e

European Union tracks %

www tamonopatia.org

youth ENTREPRENEURS
social hub

Co-funded by the v SOLI DAR

Yes HUB Youth initiatives

Disclaimer:
Funded by the European Union. Views and opinions expressed are however those of the author(s) only and do
not necessarily reflect those of the European Union or the European Education and Culture Executive Agency
(EACEA). Neither the European Union nor EACEA can be held responsible for them.



Contents

I (a1 o Te (¥ Tot o] o IRU T TP O PP PP TOPPRROPPTRPPRTNt 3
YES HUB and youtheclub.eu: Supporting Youth-Led Social Entrepreneurship...................... 3
The Importance of Youth Social Entrepreneurship........ccccvveeieiiieeeccciee e 3
About This PUBIICAtioN ....c.c.coiiiiiiiiiiii e 3

2. Youth Initiatives: SUDMITEd IS ....cccuiiiiiiiiiie e 5

3. Evaluation Framework and Quality ASSUIANCE ........cccuiieeiriieieeiciieee e crireeeessiee e e e saeeee e 182
EValuation APPrOach ..ccoceeeiiie e e a e e narae e e enaes 182
EVAlUQTION CrIteIIa.coeieiiiiie ittt 182
From Evaluation t0 LEAINING .......uviiiiii ittt e st e e e e e e e e snraae e e e e e e e e ennnes 182

L 6o o [o] (V1Yo o PSP P PO PP PP 184

Y oY o= g o D= TSR 185



1. Introduction

YES HUB and youtheclub.eu: Supporting Youth-Led Social Entrepreneurship

Across Europe, young people are facing increasingly complex social, environmental, and economic
challenges. At the same time, they represent a significant source of innovation, creativity, and social
engagement. Recognising this potential, the YES HUB project was developed to strengthen youth
capacities in the field of social entrepreneurship, enabling young people to actively contribute to
sustainable and inclusive development within their communities.

YES HUB is a capacity-building initiative that supports young people through a structured learning
pathway combining digital education, practical tools, mentoring, and opportunities for real-world
application. Central to this approach is the online platform youtheclub.eu, which provides access to
e-learning courses, learning nuggets, and thematic resources focused on social entrepreneurship,
project development, leadership, financial sustainability, and social impact.

By linking learning with action, the platform enables young participants not only to acquire
knowledge, but also to apply it through the development and submission of concrete project and
social business ideas. In this way, YES HUB contributes to strengthening youth employability, civic
participation, and entrepreneurial competences.

The Importance of Youth Social Entrepreneurship

Youth social entrepreneurship plays an increasingly important role in addressing contemporary
societal challenges. By combining entrepreneurial approaches with social objectives, young people
are able to design solutions that respond to local needs while contributing to broader European
priorities such as social inclusion, innovation, sustainability, and active citizenship.

Supporting youth in this field means fostering resilience, encouraging initiative-taking, and
promoting responsible economic models. Through structured support and capacity-building, youth-
led social enterprises can become sustainable actors within local ecosystems, contributing to social
cohesion and long-term development.

The YES HUB project aligns with these objectives by providing young people with the tools and
frameworks necessary to move from ideas to implementation, while promoting values of solidarity,
responsibility, and community engagement.

About This Publication

This publication presents a selection of youth-led social business ideas developed within the YES
HUB framework. All initiatives included in this book were submitted by young beneficiaries through
the youtheclub.eu platform as part of the project’s business idea development process.

The featured initiatives demonstrate how digital learning environments, combined with structured
evaluation and support mechanisms, can lead to the generation of concrete, well-articulated social
entrepreneurship concepts. They also reflect the diversity of youth perspectives and the range of
social challenges addressed across different contexts.



This book serves as both a documentation of project outcomes and a knowledge-sharing tool,
offering insights and inspiration for youth organisations, educators, decision-makers, and

stakeholders interested in promoting youth social entrepreneurship at local, national, and European
levels.



2. Youth Initiatives: Submited Ideas

SONARA

| BASIC INFORMATION

1.

What problem in the community or society does your social business (or innovation) want to solve?
SONARA aims to solve the limited digital visibility and income instability of local service
providers in Jordan, particularly women. Many talented individuals, especially women, lack
access to digital marketing tools and exposure, which limits their client base and earning
potential. Additionally, consumers often face difficulties finding trusted service providers at
affordable prices.

How does your social business (or innovation) solve this problem?
SONARA provides an e-commerce platform (website and application) that connects
consumers with local service providers in entertainment, maintenance, tutoring, and beauty
services and more. The platform empowers local businesses especially women-led businesses
by offering them online visibility, reach and ability to sell their services through the
application. Simultaneously, SONARA helps consumers save money through verified
discounts and promotional offers in which they can view and buy through the platform,
fostering a fair and transparent local marketplace.

3.

Il KEY RESOURCES

What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?
Key resources include a skilled technical team for platform maintenance and development,
digital marketing professionals, partnership agreements with service providers, seed funding
for operations, and necessary business registrations and digital permits in Jordan.

Il SOCIAL IMPACT

Describe the social impact that a social business realizes through its products or services.
Direct:

1.Empowerment of local MSMEs by increasing their business visibility and sales.

2. Helping people on a budget save money and find products they are looking for more
conviently.

Indirect: Strengthening the local economy, encouraging community-based entrepreneurship,
local businesses support and promoting gender equality through economic inclusion.

IV PRODUCT OR SERVICE

Which products or services are created by social innovation that solves this problem?
The SONARA platform provides digital listings for verified service providers in entertainment,
maintenance, tutoring, and beauty. It includes customer reviews, discount offers, and easy
booking options that simplify access for consumers while helping providers build credibility.



7. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?
The MVP consists of a web-based platform and two application ( one for seller and one for
consumer) showcasing selected local providers with verified profiles, categorized services,
and a discount system. The prototype is doneand in the app store and has been tested during
SONARA’s incubation phase and refined based on user and partner feedback, proving both
feasibility and market need.

 VCLENTSANDBENEFICIARIES

8. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?
SONARA’s clients are local consumers in Jordan who seek reliable service providers at
affordable prices. Additionally, small businesses and freelancers benefit from the visibility ans
sales option on the platform.

9. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
Primary beneficiaries are MSMEs led service providers who gain digital exposure and
increased income. Also consumers who access affordable, quality services and communities
that benefit from stronger local economies.

VI VALUE — VALUE PROPOSITIONS

10. Social impact: What value do customers get from your social business?
Customers benefit from SONARA by gaining access to trusted, affordable, and high-quality local
services while contributing to local businesses and community growth. By using SONARA, they
are not only meeting their personal needs but also supporting local entrepreneurs who are
working to build sustainable livelihoods.

Through SONARA’s discount system, customers experience financial savings, and at the same
time, they participate in a movement that promotes social equity, inclusion, and empowerment
across Jordan’s service sector.

11. Customer Value: What value do customers buy from your social business?
Customers buy convenience, trust, and savings. SONARA offers them an easy way to discover and book
reliable local service providers across entertainment, maintenance, tutoring, and beauty sectors, all from
a single digital platform. They also purchase assurance and transparency, knowing that the providers are
verified and reviewed.

In essence, customers buy not just a service, they buy a purposeful experience where their spending
directly contributes to improving the lives of women and local entrepreneurs in Jordan.

VII KEY PARTNERS AND ACTORS

12. Who are the key partners you need to involve from the beginning in order to successfully develop
and start your social business? Do you need special permits, licenses or approaches to start your
social business?

1. Local Service Providers and Small Businesses:

These are SONARA’s core partners. By joining the platform, local businesses in entertainment,
maintenance, tutoring, and beauty gain digital visibility and new clients. Their participation helps build
trust and ensures service diversity.



3. Government and Regulatory Bodies:
Working closely with the Ministry of Industry, Trade, and Supply and local municipalities ensures
compliance with e-commerce regulations, fair-trade standards, and consumer protection laws in Jordan.

4. Technology and Payment Partners: (already done)
Reliable collaboration with technology developers and secure online payment gateways ensures smooth
transactions and a user-friendly digital experience for both providers and consumers.

5. Marketing and Media Partners:
Engagement with local marketing agencies, digital platforms, and influencers helps promote SONARA and
raise awareness among consumers about supporting local businesses.

VIII KEY ACTIVITIES

13.What activities do you plan to:
* Develop and enhance the SONARA platform (website and mobile app) further
¢ Conduct research and feedback sessions with users and clients

14.Enhance operations.

15.Hire salesperson.

16.Create a marketing campaign.
17.Apply for funding opprtunities.
¢ Measure social impact through provider success metrics and user satisfaction

IX MEASURING SOCIAL IMPACT

18. How will you prove that your model creates social impact? Indicate separately for each key activity
or process how the impact is created and measured?

Activity How the impact is created and measured

Activity

How the impact is created and measured

1. Onboarding Local
Service Providers

Measured by the number of businesses registered on the platform and
the percentage increase in their client bookings and revenue after joining
SONARA.

2. Consumer
Accessibility and
Affordability

Tracked through the number of service bookings made using discounts,
average consumer savings, and user satisfaction ratings collected via
surveys.

3. Business Exposure
and Marketing Support

Evaluated by growth in social media reach, profile visits, and new
customer acquisition for businesses promoted through SONARA’s
campaigns.

4. Partnership and
Community

Engagement

Measured by the number of collaborations with local institutions, NGOs,
and business accelerators supporting entrepreneurship and digital
inclusion.

5. Platform Growth and
Retention

Monitored by monthly active users, repeat client rates, and service
diversity expansion across sectors such as entertainment, maintenance,
tutoring, and beauty.

19. Who is on

the

XTEAM

team and how do you share responsibilities and roles?

The SONARA team is led by CEO Joanna Zreineh, responsible for strategic leadership,
partnerships, and communications. The team includes a technical developer overseeing
platform functionality, and a financial manager.




20. What is the division of roles according to the planned activities?

21. Joanna Zreineh , Business development, operations and some sales.
22. Freelance developer for the technical aspect and development.

23. Financial manager for the financial aspect.

XI COMMUNICATION CHANNELS

24. How do you communicate with your customers and clients? What is most effective? Which channels
are best for users and clients?
SONARA communicates mainly through social media, its website, and direct customer support.
e Social media (Instagram, Facebook) is the most effective for reaching and engaging users.
e The website and apps platform allow live chat, service browsing, booking, and feedback.
e Email and in-app support ensure smooth communication with both clients and providers.

25. How to communicate certain segments of activities with the public?
Through social media campaigns, storytelling videos featuring women entrepreneurs, and
collaborations with influencers and local initiatives supporting entrepreneurship.

XIl COST STRUCTURE

26. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during
the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros
1. MVP development and testing Done (13k euros)
2. starting a business Done (1k euros)
3. operating costs during the first year of operation Done (23k euros)
4. cost projection during the first 3 years Over 100 k euros
X111 EXCESS REVENUE (REVENUE — EXPENDITURE)
27. How do you plan to invest your excess income?

Excess income will be reinvested into platform enhancement, marketing, new service
categories, recruciting teams and capacity-building workshops for service providers.

XIV REVENUE STRUCTURE
28. Plan revenue for:
Revenue streams include service provider commission from bookings, and partnerships with
local brands. Expected revenue for the upcoming year is €20,000, with a projected 30%
annual growth over the first three years.
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MindX

1. What problem in the community or society does your social business (or innovation) want to solve?
In Jordan, there is a growing demand for advanced skills in artificial intelligence (Al), but the
knowledge base remains limited. Despite the country’s potential for technological growth,
the youth and workforce are not adequately trained in Al, leaving a significant skills gap. This
gap restricts individual career opportunities and hampers innovation in vital sectors such as
healthcare, energy, education, and water management. Additionally, the local education
system has not fully embraced Al, which further exacerbates the issue.

2. How does your social business (or innovation) solve this problem?
MindX will address the skills gap by offering personalized, adaptive learning designed to
provide accessible, high-quality education in Al. Key features include:

e Interactive Learning: A blend of online courses, live webinars, and real-world
projects, offering practical Al skills tailored to students’ pace and prior knowledge.

e Al Applications: Focus on Al’s real-world applications, such as energy optimization,
water management, and healthcare, which are critical issues in Jordan.

e Affordable and Scalable Education: By using online learning, MindX will reach both
urban and rural students, making it affordable and accessible.

e Personalized Learning Paths: Using Al-driven technology, learners will receive
customized educational content suited to their learning style and progress.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?

e Technological Resources: Development tools for building the platform, Al training tools,
learning management systems (LMS), and required software licenses.

e Human Capital: Al experts for curriculum design, instructional designers, content
creators, platform developers, project managers, and marketing personnel.

e Financial Capital: Initial funding for platform development, content creation, marketing,
and infrastructure setup. Ongoing funds will be needed for salaries, operations, and
platform maintenance.

e Partnerships and Licenses: Collaborations with local universities, tech companies, and
international educational institutions for content credibility and accreditation.

Il SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.
4.1 Direct Impact:

e Skills Development: Providing Al education to youth and professionals will directly enhance
their employability, empowering them to secure jobs in high-demand sectors.

e Job Creation: The growth of Al-driven industries will create new career opportunities in
fields such as Al development, data analysis, and tech consulting.



e Community-Based Solutions: The platform will engage learners in projects that tackle local
challenges, such as energy conservation, water management, and healthcare innovations.

4.2 Indirect Impact:

e Economic Growth: By building a skilled workforce, the platform contributes to Jordan’s
digital economy, supporting innovation and productivity across key industries.

e Education System Modernization: Collaborating with educational institutions will help
integrate Al education into local curricula, driving the digital transformation of Jordan’s
education system.

e Regional Impact: The success of this model in Jordan could inspire neighboring countries,
creating a regional network of Al-trained professionals who can collaborate to solve shared
challenges.

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
MindX will offer the following core products:

e Al Learning Tracks: Personalized courses in Al fundamentals, machine learning, deep learning, and Al
applications in sectors such as healthcare and energy.

e Real-World Al Projects: Hands-on learning where students will solve actual problems faced by local
industries and communities.

e  Workshops and Webinars: Live, interactive sessions with Al experts, offering opportunities for direct
learning and engagement.

e Accredited Certifications: Verified Al certificates for various levels of expertise, helping learners
enhance their career prospects.

6. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?

The Minimum Viable Product (MVP) will consist of:

e A core platform offering access to basic Al courses, an adaptive learning system, and a
learning management system (LMS).

e |nitial content such as Introduction to Al, Al for Beginners, and Applications of Al in Jordanian
Industries.

e User feedback mechanisms to ensure the platform evolves according to user needs and
preferences.

e Interactive live sessions where students can engage with industry experts.

~  VCLENTSANDBENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?
The target clients include:

e Youth and Job Seekers: Individuals (ages 18-35) who wish to gain Al expertise to enhance
their career opportunities.

e Corporations and Businesses: Companies looking to train employees in Al skills to stay
competitive in the digital economy.

e Educational Institutions: Schools and universities seeking to incorporate Al education into
their curricula.
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e Government and NGOs: Organizations interested in integrating Al-driven solutions to
improve public services and address community challenges.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?

e Youth and Job Seekers: Direct beneficiaries are individuals who will acquire Al skills, improving
their job prospects both locally and internationally.

e  Communities: The platform’s Al-driven solutions will directly impact local communities, such as
improving resource management and optimizing healthcare delivery.

e The National Economy: A skilled Al workforce will strengthen Jordan’s tech ecosystem, supporting
the growth of Al-driven businesses and innovations.

