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The Interreg CE SENTINEL project

This T O O L B @oabissto provide hands-on tools and methodologies for This lead to a diverse SE landscape across theEuropean Union, where SEs
the support of Social Enterprises in disadvantaged regions. While there is provide useful, and potentially disruptive, tools and actions to enhance
an ever-growing diversity of training approaches for the support of  Social inclusive socio-economic development and promote employment and
Enterprises( SEs ), the ouni gue slokikpaniaylarp o i n tcdmpetitivenesh threughttle ontobilisation of civil society actors and the
focus on the development if disadvantaged regions. wider population.
Following its Social Business Initiative (SBI, 2011) the European While there are numerous different definitions of Social Enterprises
Commission defined Social Enterprises by referring to three key being applied in the European member states, the INTERREG CE
dimensions: SENTINEL projecthas not adopted a unique definition for Social
% Entrepreneurial dimension : Social Enterprises (SEs) run Ent.erprises 6Ithe SE Ia@dscapes (and underste'mdings.) in the partner
7 continuous economic activity - which distinguishes Social regions are simply too diverse. Instead the project relied on an open
Enterprises from traditional non -profit organisations/ social approach that embraced the various understandings of SE governing the
economy entities partner regions in Eastern Europe. This allowed regions to exchange
experiences and knowledge, while also supporting their regional SEs
@ Social dimension: In order to achieve primarily and explicitly a during the project.

social purpose - which distinguishes Social Enterprises from

mainstream (for -profit) enterprises . . ! , .
( P ) P SEsare drivers for sustainable economic, social and environmental

growth and development in communities struggling to cope with inapt
societal infrastructures and regressive developments. However, despite
their best efforts, SEs often lack crucial skills and competences in the
The EUCommissio®d s def i nition is based on pr \fval){_ tgei\y [r)up tgef‘s" bussnp]efgscrasewls %a?/ h-o¥v%veer-, TESE T 255 ef‘flcllent

. . . . . . business operations, an insufficient financial architecture, sub -optimal
majority of Member States while respecting their diversity of political, ) N _ _ _ _

. : . . ] service provision to their target group and, ultimately, business failure.

economic and social contexts as well as the capacity for innovation of
social entrepreneurs. As a consequence, different EU Member States
adopted new legislation and/or created strategies and/or policies to
support SEsd devel opment.

Governance dimension: Social Enterprises have an inclusive and
transparent organisation and / or ownership system



The approaches presented in this Toolbox aim to address some of these
specific challenges and lead the way to creative problem -solving and
help SEs thrive despite (or very much because of) challenging
circumstances.

% On the SENTINEL Webpage, you can access all individual
2 - 0
pilot reports as well as reports on the state of Social  Entre-

reading!

The Toolbox is designed for organisations providing dedicated support
and coaching/mentoring for SEs operating in peripheral and/or less
developed regions within Central Europe (CE). Social Enterprises directly
benefit local development and correct major socio -economic imbalances
while benefiting local communities, a crucial asset to secure the

standard of living to current and future generations. However, bespoke
support for SEs is limited and social business support services still in
nascent stages

The Toolbox is part of the SENTINEIproject. The project aims at

creating new service models which will use support technigques adapted

to the territorial and operational specificities of SEs . A starting point for
the implementation of these activities will be innovative support

methods which will enhance entrepreneurial mindsets, management

skills, operational processes and competitiveness of SEs in disadvantaged
regions in Central Europe.

preneurshipof SENTI NEL6s six partner countries.

The S ENT | NPHolsAAstions

SENTI NELO3s pverédimglementad im Sodifferent Central
European countries: Poland, Czech Republic, Hungary, Slovenia and
Italy . The pilot actions aimed at improving the support to potential and
existing Social Enterprises, especially in rural areas of less developed
regions. They were designed based on needs analyses conducted
throughout the project .

Enjoy the

In Hungary and Slovenia, the pilots focused on improving the
sustainability of existing SEs as well as on the exploration of their growth
potential. In Italy, the pilot project was set up to strengthen SEs to
become generators of local community development. Potential social
entrepreneurs (SEs in the early stage start -up phase) were addressed in
the pilots implemented both in the Czech Republicand Poland. Different
stages, varying country contexts as well as identified needs led to
differences in approaches to design and implement the pilot actions.

In total, 52 trainers and mentors have organised 205 events within the
SENTINELpilot activities. These activities reached 142 persons. Also 323
employees of Social Enterprises were involved in the pilot activities.

A range of tools was developed and tested in the course of the
implementation of the Pilots from End of 2018 until the end of 2019.
While testing the various approaches, partners faced several challenges
deriving from external and internal factors, which had to be addressed
and should be taken into account in future activities and in the building
of the social economy support ecosystems.



