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D R I V I N G  F O R C E S  C R E A T I O N  S E
S O C I A L  W E L F A R E  S T A T E  C A N N O T  B E  P R O V I D E D  B Y  S T A T E S

• persistent structural unemployment
• the need to reduce state deficits
• the need for active integration policies of exclusion groups
• the need to tackle poverty
• the need to reduce the size of the public sector
•• and the failure of the welfare state to satisfy various social needs
• to enhance social cohesion 
• and to empower regional development

N G O S  D E P E N D I N G  O N  C H A R I T Y  N  S U B S I D I E S  N O T  S U S T A I N A B L E

• t h e  f a l l  i n  c h a r i t a b l e  r e v e n u e s  a n d  t h e  p r e s s u r e  o f  p u b l i c  s e r v i c e s  t o w a r d s  
‘ v a l u e  t o  t h e  t a x p a y e r ’  ( D e f o u r n y  a n d  N y s s e n s ,  2 0 1 0 b )

T H E  S O L U T I O N  I S  S U S T A I N A B L E  E N T R E P R E N E U R S H I P  



BE THE CHANGE 

YOU WANT TO SEE 

IN THE WORLD

Mahatma Ghandi

The paradigm of  success has changed –  Hanger for  success

Success = quest  for  status & money  

 To give something back to the society

To l ive & work under your rules

Create something that  makes the difference 

Tripple Bottom Line People-Planet-Profit

Do something that  matters

Could be a new start-up, a department in your company, 
a paral lel  endeavor to your job



I M A G E  S O U R C E :
https://www.behance.net/gal lery/33797392/Phee

WHAT IS A SOCIAL 
ENTERPRISE
Social entrepreneurs set up a social enterprise around 
a socially innovative business model with the aim of  
resolving specific social issues, addressing market failures, 
or covering institutional voids while raising money
from the market

TThey target transformational change on  political, social, 
cultural, and  economic levels, while often creating job 
integration for vulnerable groups

They are characterised by a duality of objectives both 
commercial and social. A social enterprise is defined by its 
social mission, its theory of change and its measurable 
social impact. (Zafeiropoulou, 2016)



2 APPROACHES

SOCIAL ENTERPRISE

NON-PROFIT

EARNED-INCOME

Social  enterpr ises are businesses that  t rade in the market  with a socia l  purpose. 
They use business tools  and techniques to achieve socia l  a ims.



BE
SOCIAL 
CHANGE UK DEFINITION

Social enterprise is a business with primarily social objectives 
whose surpluses are principally reinvested for that purpose in the 
business or in the community, rather than being driven by the need 
to maximise profit for shareholders and owners... they take a variety 
of legal forms

THE EU DEFINITIONTHE EU DEFINITION
Social enterprise is an operator in the social economy whose main 
objective is to have a social impact rather than make 
a profit for their owners or shareholders.

It operates by providing goods and services for the market in an 
entrepreneurial and innovative fashion and uses its profits primarily 
to achieve social objectives.

ItIt is managed in an open and responsible manner and, 
in particular, involves employees, consumers and stakeholders 
affected by its commercial activities.



Social enterprises are part of the Social Economy. There 
are 2 million social economy enterprises in Europe, 
representing 10% of all businesses in the EU. More than 11 
million people – about 6% of the EU’s employees – work 
for social economy enterprises. They have different legal 
forms and various objectives ranging from agriculture and 
banking to provision of employment and workshops.

InIn the social economy, social enterprises are seen as the 
most innovative forms.

You can find more the social economy in the EU here: 
https://ec.europa.eu/growth/sectors/social-economy_en



Social Enterprise
Represent a hybrid of public, private and civil society 
activity; they combine business activity with social 
purpose

Social enterprises are businesses that trade in the market 
with a social purpose. They use business tools and 
techniques to achieve social aims

Social Mission 



WHY NOT A NON FOR PROFIT

When sponsorship ends
what happens to my beneficiar ies?