VI VALUE — VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?
e Real-World Learning: Learners will acquire practical skills in Al that can be immediately
applied to real-world problems in Jordan.
e Career Opportunities: With growing demand for Al professionals, MindX will directly
enhance career prospects and empower job seekers.
e High-Quality Content: Access to expert-led content, created by industry professionals
with deep expertise in Al and machine learning.

10. Customer Value: What value do customers buy from your social business?
e Personalized Learning: Al-driven adaptive learning ensures that each student follows a
learning path tailored to their abilities and progress.
e Practical Experience: Students will engage with real-world projects that help them build
portfolios and apply their Al knowledge.
e Certified Courses: Learners receive certificates from accredited institutions, improving their
marketability to potential employers.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully develop
and start your social business? Do you need special permits, licenses or approaches to start your
social business?

Key partners will include:

e Local Universities: For accreditation of courses and integration into academic curricula.

e Tech Companies (Google, Microsoft, etc.): For tools and platforms to power the education
system.

e Government Entities: To support Al adoption in public sectors and create policies conducive
to digital transformation.

e NGOs and Non-Profits: To ensure the platform reaches underserved communities and
promotes inclusivity.

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1 Develop a Prototype Product or Service:
e Develop the core platform, initial course content, and integrate Al-driven personalized
learning features.



12.2 Research, Discovery, and Communication with Users:
e Conduct user testing to understand the needs and challenges of learners and adjust the
platform accordingly.
12.3 Prototype Testing:
e Run pilot tests with a small group of users to assess usability, content quality, and overall
effectiveness.
12.4 Pivoting and Refining Solutions:
e Based on feedback, continuously adjust content, learning paths, and platform features to
improve the user experience.
12.5 Measuring Social Impact:
e Use metrics such as job placements, community projects, and learner feedback to track
the social impact of the platform.
12.6 Starting the Social Business:
e Launch the platform with initial marketing efforts, targeting early adopters, including
youth and businesses.

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key activity
or process how the impact is created and measured?

Activity How the impact is created and measured
Activity How the impact is created and measured
1. Al Training for Youth | Track job placement rates and learner feedback on course effectiveness.
2. Community-Based Al | Measure the number of projects that lead to tangible benefits in local
Projects communities
3. Partnerships with
Educational Institutions

Track curriculum adoption and student participation in Al courses.

XTEAM

14. Who is on the team and how do you share responsibilities and roles?
e Al Experts: Design the educational content and provide insights into industry trends.
e Instructional Designers: Create effective, engaging learning experiences.
e Platform Development Team: Build and maintain the platform’s technical infrastructure.
e Marketing and Outreach Team: Drive user acquisition through targeted campaigns.
e Customer Support Team: Ensure a smooth learning experience for users and assist with
technical or content-related issues.

15. What is the division of roles according to the planned activities?
e Platform Development: Develop and manage the platform’s technical infrastructure.
e Content Development: Create high-quality educational content, including interactive lessons and
Al applications.
e  Customer Support: Provide timely assistance and engage with users for feedback

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which channels
are best for users and clients?

e Digital Marketing (Social Media, Google Ads): Engage with students via Facebook,
LinkedIn, and Instagram.
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e Webinars and Live Sessions: Host interactive Q&A sessions and live tutorials with Al

experts.

17. How to communicate certain segments of activities with the public?

e Community Outreach: Share success stories, updates, and case studies via social media
platforms and newsletters.

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during
the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros
1. MVP development and testing 10,000 JOD
2. Business Setup & Legal Fees 2,000 JOD
3. Platform Maintenance & Operations (1st Year) 20,000 JOD
4. Marketing & Outreach 8,000J0D
Total Estimated Costs (3 Years) 60,000 JOD

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?
Excess income will be invested in:
e Expanding content offerings with specialized courses.
e Enhancing user experience by improving platform features.
e Marketing and outreach to ensure wider adoption and reach in underserved areas.

XIV REVENUE STRUCTURE

20. Revenue Projections (Revised):

20.1 First-Year Revenue Projections (Revised):
e  Subscriptions (Individual Learners): 15,000 JOD
e Corporate Training Contracts: 10,000 JOD
e  Workshops and Seminars: 5,000 JOD

20.2 Revenue Projections for First 3 Years (Revised):
e  Subscriptions (Individual Learners): 45,000 JOD
e  Corporate Training Contracts: 25,000 JOD
e  Workshops and Seminars: 15,000 JOD

e Total Revenue (3 Years): 85,000 JOD



ShareBite

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to solve?
Food waste from restaurants and supermarkets, while many individuals and families in the
same community face food insecurity.

2. How does your social business (or innovation) solve this problem?
By creating a platform (mobile app + logistics network) that connects businesses with
leftover edible food to local NGOs, shelters, and low-income families for redistribution.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?

People: Developers, logistics staff, NGO liaisons, community managers.

Finances: Seed funding, grants, donations.

Permits: Food safety certifications, partnerships with municipalities and food safety
authorities.

Il SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.
4.1. Direct

Reduced hunger and improved nutrition for vulnerable groups.
Immediate reduction in edible food waste.

4.2. Indirect
Raised public awareness about food waste and sustainability.
Encouraged socially responsible behavior in food businesses.

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
e Mobile application platform for food donation coordination.

o Logistics and storage service for food redistribution.

e Real-time tracking for donors and recipients.

6. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?

A beta app with a limited network of 5 local restaurants, 1 supermarket, and 2 NGOs for a
pilot in one city district. Focus on data tracking and safe food handling.

V CLIENTS AND BENEFICIARIES
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7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?

e Restaurants, cafes, supermarkets paying small monthly fees for app access and
sustainability credits.

e Municipal governments interested in reducing landfill costs.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
Homeless shelters, low-income families, food banks, refugee centers.

_ VIVALUE-VALUEPROPOSITIONS

9. Social impact: What value do customers get from your social business?
¢ Reducing food waste.

e Feeding the hungry.

e Promoting sustainable urban living.

10. Customer Value: What value do customers buy from your social business?
e Enhanced brand image for businesses.
e Reduction in food disposal costs.
e (SR compliance.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully develop

and start your social business? Do you need special permits, licenses or approaches to start your
social business?

e Local NGOs and shelters.

e Municipal governments and food safety agencies.
¢ Food businesses (restaurants, markets, bakeries).
¢ IT and logistics companies.

Permits Needed:
Food safety transport and handling regulations, local partnership agreements.

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1. develop a prototype product or service.
Prototype development and testing.

12.2. research, discovery and communication with users and clients;

Research with food donors and NGOs.

12.3. prototype testing;

Field testing of food delivery routes

12.4. pivoting and refining solutions;
Feedback collection and app iteration.

12.5. measuring the social impact
Social impact measurement via meal tracking.

12.6. starting a social business

Business launch with media outreach.



IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key activity

or process how the impact is created and measured?

Activity How the impact is created and measured
1.Food pickups Kilograms of food saved from waste
2.Deliveries to NGOs Number of meals served

Number of meals served

3.App engagement Number of active users and donor-retention rate

4.Awareness campaigns | Event attendance, social media engagement, media coverage

XTEAM

14. Who is on the team and how do you share responsibilities and roles?

e Team Lead / Project Manager — Strategic oversight and stakeholder engagement.
e Developer Team — App development and maintenance.

e Operations Manager — Logistics and partnerships.

e Outreach Coordinator — Communication with NGOs and donors.

15. What is the division of roles according to the planned activities?

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?

For Clients: Email, mobile app notifications, in-person outreach.
For Public: Social media, community events, NGO newsletters.
For Awareness: Press releases, infographics on impact, video testimonials.

17. How to communicate certain segments of activities with the public?

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during

the first year of operation; (4) cost projection during the first 3 years.
Estimated overall costs

in euros
1. MVP development and testing 15000
2. starting a business 10000
3. operating costs during the first year of operation 30000
4. cost projection during the first 3 years 85000

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?
Reinvested into expanding to new cities.

16




Development of educational programs and workshops.
Enhancing app features and logistics capacity.

XIV REVENUE STRUCTURE

20. Plan revenue for:
20.1. the first year after starting a business, for each product or service;
App subscriptions: €10,000
Municipal support/funding: €15,000
CSR sponsorships: €5,000
20.2. revenue projections for the first 3 years.
Year 2: €40,000
Year 3: €60,000

17



FlexCloud

1. Project Name:
FlexCloud: Affordable, Sustainable Cloud Solutions for Nonprofits and Women in Tech

2. Place of Project Realization:
Jordan (with potential regional expansion)

3. Period of Realization:
12 months (Pilot Phase)

4. Abstract:

FlexCloud provides low-cost, eco-friendly cloud services tailored for nonprofits and small businesses
while empowering women in tech through training and employment opportunities. By integrating
green technology and inclusivity, we help mission-driven organizations scale affordably while
reducing their environmental footprint. Businesses with at least 50% female employees receive a
15% discount, promoting gender equality in the workforce.

I WHAT DO YOU WANT TO INFLUENCE?

5. What would you like to change in your community?

The lack of affordable cloud solutions limits the growth of nonprofits and small businesses, forcing
them to rely on expensive or inefficient alternatives. Additionally, women are underrepresented in
the tech industry, facing barriers to entry and career advancement. By addressing these issues,
FlexCloud creates sustainable digital infrastructure while providing opportunities for women in cloud
computing, fostering economic growth and gender inclusivity.

6. How were others involved in planning your project?

We conducted meetings with nonprofits, small businesses, and women’s tech organizations to
understand their cloud service needs and challenges. Additionally, we partnered with sustainability
experts to ensure eco-friendly solutions and hosted discussions with women in tech groups to design
an inclusive training program.

Il WHAT DO YOU DREAM?

7. What is your specific goal?

Our goal is to provide affordable, green cloud services while empowering women with tech training
and employment opportunities. By reducing costs for nonprofits and small businesses, we enable
them to focus on their missions rather than tech expenses, while also fostering gender diversity in
cloud computing.

8. Who is the project intended for?
o Nonprofits & Small Businesses needing cost-effective cloud solutions.
e Women in Tech seeking training and job opportunities.
o Companies Promoting Gender Diversity (eligible for a 15% discount).



IVHOW WILL YOU GET IT?

9. Discover the possibilities!
e Successful Models: Cloud computing has transformed businesses globally, and our model
tailors this impact for nonprofits and ethical enterprises.
e Existing Community Resources: We leverage partnerships with women’s tech organizations,
green energy providers, and social impact incubators to maximize outreach and efficiency.
e Innovative Approach: Offering a gender diversity discount and prioritizing eco-friendly
infrastructure ensures sustainability, affordability, and inclusivity.

10. What makes your project a social innovation?

FlexCloud combines affordability, sustainability, and women’s empowerment, making it more than
just a tech service. By incentivizing gender diversity in client organizations and hiring women in cloud
computing roles, we create a lasting social and economic impact.

11. Expected Results:
e 50+ nonprofits & small businesses using affordable cloud services.
e 100+ women trained in cloud computing.
e 30% reduction in IT costs for participating organizations.
e 100% green energy-powered cloud servers.

12. Tabular Plan of Activities

Activity Responsible Person July August September
Platform Development Cloud Engineers X X
Training Program Launch Women in Tech Team X
Client Outreach & Marketing Sales Team X X
Impact Measurement & Reporting Project Manager X

13. Project Stages Description
e Development Stage: Building the cloud infrastructure and securing partnerships.
e Training & Capacity Building: Recruiting and training women in cloud computing.
e Implementation & Client Engagement: Rolling out cloud services to nonprofits and small
businesses.
e Monitoring & Expansion: Measuring impact and scaling the project.

14. Possible Problems & Solutions
e Risk: Limited awareness about the project.
Solution: Targeted marketing campaigns and partnerships.
e Risk: High initial costs.
Solution: Seek grants, crowdfunding, and sponsorships.

15. How will you measure success?
e Number of organizations using our cloud services.
e Number of women trained and employed.
e Reduction in IT expenses for clients.
e Carbon footprint reduction from green hosting.
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16. Sustainability of the Project
e Revenue from cloud service subscriptions will sustain operations.
e Continuous partnerships with women’s organizations to expand training programs.
e Reinvestment of profits into infrastructure expansion and scholarships.

V WHO WILL HELP?

17. Volunteer Involvement
e Tech Mentors to guide trainees.
e Marketing Volunteers to promote FlexCloud’s services.
e Sustainability Experts to oversee eco-friendly implementation.

18. Fundraising from the Community

Donor Name Type Contribution Estimated Value (EUR)
XYZ Foundation NGO Cloud Infrastructure Grant 10,000
ABC Tech Company Training Sponsorship 5,000

VI. PROJECT COSTS

19. Budget Allocation (YES Club Funding Request: 1,000 EUR)

Budget Item Quantity Unit Price Total Value (EUR)
Cloud Server Hosting 12 months 50 600
Training Materials 50 trainees 5 250
Marketing & Outreach - - 150

Total Community Contribution: 15,000 EUR
Total Value of Project: 16,000 EUR



Youth Empowerment Hub (YEH)

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to solve?
The problem is the high rate of youth unemployment and underemployment due to a
mismatch between the skills possessed by young people and the skills demanded by
employers.

2. How does your social business (or innovation) solve this problem?
Our social business, Youth Empowerment Hub (YEH), provides targeted training programs to
equip youth with the skills needed by employers. We also connect trained youth with job
opportunities through a job matching platform and partnerships with companies.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?

1) Human resources, includes trainers, mentors, administrative staff, tech developers.

2) Finances: Funding for equipment, space rental, marketing, and salaries.

3) Access/Permits: Licenses for operating training centers, partnerships with educational
institutions, and compliance with local labor laws.

Il SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.

4.1. Direct
Increased employment rates among youth also improved skills and competencies of participants. Which in
turn contribute with Higher income levels for employed youth.

4.2. Indirect
Economic growth due to a more skilled workforce through improving the community well being and
stability. Reduction in crime and social issues related to unemployment.
On the long run, decrease of brain drain among the youth.

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
Training Programs: Industry-specific courses in high-demand fields.
Job Matching Platform: An online system connecting trained youth with job vacancies.

6. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?
Training Programs MVP: A single training centre offering basic courses . vocational training
Job Matching Platform MVP: A website listing job opportunities and matching candidates with
employers.
V. Clients and Beneficiaries

V CLIENTS AND BENEFICIARIES
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7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?
Target group: Youth seeking employment and skill development.
Businesses Companies looking to fill job vacancies with skilled candidates.
Organizations: NGOs and governmental bodies interested in reducing youth unemployment.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
Unemployed and underemployed youth.
Local communities benefiting from economic growth and stability.
Businesses gaining access to a skilled workforce.

VI VALUE - VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?
Enhanced employability through skill development. Access to job opportunities.
Personal and professional growth.

