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WHAT ARE SOCIAL INNOVATIONS? FLUID
CONCEPT, CONTEXT SPECIFIC DEFINITION



INNOVATIONS AND INNOVATORS
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“I think you should be more
explickt here in step two °




innovaTion  |S A CHANGING CONCEPT

OF WHAT? THE LEAN

Technology (product innovation, process innovation) ST z
Non-technology (marketing, organization)

Business model innovation
Social e e
WHERE? THE OPEN
Industry/business sector EggliLOF
Services INNOVATION
Non-market/public sector | e
Cross-sectoral | @ TR é HENRY CHESBROUGH
HOW? e o o
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Today's millennials claim it
is vital for business to get HEA[' HPINI]S
involved in societal issues.

There is a direct

want business to get relationship between
more active in solving personally getting want business to
issues involved in issues and make it easier for

: . consumers to
believe business can having a greater voice getinvolved in
make a greater impact HEART in driving change. societal issues
In addressing societal
issues

wish it was easier to
4 know which companies
were doing good
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INNOVATIONS FOR EVERYBODY, EVERYBODY BECOMES INNOVATOR



Innovations taking place everywhere

Creative communities \ , o \y
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Innovation networks

- 4 Crowdsourcing

Open innovations

Collaborative innovations



10 faces of innovation

THE TEN FACES
OF INNOVATION
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WHICH INNOVATOR _
ARE YOU? Wb

INNOVATION FUTURISTS (19 per cent of the UK population)
are engaged in many aspects of the innovation debate and can
see the benefits of change in all areas of life. They understand
the different facets of innovation well, are generally comfortable
with the pace of change in society and take a long-term view
on their own lives and the wider world. They are not concerned
about innovation over-reach and tend to view controversial
innovations such as nuclear or GM foods more favourably than
other segments. They are also more likely to say they have been
innovative themselves.

INNOVATION ROMANTICS (12 per cent of the UK population)

find consumer innovation exciting and interesting, but tend not
to engage with innovation with long-term objectives. They tend
to think of innovation as consumer goods - ‘gadgets’ and ‘new
technology’ that they encounter in their personal lives. They
attach high intrinsic value to innovation and tend to approve

of most innovation they come into contact with or hear about.
They are more likely than other segments to agree that “new
ideas and products are what make a country great - even if they
don’t have much economic benefit”. Innovation Romantics are
not long-term planners and tend not to be concerned about
the future, and they are the least likely to have participated in
innovative activities.



http://www.nesta.org.uk/quiz/which-innovator-are-you-/take

INNOVATION CREATIVES (19 per cent of the UK population) are
typically younger than average, confident and on-trend, display
high levels of personal creativity and a social perspective on life.
They are curious and interested in new ideas, especially those
that demonstrate creativity and solve practical problems. They
are also the least cautious of the innovation groups, and the
most likely to agree that they are “creative and often come up
with new ways of doing things”. They are often early adopters
of new technology and ideas, recommending new products to
peers. They struggle to bring innovation together as a single
concept, and therefore tend to see innovation as a series of
different processes. They tend to think about innovation in the

context of their own hobbies and interests.

INNOVATION REALISTS (34 per cent of the UK population)
appreciate innovation but are not excited by it per se, believing
that ethics and rights are more important than innovation and
progress. They acknowledge that it is necessary to keep pace
with change and they balance the drawbacks of innovation with
the benefits. They are the segment most interested in current
affairs, particularly valuing social innovations in areas like health,
transport and education. Their most pressing concerns are
focused on the impact of innovation on society, such as privacy,
desocialisation and the perception that lifestyles are becoming
increasingly disposable as products become obsolete.




INNOVATION SCEPTICS (16 per cent of the UK population) are
particularly concerned about the pace of change in society.
They are cautious and practical, placing relatively low value on
innovations until they are confident that they have real-world
benefits. They see new ideas as less important than solving
problems by using existing ideas and technologies better. They
tend to be more focused on the impact of innovation on their
lives and are more likely to be late adopters of new products
and technologies. They often feel a sense of powerlessness
and a feeling of being left behind, concerned about the impact
of new ways of doing things on job security, and they worry
about how society adapts to change overall. They find value in
innovation in health, education and social care when they see
how it can actually make an impact on their lives or those close
to them.



SOCIAL INNOVATIONS AS INTERACTION AND
COOPERATION: VALUE NETWORK ANALYSIS
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@ VALUE NETWORK ANALYSIS EXAMPLE:
A-GIGA

1) Identification of roles
(participants) for creating value

Network Modeling Tools

A brief overview



@ VALUE NETWORK ANALYSIS EXAMPLE:
A-GIGA | sais I

Salary

1) Identification of roles
(participants) for creating value

2) Mapping tangible and intangible
exchanges between the participants

Rental Finance |,

Payment

Contract

Cbisonih—

. —

¢ —— - - i
specific intangible deliverable
—
transaction
(directional arrow)
specific tangible deliverable

Network Modeling Tools

Budget

A brief overview




@ VALUE NETWORK ANALYSIS EXAMPLE:
A-GIGA Skills | e

1) Identification of roles
(participants) for creating value

2) Mapping tangible and intangible
exchanges between the participants
3) Exchange Analysis: Analyzing the
patterns and processes for creating
value - it shows the missing links

Payment

Performance

B

Network Modeling Tools

A brief overview



@ VALUE NETWORK ANALYSIS EXAMPLE:
A-GIGA

1) Identification of roles
(participants) for creating value

2) Mapping tangible and intangible
exchanges between the participants
3) Analyzing the patterns and
processes for creating value
(Exchange Analysis)

4) Impact Analysis: determines the
impact that each value input has
on the participants

Rental

Payment

Network Modeling Tools

A brief overview



@ VALUE NETWORK ANALYSIS EXAMPLE:
A-GIGA

1) Identification of roles (participants)
for creating value

2) Mapping tangible and intangible
exchanges between the participants
3) Analyzing the patterns and
processes for creating value (Exchange

Contract

Analysis)

4) Impact Analysis: determines the
impact that each value input has on
the other participants

5) Value creation analysis: determines
the value that each participant _Performance
(output) adds to others

Network Modeling Tools

A brief overview



Innovation as value creator

Innovation plays a key role in value Vl:» ‘_ ,\!
creation (economic, social) Ty
: . Création
We must find an opportunity, how to do

F

sth new, and turn the idea into a value

The value is e.g. business growth, social
change

The driver is creativity, desire for a
change




Innovation is ...

|dentification or creation of new
opportunities,

New products

New ways of the existing market
satisfaction

|dentification of new markets with
development potential

Innovations in services
Meeting social needs
Improvement of oberations

o000 |



https://www.youtube.com/watch?v=jWFSTYK2FWw
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Innovation process (4 stages)

Identification of opportunities (in the ocean of
opportunities)

— Inspiration, transfe from different context,
listening to users, border research, new
combination of of existing solutions, new models
of future

Finding/getting resources

— Money, time, knowledge for strategic choice
Development of solutions

— In the environment of risk and uncertainty
Capture of value

— Revenues from users, clients, customers, Prijem
od uzivatel(i/zdkaznik(, vynos pro investory,
innovation rent



http://www.treehugger.com/slideshows/clean-technology/nature-inspired-innovation-9-examples-of-biomimicry-in-action/page/7/

—1995: Larry Page and Sergey
Brin meet at Stanford.