Lets get in touch and exchange!

In the spirit of the European idea, the SENTINEIProject built on the
exchange of perspectives and ideas of all 10 Project Partners from 5
countries. In this light we want to encourage everyone interested to
connect and develop ideas together. In our map you will find the

| ocations of SENTINELGs five Pilo
Partner for the development of this Toolbox. Furthermore you will find
the contacts to all SENTINEL-Partners In the Annex;| et 6 s wc

together!

GERMANY Berlin -Brandenburg 'T'A}LY o
(Friuli Venezia Giulia,

aSocial I. e t o % Veneto)

www.socialimpact.eu aFrom Social
Enterprises
toCommunity Hubo

CZECH REPUBLICMoravia #mountainregions
Alnstitute of Social | nnovat i on s §erntorialcapital

s #socialpact
www.socialni -inovace.cz %
SLOVENIA
(Podravje)

aSocial Enterprise HU B 0
#disadvantagedregion
#entrepreneurialskills

<7

o

7

VRSO

v

#businessmentoring Our Toolbox builds on expertise from diverse

contexts from all over Central Europe. We are

happy to connect the dots!

0 S o cHntarprise Start -up
Il ncubationo
#socialeconomysupport
#startupideasupport
#socialexcludedperson

he responsi bl e

CZECHREPUBLIC
(Moravia)

OAccel o at or
SocialChangeo
#selfemployment
#ruraldevelopment
#vulnerablegroups

HUNGARY
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#disabledpeople
#HORECAnNetworking
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How to use this ToolBox

Besides the first two sections of the Toolbox dwhich represent a brief Inspiration Mainstreaming

introduction into the  SENTINEIPr oj ect and the context
Business in di s adGhaptert3aegresdntsithe lgeartooh s 6

the document. It contains the collection of Tools which the ~ SENTINEL
Partnership identified as relevant building blocks for the development of

Social Enterprises. Each Tool provides the reader with a step -by-step

guide on how to apply the methodology. It gives orientation about the

context the tool can be and should be used in (e.g. for the development @ Go wi th the flow! SENTINELGs Soci
of your Business Model). Journey will guide through our Toolbox in  four phases.

@ OUser cent er e-didolbgTooldanc e The 4 phasesdOur 6 Soci al Entrepreneur sh
Each of the tools provides step -by-step guidance to arrive at key 7 Besides that, each tool can be applied individually. The

outcomes. The first page gives the user an overview aboutthe t ool & s Toolbox is divided in a sequence of four a -typical phases that many

rationale , expected outputs etc. of the respective tools. This is enriched Social Enterprises go through. We allocated Tools to every phase.

by references to further readings that the reader may consult to gain a While - in reality - founding a social enterprise is everything but a

more profound idea about the potential and applicability of each tool. linear process, this may allow the reader to understand the long

founding journey to establishing a successful SE in a nutshell.
Workshop dActivate your network
Z} Eachtool consists of plenty activities and working steps that
eventually guide the reader trough the process. While some tool can be
seen as an individual iterative process, many of the tools require the
reader to go out and integrate employers, partners or stakeholders in a
workshop setting. For this, the reader can build on templates and
working sheets as well as practical information to organise and structure
the required working settings.
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What do Social Enterprises in
disadvantaged regions do ?

This chapter discusses the potential of Social Enterprisesto tackle In undertaking activities to fulfil these local needs, SEs have a positive
societal challenges in o0disadvant ag e didpad enrdiffereatfacets ofrdisagvardaged areag in whicls they dparate
term o0di sadvantagedd c pemumbansrerbanr ur al as wel | as

settings that underwent structural changes in their socio -economic ¢ Economic impact: For example, a contribution to job creation,
environment throughout the past decades (e.g. due to the collapse of especially for disadvantaged social groups (e.g. people with a
European Socialism). migrant background, handicapped people); affordable housing;

touristic attractions; retaining and/or creation of infrastructure;

Also the SENTINEL projecto si ts on the shoul der of pboﬁmé“?{"tofé%smess development)
and thus has been informed by prior research and analysis.

