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Social innovations 
2.1. What is social innovation?
 Social innovation is the invention, development and implementation of new ideas to solve social problems faced by individuals, groups and communities.
Social innovation refers to the design and implementation of new solutions that imply conceptual, process, product or organizational change which ultimately aim to improve the welfare and wellbeing of individuals and communities. 
‘Social entrepreneurs’ individuals and organizations recognize a social problem and organize an innovation process to enable social change.

Social innovation positions itself in the last decades within the agendas and programs of actors from different sectors of society (public, private, social, educational, among others). This positioning obeys to the capacity that this type of innovations must solve social, economic, environmental and institutional problems through a transformation of society. This ability to generate social changes in a sustainable manner adds to the need of society to address the issues facing humanity at the global level and that has its most clear consequences in developing countries. It also adds to the inability of States to respond to problems that traditionally were their responsibility. 

The concept of social innovation emerges as part of the search to find new ways of coordinating and mobilizing global and local problems, reflected in the Sustainable Development Goals of the Organization. As a result of this rapid positioning and the effort on the part of many organizations, companies, and institutions to generate this type of innovation, there is no agreed definition of the concept; however, all approaches mentioned the interest of creating social change by addressing a specific need or specific problem.

 Just because there is no direct profit motive doesn’t take the commercial challenges out of the equation. If anything, it becomes harder to be an entrepreneur when the challenge is to convince people not only that it can be done (and use all the tricks of the entrepreneur’s trade to do so) but also that it can be done in a form which makes it commercially sustainable.

· Social entrepreneurship applying entrepreneurship to achieve social goals rather than financial reward.
· Social entrepreneurship is also an increasingly important component of ‘big business’, as large organizations realize they only secure a license to operate if they can demonstrate some concern for the wider communities in which they are located.
· There are also benefits which emerge through aligning corporate values with those of employees within organizations.
· And there are significant learning opportunities through experiments in social innovation which may have impacts on mainstream innovation.
· Making social entrepreneurship happen will require learning and absorbing a new set of skills to sit alongside our current ways of thinking about and managing innovation. How do we find opportunities which deliver social as well as economic benefits? How do we identify and engage a wide range of stakeholders – and understand and meet their very diverse expectations? How do we mobilize resources across networks? How do we build coalitions of support for socially valuable ideas?

Differences between Social Innovation and Other Innovations

	
	Other innovations
	Social innovations

	Economic
	Focused on the generation of income. Commercial motivation
	Motivation in social value and transformation of society

	Radical
	There is no interest to improve the living conditions of excluded populations. They can generate damages or externalities for society
	Aim to the improvement of society. Intentionality in social change

	Disruptive
	Low-cost products and vision of the beneficiaries as a market segment. 
	Motivation focused on social value and view of the marginalized population as development actors.

	Bottom–up
	Change in society at the local level
	Change in society at the system level

	Social programs
	Welfare perspective and preservation of the social structure
	Vision based on the empowerment and change of the social structure





Key characteristics of social entrepreneurs

Ambitious: Social entrepreneurs tackle major social issues poverty, healthcare, equal opportunities, etc. – with the underlying desire, passion even, to make a change. They may work alone or from within a wide range of existing organizations, including those which mix elements of non-profit and for-profit activity.

Mission driven: their primary concern is generating social value rather than wealth; wealth creation may be part of the process but it is not an end in itself. Just like business entrepreneurs, social entrepreneurs are intensely focused and driven, even relentless, in their pursuit of a social vision.
 Strategic: Like business entrepreneurs, social entrepreneurs see and act upon what others miss: opportunities to improve systems create solutions and invent new approaches that create social value.

Resourceful: Social entrepreneurs are often in situations where they have limited access to capital and traditional market support systems. As a result, they must be exceptionally skilled at mustering and mobilizing human, financial and political resources.


Results-oriented: Again, like business entrepreneurs, social entrepreneurs are motivated by a desire to see things change and to produce measurable returns. The results they seek are essentially linked to ‘making the world a better place’, for example through improving quality of life, access to basic resources or supporting disadvantaged groups.


Different Players

Social innovation involves the same core entrepreneurial process of finding opportunities, choosing amongst them, implementing and capturing value, but it plays out in a number of different ways.

Individual Start-ups

In many cases, social innovation is an individual-driven thing, where a passion for change leads to remarkable and sustainable results.