—1996: Page and Brin, now
Stanford computer science
grad students, begin
collaborating on a search
engine called BackRub,
which operates on Stanford
Sservers.

27: Name changed
to Google, a play on the
word “googol,” the term
for the number one
followed by 100 zeros.

Sept. 4,1998: Sets
up shop in California
garage and hires one
employee.

on Street View

46 B 2012
- = § 50
' As of April 2013, the
number of countries
2004: Moves to
[ campus- like You TUbe D
—1999: Qutgrows I “Googleplex” with over o
two offices and |
goes from eight \

to 40 employees.

800 employees; Gmail 2006: Google calendar _
launched; Company goes public | launched; Announces Appro_xlmate r!umber
at $85 per share. acquisition of YouTube of indexed images

1995 | 1996 ¥ G174 1998 | 1999 | 2000

— 2000: ; 2007: Gmail no longer
Eric Schmidt (above [~ 2002: Google Labs — 2005: invite-only; Street
right) named CEO:; and Google News G I M View debuts in five A 1 0
Google becomes world's | launched. a::%;g . gﬁfs U.S. Cities; Android 0S £ =1
i 003 announced oy @

largest search engine. ;\c s Earth released: 1§ Number of “Google doodles”

2001: Image search | 4 Google Reader ¥ that have been posted since
[ launched A e oS introduced at the first one in 1998

' of Blogger). Web 2.0 conference.
|

I
20089: 2010: Nexus One,
Announced  Google's flagship
development smartphone,

of Google introduced:; First

Chrome OS  pjayable doodle (for

Pac-Man's 30th
birthday); Google

cars log more than
) 225,000 km

L gsei"ust(;::)ﬁch 90-day field trial
Google's Se|f_driviné completely bypassing the results page.

[
I
2011: Page becomes 2012: Goo I
. : Google Play and 2013: Ch
CEQ; Google Wallet (tap Google Drive launched: chel : gpigg)lebook

phone to pay) available Proi . "
: : ject Glass unveiled; 6 ”
on Sprint Nexus S Accy ired Motorols Mabilty: announced The verb “google” was added to the Merriam

Google+ Ofr;en to Samsung Chromebook Webster and Oxford English Dictionary in 2006
Sign-upsarier iy (laptop) released 8B
going through = DID YOU KNOW?

2004 The “I'm Feeling Lucky” button takes you directly to the first search result,

19982000 Approximate number of Google’s indexed pages



Innovation cycle: stages
and requirements

Exploring
opportunities

Research and
anahysis

for exploratory
work

Generating }iﬁ?ﬂm
ideas creative
thinking
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ENGAGEMENT, SHARING, CO-CREATION,
CO-PRODUCTION,



CREATIVE
INNOVATION.

'Future
predictions
beyond 2020



https://www.youtube.com/watch?v=V88hTRiVhio

Landmark Crowdsourcing Events .2 crowdsourcing.org

Everything and anything crowdsourcing

Why the Many Are %
Smarter Than the

Few and How
Collective Wisdom
Shapes Business,
Economies,
Societies and

9

CROWDSOURCINCG

I POWER OF THE CROWD

Nations

JAMES AT e vou o e Power of
SUROWIEC F— ey A the Crowd

' St ) Is Driving
the Future
of Business
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http://www.crowdsourcing.org/
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NOW & NEXT. FUTURE OF ENGAGEMENT

) MsLGROUR
)

We have now synthesized a year’s worth of insights from the 100+ planners on MSLGROUP’s
Insights Network into an annual report on the ten frontiers for the future of engagement.

=== 2. Behavior
: Change
Games

= 3. Collaborative
Social _
Innovation

4. Grassroots
Change
Movements

5. Co-creation
Communities

ko Sis
By ‘ 6. Social
—_ Curation

i

8. Collective
Intelligence

9. Social Live
Experiences

10. Collaborative
Consumption

Photos from p22earl, nanpalmero, grafixer, untitlism, ngmmemuda, peterhellberqg, xavitalleda, jodiejaye, pochacco20, seyyed mostafa zamani on



http://www.flickr.com/photos/p22earl/3297492023/sizes/l/in/photostream/
http://www.flickr.com/photos/nanpalmero/4432186135/sizes/l/
http://www.flickr.com/photos/grafixer/3180236074/sizes/o/
http://www.flickr.com/photos/untitlism/22800371/sizes/l/in/photostream/
http://www.flickr.com/photos/ngmmemuda/4928131604/sizes/l/in/photostream/
http://www.flickr.com/photos/peterhellberg/4625578444/sizes/l/in/photostream/
http://www.flickr.com/photos/xavitalleda/5342708338/sizes/l/in/photostream/
http://www.flickr.com/photos/jodiejaye/2745320834/sizes/l/in/photostream/
http://www.flickr.com/photos/pochacco20/123646178/
http://www.flickr.com/photos/seyyed_mostafa_zamani/4266283238/sizes/m/in/photostream/

FUNCTIONAL DEFINITION OF SOCIAL
INNOVATION



(Implemented!) CHANGE (of product, process, marketing, organization, ...) =
NOVELTY

which creates VALUE (SUPPLY),
for which the customer is willing to pay (DEMAND)

NOVELTY VALUE REVENUE

INNOVATION



NOVELTY NEED IMPACT

SOCIAL INNOVATION

SUSTAIN- ACTION

ABILITY



NOVELTY \V/A\RS= REVENUE

S

ECONOMIC AND SOCIAL INNOVATION

SUSTAIN- ACTION

ABILITY



HOME MINEACTION TUBERCULOSIS DETEC

MINE ACTION f’*’*bh 5

’ '“"_ Ay T _Jrlf:
There are currently 65 countries and 'H i around e e
the worid that are affected by Eandmmé% Yplosive ,?.f ke
remnants of war that pose a structural 10 e

development and economiic growth... AﬁOPD has stepped |0
up its war on landmines and continues to ‘develop '
combined approaches using existing demining technology
as well as its innovative Mine Detection Rats [MDRs}
leading to more efficient mine action work. P

TUBERCULOSIS
DETECTION ‘

Every untreated Tuberculosis patient can infect a dozen
other people per year. The need for faster TB diagnosis
in overpopulated high burden cities is paramount. APGPO
is working towards eradicating TB in Sub-Saharan ,
by training locally available rats to evaluate sput ,
samples more swiftly and efficiently. One rat can eva
in ten minutes more samples than a Iab technicia
in one day.



https://www.youtube.com/watch?v=BIORvTaxbL4
https://www.youtube.com/watch?v=ZvUUadKKQ1s
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Featured

Michael Young 100 Launch of Social
Conference: Tackling Innovation:
Inequality in the 21st - Las
Century Communities

+ Read more February saw the launch of the new Social

T e s e e e e e e Innovation: Communities project funded by
SIE Berlin Report: - Horizon 2020

Exploring Ecosystems for .