Our Annex provides an list of further readings that also bl Social impact: For example, delivering social services to rural
informed this chapter. P populations, such as healthcare, eldercare, childcare and
mobility; empowering of vulnerable social groups and capacity
In what fO”OWS, we define Social Enterprises in accordance to the bu||d|ng’ qua“ty of re|a‘[i0nships among social groups,
definition of the European Commission(CE, 2011). The EC defines a strengthening trust, solidarity and community cohesion.
social enterprise as 0an operator in the social economy whose main
objective is to have a social impact rather than make a profit for their {;} Environmental impacts: For example, utilising renewable energy,
owners or shareholders. It operates by providing goods and services for CO2 reductions, increase of biodiversity, re/upcycling,

the market in an entrepreneurial and innovative fashion and uses its environmental awareness, focus on local resources, reducing

profits primarily to achieve social objectives. It is managed in an open irah=ponatvniexienaliicsian YRR

and responsible manner and, in particular, involves employees, ] ] ) ] ]
Many. Social Enterprisesfocus not ?n one single |mPatct.but deliver a

consumers and stakeholders affected by 7its commercial _act’l v i eso.

combination of activities at the same time. This renders Social

Enterprises potent actors to contribute to sustainable and inclusive

Social Enterprisesin disadvantaged regions are found to deliver a broad i
development in disadvantaged areas.

range of products and/or services. Their main contribution seems to lie
in fulfilling local needs that are not met otherwise.



Characteristics of Social Enterprises in
disadvantaged regions

SEs operating in disadvantaged regions expose idiosyncratic Therefore, it seems beneficial to have a wide variety of employees and
characteristics. The latter may proof relevant to interested stakeholders collaborators i.e. people with different skills and from different

and potential entrepreneurs alike 6r angi ng from t he mes | prokessionallbackgroinds, involved within the social enterprise. This

best support your | ocal Soci al Ent er pwdrsiee tays ean lcaursd eosmetrhbe t or ahmiws a toi dreds ¢
design support programmes for SEs as a public decisionrma k er 6 . As aadaptability and long -term success. Besides strong local networks, non-

Soci al Entrepreneur yourself this ma ylocal networksmeprgsent onads theuntost pigmificanh exteraal suppartn i g u e

selling pointsdé of SE business model smechanisms that Social Enterprisesdevelop to successfully implement

Serving the community

@ Social Enterprises have a strong focus on serving the community
as they are often characterised by high levels of local involvement. This
focus on the collective is of great importance for the way in which  Social
Enterprises are established and in which they may grow into sustainable
organisations. Community involvement seems to be a necessary condition
to build up legitimacy within the locality that is serviced. In addition, it
helps to mobilise local resources (e.g. capital, volunteers, employees,
customers) that are necessary to support the emergence and
sustainability of these organisations.

Tapping resources and networks

Social Enterprises combine a wide range of resources. For
example: public funding and trading income, volunteers and paid staff,
internal (within their own community) and external resources. This
combination of resources requires Social Enterprises to interact with
different stakeholders and to act both within formal and informal
networks.

solutions for their communities. These non-local strategic networks
provide essential access to resources and specific knowledge often
absent in the local territory or community.

The Importance of volunteers

(7 Time, energy and expertise of volunteers is of great importance
concerning both the emergence and sustainability of rural Social
Enterprises. Nonetheless, the presence of volunteers also carries
downsides: They can limit the growth potential of the organisations (e.g.
due to a lack of reliability and commitment) and create tension with
paid staff. An excessive reliance on volunteers also carries the risk of
volunteer fatigue and burn -out, which can have negative health
consequences for the individuals involved.



The socio-economic environment of Social
Entrepreneurship

The conmtiextdvant aged regionso i mpl i es Thedynanicbetwearr Sodal Bnterprises ahd fublie insttutians/policy

sociooeconomic environments that frame

Entrepreneur shipo.

The rural environment
@ The rural environment seems to provide both enabling and
constraining factors for Social Enterprises. For example, the market
context (lack of competitors), a culture of self -help, support from local
communities and the small size of an enterprise (which make them
easier to manage) seem to favour rural Social Enterprises. On the other
hand, geographic characteristics of rural areas, limited access to
qualified) work force, small market sizes and insufficient business
support infrastructures may function as structural barriers in such
contexts.

Public institutions play a crucial role in such environments. In order to
sustainably support their constituency institutional actors must
understand the challenges their region faces. Social entrepreneurs can
play a key role in tackling such bottlenecks but need further support to
realise their ideas. Institutional supporters are, thus, essential not only
to provide technical and financial support, but also to build local
awareness andcatalyse available resources.

t makerdioob gredtamportanse fay the davelopmengof r&a ¢ Soaidl

Enterprises. Different studies show how municipalities/local
governments, local development companies and some governmental
programmes were critical for the success of rural Social Enterprises.

However, often there is a gap between political aspirations and the
actual support provided for the development of SEs. Some of the main
challenges for rural Social Enterprisesin relation to politics are found to
be the following: unfavourable procurements processes that
predominantly prioritise large companies (e.g. contracts); procurement
processes that do not incorporate key issues for Social Enterprises such
as environmental clauses or the extra costs of delivering services to
vulnerable groups; uncertainty about the duration of state support; lack
of context -sensitive politics.

ooo| 1he (peri -)urban environement
Eﬁg Social Enterprises, which operate in towns, frequently deal with
surroundings and communities affected by the loss of one (or multiple)
dominant industry. These towns, and the surrounding areas, are forced
to reinvent a new path of development as they are confronted with the

social and economic consequences of the loss of a dominant industry.