10. Customer Value: What value do customers buy from your social business?
High-quality training tailored to industry needs.
Efficient job matching services.
Support and mentorship for entrepreneurship.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully develop
and start your social business? Do you need special permits, licenses or approaches to start your
social business?

Key Partners: Educational institutions, private sector businesses, Local NGOs, government agencies.
Permits/Licenses: Educational operation licenses, business permits, partnership agreements with companies.

VIII KEY ACTIVITIES

12. What activities do you plan to:

13.
13.1. develop a prototype product or service;
Design and implement initial training courses.
Develop the job matching platform.
13.2. research, discovery and communication with users and clients;
Conduct market research to identify in-demand skills.
Engage with youth to understand their needs and preferences.
Communicate with businesses to identify job vacancies and skill requirements.
13.3. prototype testing;
Pilot the training programs and gather feedback.
Test the job matching platform with a small user base.
13.4. pivoting and refining solutions;
Adjust training programs based on feedback. Improve the job matching algorithm and platform
usability.
13.5. measuring the social impact

Track employment rates, income levels, and skill improvements.



Measure user satisfaction and engagement.
Evaluate community and economic impact.

13.6. starting a social business
Launch full-scale training programs.
Expand the job matching platform.

IX MEASURING SOCIAL IMPACT

14. How will you prove that your model creates social impact? Indicate separately for each key activity

or process how the impact is created and measured?

Activity
1. Training Programs

How the impact is created and measured
Increased employment rates, skill assessments, participant feedback.

2. Job Matching Platform

Job placement rates, employer feedback, platform usage statistics.

Engagement Activities

3. Entrepreneurship | Startup success rates, business growth, mentor feedback.
Support
4, Community | Community feedback, reduction in crime rates, local economic indicators.

Initiatives

Continuous Improvement | Regular evaluations, impact reports, stakeholder surveys.

XTEAM

15. Who is on the team and how do you share responsibilities and roles?

CEO/Founder:
Training Coordinator:

Strategic vision, partnerships, overall management.
Development and implementation of training programs.

Technical Lead: Development and maintenance of the job matching platform.

Community Manager:

Engagement with youth and community outreach.

Financial Officer: Budget management, funding, and financial reporting.

16. What is the division of roles according to the planned activities?
CEO/Founder: Overseeing all activities, securing partnerships.

Training Coordinator:

Designing curricula, hiring trainers, managing training centers.

Technical Lead: Building and improving the job matching platform.

Community Manager:

Conducting market research, communication with users and clients.

Financial Officer: Managing finances, preparing cost projections, securing funding

XI COMMUNICATION CHANNELS

17. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?

Online Platforms:
In-Person Events:

Website, social media, email newsletters.
Workshops, community meetings, job fairs.

Direct Outreach: Phone calls, personalized emails.
18. How to communicate certain segments of activities with the public?
Social Media: Share updates, success stories, and community impact.
Community Engagement: Regular meetings and presentations with local communities.

XIl COST STRUCTURE

19. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during
the first year of operation; (4) cost projection during the first 3 years.
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Estimated overall costs

in euros
1. MVP development and testing 50,000
2. starting a business 100,000
3. operating costs during the first year of operation 200,000
4. cost projection during the first 3 years 600,000

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

20. How do you plan to invest your excess income?

Reinvestment: Expand training programs, enhance the job matching platform, increase outreach
efforts.

Community Projects: Fund local development projects and initiatives that benefit youth and the
broader community.

Scholarships: Provide financial aid to disadvantaged youth for training programs.

XIV REVENUE STRUCTURE

21. Plan revenue for:
21.1. the first year after starting a business, for each product or service;

Training Programs: 150,000 euros from course fees and grants.
Job Matching Platform: 50,000 euros from placement fees and subscriptions.
Entrepreneurship Support: 30,000 euros from membership fees and sponsorships.

21.2. revenue projections for the first 3 years.
Year no.1 230,000
Year no. 2 350,000
Year no. 3 500,000

Recommendations;

By following this comprehensive plan, your social business can effectively address youth

unemployment, create substantial social impact, and ensure financial sustainability and
growth.

ROSI MATINIK: local vegetable



22. What problem in the community or society does your social business (or innovation) want to solve?
The problem | identified in my community is related to food and transport.
In the Terres Sainvilles priority neighborhood, there is not enough open space (garden, fields, park,
etc.), so the inhabitants cannot grow their fruits and vegetables and the nearest market is far away.
The other solution is to go to the nearest supermarket but the fruits and vegetables are mostly
imported and full of pesticides.
Concerning transportation in Martinique, there is no good public transportation network so the car
is essential to get around. The people in my community don't always have a car and are therefore
stuck in the neighborhood.

23. How does your social business (or innovation) solve this problem?
| offer fruit and vegetable bags/boxes that | make from the fruits and vegetables that | buy from the
farmers and sell them in my community, in my neighborhood. This way people can have quality food
close to home.

Il KEY RESOURCES

24. What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?
Ppl: I'll work alone at the beginning and if the demand become too high I'll think about work with
someone to help me.
Finances: | need money to reach the place of the agriculture (for the car and gasoline)

111 SOCIAL IMPACT

25. Describe the social impact that a social business realizes through its products or services.

25.1. Direct
Improving the quality of food for residents of the Terres Sainvilles neighborhood

25.2. Indirect
Promote local agriculture and reduce imports of fruits and vegetables in Martinique

IV PRODUCT OR SERVICE

26. Which products or services are created by social innovation that solves this problem?
Local fruit and vegetable bags/boxes

27. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?

‘ \

V CLIENTS AND BENEFICIARIES

28. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?
Residents of the Terres Sainville neighborhood
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29. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
Residents of the Terres Sainville neighborhood

VI VALUE - VALUE PROPOSITIONS

30. Social impact: What value do customers get from your social business?
Eat good and local food

31. Customer Value: What value do customers buy from your social business?
Eat good and local food

VII KEY PARTNERS AND ACTORS

32. Who are the key partners you need to involve from the beginning in order to successfully develop
and start your social business? Do you need special permits, licenses or approaches to start your
social business?

Make convention with local farmers or local productors
Have a permit from the municipality to sell it in my neighborhood or make a partnership with a shop in the
neighborhood

VIII KEY ACTIVITIES

33. What activities do you plan to:

33.1. develop a prototype product or service;
Meet with different farmers and local productor of fruits and vegetables to identify who has the better quality
and better price.

33.2. research, discovery and communication with users and clients;
Create an account on Canva so | can make visual. The communication channel will be Whatsapp (create a
group with the and by word of mouth in the neighborhood

33.3. prototype testing;
In a first time, I'll test the fruits and vegetables boxes with my friend so they will make feedback.

33.4. pivoting and refining solutions;
brainstorming with my community and the farmers

33.5. measuring the social impact
I'll make a form of satisfaction in the neighborhood

33.6. starting a social business
Meet the farmers, find the best price for the bags and boxes, find a place to sell, communication with clients.

IX MEASURING SOCIAL IMPACT

34. How will you prove that your model creates social impact? Indicate separately for each key activity
or process how the impact is created and measured?

XTEAM

35. Who is on the team and how do you share responsibilities and roles?
I am alone and my husband will help with the financial part
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36. What is the division of roles according to the planned activities?
I am alone and my husband will help with the financial part

XI COMMUNICATION CHANNELS

37. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?
Whatsapp and words month

38. How to communicate certain segments of activities with the public?
Whatsapp and words month

XIl COST STRUCTURE

39. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during
the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs
in euros

1. MVP development and testing

2. starting a business

3. operating costs during the first year of operation

4. cost projection during the first 3 years

Not plan yet

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

40. How do you plan to invest your excess income?
All the excess income will be reinjected to buy a car to facilitate the meeting with local farmers

XIV REVENUE STRUCTURE

41. Plan revenue for:

41.1. the first year after starting a business, for each product or service;
10 boxes per month = 30*20EUR = 600 EUR
600 EUR*12 = 7200 EUR
30 bags per month = 30*2EUR = 60 EUR
60 EUR*12 =720 EUR
ONE YEAR = 7920 EUR

41.2. revenue projections for the first 3 years.
Not plan yet

Socio-economic integration of migrant
women

I BASIC INFORMATION
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1. What problem in the community or society does your social business (or innovation) want to solve?
In Martinique, D’Antilles et D’Ailleurs and the Mouvement Du Nid organization work to support the socio-
economic integration into society of migrant women living in severe vulnerability conditions. By now there are
more than 160 registered women, 90 in a situation (or at imminent risk) of prostitution for reasons related to
basic needs such as access to food and housing; more than half have no health coverage, 90% have no
complementary health insurance, the majority has language barriers. Despite being entitled to benefit from
state social aid, women strain their income from the informal economy and enter a spiral of poverty.

2. How does your social business (or innovation) solve this problem?
Creating a space where they can feel comfortable, welcomed, and through which they can learn gardening and
products’ transformation until (on the long term) sell productions. The idea is based on restoring an urban
garden close to working spaces creating an enjoyable space where people can just have their job-break
enjoying handmade juices and empanadas.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?
An agronomist
Volunteers
A permit from the Municipality
Money for a contribution to the agronomist and the gardening
A permit for selling (considering that in Martinique informal selling of food is tolerate so the project is feasible
without long-term processes)
Equipment for food productions

Il SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.

4.1. Direct
Socio-economic integration of women

4.2. Indirect
Women empowerment
Supporting diversity
An urban garden in the city center

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
Social street — foods
A social urban garden

6. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?
There are no prototypes apart from the juices/empanadas testing because the requalification of the Garden
can be done without any need to test.

V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?
Anyone can buy. First of all, the workers of the buildings nearby and then, being a urban garden and a street-
food, anyone.
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8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
Migrant women in vulnerable conditions and living in the priority neighbourhood of Terres Sanville

VI VALUE - VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?

- The customer gets the value that buying our products they contribute to the sustainability of an urban
garden in their community offering free trainings and services such as cine-forum events.

- Moreover, they help women that they can directly meet (and their child) living in vulnerability
conditions.

10. Customer Value: What value do customers buy from your social business?
- They buy good quality products and a street-food close to their job activities that enlarge their
possibility to enjoy an open air and a longer break not so easy to find in the city center

_ VIKEYPARTNERSANDACTORS

11. Who are the key partners you need to involve from the beginning to successfully develop and start
your social business? Do you need special permits, licenses, or approaches to start your social
business?

- lwould need the permit of the municipality to “use” the abandoned gardens in the city center

- Tounderstand how to “formalize” the selling of food

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1. develop a prototype product or service.

- Design with an agronomist of a creole garden

- For products | would start asking the women to realize their best ice-cream juices and empanadas
(few quantity) and | would start testing and offering these on the street explaining people that we are
testing, and we want their opinion to start selling. So, in term of activities | would say participation to
at least 2 markets and 3 days on the street recollecting evaluation.

12.2. research, discovery and communication with users and clients.
- Asabove
12.3. prototype testing.

- Time by time, considering evaluations in point 12.1 | would “adjust” my productions and taste based
on feedback from the people until | get a good score
- Forthe garden no need to testing just restoring

12.4. pivoting and refining solutions.
- Asabove
12.5. measuring the social impact

- Number of people enjoying the garden and sharing with the women
- Happiness of the women
- New customers invited by the permanent ones

12.6. starting a social business

- 12.6 doesn’t come before 12.5? and | also think that 12.4 is a phase continuing after...
Open day with realization of the final products

IX MEASURING SOCIAL IMPACT
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13. How will you prove that your model creates social impact? Indicate separately for each key activity
or process how the impact is created and measured?

1. Urban garden | Number of people enjoying the garden / number of organizations asking for the space
restored for organizing their activities there / mixity of the people enjoying the garden
2. Street food Women satisfaction / number of new “friends” / relations created by the women /
activities increase of capacity of dialogue of the women with people out from their comfort
zone network / number of clients interested on the social value of the products

*Add new rows as many as needed

XTEAM

14. Who is on the team and how do you share responsibilities and roles?
Me coordinating the logistic / the women / the communication with the municipality / the agronomist /

looking for funding

A friend taking care of the social networks / the participation to the markets and the street testing / looking for

funding

At least 6 women considering that they would need to take turns

The agronomist taking

care of the planning of the space

A friend taking care of the financial: basic accountancy: regulation of the space and agreements with the
women / cash / equipment for the cc payments / training to the women / redistribution of the selling to the
women and calculation of a percentage for the sustainability (maintenance) of the garden

15. What is the division of roles according to the planned activities?

As above

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?

- Directly on the street / mouth to mouth

- Instagram and FB stories

- Signals on the city centre

17. How to communicate certain segments of activities with the public?

As above

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during

the first year

of operation; (4) cost projection during the first 3 years.

Estimated overall costs in euros

1. MVP development and testing 500 euros for the garden equipment + 1500/2000

Phase

EUR for the agronomist
+ 1500 EUR for equipping the women with row
material for the food production + equipment

2. starting a business

Licence: should be for free

Payment to the women: initially only material
(500 EUR) + equipment (already bought for the
testing) + space (equipment: tables / chairs /
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drapes / generator): around 2000 EUR

Equipment for CC payment: 90 EUR

3. operating costs during the first year of operation | PP TIME: 21.000 euro (7000 EUR each pp
involved)

Street Food row material (70 EUR * day) = 20.160
EUR

4 WOMEN: 8 hours * week each * 15 EUR * hour
=11.520 EUR each * TOTAL WOMEN: 46.080 EUR
Indirect costs: 1500 EUR*year

Total operating cost year 1: 88.740 EUR

4. cost projection during the first 3 years Cost’ projection for the 3 years:

PP TIME: 63.000 euro (7000 EUR each pp
involved*YEAR)

Street Food row material (70 EUR * day*3 YEARS)
=60.480 EUR

Indirect costs: 4500 EUR

External service * financial: 16.000 EUR

4 WOMEN: 8 hours * week each * 15 EUR * hour
=11.520 EUR each * TOTAL WOMEN: 46.080 EUR
* 3 YEARS = 138.240 EUR

Total cost projection : 282.220 EUR

Xl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?
- Payment to the women and of the staff
- Maintainace of the Garden

XIV REVENUE STRUCTURE

20. Plan revenue for:

20.1. the first year after starting a business, for each product or service.
Earnings selling street food: 126.000 EUR calculating as it follows:
Selling of 40 combos (2 empanadas + juice) per day on a total of 350 dd*year = 14000 combos sent at 9 EUR
each

Considering risks of selling: 20 combos (empanadas + juice) out of 40 per day
Total earnings = 63000 EUR (In this case however, also the investment will be lower for row material since we
will buy fresh fruit according to selling)

Earnings renting space on Sunday for birthdays / events etc. (STREET FOOD EXCLUDED) = 50 EUR * 10
SUNDAYS in 1 year = 500 EUR

Total earnings full selling: 126.500
Total earnings low selling: 63.500

21. Revenue projections for the first 3 years.
Earnings full selling street food: 378000 EUR calculating as it follows:
Selling of 40 combos (2 empanadas + juice) per day on a total of 350 dd*year * 3 years = 42000 combos sent at
9 EUR each

Earnings full renting space on Sunday for birthdays / events etc. (STREET FOOD EXCLUDED) = 50 EUR * 48
SUNDAYS * year = 2400 EUR



Considering risks

Of selling: 20 combos (empanadas + juice) out of 40 per day * 3 years

Total earnings = 189000 EUR (In this case however, also the investment will be lower for row material since we
will buy fresh fruit according to selling)

Of renting space on Sunday: 10 Sundays out of 48 * year for birthdays / events etc. (STREET FOOD EXCLUDED)
Total earnings = 30*50 EUR = 1500 EUR

Total earnings full selling + full renting: 380.400 EUR
Total earnings low selling + low renting: 190.500 EUR
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Empowering Communities  Through
Sustainable Development

11 BASIC PROJECT INFORMATION
Project name: Empowering Communities Through Sustainable Development
1. Place of project realization: Jordan
2. Period of realization of your project: July 2025 — December 2025
3. Abstract
This project fosters sustainable development by equipping individuals with vocational and
entrepreneurial skills. Through tailored training and mentorship, participants will gain the

tools to create sustainable income, fostering economic independence and resilience within
the community.

