





CHAPTER EIGHT
STARTUP AND CHANGE THE WORLD

You are Your Network

YOU ARE YOUR NETWORK

We feel impelled to repeat this over and over again “You are your network”.
Having this perspective is very important when thinking and practising
‘networking’. A single particle of nano-dust in the universe, no matter how
spectacular it is, is pretty useless without its bonds to other dust and matter
which ultimately shape universal forms such as sand dunes, planets, solar
system and even galaxies. This is true for all of us as well. If you work alone,
your venture is not going to go too far, even if it is the most innovative one
around.

Contrary to popular belief, the world has never been changed by a single
individual or idea. In most cases, the individual or the idea acts as a trigger

for the change. In order to achieve a massive cascade of reactions to form an
event (change), the triggering agent has to be connected to a network that is
susceptible to the particular seed of change. Recent studies have revealed that
the cascading or diffusion of innovation has more to do with the readiness of the
particular network rather than the characteristics of the innovation itself. This is
especially evident in the phenomenon of mega-projects that fail in one country
but do well in another; proving that you can’t import an externally successful
innovation without adapting it to the local context.

On the other hand, many of us tend to think that we lack the necessary
connections to mobilize support and bring about change in the world. Worst
still, we also think that the few friends and connections we have are simply not
enough to be connected to the rest of the world, particularly to those that are
very influential, who might be able to help make a difference.

Lets begin by striking out all of those usual tendencies or thoughts we have. You,
believe it or not, you actually do know people who might be able to help you
make a difference. How could this be possible? Through your initial connections,



you can get connected to another set of connections that will ultimately lead
you to the desired individuals. The global social networks are more densely
connected than you would have imagined.

Stanley Milgram, a Harvard social psychologist, conducted an experiment in
the nineteen sixties to find out how human beings are connected to each
other. Milgram found that a person is generally connected to another person
in five or six steps. This is how the concept of ‘six degrees of separation’
got defined. It simply states that, we are generally no more than 6 degrees
(persons) from another person in the world. If you would to look hard
enough, you can probably reach some of the most influential people in the
world by simply starting with your friends and relatives.

To better understand the scale of things, let’s assume you have a hundred
friends, and that friend has roughly a hundred friends as well. In the first
degree, you are connected to a hundred people (your initial set of friends),
by the second degree though, you are connected to ten thousand people
(100 people x 100 people). The third degree yields one million connections,
the fourth degree exceeds a hundred million connections and by the fifth
degree you are connected to approximately 9 billion people, which is the
total population of the world. In the scientific world, this phenomena is
commonly called either ‘six degrees of separation’ or ‘small world network’.
In the real world though, you and your friends will definitely share some
common friends, which will make each degree concentrated to fewer distinct
connections. Those of you who are familiar with online social network

sites such as friendster.com or linkedin.com can see the extent of your
connections visualised from the few friends that you begin with initially.

We're pretty sure at this point, you must be thinking, “This is certainly a
small world we live in”. The seemingly paradoxical nature of the ‘small
world’” phenomena doesn’t lie in how we are connected but rather in how
we don’t know whom we are connected to. It is very difficult to identify
which connections lead to whom. Although these connections might ex-

ist, you can’t really navigate across the network without looking at the big
picture first. More importantly though, we have to realize that we’re probably
connected, through a few degrees, to the people we would like to get to
know and it’s just a matter of mapping out our network, strengthening those
ties and finding the right path to them. This chapter is aimed at helping you
navigate your network in a more strategic manner, preferably by leveraging
the credibility of your common friendly connections.

Before you begin building and navigating across your network, it is always
important to identify your needs - build a reputation, raise money and
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resources, or build partnerships. Once you’ve done that it’s simply about
finding the right people to ‘jam’ with. If you can ‘schmooze’ or converse with
the right people, all else will flow. Obviously, every relationship is a two-
way street. This means that you have got to be able to offer the other party
something in exchange for what they can offer you (includes both tangible
and intangible exchanges).

But how do you know who is right for you?
Who will be better-off by hanging out with you in such a way that it’s a win-
win deal?

Uniquely useful identity, you shall have

This is where thinking outside the box is quite useless. To figure out who
is right for you to network with, you must actually start with questions

like ‘Who are you?’, ‘Why are you useful?’, ‘What’s my value?’ ‘What and
why would anybody with a sane mind want to come and jam with me?’.
Answering those questions involves a bit of soul-searching. Therefore you’ll
need to dig deep to find out how unique you are.