It also means that pre -existing beliefs about the character of the town,
conceptions concerning the local identity, must be revised and
reinvented. Among others, new resources, arrangements, competences
and new aspirations must be tapped. Low levels of education, a culture

of dependency and the fact that external parties might have a poor

image of the area exacerbate local challenges. However, generally these
areas may, too, be characterised by an (pre-)existing infrastructure built
around the old industry. For Social Enterprises operating in such areas, a
few things seem to be important :

= Cooperation with multiple stakeholders:  To capitalise on the full
potential of regional resources, different stakeholders ranging from
potential employees to political institutions must to be persuaded
and mobilised. The resources needed to achieve this can range
from immaterial resources (for example trust) to material
resources (for example start -up capital).

—> Importance of non -local networks: To access material and
immaterial resources which communities might lack, it is important
to build strong networks outside the community.

— Importance of relating to institutional frameworks: Local,
regional, national and supranational institutional layers play an
important role in restructuring such regions. To be able to tap into
resources provided by institutional parties, building relationships
with institutional partners is critical.

SENT I NHanhdbosk: How to effectively
manage Networks

Complementary to this Toolbox the SENTINEL project dedicated special
emphasis on testing and developing approaches of how to best manage
Networks that are relevant for the development of  Social Enterprisesin
disadvantaged regions. Thus- in a similar testing process as the
development of this Toolbox dthe Handbook of managed networkso
comprises the following :

Who's the target of the Handbook? The Handbook is useful for people
working in second-level organisations, such as consortia, and SE Support
Networks, such as incubators, co-working spaces, business angels,
consultants, etc. but it can also be useful for SEs.

What is a Social Enterprises Network? A community of stakeholders and
agents operating in the sector of social entrepreneurship, sharing a
vision, values, needs, goals and resources and a set of strategies and
processes to connect them effectively.

%I n order to access SENTINELOs Hal
please refer to the download -section of the SENTINEL
webpage.

Why Networks are to important:  If organised within a network, SEs are
more likely to overcome the common challenges they face in the
everyday activities. This happensthrough sharing knowledge and
experiences, partnerships, visions, by negotiating more effectively
toward the outside as a group and being more efficient through sharing
common services.
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Every social enterprise starts with a first idea, often based on own

biographical experiences of the founder (team). Therefore, founders

frequently bring in expert knowledge related to the societal challenge at the

core of enterpriseds mission, However, t h
these o0good iIintentionsd into a promising
with strong experience in organisational and business development might

need exposure to experts knowledgeable of the societal context of the

entrepreneurial endeavour.

In this early inspirational phase this toolbox will support startups di.e.
through various tools, e.g. a self -assessment tool to help critically reflect
ideas in terms of strengths and weaknesses. This will allow a company to
gain a comprehensive understanding of the (market) potential of their
respective ideas.



In a nutshell é

The Auto-Diagnosis Tool enables Social Enterprises to evaluate
their innovative and creative skills. It points out the strengths
and weaknesses in the SES creativity and innovation potential in
order to allow the company to be aware of their situation on the
market.

The aim of the tool is to enable the social enterprise to improve
capabilities and make its business more market -oriented,
profitable and sustainable.

The results of the assessment are presented in a simple, easy to
understand and visually appealing manner.

The essential steps
1 Team selection

2 Session 1:Self-perception vis -a-vis perception and position of
competitors

3 Session 2:Areas of operation
4 Session 3 Identification of gaps

S5  Focuspoints of SEs businesses

12

When to use?

You can use this tool repetitively when you need to assess the
position of your company on the market in relation to your
innovative and creative capabilities. When using the tool for the
first time it is recommended to use the tool with the guidance of
a facilitator. Subsequent and once understood the tool may serve
as a self-diagnosis tool.

How to?

Organisation of 3 sessions with the team composed of the SES
staff members to assess innovative and creative capabilities of
the company in comparison with the competitors .

Time & Resource needs

To apply the tool properly it is necessary to conduct 3 separate
half-day sessions.

— Blank A4 copies of the tables (first session)
—> Al or A0 sheet with the table (second session)
— Set of post-its with different colours



Team selection

The initial step to exercise a SE ~ s self-diagnosis is the selection of
the appropriate managerial and staff to participate in the action.

=) The team selected to apply the auto -diagnosis tool should 8
ideally dencompass staff members from all areas and units of
the enterprise (e.g. for small SEs a group between 3 and 5
persons is recommended).

—» Participating team members should have experience and
historical knowledge about the organisation.