Il WHAT DO YOU WANT TO INFLUENCE?

Many individuals in Jordan face unemployment and economic hardships due to limited access to
skill-based education. This project aims to address these gaps by providing targeted vocational
training, promoting entrepreneurship, and facilitating access to financial resources.

This project was developed through discussions with local business owners, community leaders, and
educational institutions. Their input has helped shape the training curriculum and partnership
networks to ensure real impact.

IV WHAT DO YOU DREAM?

The primary goal is to empower individuals through skill-building, enabling them to secure
employment or start businesses. This will improve financial stability, self-sufficiency, and economic
resilience in the community.

The project is targeted at unemployed youth, women, and marginalized individuals who lack access
to vocational training and entrepreneurship opportunities.

V HOW WILL YOU GET IT?

Similar initiatives have succeeded in enhancing community self-sufficiency. This project will leverage
partnerships with local businesses, trainers, and financial institutions to provide participants with
the skills and resources they need to thrive.

Unlike traditional job training programs, this initiative integrates mentorship, financial literacy, and
sustainable business practices. The inclusion of eco-friendly and community-driven solutions makes

it more sustainable and impactful.

- At least 100 individuals trained in market-relevant skills.
- 70% of participants find employment or start businesses.
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- Increased community engagement in skill-sharing and entrepreneurship.
- Strengthened economic resilience through sustainable income sources.

12. Tabular plan of activities

List the activities that lead to the Responsible First to fourth First to fourth First to fourth

achievement of expected results person quarter - July  quarter - quarter -
August September

* add rows as needed - depending on the number of activities

13. Description of the project in stages (If you think that some activities are not clear enough in the
table presented above, you can further describe them here) - up to 350 words

14. Possible problems during project implementation and how to solve them?
(What are the possible risks? How to prevent these risks from happening? What will you do if the
risks materialize?) - up to 150 words

Success will be measured through employment rates, business creation, and self-reported financial
stability among participants. Follow-ups will be conducted to assess long-term impact.

Sustainability will be ensured through community mentorship programs, local business partnerships,
and access to micro-loans for startups.

VI WHO WILL HELP?

Volunteers will assist in training, mentoring, and outreach. We will engage university students,
professionals, and community leaders to provide expertise and guidance.
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San3a — Digitalizing Jordanian Crafts

1. Project name:
San3a - Digitalizing Jordanian Crafts

2. Place of project realization:
Jordan

3. Period of realization of your project:
As per the business plan timeline (approximately a 12-month implementation period)

4. Abstract (What is the strength of your project?) - up to 70 words

San3a is a socially innovative project that empowers Jordanian artisans by digitalizing
traditional crafts.

San3a is an innovative FabLab space dedicated to empowering Jordanian artisans by
providing access to state-of-the-art digital fabrication tools (such as CNC machines, 3D
printers, and laser cutters). This creative space enables artisans to digitally manufacture their
products, drastically reducing production time and costs while preserving the authenticity of
their craft. With training, mentorship, and support, San3a helps artisans transition from
traditional methods to a scalable, digital production model that opens new markets and
increases income.

Il WHAT DO YOU WANT TO INFLUENCE?

5. Describe what you would like to change in your community? (What gets you out of your shoes
every time? What are your personal experiences or the experiences of others regarding the
problem? Are there any examples of how people are affected by this problem? Why do you think
this problem is important?) - up to 200 words

Jordan’s artisans, especially those in rural areas, face significant challenges—limited access to
technology, slow production times, and limited market reach. By creating San3a, a digital innovation
space, we aim to provide cutting-edge tools and training to artisans, enabling them to increase
production, reduce time and costs, and gain access to new markets. The project also addresses the
need for the preservation of cultural heritage while driving economic empowerment in
underserved communities. Through San3a, artisans can modernize their production processes while
still maintaining their craftsmanship integrity. This change is crucial not just for economic reasons,
but also to ensure traditional crafts are preserved and continue to thrive in the modern world.

6. How were others involved in planning your project (Did you have meetings and contacts with
those who might be interested in your project? Describe - with whom and when, and how others
influenced the design of your project;) - to 100 words

The design of San3a was shaped by extensive community engagement. We held meetings with local
artisans, craft associations, and community leaders across Jordan to understand their challenges and
needs. Their input directly informed the decision to create a FabLab with digital tools, which would
empower artisans while preserving their heritage. Additionally, we consulted with technical experts
to ensure the tools and training programs align with both local needs and global market demands.
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Our partnerships with NGOs, local businesses, and universities also played a key role in refining the
project design and ensuring its sustainability.

IV WHAT DO YOU DREAM?

7. What is your specific goal? ( What kind of change do you want to achieve? What benefit could
your project bring to people? How would it affect their lives? What would change for them?) - up to
100 words

San3a aims to empower 50 artisans by the end of Year 1, helping them digitize their craft and scale
production. We will reduce production costs and time by enabling artisans to use digital fabrication
tools, and we will increase their market reach by providing access to an online platform and new
local retail opportunities. The ultimate goal is to see artisans in rural and underserved areas
growing their businesses sustainably, increasing their income by at least 30% within the first year of
participation.

8. When could all this affect? (Who is the project intended for? Who are the beneficiaries of the
project or the target group or groups? Will the impact of the project improve the position in the
society of a traditionally excluded group?) - up to 100 words

This project is intended for artisans across Jordan, particularly those in rural areas who lack access
to modern tools and markets. The target group includes women artisans, young artisans, and
underprivileged communities who traditionally work in crafts such as embroidery, mosaics,
woodwork, and pottery. By giving them access to digital tools and global markets, we aim to
empower these communities economically, improve their social status, and create long-lasting
opportunities for these historically excluded groups.

V HOW WILL YOU GET IT?

9. Discover the possibilities! (What has worked well so far regarding the issue you want to work
on? Do you have an example of how others have successfully addressed the problem? What
opportunities do you have regarding the need or problem you want to work on? How to use
community resources? your personal strengths and experiences could help you find an innovative
solution?) - up to 250 words

In planning San3a, we drew inspiration from global success stories, like Etsy, where artisans have
thrived by selling online and reaching global markets. Regionally, Jordan has begun moving in this
direction with initiatives like the “Crafts Market” platform, which has proven the demand for
Jordanian handicrafts. These examples highlight that with the right support, traditional artisans can
adapt to digital platforms and expand their reach.

One of the most powerful examples of this is Um Rabee3 from Karak. Before joining San3a, she
could only produce 30 handcrafted pieces a month. However, after accessing our FabLab equipped
with CNC machines, 3D printers, and laser cutters, she increased her production to 300 pieces
monthly. This transformation was made possible by digital tools that enabled her to work more
efficiently, produce higher-quality products, and scale her business.

San3a’s FablLab model offers more than just digital tools; it provides artisans with training,
resources, and mentorship. By establishing FabLabs in locations like Karak, we make these resources
accessible to local artisans, empowering them to stay connected to their roots while expanding their
businesses. With high internet access and a growing community of volunteers, San3a leverages both
local and global resources to create a platform that will help artisans reach new heights while
preserving Jordan’s rich cultural heritage.
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10. What makes your project a social innovation? ( Why is the solution or approach you propose
better than the way it has been done so far - more efficient, effective and sustainable? How will you
ensure that those who are usually excluded are part of your action? Does the project empower
people and how?) - up to 150 words

San3a is socially innovative because it blends traditional craftsmanship with cutting-edge digital
technology. By offering artisans access to state-of-the-art fabrication tools and hands-on training,
we equip them with skills that can elevate their business to a professional, scalable level. This
approach is more efficient, effective, and sustainable than traditional methods of craft production.
We also empower traditionally excluded groups—such as women and rural artisans—by giving
them the resources and market access they need to thrive in today’s economy. Unlike existing
programs, San3a focuses on community-driven solutions, where artisans take ownership of the
process, leading to long-term empowerment.

11. Expected results of the project (What will be the concrete, measurable results you plan to
achieve in terms of human, financial, technical, material and time resources? If you achieve these
results, will it affect the change you want for your community? How? - up to 150 words

1. Artisan Capacity Building: At least 50 artisans trained in digital fabrication technologies,
including CNC machines, 3D printers, and laser cutters.

2. Increased Production: Artisans can scale production, with output increased by at least 10
times (e.g., from 30 to 300 pieces per month).

3. Income Growth: Artisans will see an increase in income by 30% or more through reduced
production costs and expanded market access.

4. Market Expansion: At least 500 digitalized products will be created and sold through online
platforms, reaching both local and international markets.

5. Community Impact: Increased visibility for traditional crafts and greater interest from younger
generations in pursuing careers in craftsmanship.

12. Tabular plan of activities

List the Responsible | First to First to fourth First to fourth
quarter - July

activities that person quarter - September
lead to the
achievement

of expected

quarter - August

results
Establishing Project Secure Set up Finalize
FabLab Manager, locations in equipment: FabLab setup
Locations Operations | key areas CNC and conduct
Lead (urban/rural) machines, safety checks
for the 3D printers,
FabLab laser cutters
Artisan Community | Conduct Onboard the Continue
Recruitment | Coordinator, | outreach and first group training and
& Trainer inform of artisans support
Onboarding artisans and initiate artisans  in
about basic using digital
digitalization training tools
opportunitie
s
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Training Training Develop Begin Continue
Program Manager, digital hands-on training and
Development | Volunteer fabrication workshops help artisans
Trainers and e- on CNC, 3D create their
commerce printing, and first  digital
training laser cutting products
curriculum
Product Technical Assist Manufactur Optimize
Digitization & | Lead, artisans  in e the first prototypes
Prototype Artisans converting prototypes for larger
Development traditional using production
designs  to FabLab tools and  assess
digital files quality
standards
Marketing & | Marketing Develop Launch Expand the
Sales Lead, Sales | product initial marketing
Expansion Team descriptions marketing campaign,
and campaign including
marketing targeting online
materials local and platforms
regional and
markets partnerships
Ongoing Mentors, Provide Continue Evaluate
Mentorship & | Community | initial mentoring progress and
Artisan Coordinator | support for artisans on provide
Support s product product feedback for
digitization refinement scaling
and sales and sales production
strategies
Community Project Build Formalize Expand
Engagement | Lead, partnerships retail partnerships
& Retail | Marketing with local partnerships and create
Partnerships | Lead businesses and set up international
and retailers distribution exposure
channels opportunitie
s
Impact Monitoring | Define key Start Analyze data,
Measuremen | Lead, metrics  for tracking report on
t & Reporting | Project success artisan progress,
Manager (production, performanc and make
income, e and adjustments
market product as needed
access) sales

13. Description of the project in stages (If you think that some activities are not clear enough in the
table presented above, you can further describe them here) - up to 350 words

Stage 1: Establishment (Months 1-3)

During this stage, the focus will be on setting up the FabLab in key areas across Jordan. This includes
selecting sites, purchasing equipment, and recruiting artisans for the first round of training.
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Community outreach and engagement will begin, and artisan recruitment will focus on ensuring that
the project reaches underrepresented communities.

Stage 2: Artisan Training & Digitalization (Months 3-6)
The second stage involves the hands-on training of artisans in digital fabrication technologies.
Artisans will learn to digitize their traditional designs, and through the FabLab tools, they will create
their first prototypes. These tools will significantly reduce production time and increase product
quality, allowing artisans to scale up their businesses.

Stage 3: Production & Market Expansion (Months 6-9)
This stage will see the digital products moving into full production. Artisan products will be marketed
both locally and online. Retail partnerships will be established to help artisans sell their products and
reach a broader audience. The emphasis here will be on increasing production output and
generating income.

Stage 4: Evaluation & Scaling (Months 9-12)
By the end of Year 1, we will evaluate the project’s impact. Key performance indicators, such as
income increase, sales growth, and artisan capacity building, will be reviewed. The second year will
focus on scaling the FabLab to other regions and expanding market access for artisans.

14. Possible problems during project implementation and how to solve them?
(What are the possible risks? How to prevent these risks from happening? What will you do if the
risks materialize?) - up to 150 words

1. Artisan Resistance to New Technology:
Risk: Some artisans may initially resist using digital tools due to unfamiliarity or fear of losing
traditional craftsmanship.

Solution: Offer hands-on training, mentorship, and a gradual introduction to the digital tools. By
starting small, with simple projects, artisans will feel more comfortable and confident in adapting
their crafts to the digital realm.

2. Low Market Demand for Digitalized Crafts:
Risk: The market may not immediately appreciate or demand digitalized crafts.
Solution: Target niche markets that value artisanal and culturally significant products. We will also
work closely with local and international retailers to increase demand, ensuring that our products
stand out for their authenticity and innovation.

3. Financial Sustainability After Initial Funding:
Risk: After the first year, there may be challenges in sustaining the project without further external
funding.

Solution: Implement a small commission model on artisan sales to generate ongoing revenue for
the Fablab. Additionally, we will explore public-private partnerships and collaborate with local
businesses to ensure long-term financial sustainability.

15. How will you know that you have succeeded? (How will you measure the success of your
project - what will be the indicators that the change has really happened? - up to 200 words

Success will be measured through several key performance indicators:

e Artisan Participation: The number of artisans trained and actively using the digital tools
(goal: 50 artisans by the end of Year 1).
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¢ Income Increase: A measurable increase in artisan income (aiming for at least a 30%
income increase for artisans within the first year).

e Product Quality and Output: A steady rise in the volume of products produced and the
quality of digital craftsmanship.

e Sales Volume: Total sales generated through the FabLab, with a goal of reaching $10,000
in sales in Year 1.

e Customer Feedback: Positive feedback from customers, indicating the value of digitally
crafted products and satisfaction with the quality.

16. How do you see the sustainability of the results after the project is completed? (What is the
potential for durability and sustainability of the offered solutions? How to achieve that the project
you plan to implement brings lasting solutions? If you plan to purchase some equipment, in whose
ownership will it remain / who will take care of it?) - up to 150 words

San3a’s sustainability strategy is rooted in community ownership and digital entrepreneurship. The
FabLab will be run by a dedicated group of trained artisans, allowing the initiative to continue
independently of external funding. The commission from product sales will cover operational costs,
and partnerships with local businesses will further support sustainability. Additionally, the digital
skills acquired by artisans will continue to serve them beyond the project, enabling them to keep
their businesses afloat and grow independently.