You might be asking, “Why do we need to soul-search in order to build a
network?

The answer is that a ‘unique identity” attracts the right people. The more
precise the identity, the more people who share similar things will be
pulled in. The clearer the nucleus identity is, the more it attracts meaningful
individuals into your life. Your identity is like gravity, the stronger the
identity, the more powerful the gravitational force.

Your unique passion and capacity are at the core of your social gravitational
field. Without those elements, you’ll become attached to others instead of
forming a useful social network of your own. This means that you’ll always
be part of the ‘supporting cast’ instead of being in a ‘leading role’ network.
Each person that you are able to attract to your network, adds value to it. In
other words, your value will increase by attracting more people. In

network sciences, the MetCalfe law states that the value of any network
grows exponentially every time a new member has joined. For example,
popular websites tend to attract more and more users the same way popular
people attract more people to them. Of course, this doesn’t mean that you
have to recreate a social network that orbits around yourself as if you are a
Roman Emperor. It’s more important that you diligently create your ‘sphere
of influence’ within a massively overlapping universe of social networks.

The simplest way to create a ‘sphere of influence’ for yourself is to begin by




answering this question: How are you uniquely useful to the others?

Find, create, trade and share ‘Social Currency’

Once you’ve identified your uniqueness and position in the social networking
game, like any good player, you must begin accumulating currency to

play the game. Money is not the only currency to consider. In reality, it’s
hardly of any real value for a social entrepreneur to navigate through social
networks. In most social networks, the currency that stands out is different
forms of social currency. Social currency can be loosely defined as insider
information, gossip or latest information that would be enough to connect
you to others might be relevant.

Like any other forms of currency, social currency is a means to something
else rather than an end in itself. It allows people to initiate more
conversation and further networking. It is an excuse for people to start
talking and to get to know more about each other. A person who begins a
conversation with ‘It was really warm today, eh?’ simply cannot be compared
to someone who says ‘Did you know, Soros (0SI) just funded a couple of
million dollars to bring down the Burmese junta?”. This is not to downgrade
conversations that are based on weather, but, if you’re interested in hooking
the person you’re talking to, it has to be something beyond weather.

In order to identify the kind of content a group would consider valuable,
you’ll have to simply observe by listening to key words that they would
usually mention. The best kind of social currency doesn’t just get people
talking, it gives them a sense of belonging to a particular community that
allows them to have a shared-experience from the information. It’s almost
similar to being part of cult-like groups or brands such as Apple, Harley
Davidson, the Open Source community, or even the Cosplay fashion culture.
As in any group, the more you know about the whole subculture, the more
you’re recognized as its leading peer.

When trying to identify the social currencies of different groups, try looking
for what makes them excited or what turns them on. Once you’ve identified
the elements, you can look things up from the Internet, or even ask your
friends about those topics. In order to gain a unique positioning in the
social currency game, you’ll have to try to become a platform where people
exchange their social currency through you.

If you are able to grow your network sufficiently, you can broadcast people’s
stories to different groups based on how you feel it matches or even
connect people who have shared-interests. When you’re good at this, you
will become uniquely useful to people and they will be more comfortable to
share their connections and social currencies with you.
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Guy Kawasaki’s ‘Schmoozing’ Rules

Once you’ve found where you stand in the universe, and have equipped yourself with
some social currency, it’s time to hit the road along with an easy-to-read namecard

and ‘schmooze’ your way through the different groups you’ll encounter. The dictionary
defines ‘schmoozing’ as ‘to talk intimately and cozily’. That’s really what you should

aim to do - reach a level of communication that allows you to ‘talk intimately and cozily’
with your desired connection. Guy Kawasaki, whom we refer to as an evangelical venture
capitalist, argues that the key to success in networking is to establish a relationship
before you even see a need for it. In that way you’ll be returning to them for a favor more
as a friend than as a stranger. The following is a summary of his key points:

Source: Summarized from Guy Kawasaki’s post “The Art of Schmoozing” from his blog “How to Change the World”
(http://blog.guykawasaki.com/2006/02/the_art_of_schm.html), Feb 01, 2006.
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Impact-focused Network Weaver technical superiority but rather the ability to weave the right networks in order

The key difference between a typical ‘schmoozer’ and a social entrepreneur to achieve massive scale.

is that the latter has a sincere vision and commitment to change the world.