Tip: When the tool is used for the first time, the matrix should
be used with the guidance of a facilitator. Subsequent times it
may be applied also as self-diagnosis using only SE s internal
staff capacities.

Session 1: Self-perception vis-a-vis
perception and position of competitors

Objective of session 1.:

To use the TABLE to reflect on the team “ s own strengths and
weaknesses measured against the competition.

E— Work with the TABLE n °1 (page 16)

DD In the first session, score related to pre -defined questions
range from 1 to 5, 1 being the lowest score and 5 the highest.
Questions should be answered in numerical order.

Key:

Weak d need to improve / need help with this
Average d could still improve in this

Good - in comparison to competitors

Very good d better than most competitors

o w0 DdPE

Excellent dbetter than competitors in this field



How to proceed?

= Facilitator presents methodology, objectives as well as the
evaluation TABLE to the participating team.

< Each participant receives an A4 blank copy of the TABLE.

=) Eachparticipant fills in the TABLE  according to his/her
perceptions.

= Once filled in, team members share their scores . This
fosters discussion among the team to re -assess scores where
values on some questions diverge significantly.

— Team agrees on a final score for each point in the TABLE.

How to complete the session 1?
= Final scored TABLE is agreed by all members of the team.

— Discussion and agreement on different points of view amongst
team members.

Session 2. Areas of operation

Objective of session 2:

Reflect in the TABLE the activities, procedures, routines, etc. carried
actually in the organisation .

How to proceed?
—> The TABLE should be printed as large as possible3A1 or AO0.
—> Each member of the team receives a set of post -its.

= Each participant uses post-its to fill in the TABLE according to
his/her perceptions.

—> Independent form one another, team members fill in the post -
its. They inform about any systematic activities carried by the
organisation.

= Finally, each team member presents his/her ideas and attach
the post-its to the correspondent squares of the printed TABLE.



Foster discussion on the listed activities:

> Who engages in realising the proposed activities? All
employees or just one person?

—> How often? Is it systematic?

—> Does everybody in the organisation know these activities are
being carried out?

Result of session 2:

A Activity map according displays real actions carried out by the
organisation.

A Discussion and agreement on different activities to be carried
out in the organisation among team members.

Session 3. ldentification of gaps

Objective of session 3:

Contrast of the gaps between perceptions and real activities and
point out weaknesses and areasfor improvement.

Methodology:

Prior to this session, a facilitator conducts a critical analysis of
the two previous sessions. The results are captured in a brief
report. This analysis should include three parts:

1. Featuresand functioning of the
the organisation:

= Perceptions gathered in the 1 st session.
—> Contrasted activities gathered in the 2 "d session.

—» Comparative analysis between perceptions and
activities .

2. Precise short term action proposal.
3. Areasfor improvement in the long term.

How to proceed?
= Foster discussion in the team.

= It would be useful to develop a guidance note for the
facilitator for each of the questions.

(@



Focus points for SE
micro businesses

Sector or Market

I\)I

Competitors

Suppliers

Ability to
understand

1 2 3 4 5

How well do you
understand the
sector or market
you are working
in?

1 2 3 4 5

How well do you
understand what
your competitors
do?

1 2 3 4 5

How well do you
understand what
your suppliers do
and with whom?

Ability to use this
information

1 2 3 4 5

How well do you
respond to new
trends in the
sector?

1 2 3 4 5

How well do you
respond to any
offers made by
competitors?

1 2 3 4 5

How well do you
respond to new
offers or
proposals from
your suppliers?

Ability to solve
problems

1 2 3 4 5

How well do you
react to problems
created by new
markets or trends?

1 2 3 4 5

How good are you
at dealing with
problems for your
business created
by competitors?

1 2 3 4 5
How good are you
at getting what
you need from
your suppliers?

Ability to learn
from this
experience

1 2 3 4 5

How well do you
learn from your
sector or market?

1 2 3 4 5

How well do you
learn from dealing
with these
problems?

1 2 3 4 5

How well do you
learn from
problems you
have had with
suppliers?

Ability to be
creative or
innovative

1 2 3 4 5
How good are you
at responding to
the market by
creating or trying
something new?

1 2 3 4 5

How able are you
to think through
new ideas to take
the advantage
over competitors?

1 2 3 4 5
How good are you
at finding new
supplier sources
or changing your
approach to
current suppliers?

Ability to apply or Notes

to put into action

1 2 3 4 5

How good are you
at putting these
ideas into action
to exploit new
market
opportunities?

1 2 3 4 5

How good are you
at putting into
action ideas to
respond to
competitors?

1 2 3 4 5
How good are you
at making sure

the supplier
understands your
companyads
developing
needs?

Table with the questions for the team members (part 1): to be printed for the team members to execute SE " s self-assessment.