The solut ion is  
ENTREPRENEURSHIP



Organizat ional  context:  
Socia l  innovat ion 

Is a l l  about innovat ion that  a ims to achieve 
socia l  goals

Their  miss ion statement reveals  their  
innovat ive element when try ing to resolve 
usual ly  two socia l  issues (vulnerable group 
& educat ion/environment/  cul ture/ health)   
and meet their  business object ive

TThey are evaluated and labeled as socia l  
businesses not through profit  generat ion or  
profit  dist r ibut ion but through socia l  
impact . For  these we use socia l  report ing 
systems n in the past  socia l  evaluat ion 
measurements

SOCIAL 
INNOVATION



What role wi l l  you play in that  change?

What change do you want to see 
in the the world?



Ident i fy  the socia l  issue

Ident i fy  the target  populat ion of  
beneficiar ies 

Ident i fy  desi red impact  

What is  your theory of  Change? 

TTransformational  change at  the 
pol i t ical , economic, cul tural , socia l  level

Mobi l ise resources

Dual i ty  of  Object ives

Create local  employment

Package of  serv ice or  product

Create local  movement 

Socia l  Innovat ion



Profit  making

Dual i ty  of  Object ives

Innovat ion Model

Sustainabi l i ty

Socia l  Impact  Measurement 
/Performance Evaluat ion

•

•

•

•

•



PRINCIPLE OF SOCIAL INNOVATION
Find your story  (bel ievers  not  customers)

Face your fears  ( l ive your story, use others  exper iences, use quotes, 
autobiographies, business plan, smal l  s teps, t iming-NOW, advices, partners  
that  share your enthusiasm)

Be resourceful  without resources (you don’t  need more resources, 
imaginat ion, cooperat ion, uniqueness)

KKeep i t  s imple (supreme excel lence is  s impl ic i ty, focus on core competences)

Bui ld t rust  ( i t ’s  the most  important  value of  your company)

Giv ing is  good business –  the more you give the more you l ive
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THANK YOU



G A M E  C H A N G E R  L E A D E R  
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Success nowadays has changed; i t  i s  not  the 
mere quest  for  status and money. I t  i s  one’s  
desi re to give back to society;  to l ive and work 
under one’s  own rules. To make a di fference, to 
create something that  matters , that  addresses 
the press ing issues that  societ ies around the 
globe face today. 

TRADITIONAL 
LIDERS  /COLLABORATIVE 

LIDERS

WHO 
IS 
A 
SUCCESFUL 
LEADER?



TRANSFORMATIONAL 

ENGAGING 

LEADER

They have high integrity, a  clear v is ion, high emotional  
intel l igent, humil i ty, empathy, accountabi l i ty, 

authentici ty, sel f -awareness and conflict  resolut ion. 

The r ight leadership style today is  the transformational  
leadership style, where a leader succeeds in 

transforming the l ives of  others in having a posit ive 
impact in their  mind sets. 

They are relat ionship 
bui lders;  they make 
decis ions col laborat ively, 
they lead change and are 
inspir ing 

They have a wi l l ingness to 
learn and experiment;  a 
curiosity  and abi l i ty  to scan 
the external  environment;  
strong communicat ional  and 
interpersonal  ski l ls .



PROFILE 
OF THE SOCIAL 
AND SUSTAINABLE 
ENTREPRENEUR
There are certa in t ra i ts  and att r ibutes that  are common 
among the ethical  entrepreneurs that  reach co-creat ion 
and success. 

They are innovative, cooperators, risk-takers, rule breakers. 

They are known as ‘social agents of change’ 
or ‘worlds change agents’. 

They are driven by values; to make a difference 
is their primary objective. 

Their learning capabilities are to start a renewal, 
to embed a to embed a renewal, to break the frame. 

They have a high team orientation, they are empathetic 
and altruistic. 



PROFILE 
OF THE SOCIAL 
AND SUSTAINABLE 
ENTREPRENEUR:
 

CCapacity  to innovat ively  exploi t  
opportunit ies suddenly  ident ified:

Team-work capabi l i ty
Socio-moral  motivat ion
Long-term community  or iented motivat ion
Unique ethics  

a st rong desire to change society
by discomfort  of  the status quo
by al t ruist ic  feel ings
by a need to be socia l ly  responsible (Mair  and Roboa, 2006) 

Gender is  a  s ignificant  parameter  in socia l  
entrepreneurship format ion;  their  research 
indicates that  the enhancement of  female 
entrepreneurship leads to an increase of  
socia l  entrepreneurship as women tend to be 
more motivated to address socia l  object ives 
rather  than financia l  ones in contrast  to men.