You’ll have to make this clear from the very beginning, especially when you are You have to begin changing your role from the popular ‘change maker’ into

thinking or engaging in any networking. As a social entrepreneur, you are more the less glamourous ‘change weaver’. You’ll have to cease ownership of your

interested in how your innovation can be scaled or replicated in order to bring innovation in order for it to grow. Think of it as a living organism that absorbs

about change and improve the lives of people. To do so, you need to be able to resources and continues growing without any barriers. You are no longer the

grasp the big picture of networking that goes far beyond typical ‘schmoozing’. ‘mighty creator’ but rather a ‘benevolent influencer’ preferably with a veto
power.

If you think you can impact the lives of millions of people all by yourself, think

again! You can’t create impact all by yourself, not even if you have the most The most successful social entrepreneurs rely heavily on their networks. They

intelligent group of people as your team. Here are some examples why: spend a considerable amount of time building their network rather than their
technical capabilities on a specific subject. These more technical issues are

M. S. Swaminathan triggered the green revolution in India couple of decades commonly taken on by their peers, partners, marketers, investors or even

ago, resulting in the rapid increase in India’s agricultural productivity, becoming shared-interest communities. Regardless of the type of venture you are running,

a netexporter of food, improving the lives of millions of people, especially you need to build your network ecosystem so that it minimally consists of the

through the elimination of large scale famine in India. following groups of stakeholders:

INCREEEERIENRLY founded by Muhammad Yunus, provides small loans small

to the poor while focusing on community development. It is one of the most
successful banking practices developed for the poor and it has scaled into a
massive microfinance movement.

programmed by Linus Torvalds, is an open source operating system
for computers that allow programmers to continuously improve, correct and
adapt it collectively over time at no cost. Today, Linux has become the back-
bone of the Internet, where it is a fixture in most servers around the world.
The emergence of Linux simultaneously triggered the ‘open source movement’,
which has become a shared ideology amongst millions of people around the :
world to develop more software based on this philosophy. Competitor

TIELIEW created by Jimmy Wales, has become the world’s biggest online free
encyclopedia where people can edit and contribute articles collectively as a

community. There are several million articles in scores of languages, resulting
in the improved ability of millions of people to access basic knowledge.

Think about the cases above. How do you think those individuals pulled off ' Related Danur}’
such great feats? Could they have done it all by themselves? MELWUTRS Investors

The only way to achieve massive scale is through the power of the networks.
The myth of the lone social entrepreneur conceptualizing an innovation and
ultimately creating an empire of good is far off from the reality of things.

To understand this, one must forego one’s own ego and accept that successful
social innovation and its impact has much less to do with god-like character or



Customers or target beneficiaries

These are your clients, people you furnish with products or services. To best
serve them, you must know the following:

- if they can be segmented into different groups

- the level of engagement you need to have with them

- what their needs are and how they feel about your service

Your customers’ feedback and insight on your services are crucial input as part
of making your social innovation more participatory, open and adaptive.

Talent pool

The networks you have can also influence the type of people that might end up
being part of your team. Therefore you have to strategically position yourself in
various highly talented networks to meet your human resource needs. As social
entrepreneurs, we are unable to provide purely monetary incentives to attract
talented and dynamic people. As a result, we’ll have to showcase a whole set
of intangible benefits that a person might receive when taking up a position in
our venture. In doing this, you must observe and immerse yourself into their
networks to find out what they value. Hosting or joining a party is always a
good starting point to schmooze your way through the networks.

Donors or investors

It’s good to have the faith of a Buddhist when dealing with donor or investors.
You have to always expect doors slamming on you and frequent and emphatic
“Nol” answers to your requests. As discussed further in the Fund Attraction
chapter, you need to know who they are, their interests, how are they
connected in order to pursue your resource mobilization plan. However, it is
important to keep in mind that you don’t need money from everyone, so don’t
ask them for the money all the time. Be useful to their needs, try to go beyond
strictly a transactional relationship, keep them as friends and let the future
unfold.

Complimentary networks

Your complimentary networks consist of people with unique capacities who
might be your potential partners, marketers, legal advisors, or every other social
enterprises interested in scaling or replicating your social innovation. These
people are crucial to your success. To effectively mobilize them, you need to
map out what kind of partnership or friendly favors you need from them and
vice versa, who can you engage, and in what sequence you should engage
them.