Source: Own processing (USI)

16



1 l1l203]af5]1f2]3]af5]1]2]3]al5]1]2]3]4a]l5]1]2]3]4]5]1]2]3]af5]

Customers or How well doyou How good are How well doyou  How well doyou How good are
Clients understand what you at you at solve customer learn from your you at adapting
your customers responding to problems with customers? to future
or clients need?  your customer or  your product or customer needs
client needs? service? and new
demands?

1 2 3 4 5 1 2 3 45 1 2 3 45 1 2 3 45 1 2 3 4 5

I

your sector?

5 Collaborators or How well doyou How well doyou How well doyou How well doyou How good are
business associates understand what respond to solve problems learn from you at adapting
(those outside the  your requests for from working collaborating? to collaborate?
company with collaborators do  collaboration? with
whom you work and with whom? collaborators?
together on joint
projects)

1] 1020 3 s N2 gl4 0801203 s N2 isl4B01 020 3 0s
Products or How well doyou How good are How good are How good are How good are
services understand you at adapting you at solving you at adapting you at creating

developments your product or problems your products or  new products or
being carried out  service to meet identified with services? services as a
in the products identified your product or result?
or services in customer needs? service?
1

12 3 4 5 1 2 3 4 5 1 2 3 451 2 3 45 1 2 3 45

7 Processes How good are How good are How good are How good are How good are
you at you at adapting you at solving you at learning you at creating
identifying new your business to | problems in the and improving new processes?
processes or respond to new way that you do | your processes?
new ways of ways of doing things in your
doing things? things? business?

How good are
you at putting
into action new
products or
services in
response to
customer needs?

1 2 3 4 5
How active are
you at looking
for
collaborations or
business
associates?

1 2 3 4 5
How good are
you at putting
new products or
services into the
market?

1 2 3 4 5
How successful
have you been

in applying new
processes to
your business?

Table with the questions for the team members (part 1): to be printed for the team members to execute SE " s self-assessment.

Source: Own processing (USI)

17
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Social
Responsibility

Sole proprietor or
managing director

Employees and /
or Teams

How well do you

understand

corporate social

responsibility
(CSR)?

1 2 3 4 5

How good are you
at thinking of new

ideas?

1 2 3 4 5

How good are
you at finding
out ideas /
suggestion or
problems the
team might
have?

How good are you
at adapting your
company to CSR?

1 2 3 4 5

How good are you
at putting those

ideas into
practice?

1 2 3 4 5

How good are
you at
responding to
their ideas or
suggestions?

How good are you

at solving

conflicts related
to CSR in your

company?

1 2 3 4 5
How good are you

at responding
problems?

1 2 3 4 5

How good are
you at solving

to

their problems?

How good are you
at learning from
CSR practices?

1 2 3 4 5

How well do you
learn from solving
these problems?

1 2 3 4 5
How well do you

learn from the
team?

How good are you
in creating new
forms of CSR?

1 2 3 4 5

How creative

and/or innovative

are you?

1 2 3 4 5
How creative and

innovative are
you in the

management of

your team?

How successful
have you been in
applying those
new forms CSR?

1 2 3 4 5

How good are you
at applying those
creative and
innovative ideas?

1 2 3 4 5

How good are
you at applying
new innovations
related to the
management of
the team?

Table with the questions for the team members (part 1): to be printed for the team members to execute SE
Source: Own processing (USI)

“ s self-assessment.
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In a nutshell é

When offering mentoring support to social entrepreneurs with

the aim to build their capacity and improve business skills, one
can make use of modern technology. It can significaly support

the interaction around social entrepreneurship between mentors
and mentees and build vital and important online communities.
This can be a valuable source for professional learning as well as
function as dynamic support for businesses.

Whento use?

Whenyou have your mentors, social entrepreneurs, stakeholders
etc. that have limited amount of time, are geographically

distant to each other and do not have the opportunity for face-
to-face mentorship or meetings.

The essential steps

1 6 stepsto get things started
2  Build your community

3 Makeit sustainable

19

How to?

Choose the platform, open an account, create a group and
define the rules. Invite mentors and advisers to post the first
content: videos, articles and information to build the knowledge
and skills needed to succesfully run and develop social business.
Invite social entrepreneurs and stakeholders to learn, ask
guestions, comment, share thoughts and ideas. Manage the
community by taking care for social interaction and spread
awareness about the community.

Time & Resourceneeds

Preparation time to create an account and a group and to select
and engage mentors. Management time to engage new members,
weekly monitor progress and keep the community active.

Furthermore dof course dyou will need Internet connection.
Generally, workspaces, a computer or a smartphone.

Which Platform to take?

In this tool we are referring to a service that is provided by the
company Facebook. Being well-aware about privacy and data
protection issues concerning Facebook, we nonetheless opted
for this tool. It is for free and deems to be easily applicable. In
the additional reading you will find references to alternative
applications.