Social Innovation

+ Read more

B T3 Report: Understanding workplace innovation


http://siresearch.eu/

INNOSERV

The project Consortium Project Outputs Innovative Projects

SOCIAL PLATFORM
ON INNOVATIVE
SOCIAL SERVICES

Education - HEAL TH - Weifare

Velcome Blog Calendar Members Other research projects Help

Social platform on Innovative Social Services m

This project is focusing on identifying the future potential of innovative

Newslefter 2 has been
published!

3 weeks 3 days ago
the needs of citizens. INNOSERV Trailer

services including the multifaceted activities of different stakeholders as well
as the policy frameworks at different levels of governance geared to address



http://innoserv.philnoug.com/nueva
http://innoserv.philnoug.com/project_outputs2
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Compet tition

memory of Diogo Vasconcelos. The aim is te find the best social
innovation solutions to help people move towards work or create
new types of work.

“ '? The Competition was launched by the Eurcpean Commissicon in
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The Washed Ashore Project Abo Ut U S

Jun 14~ What do 3 tons of garbage look like? If vou are An

Haseltine Pozzi, you turn this trash inte :Kcu]pfur_‘es thatd N es t a j.S an innovati onc h ari ty With a

attention to the problem of plastic pellution. Unlike other
artists that work with plastic beach debris, she doesn’t cu

everstaing up nto tny, beautifu ices o you don' ko mission to help people and organisations
where this plastic came from - you can ... . 3 .
bring great ideas to life.
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http://www.nesta.org.uk/sites/default/files/the_open_book_of_social_innovation.pdf
http://www.inovacevsem.cz/p102-prezentace-inovaci-prihlasenych-na-cenu-sozialmarie-v-praze

FAS research Map of social innovatorsin the Czech Republic

ZA UXELEM MAPOVANI, PROPOJENI ™
A ZVIDITELNENI LIDI, KTEE] PEISTUPUJI
JEDINEENE A NOVATORSKY K EESENI
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Civic society, transparency, local development

ASHOKA

from networks to strategy

research

FAS

POSILENI OBCANSKE SPOLECNOSTI A TRANSPARENCE, MiSTNI ROZV0)
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ASHOKA

Education, science and research
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FAS research

ASHOKA

Social and economic inclusion and integration
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FAS research

Health, lifestyle, health services
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INNOVATION ECOSYSTEM



SOCIAL INTERVENTION ECOSYSTEM

Policy-makers Funders Individuals Businesses

Policy Programme- Individual Corporate
frameworks & based grants Violunteerism & volunteerism,
regulations philanthropy &

social responsibility

Design and delivery of social
. programmes by a range of

NGOs and charities ‘

Beneficiaries



SOCIAL INNOVATION ECOSYSTEM

ELRGES

Businesses Intermediaries

Bottom-up Range of Violunteerism, Strategic Capacity
solutions & grants, loans & phifanthropy & partnerships & building,
results-focused ethical new product/ brokerage and

investments
intervention investments service lines benchmarking

=1 Shift from

. On-mission Sodial Social Socially Bu?mm Pure handouts to
Operational trading A . giving i . .
charity arm of a ene ) - _I re;ptrnsl ¢ profits to Ec:mrnergu innovative
charity enterprise business usiness charity enterprise market—based
-J solutions
social Retums Financial
impact Blended

vt ot IR O
( >




SOCIAL AND ECONOMIC VALUE



Social innovation is ...

* New solution of social problems which is better than the existing
approaches and creates new interactions and cooperations

* The social problem is identified which has not been solved sufficiently
and therefore requires new solution

e Social innovation must be implemented in practice, creates economic
and social value (innovation supply) which is demanded by clients,
users, customers

e Social innovation creates sustainable social change



Social i Social
entrepre- B intrapre-
A ' neurs

Social

Combination of impact
economic and

social value . .
Traditional Traditional

NGO CSR

Incremental

Business
value

SHIFT TO HIGHER IMPACT




Social innovations: characteristics

* New combinations of existing elements rather than a completely new
solution

* Implementation of Sl requires crossing of organizational, sectoral or
disciplinary frontiers

* They create new relations among the unrelated actors and groups
which support upscaling and embedding of Sl and increase potential
for future innovations

* They create internal capacities of individuals and communities which
are utilized in open/user oriented innovations



Tehergy

%

Revolution _ Chadllenge Prizes
100 Products e & g coﬁﬂ :!:EPSSKE S I(EI I | |
That Empower People Q L+@ FOUNDATION ASHOKA

Emily Pilloton
foreword by Allan Chochinov =5

CSR criteria In Social |
research Ideas and awards entrepreneurship

CONSIDERED INDEX

nnnnnnnnnnnnnnnnnnnnnnnnnn

SCHWAB FOUNDATION FOR
SOCIAL ENTREPRENEURSHIP

mmmmmmmmm

Diversity of Experimentation and

stakeholders learning skoll
world

forum

ON SOCIAL
ENTREPREMEURSHIP

Creativity and innovation


http://sol.ec/1nB8p7w
http://www.psfk.com/2015/04/ibm-watson-contest-good-data-contest-cognitive-computing.html
http://www.nesta.org.uk/our-projects/centre-challenge-prizes
http://www.bloomberg.com/ss/09/12/1209_25_world_changing_products/24.htm
https://www.ashoka.org/
https://www.youtube.com/watch?v=XYDTyqeUKto
http://www.skollfoundation.org/about/
http://skollworldforum.org/

danone)Y(communities

=

Grameen Bank

X) THE WORLD BANK | working for aWorld Free of Poverty
IBRD - DA

LA A A LY

LR ARl Y UN US

L

Social entrepreneurship
Financial inclusion


http://www.freeplayenergy.com/aid-and-development/
http://www.google.org/
https://www.gv.com/
http://www.danonecommunities.com/en/projects-lives
https://www.youtube.com/watch?v=AV4WQV32ijs
http://www.worldbank.org/en/programs/globalfindex/infographics/infographic-global-findex-2014-financial-inclusion
http://1drv.ms/1IFZSOn
http://conversableeconomist.blogspot.cz/2014/01/the-status-of-microfinance.html
http://www.worldbank.org/en/topic/financialinclusion
http://www.worldbank.org/en/programs/globalfindex
http://corporate.marksandspencer.com/plan-a/find-out-more/about-plan-a

Products and
Social products of Business argument services and their
businesses for CSR production/
distribution

Business and social Institutionalization of
performance and CSR (Global
financial results Compact)

CSR + core business
(business model)

CSR = improves society thanks to services and
products which the company produces and
distributes


http://1drv.ms/1L9ykiA
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By 2025,
Millennials will
represent 75% of
the global
workforce.'