Competitors
Do you know who else is doing something similar to you? It’s quite important
to know who your competitors are. On a practical level, your competitors
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usually compete with you to attract funding and in servicing your target groups.
As a result you’ll have to bench-mark your work against theirs to find your
differentiation and unique points. If possible, it might even be useful to work
together with them as partners while fully utilizing each other’s strengths to
achieve scale.

Beyond this mapping exercise, it’s important to realize that the only way to
scale-up massively in a short period of time is to have a robust social movement.
In doing so, you must engage with as many different people from various groups
as possible. Traditionally, you can categorize these groups that you’ll have to
engage with into 3 groups:

Core - people who are most engaged with your work or venture

Contributors - people on the periphery that support your work or venture but
are slightly less engaged.

Jammers - people who love to participate in many different activities without
ever committing to a single one.

By categorizing the people around your work or venture in such a way, you’ll be
able to better manage the relationships you’ll have with the different groups of
people. This will help them contribute more effectively based on their level of
interest and engagement. You’ll also find it easier to identify the incentives they
reap from getting engaged and contributing in order to help convert them from
being less engaged to being fully engaged.

In his remarkably popular book, The Tipping Point, Malcolm Gladwell argues
that the spread of social contagions or trends can be traced back to a small but
highly influential group of people who have unique characteristics. They are
grouped as connectors, mavens and salespeople. He argues that it’s your job to
find these people, attract them to your network and win their favors as they are
potentially capable of helping you spread your messages and ultimately starting
an epidemic of sorts. Here’s a brief summary of the characteristics of these key
influencers:

Connectors

- commonly know a lot of people and keep track of their social network through
phone number lists, emails, instant messengers

- have an extraordinary capability of making friends and acquaintances, making
social connections.

- manage to be in many different worlds and subcultures and niches. By having



a foot in so many different worlds, they have the effect of bringing them all
together and spreading messages.

Mavens

- also known as information specialists - once they are impressed by a certain
offer/ product/ service, they gather the necessary information and influence their
friends and people they meet about it

- usually have a teacher-student relationship with their friends and people
around them; they like to be the ones that appear to be the expert on things and
like to advise others

Salespeople

- are experts at persuading people who are unconvinced of what they hear about
offers/ products/ services

- frequently use the art of motor mimicry - to imitate each other’s emotions

as a way of expressing support and care and, even more basically, as a way of
communicating with each other and ultimately persuading the person

*Source: Malcolm Gladwell, The Tipping Point, Little Brown, 2001.

Although these classifications might appear oversimplified, recent scientific
studies on social networks mostly point to the same direction - the whole world
consists of overlapping social networks that are typically connected to a few
ultra-connected hubs (individuals or groups). Surprisingly, these entities are not
that well known or popular and are as a result very difficult to access. These
hubs are made up of normal people that very few know of, but they somehow
know everyone and have managed to gain the trust of others. In practical terms,
this is not that hard to understand. We’re sure you remember that one person
either in school or at the workplace who maintains a very low profile but is
connected to people at all ranks.

It’s crucial to map out all these networks clustering around your venture. Ideally,
you should try to become the intersection of these networks to broker the best
ideas, technologies, talent and resources to catalyze scalable social innovation.
It would be rather difficult for you to effectively reach your goals if you haven’t
mapped out your networks.

Open source yourself

For most of this chapter, we have focused our attention on building connections
and attracting the right kind of people into our networks. In this section, we’ll be
discussing about how you can source the intelligence and skills from an infinite
amount of people to collaborate and contribute to the development of your
innovation. The strategy that we’re referring to revolves around the whole open
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source or distributed collaboration model.

The open source movement began in the software industry, where programmers
began to open up their code sources for others to freely use, repair, develop,
and even copy, so long as the programs were not being sold for profit. It is

this widespread use of open source software that has led to the advent of the
Internet becoming one of the largest networks that connects billions of people
together. Being ‘open source’ is not about the free software or the innovative
technologies, it is a more spiritual thing. ‘Open source’ is all about harnessing
the free-will of community participation with different degrees of spontaneous
collaboration. The idea is simple, let’s share what we have and let others
contribute!

