through the Social Enterprise Marketing topic, you will get an insight into the basic elements of the 

marketing planning (like 7Ps), similarities and differences between business-oriented entities and social-

oriented ones, and benefit from targeting the audience. These specific factors are considered while mapping 

https://www.textmetrics.com/map-target-audience
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the audience and breaking a large market into smaller segments to concentrate on a specific group of 

customers and meet their needs. 

The Module is composed of 2 topics:  (1) Marketing planning as a part of SE's activity; (2) Target Audience 

Mapping and testing. Both of them include some practical tools you can implement in your practice. 
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 Review Questions of Module C. 

All questions will be elaborated on during the sessions by the participants. This method of self-assessment is 
highly effective due to learning long-term outcomes). 

1. What does the key difference between the business activity of social enterprises and profit-oriented 
business entities? 

ǒ Combining social mission with a financially sustainable business activity 
ǒ Putting less emphasis on financial sustainability 

ǒ Tackle problems that business entities do not face 

ǒ Employing persons who face some difficulties in the labor market 

2. What is marketing for? 
ǒ Identifying customers and researching customers' needs and preferences 
ǒ Analyzing factors that influence customers' purchasing decisions 
ǒ Persuading customers to buy products and services from you rather than a competitor 

ǒ All above 

3. Why do social enterprises have to follow the marketing process? 
ǒ To create a proper strategy for their SE's a product/service and mission 

ǒ To build a bridge between their SE and customers 

ǒ To take under consideration all elements and factors that can influence their business activity 

ǒ All above 

4. What elements of the marketing mix is the most important for social enterprise? 
ǒ Product, price and promotion 
ǒ Product, promotion and people 
ǒ Price, process, place and physical environment 
ǒ All elements should be considered together as all together are the key to success 

5. What is the target audience? 
ǒ A specific group of people who can support social enterprise's mission 

ǒ A specific group of customers or receivers most likely to respond positively to SE's product/ 
service/ message 

ǒ All potential buyers 
ǒ A specific group of people who can benefit from the social enterprise activity 

6. Why should social enterprises target the audience? 
ǒ To meet donors expectations  
ǒ To complete the formal requirements 
ǒ To reconstruct its mission 
ǒ To focus on selected group's needs with its product/service 

7. What factors should be considered while targeting the audience? 
ǒ To build more personal communication and longer-lasting relationships 
ǒ To improve product/service  
ǒ To optimize its resources, time, and budget 
ǒ All above  
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 For Further study (links to available online resources: documents, essays, video, etc.)  

ǒ European Venture Philanthropy Association, BE. (2020) The investing for impact at 
https://evpa.eu.com/uploads/publications/EVPA_Investing_for_Impact_Toolkit_2020.pdf (Accessed 
7th April 2021) 

ǒ European Venture Philanthropy Association, BE. (2010) Social Enterprise: from definitions to 
developments in practice at https://evpa.eu.com/uploads/publications/Social-Enterprise_From-
Definitions-to-Development-in-Practice.pdf (Accessed 10th March 2021) 

ǒ The Chartered Institute of Marketing, Marketing, and the 7Ps:  A brief summary of marketing and 
how it works https://www.cim.co.uk/media/4772/7ps.pdf (Accessed 18th November 2020) 

ǒ Social Enterprise London, UK. (2020) Marketing your Social Enterprise, at 
http://www.socialenterprisebsr.net/wp-content/uploads/2016/05/Marketing-Your-Social-
Enterprise-Social-Enterprise-London.pdf (Accessed 18th November 2020) 
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Annex 3 - Activities for platform Module C 
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