By 2018, their
earnings and
spending power are
projected to outpace
those of Baby
Boomers.®

" [ How Mitiennials Define Active Citizenship
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of Millennials say they
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https://www.youtube.com/watch?v=P5wdvkctypQ
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THE B TEAM |

Business»
Better

The B Team

By Emily Chertoff


http://bteam.org/about/
https://www.youtube.com/watch?v=9R_FXntSJ6M

&

CONSCIOUS
CAPITALISM

-.IIT.IHN MACHE‘I"
RAJ SISCIDIA

Jag Sheth

One for One



http://www.wholefoodsmarket.com/mission-values/core-values
http://1drv.ms/1PFfosz

* AUTHENCITY
* NATURAL AUTHORITY
* STORYTELLING

- )

NTERACTIVE COMMUNICATION IN
RADICAL MANAGEMENT

YOUR HUNGER
CAN HELP FEED A
MALNOURISHED

SUITCASE TOUR

GK TO BASICS 2



http://romaboots.com/pages/about-us
http://www.outofprintclothing.com/pages/mission
http://mailchimp.com/about/
http://www.imogeneandwillie.com/story/
http://twodegreesfood.com/mission/our-mission/
http://www.innocentdrinks.co.uk/us/being-sustainable
http://kletterwerks.com/heritage/
http://www.clifbar.com/hubs/company
http://www.burtsbees.co.uk/w/about-us/our-story/
http://kitchen.johnnycupcakes.com/story/
https://www.cadbury.co.uk/the-story.aspx
https://www.warbyparker.com/history
http://www.thebookbus.org/about_the_book_bus.htm
http://www.litographs.com/pages/about
http://www.benjerry.com/values
https://www.graze.com/uk/about

Creation of shared value:
creation of economic and
therefore also social value
hodnoty (Kramer, Porter)

Vytvareni
SDILENE HODNOTY

Provodee novou firemni (rleveluei

Selected Points of Leverage for Corporations across Sectors to Create Shared Value*

Sector

Shared Value

Approach

Point of Laverage

Addressing nutritional deficiency through additives to low-cost, staple products

Improving smallholder farmers’ access o information, inputs, and fechnical assistance to
create a more reliable and higher-quality supply of inpuis

Suppoding infrastructure development, increased access o financing, and improved
knowledgesskills of consumers, retailers, and suppliars to enhance competitive context

% Health Care

Developing new products or refining existing products to respand fo local health needs

NG |

Innowating within distibution channels o ensure that guality products reach undarserved
patients

Imvasting resources fo create health-seeking behavior among poor or vulnerable
populations

._ﬁ-.. Financial
'.i‘! Services

Creating financial products that address specific needs of poar or vulnerable populations
and providing education programs to imprave individuals” financial capabilities

Proactively offering financial sarvices to companies in non-financial sactors so those
companies can better sarve low-income populations.

Vil

Transforming service delivery to increasa financial access, e.qg., through mobile banks

X Extractives
and Matural

Resources

Using byproducts from production to expand the scope of the business

Addressing social needs in communities surrounding exdraction sites to enhance the
compeditive context of these geographies

Cultivating local workforces and supplier netwarks fo support oparations in developing
nafions

Wiarking with suppliers to maximize output of renewable natural resources

Housing and
Construction

=

Improving supply of affordable housing by developing creative business modeds that
loweer the cost of housing units

Providing appropriate financing to gualified low-income individuals for new homes

Providing self-builders with complementary value-added services along with construction
materials

il

Developing technical and life skills of low-income, unskilled populations and equipping
them to be employed by the construction industry



http://www.fsg.org/
http://1drv.ms/1RAEHzO
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no-calorie choices

amazon

30K in 30 DAYS

TOMS. r11S HOLIDAY SEASON
«thag HELP TOMS GIVE

== 30,000

S PAIRS OF SHOES
TO CHILDREN IN

e )
awy ETHIOPIA
“ SN R AT TOMESHOES COM FRIE SHIPEHH G

THE
NORTH

Buy a Cookie,
Save a Life

5 Tro &ach ‘!,"‘: D §reat q

direcily to hefping find a cure for pediatnc

HELP US PRESERVE D

JFACENEE -

" You shop. Amazon gives.

Corporate social marketing



http://causeupdate.com/
http://www.coca-colacompany.com/coming-together/
https://www.drivingskillsforlife.com/signature-programms
https://www.thenorthface.com/about-us/responsibility/product/clothes-the-loop.html

THE
BEHAVIOURAL
INSIGHTS TEAM . | il sociery o seimte

Behaviour change


http://nudges.org/
http://www.worldbank.org/content/dam/Worldbank/Publications/WDR/WDR%202015/infographic-mind-society-behavior.jpg
http://www.behaviouralinsights.co.uk/
http://mind-lab.dk/en/
http://1drv.ms/1PMMKWv
http://www.poverty-action.org/
http://1drv.ms/1RUgYe7
http://1drv.ms/1RUhkBo

Greendex/!

GREENDEX 2014:

Consumer Choice and the Environment —
A Worldwide Tracking Survey

INTRODUCING GREENDEX2014: SLING Befay 1UR LRANGE

P G ographic & Globescan bbbt » A PRESENTATION BY TERRY GARCIA & ERIC WHAN

Greendex/ Calculator

Consumer Choice and the Environment - A Worldwide Tracking Survey

e


http://environment.nationalgeographic.com/environment/greendex/calculator/
http://environment.nationalgeographic.com/environment/greendex/calculator/

SOCIAL RESPONSIBILITY


https://youtu.be/E0NkGtNU_9w

L) ! -
F BIC Francais Pyccxwi Espanol Deutsch Portugués

-

United Nations Global Compact _ A

O Search website @ Search participants

AboutUs  HowtoParticipate Reporting  Participants & Stakeholders LocalNetworks Issues  News&Events Login

What is the UN Global Compact?

HUMAN RIGHTS

“ The Global Compact asks companies o embrace universal principles and to partner with the LABOUR
United Nations. It has grown to become a eritical platform for the UN to engage effectively with

enlightened global business.” ; ENVIRONMENT

L. YL T W N 1 _THN_ 1 ITF NN

— UN Secretary-General Ban Ki-moon

THE EFFECTIVE

CHILD LABCUR
GLOBAL +| [ Evetomie e

COMPACT |\ . . .

BUSINESS AS A FORCE FOR GOODD BUSINESS PARTNERSHIP HUB
GUIDE TO CORPORATE SUSTAINABILITY

Latest News THAT THEY ARE

050712015 UN Secretary-General Appoints N

04/2712015 Special Appeal. Support Relief Eff
04/24/2015  Water Access Projects in Brazil a

D4/23/2015 UM Global Compact Co-Hosts Wy

04/116/2015  UN Global Compact and Pearl Init
04/15/2015 Stock Exchanges Engage Stakeh
0412015 UM Secretary-General Calls on C
04/08/2015 Financiers Put Social Teeth Into h

D4/02/2015 UM Glebal Compact Launches Lo

6

THE El.“.I.Ii'I'HZIHEIF
DISCRIMINATION
ESPECT OF



http://www.unglobalcompact.org/

CSR stages

Transformation

Strategic Age of
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Promotion e : ]
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Charity marketing .
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For solution of
social and
environmental
problems

For reachong of
massive impact
(Scalability)

Creativity,
Innovations

Upscalability

Local contexts
and universal
principles

Glocalization

Model CSR 2.0

Circle

Transformative
and transparent

System
response

Renewal of
human, social,
environmental

capitals

economy




Model (steps) of social innovation

* Identification of opportunities: new solution of existing problems,
interconnectivity

e Attracting resources: proving the value of innovation idea, matching of
diverse objectives (economic and social), creation of supporting coalitions,
demonstrationg of functionality (piloting)