The philosophy behind the open source movement has led to the growth of
other similar movements such as Open Content (sharing of any type of creative
content - music, art, etc) and Open Science (sharing of scientific knowledge and
discoveries). The basic model of these movements remain the same - share
what you have, create a platform for participation and make the decision making
process absolutely transparent. The spirit of open source has resulted in the
emergence of many online communities that are changing how people interact,
share and learn from each other. Here are several key examples:

Wikipedia

It is the world’s biggest free encyclopedia in terms of article entries. There are
over a million articles in English alone and a growing number in other languages.
Wikipedia allows people to openly share their knowledge on a variety of issues
by contributing article entries online. Hundreds of thousands of people also
collaboratively edit any article on its database resulting many self-organized
communities that are formed around various topics. These communities also
help maintain the quality and accuracy of each article entry and its revisions. All
articles on Wikipedia can be copied and reused freely (GNU free documentation
license). In a way, it has become a repository for the world’s knowledge, result-
ing in ‘global brain” of sorts.

Creative Commons

Protecting your intellectual property (ideas or innovation) through Copyright
has been one of the world’s major drivers of innovation. However, an over
protection of copyrights can also cause innovation to stagnate as people can’t
cross-pollinate by leveraging ideas and innovation from others. The ‘Creative
Commons’ movement, also known as ‘Copyleft’, allows owners of various
types of intellectual property (writing, images, videos, etc.) to share, exchange
and distribute their work for free as long as it’s used non-commercially. This
guidebook is also published under the Creative Commons license for young
people to use freely in developing their social innovation.
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WHO ¢& SARS ) ) ) example, if you can upload some of your work on open platforms like

The first clue of the Severe Acute Respiratory Syndrome (SARS) epidemic Slideshare.net and watch how popular it becomes by the view count. If your
emerged on an open collaboration platform which was part of the World Health work becomes popular, you can reveal proof that it has achieved scale or been
Organisation’s (WHO) Global Outbreak and Alert Response Network (GOARN). adopted.

Various laboratories and interested scientists shared key information both on

the spread and solutions for the epidemic in real-time. All key findings and AN B R LIRTY - This simply means that you should aim

discussions between various participants were posted on the platform for to create a ‘playground’ for people to interact and share with one another;
anyone to use for further investigation into the cause and the development ultimately forming a community around your innovation. To achieve this, you
of a cure for the virus. The platform facilitated a sort of ‘division of labor’ that start either a simple message board, a group blog service, a social network

allowed participants to focus on their relatiye §trengths while reaping the ' service or even a physical space where people can come together once in a
benefits from global information sharing. Within a few short months, solutions while.

for the epidemic were created and implemented; thus simultaneously launching

the world into a new chapter of open scientific co-discovery. (G RN DA TR R BIIeY - You can’t serve the whole world. This means

that you can’t attract and will never be able to attract a huge number of people

The Burrito Project all by yourself. The idea is to share something unique and meaningful with
The Burrito project, which was started by a small group of young people from the your core community and allow them to freely attract others who might share a
United States, became popular across the world through an online social network similar passion. Always start very small and let them draw their peers in.

called ‘MySpace.com’. Aimed at solving hunger in poor urban communities,

the project began with a group of young people blogging about their efforts in AN NI DR TLNEieY- One of the most common reasons for a vibrant

making and distributing the burritos to the selected communities. By posting online community to fail is the loss of trust amongst its members and the
their project idea and experiences online, other users became attracted to the network. When people are doing something voluntarily, they do not like their
idea and began replicating it on a massive scale in the U.S. and across the world trust assaulted. From the very beginning of the project, you’ll have to make sure
to places like Syria. that you disclose the following information:
All these examples above prove that there are so many people out there who - persons involved in starting the project
want to do good and share your passion, it doesn’t matter if you don’t know - the purpose of the project
them personally but it is critical for you to make whatever you are doing - owner of the project,
available online in order for others to participate. - how community decisions are made,
- what kind of benefits members reap (monetary and non-monetary)
Here’s a summary of how you can prepare your innovation or venture to be open - how the project is financially sustainable,
sourced:
If there are surprises along the way, people will lose their trust and leave your
VELCNAE LI FEVENEDIY - Make all your ideas, and experiences available community feeling betrayed.
online, preferably using a Creative Commons license in order for others to scale
or replicate. Believe it or not, you can achieve benefits from this as you will Another key issue, is to provide credits to everyone involved in the project, even
ultimately be credited for spawning the idea, innovation or venture. if it was someone you talked to a long time back while conceptualizing your idea.