Public Sector Innovation

Providing basic services like education, healthcare and a safe society are all hallmarks of a ‘civilized society’. But they are produced by an army of people working in what is   loosely called ‘the public sector’

Enabling Social Innovation

Social innovation is seen as having a major role in improving living standards, and so it has attracted growing attention from a variety of agencies aiming to support and stimulate it.


Motivation: Why Do It?

It’s worth pausing for a moment to reflect on the underlying motivation for social innovation, whether we are talking about passionate individuals, enlightened corporations, public sector institutions.












Why Organizations Do It

As we’ve seen, it isn’t just individuals who undertake social innovation: it is increasingly part of the offering by all kinds of business organization. There are several reasons for this, and we focus on three.


License to Operate

[bookmark: _GoBack]There is growing pressure on established businesses to work to a more socially responsible agenda, with many operating a key function around corporate social responsibility (CSR). The concept is simple: firms need to secure a ‘license to operate’ from the stakeholders in the various constituencies in which they work. Unless they take notice of the concerns and values of those communities, they risk passive, and increasingly active, resistance and their operations can be severely affected. CSR goes beyond public relations in many cases with genuine efforts to ensure social value is created alongside economic value, and that stakeholder’s benefit as widely as possible and not simply as consumers. CSR thinking has led to the development of formal measures and frameworks like the ‘triple bottom line’, which many firms use as a way of expanding the traditional company reporting framework to take into account not just financial outcomes but also environmental and social performance.

Aligning Values

A second reason for engaging in social innovation on the part of organizations is the motivational effects they get from aligning their values with those of their staff. Most people want to work for organizations in which there is a positive benefit to society. Many see this as a way of fulfilling themselves. Think of the motives for working in healthcare or education and the sense is often one of vocation (a calling) rather than because of the more formal rewards.

Organizations which align with the values of their staff tend to have better retention and the chance to build on the ideas and suggestions of their staff high involvement innovation. This is also critical in those organizations which operate with a small core staff and a large number of volunteers, for example in the charity sector or in the case of social care.

Learning Laboratory

One other area where participating in social innovation may be valuable is in using it as an extension of innovation search possibilities. Social innovations often arise out of a combination of widespread and often urgent need and severe resource limitations. Existing solutions may not be viable in such situations and instead new solutions emerge which are better suited to the extreme conditions.





Challenges in social innovation

Resources: Not easily available and may need to cast the net widely to secure funding and other support.

Conflicts: While the overall goal may be to meet a social need, there may be conflicts in how this can be balanced against the need to generate revenue.
	
Voluntary nature: Many people involved in social innovation are there because of core values and beliefs and contribute their time and energy in a voluntary way. This means that ‘traditional’ forms of organization and motivation may not be available, posing a significant human resource management challenge.

Lumpy funding: Unlike commercial businesses where a stream of revenue can be sued to fund innovation in a consistent fashion, many social enterprises rely on grants, donations and other sources which are intermittent and unpredictable.

Scale of the challenge: The sheer size of many of the issues being addressed how to provide clean drinking water, how to deliver reliable low-cost healthcare, how to combat illiteracy means that having a clear focus is essential. Without a targeted innovation strategy social enterprises risk dissipating their efforts.

Challenges in social entrepreneurship

Recognizing opportunities: Many potential social entrepreneurs have the passion to change something in the world.  They also need the classic entrepreneur’s skill of spotting an opportunity, a connection, and a possibility which could develop. It’s about searching for new ideas that could bring a different solution to an existing problem.

Finding resources: Spotting an opportunity is one thing, but getting others to believe in it and, more importantly, back it is something else. Whether it’s an inventor approaching a venture capitalist or an internal team pitching a new product idea to the strategic management in a large organization the story of successful entrepreneurship is about convincing other people.














Developing the venture

Social innovation requires extensive creativity in getting hold of the diverse resources to make things happen, especially since the funding base may be limited. Networking skills become critical here, engaging different players and aligning them with the core vision.

Innovation strategy: Here the overall vision is critical: the passionate commitment to a clear vision can engage others, but social entrepreneurs can also be accused of idealism and ‘having their head in the clouds. Consequently, there is a need for a clear plan to translate the vision step-by-step into reality.

Innovative organization/ rich networking: Social innovation depends on loose and organic structures where the main linkages are through a sense of shared purpose. At the same time there is a need to ensure some degree of structure to allow for effective implementation. The history of many successful social innovations is essentially one of networking, mobilizing support and accessing diverse resources through rich networks. This places a premium on networking and broking skills.
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