* Implementation: networking, inclusion of diverse actors and their
connection, upscaling capacity

e Strategy: convincing plan of transormation of the vision into reality step by
step

e Organization: loose and organic structures, connectedd by shared purpose,
requirement of effectve implementation, external openness (brokering,
networking)



Poor/omitted submarkets



Targeted by non-
profit or
government
actors

Poor, uneducated,
soclal excluded
customers

Commercially
unviable

Characteristics



Bottom of pyramid as
omitted market

Disruptive and catalytic
Innovation
e ] 7

CHRIS ANDERSON
Hizmraoed by SHANLE CLESTLHR

The Long Tail

FORTUNE
AT THE BOTTOM
DI TH[ FTHHIE

lllllllllllllllllllllllllllll

Paplanty of s

Poor submarkets — opportunity of social
arbitrage


https://www.youtube.com/watch?v=CPnx6gLcfK4
https://www.youtube.com/watch?v=yUAtIQDllo8

NATIONAL BESTEELLER

THE

WAL-MART
EFFECT

MAKING IT

BiG

o CHARLES FISHMANM

E Pratham

Ewvery Child in School & Learning Well

' FE]HTUHE =
AT THE BOTTOM
GF THE PYRAMID

ERKDECATIHG POVERTY TEROUER PRIFITS

ACUMEN
CHANGING
THE WAY

THEWORLD
TACKLES
POVERTY



http://corporate.walmart.com/global-responsibility/
http://www.youtube.com/embed/ycMucRMl0Yw?rel=0
http://www.tatamotors.com/about-us/pdf/mission.pdf
http://www.tatanano.com/nano-story.html
http://www.nesta.org.uk/sites/default/files/making_it_big-web.pdf
http://www.nesta.org.uk/news/8-social-innovations-making-it-big
http://acumen.org/
http://www.vodafone.com/content/index/about/about-us/money_transfer.html
http://www.vodafone.com/content/index/about/about-us/money_transfer/videos.html
https://youtu.be/C0G38wIWXCI
http://www.pratham.org/

Inclusive innovations

Affordability [l Sustainability rouDs e

C‘~l DEERL

* Inclusive innovations: paradigm MLM (more for less for more people), frugal

innovations, pro-poor innovations, grassroot innovations



Types of inclusive innovations

Froduct Delivery Adaptation to Helationship Fartnership
innovation innovation Infrastructure and labor and network
innovation innovation



Comparny Innovation and Application

Groupe Danone: Built tiny plants in Bangladesh that produce one-hundreth
of the yogurt a typical Danone factory produces, and then
discovered they can operate almost as efficiently as the firm'’s
large factories, spurring Danone to adapt the concept to other
markets

Nestié: Took the Maggl brand dried noodles created as a lowcost meal
for rural Pakistan and India and repositioned it as a budget-
friendly health food in Australia and New Zealand

General Electric Created an inexpensive portable electrocardiogram machine
for sale in India, where medical practitioners face power
fluctuations, lack of funding and space for big machines,
high levels of dust, and difficulty replacing parns in expensive
equipmeant, and now salls it in the United States as well as
other countries around the world

Hewleil-Packard Has a team in India looking for ways to migrate Web-interface
applications created for mobile phones in Asia and Africa to
developed markets in the United States and Europe

John Deans John Deére India developed a high-quality low-cost tractor
for farmers in India that is now Increasingly in demand In the
United States among farmers reeling from the recession and
that will play a big role in Deera’s expansion in Russia




Examples of frugal innovations

e Srishti Labs: http://www.innovation-portal.info/resources/girish-
prabhu-interview/

* Prahalad BOP: http://www.innovation-
portal.info/resources/opportunities-at-the-bottom-of-the-
pyramid-c-k-prahalad/

e Aravind: http://www.innovation-portal.info/?s=aravind

 NHL: http://www.innovation-portal.info/resources/narayana-
hrudayalaya-hospitals-nhl-2/

e Lifespring: http://www.innovation-
portal.info/resources/lifespring-hospital-2/



http://www.innovation-portal.info/resources/girish-prabhu-interview/
http://www.innovation-portal.info/resources/opportunities-at-the-bottom-of-the-pyramid-c-k-prahalad/
http://www.innovation-portal.info/?s=aravind
http://www.innovation-portal.info/resources/narayana-hrudayalaya-hospitals-nhl-2/
http://www.innovation-portal.info/resources/lifespring-hospital-2/

Financial frugal innovations

 Mowoza: http://www.innovation-portal.info/resources/suzanne-
moreira-2/

* M-Pesa: http://www.innovation-portal.info/resources/m-pesa/



http://www.innovation-portal.info/resources/suzanne-moreira-2/
http://www.innovation-portal.info/resources/m-pesa/

FUTURE OF ENGAGEMNENT



#1. CROWDFUNDING )%ﬂmﬁ@w

i"‘l .

Inspiring people to collectively fund
projects they are passionate about and
help bring them to life.

Photo from p22earl on Flickr. SlideShare report.


http://www.flickr.com/photos/p22earl/3297492023/sizes/l/in/photostream/
http://www.slideshare.net/mslgroup/ten-frontiers-for-the-future-of-engagement-1-crowdfunding

#1. CROWDFUNDING

P T What is Discover Start -
W F B Kickstarter? great projects your project

Bringing creativity to life

Curious about how it works?

Melissa's conceptual art project sent her on an Arctic expedition.

Staff Picks: Comics See all 124 Comics projects

The Leaning Girl Translated Graphic Novel
Project
by Alaxis Press in Ghicago, IL

Peeters & Schuiten's International award-winning
classic graphic novel, The Leaning Girl, translated

Screenshot and video from Kickstarter.

Art

Dance
Design
Fashion

Film & Video
Food

Games

_§)msLGRouP
)

Kickstarter uses the power of community
to fund creative projects: everything from
films, games, and music to art, design,
and technology.

Since its launch in 2009, more than 4.1
million people have pledged over $629
million, funding more than 42,000
creative projects.



http://www.youtube.com/watch?v=_OT0-GQ2SaA
http://www.youtube.com/watch?v=eg5q_TPfJZY

#1. CROWDFUNDING

REGISTER

ACTIVITY BROWSE
FEED REGISTRIES

CUSTOMIZE
YOUR DART

SHARE YOUR REGISTRY.

» \
e 9

CUSTOMIZE A DART. SET AMOUNT TO RAISE. PARTS GET SPONSORED. CONGRATULATIONS!

ACTIVITY FEED

MOST POFULAR PART

NUTS AND
BOLTS

KAMI REGISTRY IS ENDING SOON
53 MINUTES ABD (!-)

MOST POPULAR CATEGORY

1,582

TOTAL PARTS FUNDED

MYLES REGISTRY IS ENDING SOON @
53 MINUTES RGO

ASHLEY REGISTRY IS ENDING SDON @
53 MINUTES AGD

TOTAL SPONSORS TOTAL PARTS AVAILABLE

£33.039

NUMBER OF REGISTRIES

6.855%

SHELBY REGISTRY IS ENDING SOON
53 MINUTES ABD @

Screenshot and video from Dodge Dart Reqgistry.