The more people perceive you as being generous with your credits, the more

DL S R [ R EVGCRV @G e 4y - The faster you develop and incentive they’ll have to help you. There have been many cases where people

up-load clear documentation on your work and the methodologies involved, the have not been recognized for their contributions and this has resulted in big
easier it will become for your stake-holders (donors, clients, etc.) to understand scandals. Providing full disclosure and credits is a necessary but very sensitive
your work. It would also be easier for others to scale or replicate your efforts and delicate matter. The key thing to remember is to always be fair to everyone
in other places. Again, all credit will directly come back to you and you would around you. One small glitch and it could potentially be perilous for your network
always become the reference point for the issues you work on. This is especially and social venture. As Google’s motto goes, “Do no evill”

crucial for new ventures to gain more credibility in the field that they are in. For



ADVICE FROM
ASHOK KHOSLA

At last year’s Global Knowledge Partnership
(GKP) annual members’ meeting in Colombo,
Sri Lanka, the Youth Social Enterprise
Initiative (YSEI) team and its Fellows had the
opportunity to spend some time with Dr.
Ashok Khosla, a renowned social
entrepreneur who, as the Chairman of
Development Alternatives, is well known for
his innovative approaches to rural
development. For someone who has achieved
tremendous success and has brought about
significant change in the world, Dr. Khosla
was one of the most down-to-earth and
approachable people at the event. He was
kind enough to share some key insights and
advice on what he thinks every emerging
social entrepreneur should keep in mind.

Here’s a summary of the key points that transpired from our conversation
with Dr. Khosla

1. Integrity and accountability - You have to stand up for what’s right.
Never compromise your honesty and morality even if it can expedite particular
processes. Also, be accountable for your actions. Without trust from your team
members, the venture will never grow and become strong. Make ethical
decisions, do what is right, period.

2. Compensate well, but not only with money - All of your team
members should be compensated properly. They should not be made to feel as
if their time and energy is not valuable. In addition, not all compensation needs
to be in the form of money. Most of the time, recognition of their work can go a
very long way.

3. Clients first! - Your clients are your reason of existence. Therefore, try to
provide the best service possible to them and continuously strive to make
improvements.

5. Worry about your finances - Yes, we did say ‘worry’. If you’re not
worried, you’re never going to be able to raise the funds you need. Even the
most successful social entrepreneurs are always worried about their venture’s
costs and their next source of funding.

6. Never give up! - “You have to realize that most of world will never
recognize your efforts and there will always be challenges along the way. The
only way to stay alive is to never give up!”.
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RESOURCES

Programs/Courses Held by Universities

Social Enterprise at Harvard Business School

an initiative by Harvard to teach and train its students on managing social
enterprises at a sustainable level.

(www.hbs.edu/socialenterprise/)

The School for Social Entrepreneurs (SSE)

a UK based programme for Social entrepreneurs that helps sustain,
support and grow organisations established in local settings.
(www.sse.org.uk)

Stanford’s Centre for Social Innovation

University centre promoting the application of entrepreneurial management to
the social sector.

(www.gsb.stanford.edu/csi/)

Said School of Business

offers an MBA in social entrepreneurship and is the global centre for social
entrepreneurship in the UK, providing both research and education for the
furthering of social enterprises

(www.sbs.ox.ac.uk)

Centers For Social Entrepreneurship

Centre for Advancement of Social Entrepreneurship (CASE)

holds seminars and lectures to generate interest and awareness and to make
people more knowledgeable about the concept of Social Entrepreneurship.
(www.fuqua.duke.edu/centers/case/)

Canadian Centre for Social Entrepreneurship

a Canadian version of the CASE that also provides technical and financial support
for Social Entrepreneurs.

(http://www.business.ualberta.ca/ccse/)

Institute for Social Entrepreneurs
provides training and consultancy services for social enterprises in North America
(www.socialent.org)




Social Enterprise Program at Columbia Business School

Empowers students to achieve social benefit through business practices and
encourages research and education in the field of Social Entrepreneurship.
(www2.gsb.columbia.edu/socialenterprise/)

Media Publications

Fast Company

a magazine that takes an innovative approach to publishing articles, anecdotes
and real-life stories on the skills and abilities required to run an enterprise.
(www.fastcompany.com)

Making Waves

a Canadian magazine that is primarily involved in the planning of CED’s
(community economic developments) and social entrepreneurship workshops.
(www.cedworks.com)

Network Links for Social Entrepreneurs

Schwab Foundation

consists of a network of outstanding individual social entrepreneurs throughout
the world, it is linked with the World Economic Forum.
(www.schwabfound.org/)

The Echoing Green foundation

an American based association that endorses International fellowships of
individual social entrepreneurs.