Initial Remarks

While you can choose between different platforms as collaboration
and communication tool to connect everyone in your community,
this example was built on »Workplace« from Facebook. It provides
simple, secure and productive way for people to share knowledge,
work together and build connected communities, regardles of their
location.

The platform “ s interface looks just like Facebook " s. Thus, its main
advantage is familiarity among end users. Therefore less time is
needed to learn how to use the tool. This increases the likelihood
for a strong uptake. One difference is that it is adapted for work

and provides for a »safe space« for you and your community.

This social media platform has easy-to-use features like:
> News feed

—»> Group

:D Chat
—> Live video

= People directory

Workplace connects with tools you are already using, like G Suite,
Office 365 and Dropbox.

There are many different online collaboration tools out
there you can choose from while planning to build your
own online community, like Slack, Microsoft Teams, Quip,
CiscoWebex Teams, Chatter, Asana

Step 1: 6 steps to get things started

As a first step in creating an online community with Workplace it
is essential to create an account that will enable you to invite
other members:

Goto: https://work.workplace.com /

Register with your e -mail account
Checkyour inbox for the code
Activate your account

Create your account

Get started

o 0ok wbdPE


https://work.workplace.com/

Step 2: Start to build your community

A community is a place of inclusion, where people bond over a
common interest, passion, need or purpose. It is a place where
relationships are built. It is no different with the online
community.

—> Whenyou are starting to build your community it is important
to find out what your target group wants  and/or needs by
conducting a research/analysis.

—> Only when you know the needs or problems you can define a
content that will attract future community members

—> Importantis also to plan communication in different ways
like audio, video and written content in order to cover
different media preferences of your members.

Assign a community manager

Sinceyou are building an online community to offer support
and mutual learning on social entrepreneruship things can not be
left to the community members themsleves - at least not at the
beginning when the community is building up and relationships
establish. At this point it is useful (or necessary) to appoint a
community manager that will engage with the community members
in order for them to interact with each other and attract new
members.

Identify mentors & advisors

To start building knowledge and support you should identify
the appropriate mentors and advisers that can prepare specific
content in different ways and agree with them related to their
engagement with social entrepreneurs.

They can produce short advisory videos (3 d 10 min) on a
specific issue (e.g. strategic
possible with the specific tools as attachments and assignments for
SEs. They can also publish posts from other sources that further
explain the topic or present thematic good practices and start a
debate around them.

Broaden your community
5 1 Invite Social Enterprises, mentors, advisers, stakeholders,
etc. to join your group on Workplace by Facebook, become users
and explain them the benefits of an online community. Members
have the opportunity to react to posts in the form of questions or
comments, that are answered by the mentor/adviser immediately
after the posts are published or at their suitable time (agree with
the mentors/advisers on their reaction time). Communication is
not limited to the posts from mentors/advisers only. In this way the
community of practice is able to grow.

Step 3: Make it sustainable

Make sure that the community manager monitors progress on a
weekly basis and provides activities to make the community alive
and growing.

Next to the communication options Workplace enables saving the
recordings and files and, in this way, provides unlimited access to
thematic inputs.
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order to structure these re -occurring (and sometimes painful) iterative
loops.

/ t O
reat I n



In a nutshellé Whento use?

Business Model Canvas (BMG)also very similar to and often When the business idea is in its early-stages and to receive a

called Lean Canvas- belongs to the most fundamental tools for rough overview on the most important parts of the project.

laying out the main important parts of an early -stage business

project. While it is not focused on project details, its complexity After the initial stage it is important to continuously work with

helps understanding the potential of any project on one simple and update the Lean Canvasdchange, add, delete, etc.,

canvas. alternatively restart again with other business idea if the
existing one is not viable (abandon an unsustainable idea in this

The BMC is a simplified structure of a business model showing to stage is the cheapest solution).

you (as well as your partners or colleagues) the main aspects,
challenges and opportunities of your idea. It enables you to gain

. . . \ . How to?
an overview of different important points of your potential
business. The Lean Canvas can be use in different ways.
A In a workshop setting as a deliberative process,
The essential steps A Individually as an ongoing process,

A Sub-sections can be analysed and together with stakeholders

an in-depth analysis may follow.
1  Analyse your customers & their needs

2 Define solution & its added value Time & Resourceneeds

The first draft of Lean Canvas may be drafted during one day
session or even less.

It is envisaged to update the Lean Canvas always when there are
4 Define cost structure & performance indicators some changes or modifications in the original business idea.

3 Define channels & revenue streams

5  Consider the meta-context Additional readings

Another possibility for how to work with the Lean Canvas tool is
using its web-based software format : We recommend
canvanizer.com



https://canvanizer.com/new/lean-canvas.