PROFILE 
OF THE SOCIAL 
AND SUSTAINABLE 
ENTREPRENEUR:

BEHAVIOUR ATTRIBUTES THEY POSSESS INCLUDE:

accept socia l  cr i t ic ism
abi l i ty  to appear t rustworthy 
and recept iv i ty  to other ’s  feel ings (Mair  and Roboa 2006)
search for  solut ions to indiv idual  dist ress ,
obl igat ion or  affi l iat ion to one’s  community  
(Shar i r  and Lerner, 2006) .

Mascul ine’  entrepreneurship 
and leadership character ist ics  
such as v is ion, assert iveness, 
autonomy and r isk- tak ing 
remain important  in bui lding 
disrupt ive new organizat ions.

Novel , more ‘ feminine’  t ra i ts  
are becoming increasingly  
more valued -  not  replacing, 
but  adding to the sk i l l  set  of  
‘hero’  leaders . 

Character ist ics  such as:

  sensi t iv i ty  to the needs 
  o  of  others
  selflessness and relat ional i ty          
 are now seen as crucia l  in     
 today’s  complex world in     
 which so many ‘wicked      
 problems’  beg to be solved 



EMPATHY 

AND 

EMOTIONAL  

INTELLIGENCE

The two more important  dimensions in personal i ty  t ra i ts  
that  show any correlat ion with socia l  and sustainable 
ventures are the levels  of  empathy and emotional  
intel l igence of  the entrepreneurs . Empathy has to do 
with how we react  when we see someone exper iencing 
certa in s i tuat ions, the degree to which we can ident i fy  
ourselves with them. Empathy has four  dimensions.

TThe perspect ive tak ing, which has to do with the abi l i ty  
of  a  person to step outs ide of  their  shoes and 
understand the posi t ion of  the other person, the higher 
this  the person wi l l  have a better  socia l  funct ioning and 
higher sel f -esteem because of  that . 

EmpEmpathic concern that  is  the level  at  which a person can 
feel  concern for  others , the higher this  score the more 
sympathet ic  and non-selfish a person wi l l  be

Fantasy is  the abi l i ty  to ident i fy  with characters  in books 
and films, the higher this  score the person wi l l  be more 
sensi t ive to others , have higher emotional  react iv i ty  and 
verbal  intel l igence

PPersonal  dist ress is  the degree which a person is  
emotional ly  influenced by witness ing the negat ive 
feel ings of  others , the higher this  score the less 
sel f -esteem a person wi l l  have and less socia l  
funct ioning (Weaven, Grace and Manning, 2009) .



EMOTIONAL 
INTELLIGENCE
It is  ‘ the abi l i ty  or  tendency to perceive, understand, 
regulate and harness emotions adapt ively  in the sel f  and 
in others ’  (Schutte et  a l , 2003:523) . The higher this  score 
the most  successful  a  person wi l l  be in many dimensions, 
i t  i s  considered a very  important  element in analys ing 
personal i ty, intel l igence and success of  indiv iduals  
(Weaven, Grace and Manning, 2009) . 

EMEMOTIONAL INTELLIGENCE 
HAS FOUR DIMENSIONS: 

Sel f -awareness;  th is  is  how aware you are and how 
accurately  you can assess your emotions. Most  of  us 
are so busy with the dai ly  gr ind that  we rarely  take a 
step back and think about how we’re responding to 
s i tuat ions and how we come across. 

Sel f -management;  i t  i s  your abi l i ty  to contSel f -management;  i t  i s  your abi l i ty  to control  your 
emotions. This  component a lso includes your 
t ransparency, adaptabi l i ty, achievement, and opt imism.   
A key factor  is  whether you react  or  respond to 
s i tuat ions. 