(www.echoinggreen.org)

Social Edge

a program of the Skoll foundation that connects social entrepreneurs, to help
them learn and discuss the different practices used in running an
entrepreneurship

(www.socialedge.org)

Idealist

A website which provides opportunities for people, organizations and consultants
to collaborate with one another and successfully build a social enterprise
(http://idealist.org/)

Funding Associations for Social Enterprises

Skoll Foundation

gives grants and provides development programs to support social
entrepreneurial organizations

(www.skollfoundation.org)

Acumen Fund

an international fund, based in the US, that links serious philanthropists with
social innovators.

(www.acumenfund.org )

The Scarman Trust

a UK charity committed to helping citizens bring about change in the British
community

(www.thescarmantrust.org/)

ChangeMakers

an Ashoka initiative that provides financial awards to budding social
entrepreneurs, whose ideas have the ability to help change the world
(www.changemakers.net)

The Omidyar Network

funds social enterprises to try and foster a sense of individual self-empowerment
on a global scale.

(www.omidyar.net)

GlobalGiving

provides a forum for social entrepreneurs to put-up their respective projects
and requests for funding. Here, private donors fund projects or ideas that they
believe are capable of creating vast social impact

(www.globalgiving.com/)



Support (Inclusive of Funding) Organizations
for Social Entrepreneurships

NESST

Nonprofit organizations supporting the development of social enterprise in
Central and Eastern Europe and Latin America.

(www.nesst.org)

CIVICUS

helps civil society organisations achieve their goals by helping them plan their
actions and activities

(www.civicus.org)

ASHOKA

an international fellowship of social entrepreneurs that promotes the
development and sustainability of social entrepreneurships
(www.ashoka.org)

Youth Social Enterprise Initiative

promotes the idea of social entrepreneurship among youths and empower young
social entrepreneurs in developing countries by providing assistance in 4 key
areas - knowledge. networking, mentorship and financing

(www.ysei.org)

Youth Venture

A branch of Ashoka’s social mission that provides disadvantaged youth with the
limited tools to build civic-minded clubs, businesses or organizations
(www.genv.net)

UnLtd

is a charity which supports social entrepreneurs and helps make their ideas a
reality

(www.unltd.org.uk/)

APERIO

consults and supports social entrepreneurships, in the hope of creating a
growing, sustainable entrepreneurial social sector
(www.pepintranquada.com)

Draper Richards Foundation

endows fellowships to young social entrepreneurs and supports them during the
start-up phase to help create a wide-reaching social change
(www.draperrichards.org/)
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About YSEI

Youth Social Enterprise Initiative (YSEI) is a social venture program that invests

in young visionaries who have big ideas and who need crucial startup support to
turn their ideas into action. YSEI is a Global Knowledge Partnership (GKP) program
developed by its members TRN, Mitra and OrphanlT. The program is supported by
the Swiss Agency for Development and Cooperation (SDC).

Visit www.ysei.org for further information.
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Sharing Knowledge « Building Partnerships
www.globalknowledge.org

About GKP

Global Knowledge Partnership (GKP) is a multi-stakeholder network promoting
innovation and advancement in Knowledge for Development (K4D) and
Information and Communication Technologies for Development (ICT4D). GKP
brings together Public Sector, Private Sector and Civil Society organizations with
the goal of Sharing Knowledge and Building Partnerships in K4D and ICT4D.

GKP activities and programs foster the innovative application of knowledge and
technology to address and solve development issues in four strategic themes
- Access to Knowledge, Education, Poverty Reduction and Resource Mobilization.

GKP operates globally as well as in 7 regions: Africa, Central and Eastern Europe;
East Asia; Latin America and the Caribbean; Middle East and North Africa;
Oceania and South Asia. GKP members demonstrate ideas through projects on
the ground; and they influence policy at a global level.

GKP was founded in 1997. The network comprises over 100 members spanning
40 countries. It is governed by an elected Executive Committee and supported by
a Secretariat based in Kuala Lumpur, Malaysia.

Visit www.globalknowledge.org for further information.