) MsLGROUR
)
Dodge Dart Registry helps car buyers

invite friends and family to sponsor
individual parts of the car.

BUYING CARS

FOREVER



http://www.youtube.com/watch?v=BCfxOWLuNwU
http://www.dodgedartregistry.com/

) MsLGROUF

#2 BEHAVIOR CHANGE GAMES 8

Using game design technique and the
power of communities to motivate
people to achieve challenging tasks in
the real world.

Photo from nanpalmero on Flickr.



http://www.flickr.com/photos/nanpalmero/4432186135/sizes/l/

#2 BEHAVIOR CHANGE GAMES Spgpsaner

Opower helps people save energy and
reduce their electricity bills by comparing
their electricity consumption with friends,
neighbors and people like themselves.

OPCWER

f Sign in with Facebook or try the home rison without connecting to Facebook

Compare usage " Garrett Miller 184 kWh
Check how your energy use stacks
up against your friends and similar 2 . Weynehin e e
homes from month to month.
3 David Royer 2 267 kWhe
{J  Top20% of U.S. homes 298 kWh
] ﬁ Daniel Ramagem 462 kWh

Screenshot and video from OPower.



https://vimeo.com/53617011
https://social.opower.com/

#2 BEHAVIOR CHANGE GAMES Spsianaun

. ® 1l - X Nike Plus enables people to track, share
ﬁ 208,205% i B i it and compare their activity levels through
B - s/ s 8 num_ber of sensor enabled dew_ces,
“#= Including the Nike Fuel band, which
) e o iy 21,20 e converts all activity into fuel points.

O VIEW DETAILS »

CHECK OUT
NIKE RUNNING

rd & v [i Share @ Tweet :#W

Screenshot and video from Nike Plus.



https://www.youtube.com/watch?v=LYWEN0g0diI
http://nikeplus.nike.com/

#3 COLLABORATIVE SOCIAL INNOVATION s

Synthesizing community contributions to
co-create innovative and sustainable
solutions around a shared purpose.

Photo from grafixer on Flickr. SlideShare report.



http://www.flickr.com/photos/grafixer/3180236074/sizes/o/
http://www.slideshare.net/mslgroup/3-collaborative-social-innovation-ten-frontiers-for-the-future-of-engagement

#3 COLLABORATIVE SOCIAL INNOVATION S

AR B e O s M5 1 o O e s i N Poptrd OpenIDEO is an open innovation
platform that use innovation consulting
firm IDEQ’s design thinking methodology
to create solutions for social impact.

- Ei You, Gunter Wehmeyer and
(Z/usAID 10,438 others recommend
SR this.

) WATCH OUR VIDEO TO
How might we gather LEARN HOW IT WORKS

information from

hard-to-access areas
to prevent mass ®
violence against

civilians? DOWNLOAD OUR
UNIVERSITY
USAID, Humanity United and OpenlDEO have partnered to pursue ways to prevent mass atrocities — that is, TOO KIT

deliberate mass viclence against civilians. Examples of mass atrocities include genccide, ethnic cleansing and

mass rape. Often the perpetrators of these crimes try to conceal their actions — barring journalists and . e m e . e e P e e
humanitarian organisations from entering the area, blocking internet and mobile access, etc. How might we "TE L L, vy v
better listen and respond to the needs of of victims in these situations even though physical access may be
limited? How can we help gather information from these regions, given the challenges of actually being on the 6 875
2

ground? Let's collaborate to explore this topic and propose solutions — which might include services, platforms,
tools, products or approaches — to tackle this critical yet complex issue.
Read The Challenge Brief

INSPIRATIONS

Screenshot and video from OpenIDEO.



http://www.youtube.com/watch?v=eUApgJBZU8M
http://www.openideo.com/

#3 COLLABORATIVE SOCIAL INNOVATION st

J
Spark the Rise Grand Finale About Spark the Rise Partners Rise Blog FAQs Contact Us Search C Spark the Rise iS Mahindra GrOUp,S
online platform for changemakers across
Browse & Discover v Starta Project/Idea v Get Inspired v Exchange v Forum v e India to connect with one another,
collaborate and exchange ideas, procure
o e volunteers and donors, and to compete

SPARK THE RISE __/fh . I

A platform to propel innovation, entrepreneurship, and positive change in India.
You know what needs to be done. Now you can take action. Share your ideas,
seek help, win grants, and vote for your favourites!

WATCH VIDEO ©

519 287,982 2,396 3,491 940,554

Q

~ THE GRAND FINALE

Spark the Rise

WINNERS

Screenshot and video from Mahindra Spark the Rise.



http://www.youtube.com/watch?v=Sr8CDknC3KM
http://www.sparktherise.com/

( \ MSLGROLUE

#4 GRASSROOTS CHANGE MOVEMENTS -5

Inspiring people to act as change agents
In a way that their actions can be
aggregated or coordinated, leading to
significant impact and meaningful

change.

Photo from untitlism on Flickr. SlideShare report.



http://www.flickr.com/photos/untitlism/22800371/sizes/l/in/photostream/
http://www.slideshare.net/mslgroup/4-grassroots-change-movements-ten-frontiers-for-the-future-of-engagement
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#4 GRASSROOTS CHANGE MOVEMENTS %

FIND EARTH HOUR IN YOUR CNTR\" . OLLOW US: ; i EMAIL SIGN UP Earth Hour by WWF |nSp|reS a global
.- o SR e IR e R _ community of millions of people in 7,000

UNITING PEOPLE TO PROTECT THE PLANET " " .
cities and towns across 150 countries to

EARTH HOUR .2014: SATURDAY MARCH 29 8:30PM _ _
switch lights off for an hour every year

as a global show of concern for the
environment.

HOME ABOUT BLOG EARTH HOUR FRIENDS GET INVOLVED FUN STUFF AROUND THE WORLD MEDIA CENTRE

LATEST FEATURES 353 06 *12- 50

FOLLOW US

I'WILL IF YOU WILL
CITY CHALLENGE
FOR ORGANISATIONS

VIDEOS

The Inspiration Of One Hour Goes Beyond the Hour DONATE
Read how Earth Hour was celebrated arcund the worid and some of the "beyond the hour® activities 4
and initiatives generating outcomes for the movement and the planet on which we lve.

P READ MORE HERE

“ l".-h:

.- # "
})~*'
LATEST NEWS » VIEW ALL .
A WY LML A A le e

I WILL IF YOU WILL CHALLENGES B8 Badmdamn

== Lt}

e Moilos,
' F

Screenshot and video from WWE Earth Hour.



https://www.youtube.com/watch?v=2UywrjnOaUE
http://www.earthhour.org/

#4 GRASSROOTS CHANGE MOVEMENTS —

O FRAE - DR BR % #E R R

Alpenliebe Kindness Movement inspires
millions of Chinese youth to share,

R FEES ’;ﬁ-ﬂ@ﬁggggﬂr appreciate and engage in everyday acts
FIREHRERE v AKX o i of kindness, and create positive power.