Step 1. Analyse your customers and their
needs

SeeTemplate / B o x 0 Cu sStad with this hiox because it is
the most important along with problems/needs. The reason is
logical. If you don't understand who are you selling to or do not
know what problem/need you are solving, your business idea does
not have any proven potential.

What to ask while filling in this question?

> Who are potential customers? (write down demographics of
the customer segment, use only one customer segment and
do not combine them)

<> Who are potential early adopters? (early adopters are people
who are willing to buy your product in early -stages when itis
not finished or even working properly because they are
particularly interested in the solution )

See Templ at e / Blhigsboxrépresehbts whans 0 :

customers' problems or needs youodre ving 4

product. The less people feeling the problem/need, the lower is
the potential of the product on the market.

What to ask while filling in this question?

= What 3 problems am I trying to solve with my
product/service?

= Are there any existing alternatives on the market (besides
competition) that can be a risk for my product/service ?

)

Step 2: Define Solution & its added value

SeeCanvas/Box 0 S o | u t Whatnsdhe solution going to be? Be
very specific and brief. Try to explain the solution in one sentence.

What to ask while filling jn this question?
<> What is the solution to the customers' problem/need?

SeeTemplate / Box0o Add ed VAdted ealie is something
that can make a product/service stand out from the competition.
It can be a unigue mixture of add -ons to your solution.

What to ask while filling in this question?
—>What added value do you offer with your product/service?
= Which existing ideas would be similar to yours?

Diagram depicting how the added value in the product/service
may be created.

Source: Own processing (USI)




Step 3: Define channels & revenue streams

See Template / Box 0 C h a n n €hasnéls are basically marketing.

Think about the many ways of how can you approach your potential
customers.

What to ask while filling in this question?

—> What channels do my customers use to get information?
(Social media, conferences, LinkedIn groups, forums, etc.)

SeeTemplate / Boxo Re v e nue S Wrnteedawn slibof the
revenue streams that can bring cash-flow to your project once the
product/service is ready. Write down future streams that will not
be available right from the start.

What to ask while filling in this question ?

—> What are the different ways of how | may make money out of
my product/service ?

Step 4: Define cost structure &
performance indicators

SeeTemplate / Boxo Co st st rWhatisthe solition?Write
down all of the costs that are connected to the product in the
early-stages. Both one-time costs and also re-occuring.

What to ask while filling in this question ?
= What costs are connected to building my product/service ?

SeeTemplate / Box0o Ke y me tKeyimetscs represent a
simple version of key performance indicators (KPIs). They can
change in the early stages quite often. If an idea is in a nascent
stage, the first key metrics should not be about selling but about
showing the product/service to potential customers.

What to ask while filling in this question?

<> What key metrics do | need to look at to make sure my
project is moving forward?



)

Step 5: Consider the meta -context Additional perspective : The Business
Model Canvas

SeeTemplate / Boxo Unf ai r a dWUnéamddeagtag® aver As mentioned on the first page of this tool the Lean Canvas and the
competition is something that other companies cannot steal from so called oOBusiness Model Canvaso
you, copy or buy somewhere else. A great example of unfair functioning. Furthermore they embrace the same logic; that is
advantages are patents, loyal community or a unique mix of know - being flexible and lean in your approach!

how.

In case you are interested in the application of the Business Model

Canvas (BMC) we recommend you to go through thesecond module

on o0Social Businessdé ofAlsolakouforSkyr
What to ask while filling in this question? other modules; all will help you build a stronger Social Enterprise;

=) What advantage do | have that cannot be stolen, copied or and itos for free!
bought somewhere else?

% If you currently have no unfair advantage, try to think of one
that you want to achieve in the future

KEY PARTNERS KEY ACTIVITIES VALUE PROPOSITIONS CUSTOMER CUSTOMER SEGMENTS
RELATIONSHIPS

Train,

Finally, you complete the lean canvas (probably as the first of oy
many iteration loops), you will have the opportunity to see the Sihocacy
project unfold. Not only will you see the most important parts of Sty
the project, but also the context of how the market and product
are connected.

£x
Per,
Sery ':_ r

KEY RESOURCES

In the next steps itis important to re -evaluate the correctness of
the data in the lean canvas with validation. In practice, this means

building an MVP (minimum viable product) (refer to Tool n °5) and COST STRUCTRE REVENUE STREAMS
collect data with online research and offline dialogues with e
potential customers. Contract ees

Very similar to the Lean Canvas; The Business Model Canvas.
6% Source: Own depiction (Social Impact)
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https://skyrocketplatform.eu/en/en/module-2-social-business

0The Lean Canvasdéd Templ at e
Source: Own processing (USI)