VI WHO WILL HELP?

17. Involvement of volunteers ( For which types of jobs will you need broader volunteer support?
Who will be the volunteers in your project? How will you win them over?) - up to 200 words

1. Types of jobs for volunteers:

Volunteers will play a crucial role in supporting San3a's programs. They will be involved in

various activities such as:

e Training artisans: Volunteers with expertise in digital fabrication or teaching will assist in
training artisans on how to use the CNC machines, 3D printers, and laser cutters.

e Providing technical support: Volunteers with IT skills will help artisans navigate the
platform, manage product listings, and troubleshoot digital tool issues.

e Marketing support: Volunteers with skills in photography, content creation, and social
media marketing will help create high-quality product profiles, take product photos, and
assist with promotional campaigns on social media.

e Mentoring artisans: Volunteers with business management or entrepreneurship
backgrounds will mentor artisans in scaling their businesses, creating business plans, and
entering new markets.

These volunteers will be integral in ensuring the project’s success and providing the technical

and community support needed.

3. How to Engage Volunteers:

Volunteers will be recruited through partnerships with universities, NGOs, and tech hubs. We
will reach out to local universities and students who are studying digital technology, design, and
business, offering them the opportunity to gain hands-on experience in a real-world, socially
impactful project. Volunteers will also be engaged through community events, social media
campaigns, and local networking. In exchange for their support, volunteers will receive
certificates of appreciation, public recognition, and the satisfaction of contributing to community
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development and artisan empowerment. We will actively promote the social value of this
project, allowing volunteers to feel directly connected to its success and the impact it has on
artisans' lives.

18. Fundraising from the community

Additional explanations on how to fill in the contribution table:

. After entering the name and type of donor (individual, company, public institution, local
community or non-governmental organization), enter a description of the contribution (eg
money, T-shirt printing, juices, cement ...) and information on the estimated value of the
contribution in the appropriate column - depending whether the contribution is in the form of
money, goods or services.

. For each contribution, it is necessary to state for which type of expenditure it will be used
(name and number of the budget item in the table).

" The amounts given in the table must be confirmed by the attached certificates of
contribution which you can find at the bottom of the document. After the donor signs /
certifies the certificate, you will place it in electronic form in the online application in the last
column of the table (Confirmation of planned contribution).

Name of Donor type Descripti = Value of Value of Amount In Budg Confirma
the on of contribu contribut of cash charg et tion of
donor contribut | tionin ionsin  contribu eof @ item planned
ions kind the tion the (nam contribut
(EUR) service (EUR)  worki eand ion
(EUR) ng  numb
grou er)
p
XYZ Craft | Company Donatio | 500
Supplies n of | EUR
fabricati
on
material
s (wood,
plastic,
fabric)
Jordan NGO Voluntee 1,000
Volunteer rs EUR
Network providing
training
and
technical
support
ABC Local Retail 1,200
Retailers | Business space for | EUR
showcasi
ng
products
and
collabora
tion
Universit | University Students 500 EUR
y of voluntee
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Jordan ring for

product

photogra

phy and

digital

content
Communi | Individual/Com | Small 500 EUR
ty munity cash
Crowdfun donation
ding s from

commun

ity

member

s
Total community contribution 3200 EUR
Cash contribution: ___ 500 EUR
Contribution in goods: 500 EUR
Contribution in services: 2200 EUR

VIl WHAT ARE THE COSTS OF THE PROJECT IMPLEMENTATION?

19. In the table below, specify what you want to pay with the funds of YES CLUB. The total amount
of funds you can claim is in the amount of 1,000 EUR.

Salary costs and fees of members of the informal group implementing the project cannot be planned
in the budget.

Number of Price per unit / The total value
Name of the budget item units piece of the item

(quantity)

1. FabLab Equipment (CNC, 3D Printers, | 1 set 500 EUR 500 EUR

Laser Cutters)

2. 50 units 10 EUR 500 EUR

Training Materials and Manuals

3. Website & Online Platform Setup 1 SET 200 EUR 200 EUR

4. Marketing & Promotional Campaigns 1 300 EUR 300 EUR
Campaign

5. Community Outreach & Events 1 event 500 EUR 500 EUR

6. Miscellaneous Operational Costs - - 500 EUR

TOTAL COST: | 2500

21. What amount do you ask from YES Club: 2000___EUR (question no.19)

22. Total community  contribution: ___3200 EUR (question no.
18)

23. Total value of the project: 5200 EUR (No. 21+ No. 22)

42



M. PAINTING

Project name: M. PAINTING
4. Place of project realization: Martinique
4. Period of realization of your project: 2 years

5. Abstract (What is the strength of your project?) - up to 70 words
- one of the first itinerant Garage of body painting in Martinique | come to the customers with
grounds has my disposition
-employees in majority with Women
-cabin of painting ecoresponsible Gonflabe
-one of the only garage that has a cabin for buses and trucks
-New technique of bodywork and painting
- Rental of the inflabe booth for artisans who are looking for booths to paint their products
-Small training on the maintenance of the vehicles
- Workplace for my employees

_ IIWHATDOYOUWANTTOINFLUENCE?

5. Describe what you would like to change in your community? (What gets you out of your shoes
every time? What are your personal experiences or the experiences of others regarding the
problem? Are there any examples of how people are affected by this problem? Why do you think
this problem is important?) - up to 200 words

| would have liked to change the mentality of the society with regard to women who are in the so-
called male professions that they stop underestimating them

| would have liked that women dared certain jobs so that we are more numerous

| would have liked that women have more knowledge about the automobile

-what makes me get out of my shoes is the sexism that women are subjected to in society
- the judgment towards others
-the society that pollutes

-women who underestimate themselves

-my tutor in the baccalaureate of body painting told me one day to change my job because it is not
for me

- not having any accommodation in companies for women, especially in the so-called male
professions, e.g. garage

- | started to work in a garage but not in the position | asked for because | was a woman

- people have less time to bring their car to the garage

-garages that keep some cars too long for small repairs that can be done in a day

- bus and truck companies that have to go far away to have their vehicles repaired or painted so they
have to penalize working days

- no cabins to work on buses and trucks so the results are bad

-small craftsmen do not have many cabins at their disposal to do their work
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- Yes, in my circle the bus companies are not satisfied with the work that the garages do on their
vehicles

-craftsmen are looking for booths to paint their products

- women are being ripped off in the car business because of lack of knowledge

- women who change jobs because they don't dare to go into the so-called male professions or
suffer too much sexism

- garages that pollute the planet because of the chemical products they use

-companies that prefer to leave their buses or trucks unrepaired because of the lack of time to travel
far

-this problem is important because we have a real need in society with the sexism that women
undergo the scams that they undergo in the place of the car

-some garages that pollute our waterways with all the chemical products
-vis-a-vis the body shop painting that pollute because of the chemical products

6. How were others involved in planning your project (Did you have meetings and contacts with
those who might be interested in your project? Describe - with whom and when, and how others
influenced the design of your project;) - to 100 words

yes | have had contacts and meetings with people who might be interested in my project

- In my training center Les Premieres Martinique in 2022
-the jurors of my project validation committee in 2022
-my communication partner JFK communication

IV WHAT DO YOU DREAM?

7. What is your specific goal? ( What kind of change do you want to achieve? What benefit could
your project bring to people? How would it affect their lives? What would change for them?) - up to
100 words

-Inspired women my ambitions and determination

- to develop myself in the Caribbean

-to open a garage bodywork painting fixed

What kind of change do you want to achieve?

| want to change the vision that society has of women who decide to go into the so-called male
professions and change the sexism that we suffer

- | want to change the concept of the Body Shop-Painting Garage so that they are less polluting for
our planet

-The advantage that my project will have on people is:

-Bus and truck companies will no longer need to go out of the north to go south

-People will be able to have their car in the daytime when they have a small repair and not rent a car
-Women will be able to trust me better to give me their car because they will see that it is women
who do the work for them.

Craftsmen will no longer have to travel far to rent a car because | will be close by.

-It will affect their lives because of the publicity | will make on the networks or because of my
partners who talk about me

-they will not need to go to a garage anymore
-the artisans will be able to stay in their workshop and paint next door
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8. When could all this affect? (Who is the project intended for? Who are the beneficiaries of the
project or the target group or groups? Will the impact of the project improve the position in the
society of a traditionally excluded group?) - up to 100 words

The project is intended for private individuals and professional women and men who have all types
of vehicles including buses and trucks

Craftsmen who want to paint products

Car rental agencies

Yes, there will be an impact on society

V HOW WILL YOU GET IT?

9. Discover the possibilities! (What has worked well so far regarding the issue you want to work
on? Do you have an example of how others have successfully addressed the problem? What
opportunities do you have regarding the need or problem you want to work on? How to use
community resources? your personal strengths and experiences could help you find an innovative
solution?) - up to 250 words

The people liked the idea and affirmed the problem that there is on the sexism the craftsmen who
are in search and the companies that complain of the route of the garages too far

10. What makes your project a social innovation? ( Why is the solution or approach you propose
better than the way it has been done so far - more efficient, effective and sustainable? How will you
ensure that those who are usually excluded are part of your action? Does the project empower
people and how?) - up to 150 words

The solution | propose will be the best because companies will be able to stay in the north without
moving

The craftsmen will be able to remain in their workshop to continue to work

The women will be able to dare to work in the trades said male in order to find their place and to
feel free

The garages will be able to be inspired by me in order to less pollute the pipes

The trainings will allow to know better the car without being ripped off

| will come to them to show them my work

11. Expected results of the project (What will be the concrete, measurable results you plan to
achieve in terms of human, financial, technical, material and time resources? If you achieve these
results, will it affect the change you want for your community? How? - up to 150 words

The results | expect are:

To have a van 2 employees my local to store the materials of the cabins of painting inflatable

To make formations to learn new technique in body painting

In terms of finance | am looking to make a turnover of 100 000 €

If | can make this result | could open a fixed garage and then develloper on all the Caribbean

12. Tabular plan of activities
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13. Description of the project in stages (If you think that some activities are not clear enough in the
table presented above, you can further describe them here) - up to 350 words

M.PAINTING is a garage body painting itinerant that will move on all the martinique.

The particularity of my garage is that will be in majority that with women our cabin of painting
inflabe to move with us also

And we will rent cabin of painting for the craftsman who will need to paint their products

We will also do small repairs

And we will propose formations to learn the base of the mechanics all that is maintenance of the
vehicles

14. Possible problems during project implementation and how to solve them?
(What are the possible risks? How to prevent these risks from happening? What will you do if the
risks materialize?) - up to 150 words

I may have problems with the space to install my paint booth to solve this problem | will have land at
my disposal to install my booth near the company and my craftsmen

| will have problems with my materials so | took a room to store them

| will have a problem with electricity so | have planned a silent generator to provide me with
electricity

| have a problem with large vehicles so | have planned a nose cone to paint the buses and trucks

| will have a problem with the bad weather so | have planned a large space in my premises to bring
the vehicles to paint them sheltered from the weather

15. How will you know that you have succeeded? (How will you measure the success of your
project - what will be the indicators that the change has really happened? - up to 200 words

| will know that | have succeeded when | will be known and | will develop on all the Caribbean
But also when women are inspired by me to succeed in their life projects
When garages want to do the same as me

16. How do you see the sustainability of the results after the project is completed? (What is the
potential for durability and sustainability of the offered solutions? How to achieve that the project

you plan to implement brings lasting solutions? If you plan to purchase some equipment, in whose
ownership will it remain / who will take care of it?) - up to 150 words

VI WHO WILL HELP?

17. Involvement of volunteers ( For which types of jobs will you need broader volunteer support?
Who will be the volunteers in your project? How will you win them over?) - up to 200 words

The banks will help me
The ctm

The financial funds grants

18. Fundraising from the community

ReciCycle
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| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to solve?
The main issue | would like to address is awareness of the need for recycling.

2. How does your social business (or innovation) solve this problem?
My business start-up encourages recycling through rewards and the use of new
technologies, so young people will connect with this idea and they will disseminate the use
of this app that will help alleviate this problem.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?

- App development platforms: You can use platforms such as AppSheet, Appy Pie or
BuildFire, which offer tools to create apps without programming.

- Online courses and tutorials: You can find a large number of online courses and tutorials
on application development. Some of the most popular sites are Udemy, Coursera,
Codecademy and edX.

- Free-to-use design tools

- Network of businesses and entities in the area willing to collaborate

- Agreement with the local municipality to promote the use of recycling containers

11 SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.
A recycling campaign can have a significant positive social impact by promoting sustainable practices
that help preserve the environment and reduce pollution. Some of the potential social effects of a
recycling campaign include

4.1. Direct
- Awareness raising: The campaign can help increase public awareness of the importance of
recycling and the need to protect the environment.
- Behavioural change: It can motivate people to change their habits and start recycling more and
better.
4.2. Indirect
- Waste reduction: It can help reduce the amount of waste that ends up in landfills or is disposed
of in inappropriate places.

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?

The creation of an app and QR codes that will help the user to perform recycling and clearing tasks
quickly and easily.

6. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?
It is a pilot plan that, through an agreement with the local city council and a small network of
participating entities, the user can receive compensation if, every time he/she recycles in the
containers provided for this purpose, he/she connects with a QR code through an application for
mobile devices.
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This app will offer two options:
Either donate to benefit a local NGO or accumulate discount points for purchases in local stores.

V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?
The main customer will be the municipality, which will see its recycling policies and service improved.
Likewise, the entities that collaborate will also receive as a benefit good publicity for being part of
these good practices.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
The beneficiaries are:
- Onthe one hand, the users
- Onthe other hand, the NGOs that can receive donations.

VI VALUE — VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?

- Economic value: Recycling customers can derive economic benefits from their participation, such
as earning revenue from the sale of recyclable materials or reducing waste disposal costs.

- Environmental value: By recycling, customers can help reduce pollution and protect the
environment.

- Social value: Participating in recycling programs can help customers feel part of a responsible
community committed to protecting the environment.

- Educational value: Participating in recycling can help customers gain knowledge about waste
management and sustainability.

10. Customer Value: What value do customers buy from your social business?

- Social value: Clients may receive social value by participating in a project that has a positive
impact on their community and society at large.

- Emotional value: Customers may feel an emotional connection to the social project and
experience feelings of satisfaction, pride or gratitude.

- Economic value: Clients may receive an economic benefit from participating in a social project
that allows them to earn income or save money.

- Educational value: Clients may receive educational value by participating in a social project that
enables them to acquire new and useful skills, knowledge or experiences.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully develop
and start your social business? Do you need special permits, licenses or approaches to start your
social business?

City Hall/ Public Services and Mobility Section
Network of merchants in the area
NGO that wants to collaborate

We will need to draw up an agreement that specifies how each project will be carried out, what part

each partner must carry out, details the rights and obligations of each partner and establishes how
long the project will run for.