/ 7% 2012¢£10H258

#IEEER365X# SXE10A25

8, L02SEER4BMETL. AR
ERBE#N, SEERE. “8. ®8.
iTHE, AHE. WE[M] ; B, 03, BN
. EAR..... FSRERER? —FER
XRERS/ BERER | 2REER
B, FEFHR! 'ARIGE ER—=

HRERNE

§ HERRZK F
LR S

HEREE I' 10 25

BARESRFRSFES h o= L -&LFENL'EEE

KINDNESS MOVEMENT

Screenshot and video from Alpenliebe Kindness Movement.



http://www.youtube.com/watch?v=Q24Bl3xW8wE

J

#5 CO-CREATION COMMUNITIES };;suzm:p

Synthesizing community contributions to
create new artifacts including books,
movies, music, art, software, products
and solutions.

Photo from ngmmemuda on Flickr. SlideShare report.



http://www.flickr.com/photos/ngmmemuda/4928131604/sizes/l/in/photostream/
http://www.slideshare.net/mslgroup/5-cocreation-communities-ten-frontiers-for-the-future-of-engagement

#5 CO-CREATION COMMUNITIES Spsianaun
Maker Faire is a global network of

events for makers -- tech enthusiasts,
crafters, educators, tinkerers, hobbyists,

WHATST | CHECKOUT THE HOW T0 INTHE | SEE ALL THE engineers, authors, artists, students, and
Maker Faire | it siosian pafioeare Wb Fiis cormmercial exhibiors - o show what
they have made and to share what they
|'ﬁ‘| FARES A GALSFORMAKES have learned.
- 4

A family-friendly festival of invention, creativity and resourcefulness, and a celebration of the Maker movement.

H
! !. Enter your email m

Ly s mun@?m

Atghanisian Get this App
Fg @

Finda Fal Near You 3 : Maker Faire Sponsors

North
Atlantic
Qcean

Algerla | jpya Egypt

Upcoming Maker Faires

-
World Maker Maker Faire 3,“ b ’.‘
@ Faire New York ROME Rome ﬂo o 'csl‘
= r

o Sep.218&22,2013 [ Maker Faire Oct. 3 & 6, 2013
Malkar Faira New York Hall of i e Campo Baorio

Screenshot and video from MakerFaire.



https://www.youtube.com/watch?v=RD_JpGgUFQQ
http://makerfaire.com/

#5 CO-CREATION COMMUNITIES }%@_smw

aeE \Wlkswagen China created the People’s
Claghh o et R B A 5 Car project to crowdsource ideas for the
e __car of the future from Chinese
consumers, then created three concept

Das Auto,

iz RESE S— cars, based on these ideas.

e N, =7 - |:-LE 2 . L — 2
L N T = = =r TR
o iy e P = e — T L |

VeTRARES, A THRENEESEERE,
RS HE R T A RRIASZE)

Volkswagen = People's Car

Screenshot and video from Volkswagen.



http://www.youtube.com/watch?v=n-ebjzlUy54
http://www.zaoche.cn/

#6 SOCIAL CU RATION ,%ﬂﬂ@lﬁi@w

Aggregating, organizing and sharing
content created by others to add
context, narrative and meaning to it.

Photo from peterhellberg on Flickr. SlideShare report.



http://www.flickr.com/photos/peterhellberg/4625578444/sizes/l/in/photostream/
http://www.slideshare.net/mslgroup/6-social-curation-ten-frontiers-for-the-future-of-engagement

#6 SOCIAL CURATION

OQ@ The Olympic Athletes' Hub FiLike 3.8m| W Follow @0lympics [ | Login

OLYMPIC CHALLENGE OLYMPIC.ORG

! Type athlete name, team, sport, discipline or event

Areyou an ultimate Olympic fan?.

/ TP e
LLow £l
Use your Facebook or Twitter account Discover and follow the official social Earn rewards by following your favorite

to in just a few minutes. media sites of your favorite Olympic athletes and participating in the
athletes. community.

TOP FOLLOWED ATHLETES FEATURED ATHLETES m
B o T e i e M
SA e ] I.Im;e:: -realdi-ng a'II ofyourrweefs.

Screenshot and video from Olympics Athletes Hub.

,Q MSLGROUF
)

The Olympics Athletes Hub curates the
social profiles of Olympics athletes, to
make it easy for fans to discover, follow
and engage with them.

FOLLOW ATHLETES,

TEAMS & SPORTS



http://www.youtube.com/watch?v=ThI31GPpiQo
http://hub.olympic.org/

#6 SOCIAL CURATION

' SEASON OF
RED WHITE

PULSE D Py
@ rpee AND BLUE »

HE SEASON OF L
RED, W '

NOW
YOUR
VOICE
POTUGHT

Screenshot and video from Pepsi Pulse.

_§)MsLGROUP
j

Pepsi Pulse has transformed the Pepsi
homepage into an interactive pop culture
dashboard driven by social media, a
mashup of original articles about pop
culture and live performances, content
from Pepsi’s many celebrity endorsers, and

relevant fan content, including content
tagged with #livefornow.

INTRODUCING

P PULSE



http://vimeo.com/51472734
http://pepsi.com/now

#7 TRANSMEDIA STO

o

Photo from xavitalleda on Flickr. SlideShare report.

s
5
e

RYTELLING

)%ﬂsuzﬁa@w

Sharing interlocking parts of a
storyworld on different media channels
to create an immersive experience and
drive participation, action and loyalty.


http://www.flickr.com/photos/xavitalleda/5342708338/sizes/l/in/photostream/
http://www.slideshare.net/mslgroup/7-transmedia-storytelling-ten-frontiers-for-the-future-of-engagement

#7 TRANSMEDIA STORYTELLING

PoiTERMORE .COM PoiTERMORE SHOP PoiTERMORE INSIDER

Engiish - UK Change language ~

PoiTERMORE

by J.K. Rowling I = BHOE =
The exclusive home of the Harry

A]_'e you magical? Potter eBooks and digital audio

Before you can begin your Pottermore journey,
you need to find out whether or not you are

What is Pottermore?

CREEET

Explore the Harry Potter stories ina
whole new way and discover exclusive new

writing from J.K. Rowling.

The first story in the series, Harry Potter
and the Philosopher's Stone, is now ready
for you to explore — bt that's just the
beginning of the Pottermore journey...

C=REs

Screenshot and video from Pottermore.

_..3 .HSLEZI ROUPE

O

Pottermore is an immersive experience
for fans to explore the universe of the
Harry Potter books, through additional
content, games and quizzes.



http://www.youtube.com/watch?v=q9fRymDqg94
http://www.pottermore.com/

#7 TRANSMEDIA STORYTELLING

DECODE

JAY-Z

WITH BING™

THE HUNT IS ON.

Your browser isn’'t ready to get in the
game. You're only seconds away from
getting the right tools to unlock clues,

street-side maps and page locations.

INSTALL ﬁﬁﬁﬁlﬁHT 2

E_ Silverlight

Screenshot and video from Bing Decode JayZ.

Bing’s Decode with Jay-Z campaign
brought every page of Jay-Z’s new book,
Decode, into both the real world — on
New Orleans rooftops, Miami swimming
pools, Manhattan billboards — and into
an online contest built on the Bing Maps
platform.