Socia l  awaSocial  awareness;  your organizat ional  awareness, focus 
on serv ice, and level  of  empathy compose your socia l  
awareness. Improve your organizat ional  awareness by 
fine-tuning your radar for  the emotional  c l imate in 
groups, and recogniz ing power dynamics. 

Relat ionship management;  developing others , serv ing 
as an inspir ing las  an inspir ing leader and catalyst  for  change, 
col laborat ing with a high-performing team, and 
managing conflict  are part  of  re lat ionship management



C E N T R A L I Z E D D E C E N T R A L I Z E D D I S T R I B U T E D

COLLABORATIVE  ENTREPRENEURS

Creativ i ty, col laborat ive leadership sk i l l s , team-work capabi l i ty, socio-moral  motivat ion, long-term 
community  or iented motivat ion, unique ethics

‘Work with and bui ld br idges among very diverse stakeholders ’. Indiv idual  or  groups

Abi l i t ies  to relate with people f rom different  backgrounds, occupat ions or  personal i t ies  provided 
socia l  enterpr ises with the sk i l l s  and resources to be able to communicate and manage very  
diverse const i tuents , to bui ld relat ionships and l inkages with them and among them.

So a very  important  element is  their  re lat ionship management sk i l l s  and their  networking sk i l l s.

The motives of  socia l  entrepreneurs that  are common 
with main st ream entrepreneurs are:  

Sel f - fu lfi l lment 

Occupat ional  independence

Opportunit ies for  creat iv i ty  



MANAGING ADVOCACY 
FOR CHANGE SKILLS

“If  you want to go FAST, go ALON.
 I f  you want to go FAR, go TOGETHER.”

Afr ican proverb

In col laborat ive and co-creat ion approaches you wi l l  
need to recrui t  volunteers that  wi l l  support  you in 
start ing up your venture, in bui lding your story  and 
scal ing i t . Volunteers are a specia l  group within your 
organizat ion and need a careful  planning and strategy.

MANAGING VOLUNTEERS

“Vis ion without act ion is  a  daydream; act ion 
without v is ion is  a  nightmare” 

Japanese proverb



MAPPING OF THE SE ECOSYSTEM 
(Zafeiropoulou 2012, 2013, 2014, 2016)

Social  
Entrepreneurs

Social  enterprises

Social  Enterprise 
Networks

Potential  social  
entrepreneurs

Early stage Early  stage 
start-ups

Social  
Investors

Social ly  
Responsible 
Corporat ions

Foundations
 Phi lanthropists

FFinancial  
Inst i tut ions

Formal Authorit ies

Opinion 
Leaders

Policy Makers

Industry Experts

Business Support  
Centers

Academics

EC & EC & Public 
Officials

Journal ists

Celebrit ies  

The
Wider Public

Social  consumers

Communit ies

Informal groups 

Social  networks



MAPPING ACTORS
The mapping of  the socia l  entrepreneurship ecosystem al lows you to 
consider a l l  s takeholders in 4 di fferent  groups: 

The socia l  entrepreneurs-  you need them to become co-founders, 
col laborators  and you need their  peer to peer advice and support . 

The socia l  investors-  you need to ra ise funding f rom them. 

TThe opinion leaders-  you need them to share your story  s ince they have high 
influent ia l  power, i t  includes experts  and mentors f rom incubators  whom you 
need to advice you, i t  includes pol i t ic ians whom you need to persuade that  
your causes are important  and make them part  of  their  agenda, so you need 
a c lear  advocacy plan to reach out to them. 

TThe Wider Publ ic-  i t  includes your customers and bel ievers  you need to see 
how to reach out to them, i t  includes your future employees and your 
volunteers you need to create a plan to att ract  them. The wider community  
maybe unaware of  your cause and you wi l l  need to t ra in them and to ra ise 
awareness. 



“L i fe is  not  a SOLO ACT, i t  a  HUGE COLLABORATION,
and we al l  need to assemble around us the people who care 

about us and support  us in t ime of  st r i fe”.

Tim Gunn

As a co-creator  you need to engage 
your people in the whole process of  
designing your venture and del iver ing 
your product  or  serv ice. You need to 
share sk i l l s , to share business 
networks, to co-create. 

Co-Creator



THANK YOU