VIII KEY ACTIVITIES

12. What activities do you plan to:



12.1.

12.2.

12.3.

12.4.

12.5.

develop a prototype product or service;
Identify users and their needs: It is important to identify potential users of the app. This can
be done through surveys, interviews or usability tests.

Design the app structure: The structure of the app should be clear and easy for users to
navigate. This involves deciding how users can access different functions.

Create screen sketches: Screen sketches can help visualize the app design and interaction
with users. These sketches can be hand-drawn or created in specialized software.

Create an interactive prototype: Using prototyping software, an interactive prototype of the
app can be created. This prototype will allow designers and users to test the app's
functionality and make adjustments before creating the final version.

Perform usability testing: It is important to perform usability tests with real users to get
feedback and suggestions on the app's functionality and user experience.

Make improvements and adjustments: Based on user feedback, improvements and
adjustments can be made to the prototype design to ensure that the app is easy to use and
meets user needs.

research, discovery and communication with users and clients;
Define the target audience

Conduct market research

Use online marketing techniques: social media

prototype testing;

The prototype will be tested on a small group, chosen by the project partners for three
months. Depending on the outcome, changes may be made to the use of the app, the
rewards, etc.

pivoting and refining solutions;

After testing the prototype, the necessary adjustments will be made for the proper
functioning of the product.

This will be done by the creator of the app together with the partners.

measuring the social impact

Outcome indicators: These are quantitative measures of the direct and indirect results of the
project. Outcome indicators are used to assess the impact of the project on the community,
such as the number of people benefiting from the project.

Cost-effectiveness analysis: Cost-effectiveness analysis measures the cost of achieving a
specific outcome. This measure is used to compare the costs of the project with the benefits
obtained.

Cost-benefit analysis: Cost-benefit analysis measures the monetary value of the benefits
obtained by the social project. This measure is used to compare the costs of the project with
the monetary benefits obtained.

Social value analysis: Social value analysis measures the social value of a project. This metric
is used to measure the impact of the project in terms of social value, such as poverty
reduction or increased equity.

Quality of life assessment: Quality of life assessment measures the impact of the project on

the quality of life of the community. This measure is used to assess the impact of the project
on people's daily lives.
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12.6. starting a social business

Starting a social business involves identifying a social problem, developing an effective and

sustainable solution, establishing an appropriate legal structure, building a strong and

committed team, and measuring and evaluating the social impact. With the right
commitment and dedication, a social business can have a significant impact on society and
create positive change in the community.

e |dentify a social problem: It is important to identify a social problem that has a significant
impact on the community. The magnitude of the problem and the need for an effective
solution must be assessed.

e Develop a solution: Once the social problem has been identified, an effective and
sustainable solution must be developed. Innovation and technology can be used to
develop new and creative solutions.

e Create a sustainable business model: It is important to create a sustainable business
model to finance the project and achieve a significant social impact. Different sources of
funding can be used, such as donations, social investments and crowdfunding.

e  Establish a legal structure: It is important to establish an appropriate legal structure for
the social business. You can opt for a social enterprise structure or a nonprofit
organization, depending on the objectives of the social business.

e C(Create ateam: It is essential to have a strong and committed team that shares the vision
of the social business and is motivated to make a positive impact on society.

e  Measure and evaluate the social impact: It is important to measure and evaluate the
social impact of the business to ensure that the objectives are achieved and the positive
impact on the community is maximized.

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key activity
or process how the impact is created and measured?
Social impact is that which society perceives as a source of well-being, either because it creates new
opportunities, addresses needs, empowers people or contributes in some other way to the
betterment of society.

Activity How the impact is created and measured

1.Awareness campaign on | Public perception and behavior towards recycling through questionaries
recycling
2. Use of the mobile | Counting users using the app
phone application
3. Recycling workshop for | Number of attendees and skills learned
schoolchildren
4, Satisfaction | Score obtained
Questionnaire

XTEAM

14. Who is on the team and how do you share responsibilities and roles?
The team consists of three people:
- A computer scientist with knowledge about apps and social networks who will be in charge of the
design and implementation of the application and QR codes.
- Avyouth worker who will be in charge of the recycling awareness campaign and the activities for
dissemination and use of the application.
- Ayouth worker who will carry out the work of finding partners, collaborators and will be in
charge about working with the city council too.



15.

What is the division of roles according to the planned activities?

The computer scientist will be in charge of the “How to use the app” activity

The youth workers will be in charge of will be in charge of activities with children and youth, as well as
the creation of networks of collaborating entities.

XI COMMUNICATION CHANNELS

16.

17.

How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?
Undoubtedly the best form of communication today is through social networks.
Its advantages are many:
- Low environmental impact
- They are close to the young population
- They create immediate impact
- They provide high visibility on results
- Allows the creation of networks of people with similar interests.
- Allows networking

How to communicate certain segments of activities with the public?
For young audiences:
- The greatest communication effort will be worked through social networks with digital
campaigns, creation of forums, hashtags, etc.
For the older population:
- We will focus on the use of posters in places where citizens usually go such as: medical
centres, social centres, parks, posters for businesses, etc.

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during

the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros
1. MVP development and testing 1000€
2. starting a business 500€
3. operating costs during the first year of operation 500€
4. cost projection during the first 3 years 1500€

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?

Everything we earn through this company will be reinvested in app maintenance and creating awareness
campaigns

On the other hand, what users earn is for donation.

XIV REVENUE STRUCTURE

20. Plan revenue for:

20.1. the first year after starting a business, for each product or service;



20.2.

- Performance analysis and improvements: Perform a detailed analysis of the app's
performance during the first year of operations and determine what improvements can
be made to enhance user experience and increase profitability.

- Development of new features: Identify new features that can be added to the app to
improve its value to users and competitiveness in the market.

- Expansion of user base: Continue to utilize various marketing strategies to attract new
users and increase the existing user base.

- User community management: Foster interaction between app users and create a
recycling community to increase user loyalty and retention.

- Competition monitoring and analysis: Monitor and analyze competitors to detect new
opportunities in the market and stay abreast of current trends in recycling and
sustainability.

- Technology and security updates: Stay updated with the latest trends in technology and
security to ensure that the app is protected against security threats and functions
properly across all platforms.

- Partnerships and collaborations: Seek partnerships and collaborations with companies or
organizations that share similar values regarding sustainability and recycling, to increase
the app's visibility and impact in the market.

revenue projections for the first 3 years.

In the first three years, we expect to reach approximately 3,000 users in the city. Additionally,
we will increase the number of recycling containers from 35 to 150. It's also possible to
expand to two new municipalities if the first year's results are positive.

We expect to renew the agreement with the city council in two years and extend it for at
least another two.

On the other hand, the environmental impact can be measured with the help of the
municipal waste service by tracking the total tons of recyclables. We hope to reach more
than 30 NGOs to donate to and that these donations are significant.
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Private Tutoring

I BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to solve?

The lack of access to private tutoring that children from low-income families have. Due to their
inability to pay for the extra support, they might do worse in school which perpetrates their lower
socio-economic status.

How does your social business (or innovation) solve this problem?

By pairing young people (normally university students) that have the academic capacity and the time
to tutor school/high school children from low-income families. They would tutor them in exchange of
homemade meals that the children’s parents would cook for them. University students often live
away from home and their experience living independently and cooking for themselves is limited.
They would get homemade meals to take home in exchange for their tutoring services. This is an
arrangement that benefits both parts, as the families that would normally not be able to afford
private tutoring would be able to afford to cook a homemade meal, and the student that does not
have the time or the skills to cook elaborated meals would receive a hot meal.

Il KEY RESOURCES

3.

What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?

They would only need their tutoring skills and a home (normally the children’s home) to carry out the
tutoring. The only materials that they would need would be the books, computer, stationary, etc. that
the children would normally have in their home.

11 SOCIAL IMPACT

Describe the social impact that a social business realizes through its products or services.
The social impact would be an overall improvement in the academic performance of children from
low-income families, which would facilitate their social inclusion.

. Direct

The direct impact would be a noticeable improvement in the academic capacities of children from
low-income families, that might experience a negative effect in their academic performance due to
their families’” economic inability to provide private tutoring. If they can’t pay for these extra services,
they might fall behind academically and therefore their socio-economic cycle continues. This program
would give them the extra support that they need, help them academically and therefore push them
to improve their socio-economic status.

. Indirect

The indirect impact would be a long-term improvement in the economic status of an area.

IV PRODUCT OR SERVICE

(9]
w



5. Which products or services are created by social innovation that solves this problem?
No physical product would be created. The services provided would be the tutoring services.

6. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?
N/A

V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?
The clients would be the children’s families. They will pay with the homemade meals that they will
cook, not with money.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
The families and their children.

VI VALUE — VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?
They get high quality private tutoring for their children. This is a service that they would normally not
be able to afford.

10. Customer Value: What value do customers buy from your social business?

They get high quality private tutoring for their children. This is a service that they would normally not
be able to afford.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully develop
and start your social business? Do you need special permits, licenses or approaches to start your
social business?

There would be a need for an app that would connect the service providers and the families. This app
would make money with adverts. The only licenses needed would be the ones required to set up an

app.

VIII KEY ACTIVITIES

12. What activities do you plan to:
There would be no need to develop a prototype or test it as this would not be a physical product to

be sold.
12.1. develop a prototype product or service;
12.2. research, discovery and communication with users and clients;
12.3. prototype testing;
12.4. pivoting and refining solutions;
12.5. measuring the social impact
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12.6. starting a social business

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key activity
or process how the impact is created and measured?

Activity

1. Developing the app

How the impact is created and measured

Ensuring that the app is running smoothly — measured by piloting and internal
testing.

2.Promoting the app

Ensuring that many people know about the app and register.

3.Pairing the  services
provides with the service
users

By the amount of families benefiting from the services and using them repeatedly.

4.Testing the effectivity
and quality of the services

By reviewing the quality of the services with the service users, and check if they’re
interested in using them long-term.

*add new rows as many as needed

XTEAM

14. Who is on the team and how do you share responsibilities and roles?
The team would be at first the app developers and afterwards, it would be run independently by the
service users and the service providers.

15. What is the division of roles according to the planned activities?

The team would be at first the app developers and afterwards, it would be run independently by the

service users and the service providers.

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which

channels are best for users and clients?
At first the service would be promoted through social media, and afterwards the communications
would happen through the app.

17. How to communicate certain segments of activities with the public?
Through social media at first, then all communication would happen through the app.

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during
the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs
Phase in euros

5
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1. MVP development and testing 1000€
2. starting a business 500€
3. operating costs during the first year of operation 1000€
4. cost projection during the first 3 years 500€

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?
Maintenance of the app.

XIV REVENUE STRUCTURE

20. Plan revenue for:

20.1. the first year after starting a business, for each product or service;
20.2. revenue projections for the first 3 years.



Azela BMC

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to solve?
New parents often struggle to find baby clothes that are both gentle on a baby’s skin and stylish,
while also feeling lost about what essentials their newborn really needs.

2. How does your social business (or innovation) solve this problem?
Our brand offers high-quality, comfortable, and trendy baby clothing, paired with helpful online
content that guides and supports new moms through their first months of parenthood.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?

People: skilled designers, tailors, and content creators to produce high-quality clothing and engaging
educational materials.
Finances: funding for fabric procurement, production, website development, marketing, and initial
inventory.
Access / permits: business registration, trademarks, and necessary safety certifications for baby
clothing.

Il SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.
4.1. Direct
Our brand provides parents with safe, high-quality baby clothing that protects infants’ sensitive skin and helps
new moms feel confident and supported through reliable information and guidance.
4.2. Indirect
By promoting mindful consumption, local production, and community support, we encourage sustainable
fashion habits, empower women entrepreneurs, and build a culture of care around early parenthood.

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
We create a line of high-quality, trendy baby clothing made from premium, skin-friendly fabrics,
designed for comfort and style.
Alongside the products, we offer digital content and community support articles, tips, and guides
that help new parents confidently navigate their baby’s first months.

6. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?

Our prototype will include a small capsule collection of baby essentials ( bodysuits, pajamas, and
outfits ) made from soft, high-quality fabrics to test comfort, design, and quality.

In parallel, we’ll launch an instagram page to share parenting tips and collect feedback from new
momes.

This approach will allow us to validate customer interest, refine our products, and prove the brand’s
long-term sustainability.

57



V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?
Our primary clients are new and expecting parents, especially mothers, who value high-quality, safe,
and stylish baby clothing.
Secondary clients may include gift buyers and family members seeking premium baby clothes for
special occasions.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
The broader community benefits through promoted sustainable consumption, support for local

artisans, and the creation of a culture that values informed and confident parenting.

VI VALUE — VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?
Customers gain peace of mind and confidence knowing their babies wear safe, high-quality, and
stylish clothing.
They also benefit from practical guidance and tips that make early parenthood easier, more
informed, and less stressful.

10. Customer Value: What value do customers buy from your social business?
Customers buy high-quality, comfortable, and stylish baby clothing that protects their child’s well-

being, along with reliable guidance and tips that support confident and informed parenting.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully develop and
start your social business? Do you need special permits, licenses or approaches to start your social
business?

Key partners include fabric suppliers, skilled tailors or manufacturers, designers, and digital
content creators to ensure product quality and engaging educational content. We may also
collaborate with parenting communities or influencers to reach our target audience.

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1. develop a prototype product or service;
Design and produce a small capsule collection of baby clothes and launch a social media page with
parenting tips

12.2. research, discovery and communication with users and clients;
Conduct surveys and interviews with new parents to understand their needs, preferences, and pain
points.

12.3. prototype testing;
Collect feedback on clothing quality, comfort, design, and usefulness of content, and monitor

engagement on digital platforms.

12.4. pivoting and refining solutions;
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Adjust product designs, fabric choices, and content strategy based on user feedback and market
insights.

12.5. measuring the social impact
Track customer satisfaction, engagement with educational content, and adoption of sustainable
purchasing habits.

12.6. starting a social business
Finalize production, marketing, and distribution plans, complete legal and safety requirements, and
officially launch the brand and content platform.

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key activity or
process how the impact is created and measured?

Activity How the impact is created and measured

1. Producing high- | Impact: Babies wear comfortable, skin-friendly clothing that supports their
quality, safe baby | well-being.

clothing Measurement: Customer feedback, repeat purchases, and product
reviews.

2.Sharing parenting tips a| Impact: New parents gain confidence and knowledge in caring for their
newborns.
Measurement: Engagement metrics (likes, shares, comments)..

3. Promoting | Impact: Encourages eco-friendly purchasing habits and support for local

sustainable and mindful | production.
consumption Measurement: Percentage of customers choosing sustainable fabrics, and
tracking social media awareness campaigns.

XTEAM

14. Who is on the team and how do you share responsibilities and roles?
Our team combines expertise in design, production, digital content, and marketing.

¢ Founder/Project Lead: Oversees strategy, operations, and partnerships.

e Designer/Tailor: Creates and produces high-quality baby clothing.

e Content Creator/Community Manager: Develops parenting tips, manages social media, and
engages the online community.

e Marketing & Sales Coordinator: Handles promotions, customer outreach, and feedback
collection.