PRESENTING

DECODE JAY-Z

— biﬂg



https://www.youtube.com/watch?v=XNic4wf8AYg
http://www.bing.com/blogs/site_blogs/b/maps/archive/2011/02/02/de-coding-the-decode-jay-z-with-bing-campaign.aspx

#38 COLLECTIVE INTELLIGENCE ;%"-‘—SLFF

Synthesizing search, social and sensor
data streams into insights about our
behaviors in relation to relevant others to
guide smarter actions.

Photo from jodiejaye on Flickr. SlideShare report.



http://www.flickr.com/photos/jodiejaye/2745320834/sizes/l/in/photostream/
http://www.slideshare.net/mslgroup/8-collective-intelligence-ten-frontiers-for-the-future-of-engagement

#38 COLLECTIVE INTELLIGENCE }g_ﬂmﬁa@w

J

google.org futrenas Google Flu Trends uses aggregated

Google.orgh Exolore fi q E—— Google search data to estimate current
T xplore flu trends around the wor . _

Lt e We've found that certain search terms are good indicators of flu activity. Google Flu Trends uses aggregated Google search data flu aCtIVIty around the World In near real-
Flu Trends to estimate flu activity. Leam more » tl me .

Home

| Select country/region % |

How does this work?

EAQ

Flu activity
I Intense

I High

. Moderate

Low

Minirmal

Download world flu activity data - Animated flu trends for Google Earth - Compare flu trends across regions in Public Data
Explorer

www.google.org/flutrends

Screenshot and video from Google Flu Trends.



http://www.youtube.com/watch?v=6111nS66Dpk
http://www.google.org/flutrends/

#38 COLLECTIVE INTELLIGENCE }?’}SL@H@MF

J

Audi partnered with MIT to create a

Road F trati Ind ' I I
Thggtate ;:Jtsnd:)a"slr‘n,:ds? - Filike  2.Bk| W Twaet||424 =% Share /> Embed Road FrUStratlon Index based On traﬁlc
and weather conditions, reported
[ gy P G wengview accidents and driver sentiment from
(S social data.
Lo

| s €
» Overview -
@ Weather b ='
® Incidents

L4

@ Sentiment

L
Traffic (=
F e TN R

o Totel ’ » = ® aTF  43F 31°F | |

v What can wedo to v :I-
improve tl?'IE state of - — |
our roads? ' e ?E 1 3 ﬂ -
i ey 00 50 a :
— " o o0003 2% o |

Screenshot and video from Audi. (=1 ] e



https://vimeo.com/34987411
http://www.roadintel.com/

#9 SOCIAL LIVE EXPERIENCES

Photo from pochacco20 on Flickr. SlideShare report.

_§)msLGRouP
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Blending technology, community and
location to create immersive
experiences that blur the boundaries
between online and offline.


http://www.flickr.com/photos/pochacco20/123646178/
http://www.slideshare.net/mslgroup/9-social-live-experiences-ten-frontiers-for-the-future-of-engagement

#9 SOCIAL LIVE EXPERIENCES

Screenshot and video from Hamburg Philharmonic Orchestra.

,Q MSLGROUF
)

The Hamburg Philharmonic Orchestra
created a unigue concert with musicians
spread all over the city, and the music
being synced in real time online.
However, many of these initiatives
haven’t fully integrated social sharing and
community building into the experience
yet.

ORCHESTRA



https://www.youtube.com/watch?v=IoR6oifgmFk

#9 SOC IA L I_ IVE EX P E R | E N C ES J_gf_sL:.:Z.IEé;::i:;:IL.:iF

; o Anthon Berg used iPads in store to get
THE GENEROUS STORE Ihie GENEkGiLS ShoRe customers _to comr_mt to doing small acts
- of generosity for friends and family

Recu et s e it ahcn members on a Facebook app, in return

¥ APPOIMTHERT T0 THE ROTAL DANISH COURT EXECUTION f f h I t
W opesnived the worhl's Tiest Or ree C OCO a' e'
chocolate store wher2 vou cguldn’t
E 9- oy wilhy cash o or credit card, onby

pood deeds.

Since 1884

HESLILTS

The campaign reached mare than |

i1 2 prenspale s Prenmack i pust 2

AT S wecks using a combination of

BU\"‘ CH OCO LA"I l: I—OR GDO D D EI:DS, event, onling .-«r:;-||||'|5 ancd social

media. The idea went global and

rearhed an estimated 37500000

poeople in social modia feeds

R — .
$) SFcssagseeagyl Wt a
e, e
i ] (e I l

£
OC IN Wirsy FACEBOGy,

Screenshot and video from Anthon Berg.



https://www.youtube.com/watch?v=_cNfX3tJonw

#10 COLLABORATIVE CONSUMPTION Spsianaun

Photo from seyyed mostafa zamanion Flickr. SlideShare report.

Using technology and community to
enable people to share, sell, rent, swap,
barter and gift spaces, products,
services and experiences.


http://www.flickr.com/photos/seyyed_mostafa_zamani/4266283238/sizes/m/in/photostream/
http://www.slideshare.net/mslgroup/10-collaborative-consumption-ten-frontiers-for-the-future-of-engagement

#10 COLLABORATIVE CONSUMPTION Spsianaun

SKILLSHARE @ Classes  Gallery @ Teach

Our classes are project-based, equipping you with real-world
skills you can apply right away. Learn More — _

Learn New Skills flx Ih Y

-I'Id Classes ‘] oo [] _JO — --@: ;5 ,‘!P
i J_._—_\ f 4 &
el e - -r ‘—j ] 32
.’lr: ‘ ;'f 'L IJI.'.I. ..‘_II‘ k /‘

Join us! ‘ ‘ Sign Up
We'll send you a weekly list of our best classes.

Featured Classes

Get started by taking classes with thousands of students from around the world.

oSS i W .- n |

Screenshot and video from SkillShare.

SkillShare has created a social learning
platform where people with professional
skills can offer online classes for a fees,
to others around the world.



https://www.youtube.com/watch?v=A9Nn_koZDNg
http://skillshare.com

_§)msLGRouP

#10 COLLABORATIVE CONSUMPTION 8

Patagonia and eBay have partnered to

patagonia | b /" - create the Common Threads initiative to
: BT T enable customers to sell their used

men's | women's | kid's & baby | packs & travel gear Join W SELL N ABOUT .
Patagonia clothes and gear to others on
REDUCE REPAIR REUSE RECYCLE REIMAGINE Join Us. eBay_
Take the Common
e COMMON g Threads Partnership
'imf‘*f;..i THREADS = Pledge
T " PARTNERSHIP ] T o BT

Patagonia,
eBay and You:

Took the pledge on Patagonia.com? Confirm your account

Together, we can RENAY/ | Doyourpart
reduce our | S
environmental

impact. PURCHASE
USED GEAR

Saee all used Patagonia ltems

A

Used gear for sale by Common Threads Partnership members

Screenshot and video from Patagonia + eBay Common Threads.



http://www.youtube.com/watch?v=BKF6YTjTHDU
http://www.youtube.com/watch?v=BKF6YTjTHDU
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