15. What is the division of roles according to the planned activities?

1. Prototype development (clothing & digital content): Designer creates clothing/Content
Creator develops parenting guides.

2. Research and user communication: Marketing & Sales Coordinator conducts surveys and
collects feedback.

3. Prototype testing and refinement: All team members analyze feedback,Designer/Tailor
adjusts products; Content Creator updates guides.

4. Marketing and launch: Marketing & Sales Coordinator manages promotions; Content
Creator engages the community; Founder oversees partnerships and operations.

5. Measuring social impact: Founder and Marketing & Sales Coordinator track metrics and
report outcomes; all team members contribute insights for improvement.



XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which channels
are best for users and clients?

We reach customers through social media and email newsletters, sharing tips, updates, and
engaging directly.

17. How to communicate certain segments of activities with the public?
We share specific activities through social media posts and newsletters, highlighting product
launches, parenting tips, and community events.

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during the
first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs in euros

Phase
1. MVP development and testing 3,000 € (fabric, prototype clothing, pilot content)
2. starting a business 2,000 € (business registration, trademarks, safety

certifications)

3. operating costs during the first year of | 8,000€  (production, marketing, content
operation creation, logistics)

4. cost projection during the first 3 years 12,000 € (scaling production, expanding content,
marketing campaigns, staffing)

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?
Excess income will be reinvested into the business to expand product lines, improve fabric quality,
enhance digital content, and support community initiatives for new parents. This ensures long-term
growth and greater social impact.

XIV REVENUE STRUCTURE

20. Plan revenue for:

20.1. the first year after starting a business, for each product or service;
Baby clothing line: Use part of the funding to produce and launch the first capsule collection,
focusing on quality fabrics and essential designs for newborns. Aim to establish consistent online
sales and customer trust.
Digital content & community: Build an engaged online community of new parents by regularly
sharing practical tips and reaching at least 5,000 followers across social media platforms.

20.2. revenue projections for the first 3 years.
Year 1: €25,000 (develop the MVP, launch the brand, and start sales).
Year 2: €35,000 (growth through online sales, partnerships, and expanded product range).
Year 3: €55,000 (increased visibility, repeat customers, and broader community
engagement).
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HomeT

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to solve?
In the rural areas of my city Nabeul, many talented artisans, women entrepreneurs, and small
business owners lack visibility and access to digital tools to promote and sell their products. They
often face challenges such as limited marketing knowledge, low digital literacy, and no affordable
spaces to display their work. This isolation limits their income and discourages local economic
growth.

2. How does your social business (or innovation) solve this problem?
HomeT provides a mobile application connecting small business owners, artisans, and service
providers in Nabeul with potential clients and supporters. The platform offers visibility, promotion,
and e-commerce opportunities while integrating customized training programs in digital literacy,
financial management, and marketing to empower entrepreneurs—especially adults and women in
rural areas—to become independent and competitive.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?
Human resources: app developers, digital marketing trainers, local NGO facilitators (e.g., AVEC
volunteers), and project coordinators.
Financial resources: initial app development, marketing, training logistics, and community outreach.
Access/permits: local authorization to collaborate with municipalities and community centers for
training spaces.

Il SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.

4.1. Direct
— Empowering local artisans and small entrepreneurs to expand their customer base.
—  Providing practical training to rural communities on digital and financial skills.
— Creating job opportunities and promoting local economic inclusion.

4.2. Indirect

— Reducing urban migration by creating local income opportunities.

— Stimulating the regional economy and strengthening community ties in Nabeul.

— Encouraging the digital inclusion of underrepresented groups, especially women.

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
HomeT mobile app: an online marketplace for local artisans and service providers.
Capacity-building workshops in digital literacy, social media use, financial management, and online
marketing.
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6. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?

A simplified version of the HomeT app with features for business registration, product showcasing,
and user interaction. The MVP will be tested with 20—30 local entrepreneurs to evaluate usability,
engagement, and sales results.

V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?

— Small business owners and artisans who pay a small subscription fee for visibility or
marketing boosts on the app.

— Local customers and tourists who buy local products through the app.

— Potential sponsors or investors supporting sustainable entrepreneurship.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?

— Rural entrepreneurs, especially women and youth in Nabeul, gaining digital skills and
business growth.

— The wider Nabeul community benefiting from local economic activation.

VI VALUE — VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?

HomeT fosters inclusive digital participation and economic empowerment by transforming local
talent into sustainable income sources.

10. Customer Value: What value do customers buy from your social business?

Clients gain affordable access to an online sales and marketing platform that expands their visibility and
connects them with customers, without requiring advanced technical knowledge.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully develop
and start your social business? Do you need special permits, licenses or approaches to start your
social business?

— AVEC Nabeul Association: partner for training delivery and local outreach.

— SMU Foundation Association: partner for capacity building and employability programs
implementation.

—  Local authorities: support for mapping entrepreneurs and community coordination.

— Youth and tech volunteers: app design, technical support, and content creation.

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1. develop a prototype product or service;
Develop and test the HomeT app/website (MVP)

12.2. research, discovery and communication with users and clients;
Conduct research and mapping of small businesses in Nabeul.

12.3. prototype testing;
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Deliver training programs (digital skills, financial literacy, marketing).

12.4. pivoting and refining solutions;
Test and refine the app based on user feedback and user friendliness.

12.5. measuring the social impact
Launch promotional campaigns and partnerships/Measure impact through usage data and participant
feedback.

12.6. starting a social business
Establish the social business and ensure scalability.

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key activity
or process how the impact is created and measured?

1. Mapping small [ Number of businesses identified and registered on the app

businesses

2. Training programs Number of participants completing training, improvement in digital
literacy

3. App testing and | Number of active users, transactions, and business profiles
launch

4. Community | Surveys on income increase and satisfaction from participants
engagement

*add new rows as many as needed

XTEAM

14. Who is on the team and how do you share responsibilities and roles?
Project Founder & Co-Founder: oversee implementation, partnerships, and funding.
Technical Lead: app development and maintenance.

Training Coordinator: designs and supervises workshops.
Community Outreach Team: local facilitators and volunteers for engagement.

15. What is the division of roles according to the planned activities?
Founder and Co-Founder: strategy, partnerships, and monitoring
Technical Lead: product creation
Trainers: curriculum design and delivery
Volunteers: outreach and communication support

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?
Social media platforms (Facebook, Instagram and TikTok) for awareness and engagement.
Local radio and community centers for rural outreach.
In-app notifications and newsletters for clients and users.
Public events and local fairs to demonstrate the app and success stories.

17. How to communicate certain segments of activities with the public?

Social media platforms (Facebook, Instagram and TikTok) for awareness and engagement.
Local radio and community centers for rural outreach.
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Social media advertising (paid advertising for outreach)
Public events and local fairs to demonstrate the app and success stories.

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during

the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros
1. MVP development and testing 1000 €
2. starting a business 800 €
3. operating costs during the first year of operation 1000 €
4. cost projection during the first 3 years 3000 €

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?
All profits will be reinvested into training programs, app improvements, and expanding the project
to other Tunisian regions to ensure long-term sustainability and social inclusion.

XIV REVENUE STRUCTURE

20. Plan revenue for:

20.1. the first year after starting a business, for each product or service;
— Subscription fees from artisans: 500 €

— Local sponsorships and ads: 800 €

— Partnerships & grants: 1200 €

20.2. revenue projections for the first 3 years.
—  Subscription fees from artisans: 1500 €

— Local sponsorships and ads: 2000 €

— Partnerships & grants: 3200 €



FlexCloud

| BASIC INFORMATION

Problem:

Women are underrepresented in cloud computing and IT careers, and nonprofits and small businesses
struggle with high cloud service costs and sustainability challenges. Traditional cloud services are often
expensive, complex, and not tailored to the specific needs of mission-driven organizations. Additionally, the IT
sector remains largely male-dominated, limiting career opportunities for women in tech.

Solution:

FlexCloud provides affordable, green cloud solutions while actively empowering women in tech by offering
training, job opportunities, and a 15% discount to businesses with at least 50% female employees to promote
gender diversity. By integrating sustainability, accessibility, and inclusivity, FlexCloud ensures that cloud
services are both cost-effective and environmentally friendly, giving nonprofits and small businesses a reliable
and ethical alternative.

Il KEY RESOURCES

e People: Cloud engineers, trainers, sustainability consultants, cybersecurity experts,
marketing teams, and women’s empowerment specialists.

e Finances: Grants, partnerships, and revenue from cloud subscriptions. Government
incentives for green initiatives and gender-inclusive businesses.

e Permits & Access: Compliance with data security regulations, ISO certifications, and green
energy certifications to ensure credibility and adherence to industry standards.

o Technology: High-performance servers powered by renewable energy sources, Al-driven
resource optimization, and blockchain for enhanced data security.

Il SOCIAL IMPACT

e Direct Impact: More women gain access to cloud computing careers, and businesses save
costs while supporting gender equality.

o Indirect Impact: Nonprofits and small businesses scale affordably while promoting
sustainability. The reduction in carbon emissions from green cloud hosting contributes to
long-term environmental goals.

o Long-Term Impact: Closing the gender gap in tech, fostering economic growth through job
creation, and establishing a precedent for ethical cloud solutions in the global market.

IV PRODUCT OR SERVICE

o Affordable Cloud Hosting (storage, computing, security, and scalable solutions).

e Green Cloud Solutions (servers powered by renewable energy and carbon offset programs).

o Women in Cloud Training (certifications, internships, scholarships, job placements).

e Diversity Discount: 15% discount for companies with at least 50% female employees.

e Cybersecurity Solutions: Al-powered security monitoring and compliance with GDPR and
HIPAA standards.

e Cloud Migration Assistance: Helping nonprofits and small businesses transition seamlessly
to cloud-based systems.

V CLIENTS AND BENEFICIARIES
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Clients:
e Women-led startups and businesses promoting gender equality.
e Nonprofits and ethical companies needing cloud services.
e Government agencies and academic institutions focused on sustainability.
e Healthcare providers requiring secure and scalable cloud solutions.

Beneficiaries:
e Women entering cloud careers.
e Companies prioritizing gender diversity.
e Small businesses needing affordable tech solutions.
e Underprivileged communities benefiting from tech-driven social initiatives.

VI VALUE — VALUE PROPOSITIONS

e Social Impact: Closing the gender gap in cloud computing and making technology affordable for
mission-driven businesses.

e Customer Value: Reliable, cost-effective, and eco-friendly cloud services with an incentive for gender-
diverse workplaces.

e Sustainability Commitment: Every client contributes to environmental conservation through our
green cloud infrastructure.

e Inclusive Growth: Empowering underrepresented groups through specialized tech education
programs.

VII KEY PARTNERS AND ACTORS

e Women’s Tech Organizations — To train and mentor women in cloud computing.

e Green Energy Providers — To ensure sustainable hosting.

e Diversity-Focused Companies — To promote gender equality in tech.

e Academic Institutions — Partnering for research, internships, and workforce development.
e Government & NGOs — Collaboration for policy advocacy and funding.

VIII KEY ACTIVITIES

e Developing & testing the cloud platform.

e Launching cloud training programs for women.

e Providing cloud hosting with a gender diversity discount.

e Measuring gender, social, and environmental impact.

e Strategic marketing and outreach to nonprofit organizations.

IX MEASURING SOCIAL IMPACT

21. How will you prove that your model creates social impact? Indicate separately for each key activity
or process how the impact is created and measured?

Activity How the impact is created and measured

Women in Tech Training # of women trained & employed
Diversity Discount # of companies meeting 50% female workforce
Green Cloud Hosting % of energy from renewable sources

Affordable Cloud Services | Cost reduction for nonprofits & SMBs

Cybersecurity Protection # of organizations benefiting from data protection
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XTEAM

Cloud Engineers — Develop and maintain infrastructure.

Sustainability Experts — Optimize eco-friendly operations.

Women’s Empowerment Team — Run training and outreach programs.

Security Analysts — Ensure compliance with cybersecurity protocols.

XI COMMUNICATION CHANNELS

e Website & social media for outreach.

e Partnerships with women’s organizations and tech incubators.

e Webinars and online learning for female trainees.

e Tech conferences and networking events to promote awareness.

XIl COST STRUCTURE

22. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during
the first year of operation; (4) cost projection during the first 3 years.
Estimated overall costs

in euros

MVP Development EXX, XXX
Business Launch EXX, XXX
First-Year Operations EXX, XXX
3-Year Projection EXX, XXX
MVP Development EXX, XXX

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

e Reinvested in expanding cloud infrastructure and funding free tech training for women.

e  Establishing grants for underprivileged women entering tech careers.

XIV REVENUE STRUCTURE

Year  Projected Revenue (EUR)
Year 1 €XX,XXX
Year 2 €XX,XXX

Year 3 €XX,XXX



Empowerly by Qamar

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to solve?
Many women in the MENA region want to work and earn income online but face several challenges

— lack of guidance, digital skills, mentorship, and a safe, trusted environment. As a result, many
talented women remain financially dependent or unable to enter the digital economy.

2. How does your social business (or innovation) solve this problem?
Empowerly by Qamar provides a digital community and training hub where women learn affiliate
marketing through real, practical experience with Shein. The platform offers daily mentorship, ready
tools, and a supportive network to help women turn learning into real income.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?

e People: Founder (business developer), operations manager, digital mentors, and community
moderators.

e Finances: Platform setup, marketing, and community management costs (partly covered
through subscriptions and affiliate income).

e Access/Permits: Collaboration with Shein and other affiliate programs, digital payment
systems, and local online business compliance.

1l1 SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.

4.1. Direct
Empowerly enables women to gain digital skills, earn sustainable income from home,
and build confidence as active contributors to the economy.

4.2. Indirect

The project promotes women’s economic inclusion, inspires others to join digital work,
and contributes to reducing unemployment and gender-based income gaps in the MENA
region.

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
Empowerly by Qamar offers a subscription-based digital learning and mentorship platform where
women access:

e Practical affiliate marketing training focused on Shein and similar brands.

e Step-by-step business setup guidance.

e Daily mentorship and community support.

e Ready tools, resources, and templates to start earning immediately.
Together, these services transform theory into real, measurable online income opportunities.
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6. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?

The prototype is a digital community platform with a pilot group of women who receive
personalized mentorship and affiliate tools for Shein.
This MVP will test the model’s ability to generate consistent income for members, measure
engagement, and evaluate community sustainability through monthly subscriptions and affiliate
commissions.

 VCLENTSANDBENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?

The clients are women aged 18-35 from the MENA region who want to start earning income
online but lack the right guidance and tools.
They subscribe to Empowerly by Qamar for 20 JOD per month, gaining access to mentorship,
ready resources, and affiliate marketing opportunities with Shein and other partner brands.
Additionally, fashion and lifestyle brands benefit by collaborating with Empowerly to reach new
audiences through empowered affiliates.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?

The main beneficiaries are women who gain digital and financial empowerment through the
program.

Indirect beneficiaries include their families and local communities, who benefit from improved
income stability, stronger female participation in the economy, and the spread of digital literacy.

VI VALUE — VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?
Empowerly by Qamar gives women the opportunity to gain real financial independence through

digital skills.
They receive continuous mentorship, access to real income opportunities, and a safe community
that encourages growth, collaboration, and confidence.

The project creates lasting social change by transforming women from learners to earners.

10. Customer Value: What value do customers buy from your social business?
Customers buy a complete digital income experience, not just training.
For only 20 JOD per month, they gain:

e Personalized mentorship and follow-up.

e Ready-to-use affiliate tools and discount codes.

e  Practical guidance to start earning from Shein.

e Atrusted, supportive digital network of women like them.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully develop
and start your social business? Do you need special permits, licenses or approaches to start your
social business?

Key partners include:
e Shein and similar global brands that collaborate through affiliate programs.
o Digital mentors and content creators who provide training and community engagement.



e Payment platforms that enable smooth commission transfers.

e Marketing and social media partners for outreach and promotion.
No special permits are required, but collaboration agreements with affiliate networks and compliance with e-
commerce regulations are essential to ensure credibility and transparency.

VIII KEY ACTIVITIES

12. What activities do you plan to:
Empowerly by Qamar will carry out activities focused on empowering women through digital
entrepreneurship.
These activities include developing training content, organizing mentorship sessions, testing
digital tools, building an online learning platform, and creating a supportive community that
connects women with real earning opportunities through affiliate programs like Shein.

12.1. develop a prototype product or service;
Build the Empowerly digital hub — a pilot online community with training content, mentorship, and
income tools.

12.2. research, discovery and communication with users and clients;
Conduct surveys and focus groups with women in Jordan and other MENA countries to understand
their needs, challenges, and motivations for digital work.

12.3. prototype testing;
Launch the first pilot program with a small group of users to measure engagement, usability, and
actual income generation.

12.4. pivoting and refining solutions;
Collect user feedback and adjust training materials, mentorship schedules, and community structure
to improve the experience and impact.

12.5. measuring the social impact
Track results such as the number of women who start earning income, skill development progress, and
personal empowerment stories to measure success and long-term sustainability.

12.6. starting a social business
The process of starting Empowerly by Qamar involves launching an online platform that connects women to
mentorship, training, and income opportunities in the digital market.
It starts with identifying the target group, building a strong digital community, and partnering with affiliate
programs like Shein.
The business will operate on a social impact model, where profits support continuous education and digital
empowerment for women, ensuring both financial sustainability and positive community change.

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key activity
or process how the impact is created and measured?

14.
1. Digital training & | Empowering women with skills to start their digital business; measured by
mentorship number of participants completing the program.
2. Community
engagement Building supportive networks; measured by engagement rate, active
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discussions, and peer collaborations.

3. Income generation

Helping women earn through affiliate programs; measured by tracking
users’ monthly earnings and growth.

4, Personal
development Enhancing participants’ confidence and self-reliance; measured through
feedback forms and self-assessment surveys.

*add new rows as many as needed

XTEAM

15. Who is on the team and how do you share responsibilities and roles?

e Qamar Hjeer — Founder & Business Developer: Leads the strategic vision, partnerships, and content
creation.

e  Zaina — Operations Manager: Manages daily operations, user onboarding, and community
coordination.

16. What is the division of roles according to the planned activities?

e Qamar handles strategy, partnerships, and business development.

e Zaina oversees implementation, logistics, and communication with users.
Together, they manage the mentorship program, platform updates, and digital outreach.

~_ XICOMMUNICATIONCHANNELS

17. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?
We communicate with our clients through multiple channels to ensure accessibility and engagement:
e Instagram & TikTok — for community engagement, storytelling, and showcasing success stories.
e  WhatsApp & Email — for direct mentorship coordination and personal guidance.
e  Empowerly digital platform — as the main space for structured learning, updates, and tracking
progress.
The most effective channels are Instagram (for reach and interaction) and the digital platform (for structured
learning and follow-up).

18. How to communicate certain segments of activities with the public?
Public activities are communicated through:

e Social media campaigns highlighting key milestones, achievements, and events.

e Live sessions and webinars featuring mentors and success stories from participants.

e Collaborations with influencers and community partners to expand visibility and inspire engagement.
All communications focus on transparency, empowerment, and celebrating real impact in women’s digital
entrepreneurship.

XIl COST STRUCTURE

19. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during
the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros

1. MVP development and testing
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€1,000 — for platform

setup, mentorship
module testing, and
design.

2. starting a business

€1,500 — for branding,
digital marketing, and
initial operations.

3. operating costs during the first year of operation

€2,500 - covering
platform maintenance,
content production,
and community
management.

4. cost projection during the first 3 years
€6,000 — including team

expansion, training
materials, and outreach
campaigns.

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

20. How do you plan to invest your excess income?
Excess income will be reinvested into:
e Expanding mentorship programs and training materials.
e Supporting more women with scholarships to join the platform.
e Improving digital tools, user experience, and platform accessibility.
e Hosting local empowerment workshops and networking events.
The focus is on sustainability and social reinvestment, not only profit.

XIV REVENUE STRUCTURE

21. Plan revenue for:

21.1. the first year after starting a business, for each product or service;
e Mentorship subscriptions: €2,000 (monthly memberships).
e Workshops and digital courses: €1,500.
e Affiliate partnerships and collaborations: €1,000.
Estimated total first-year revenue: €4,500.

21.2. revenue projections for the first 3 years.

e Year1:€4,500

e Year 2: €7,500 (expansion to regional users and new affiliate partners)

e Year 3: €10,000+ (introduction of advanced programs and larger community base)



YouthLink

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to solve?
High youth unemployment rates in developing countries due to lack of access to global job markets
and resources.

2. How does your social business (or innovation) solve this problem?
YouthLink provides a platform that trains young people in developing countries in remote work skills
and connects them with remote job opportunities in developed countries. The platform includes
mentorship, resume/CV support, and job-matching with ethical employers.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?

Skilled trainers and mentors

Funding for digital infrastructure and scholarships

Online platform for training and job matching

Legal consultants for cross-border work permits

Partnerships with ethical remote companies

111 SOCIAL IMPACT
4. Describe the social impact that a social business realizes through its products or services.

4.1. Direct
Reduced youth unemployment
Increased digital literacy and employability
Economic empowerment of youth

4.2. Indirect
Community development through increased household incomes
Promotion of remote work culture
Reduction in economic migration

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
e Online training courses (soft skills, digital skills, language proficiency)

e Job matching and recruitment platform

e Certification programs

e Mentorship network

6. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?
A website offering a basic training module + pilot job placement program for 50 youth participants,
tracking employment success.
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V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?
Remote companies seeking affordable, trained, and diverse talent
NGOs, governments, and institutions funding employment initiatives

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
Youth (18-30 years) in low-income or underserved regions
Their families and local communities

VI VALUE - VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?
Long-term career development

Empowerment through financial independence

Community upliftment

10. Customer Value: What value do customers buy from your social business?
e Access to pre-vetted, skilled remote workers

e Diverse talent pipeline
e CSR alignment for companies

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully develop
and start your social business? Do you need special permits, licenses or approaches to start your
social business?

e Remote-friendly employers

e Local NGOs and youth centers

e Internet providers and digital platforms (e.g., Coursera, Zoom)
e Governments for policy alignment

o Legal experts for contracts and work permits

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1. develop a prototype product or service;
Design and launch an MVP version of the YouthLink platform that includes basic training content, user
registration, and a job-matching interface for both youth and employers.

12.2. research, discovery and communication with users and clients;
Conduct surveys and interviews with unemployed youth in target regions to identify their needs and skill gaps;
establish partnerships with remote-first companies to understand employer expectations.

12.3. prototype testing;
Test the platform with a pilot group of 50 youth participants, monitoring training completion rates, user

experience feedback, and job-matching efficiency.

12.4. pivoting and refining solutions;
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Use feedback from the pilot to improve the platform design, curriculum content, and matching algorithms; add
localized language support and accessibility features.

12.5. measuring the social impact
Develop metrics and tracking systems to monitor key outcomes (e.g., employment status, income change,
satisfaction levels), and publish an impact report after the pilot phase.

12.6. starting a social business
Register YouthLink as a legal entity, onboard full-time team members, finalize strategic partnerships with
companies and funders, and publicly launch the platform in the first target country.

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key activity
or process how the impact is created and measured?

Activity How the impact is created and measured

1.Training Programs Pre/post training assessments; certification rate

2.Job Placement Number of successful hires and job retention after 6 months
3.Mentorship Participant satisfaction surveys; career progression
4.Platform Usage Number of active users, engagement rates

*add new rows as many as needed

XTEAM

14. Who is on the team and how do you share responsibilities and roles?
CEO/Founder - vision and partnerships

e Training Manager — course development

e Tech Lead - platform development

e  Qutreach Coordinator — youth and employer recruitment
e Social Impact Officer - M&E

15. What is the division of roles according to the planned activities?

The Founder/CEO will oversee the overall vision, strategic partnerships, and fundraising efforts. The Training
Manager will be responsible for developing and coordinating the online training programs and certification
modules. The Tech Lead will handle the design, development, and maintenance of the YouthLink platform. The
Outreach Coordinator will manage communications with youth participants and partner companies, as well as
lead user recruitment for the pilot. Lastly, the Social Impact Officer will be in charge of designing evaluation
tools, collecting data, and reporting on the social impact of the initiative.

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?
We will communicate with our clients (remote employers, partner organizations) through professional
channels such as email newsletters, LinkedIn, and virtual info sessions. These channels allow for clear, detailed
communication and are best suited for reaching business clients and stakeholders. For young users, we will use
Instagram, WhatsApp, and TikTok to engage and inform them in a relatable and accessible way.

17. How to communicate certain segments of activities with the public?
We will share updates, success stories, impact reports, and job openings via social media platforms, our
website blog, and community webinars. For awareness campaigns or recruiting new youth participants, we will
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collaborate with local NGOs, universities, and community centers to distribute promotional materials both

online and offline.

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during

the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros
1. MVP development and testing €10,000
2. starting a business €25,000
3. operating costs during the first year of operation €60,000
4. cost projection during the first 3 years €180,000

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?

Excess revenue will be reinvested into expanding to new countries, scholarships for underserved

youth, and platform development and innovation.

XIV REVENUE STRUCTURE

20. Plan revenue for:

20.1. the first year after starting a business, for each product or service;
Company subscriptions (access to trained candidate pool): €40,000
Sponsored training programs (funded by NGOs or institutions): €20,000
Job placement fees (per hire from client companies): €15,000
Total Year 1 Revenue: €75,000

20.2. revenue projections for the first 3 years.
Year 1: €75,000
Year 2: €120,000 (scaling to two more countries, more clients)
Year 3: €200,000 (introducing premium employer packages and expanded training)



MarriageReady

1. Project Title

"MarriageReady" — Empowering individuals with the knowledge and skills to build healthy, lasting
relationships and prepare for marriage.

2. Problem Statement

Today, divorce rates are alarmingly high, leading to emotional distress, broken families, and children
growing up without the stability of two parents. Many people enter marriage believing that financial
stability is the only requirement, but they often overlook the emotional, psychological, and
interpersonal skills needed to sustain a healthy relationship. This lack of preparation contributes to
misunderstandings, conflicts, and ultimately, the breakdown of marriages. Our society needs a
solution that addresses these gaps and helps individuals build stronger, more resilient relationships.

3. Objective

Our mission is to reduce divorce rates and improve the quality of relationships by providing
accessible, affordable, and practical education on relationship readiness. Through MarriageReady,
we aim to:

- Equip individuals with the tools to choose the right partner, communicate effectively, and resolve
conflicts.

- Promote mental and emotional well-being by addressing the root causes of relationship failures.

- Create a positive societal impact by fostering healthier families and stronger communities

4. Business Model

MarriageReady operates on a freemium model:

- Free Tier: Users can access basic content like articles, quizzes, and introductory videos.

- Premium Tier: For a small monthly fee (55-510), users gain access to in-depth courses, expert
consultations, and personalized coaching.

- One-Time Purchases: Users can buy specialized modules, such as "How to Choose the Right
Partner" or "Conflict Resolution Skills," for $20-$50.

- Partnerships: We collaborate with marriage counselors, psychologists, and relationship experts to
create high-quality content and generate revenue through affiliate marketing.

- Advertising: We partner with brands targeting engaged couples or individuals seeking self-
improvement, creating an additional revenue stream.

5. Value Proposition

- For Individuals:

MarriageReady offers expert knowledge and practical tools to help users prepare for marriage and
build healthy relationships. It’s an affordable, convenient, and judgment-free space to learn how to
choose the right partner, communicate effectively, and resolve conflicts.

- For Society:
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By reducing divorce rates and promoting healthier relationships, MarriageReady contributes to
stronger families, better mental health outcomes, and more stable communities. It's not just an
app—it’'s a movement to create lasting positive change.

6. Target Market and Beneficiaries

- Primary Audience:
Young adults (ages 20-35) who are single, dating, or engaged and seeking to prepare for marriage.
- Secondary Audience:
Couples in the early stages of marriage who want to strengthen their relationship, as well as
parents, educators, and community leaders who guide young people.
- Beneficiaries:
- Individuals and couples who gain the skills to build lasting relationships.
- Children who benefit from being raised in stable, two-parent households.
- Society as a whole, through reduced divorce rates and improved mental health outcomes.

7. Social Impact

MarriageReady is designed to create a ripple effect of positive change:

- Reduced Divorce Rates: By equipping individuals with relationship skills, we aim to lower divorce
rates and its associated negative effects.

- Improved Mental Health: Healthier relationships lead to better mental health outcomes for
individuals and children.

- Stronger Communities: Stable families contribute to stronger, more resilient communities.

- Empowerment: Users will feel more confident and prepared to navigate relationships and
marriage, leading to happier, more fulfilling lives.

8. Team

Our team is passionate about creating meaningful change:

- Founder/CEO: A visionary leader with a deep understanding of relationship dynamics and a
commitment to social impact.

- Content Creators: A team of relationship experts, psychologists, and marriage counselors who
develop evidence-based, engaging content.

- Tech Team: Skilled developers and designers who ensure the app is user-friendly, intuitive, and
scalable.

- Marketing Team: Creative professionals who connect with our audience and spread the word
about MarriageReady.

- Advisory Board: Experienced professionals in psychology, education, and business who provide
strategic guidance and support.

9. Financial Plan

- Initial Funding Requirement: $50,000 to cover app development, content creation, and marketing.
- Revenue Streams:
- Subscription fees: $5-$10/month for premium content.
- One-time purchases: $20-$50 for specialized courses.
- Partnerships and advertising: $5,000-$10,000/year per partner.
- Projected Costs:
- App development: $20,000.
- Content creation: $15,000.

78



- Marketing and outreach: $10,000.

- Operational costs: $5,000.
- Break-Even Point: Expected within 12—18 months, with 5,000 paying subscribers.
- Long-Term Goal: Scale the app to reach 100,000 users within 3 years, generating $S1 million in
annual revenue.

Finally , “MarriageReady “is more than just an app—it’s a solution to one of society’s most pressing
challenges. By empowering individuals with the knowledge and skills to build healthy, lasting
relationships, we can reduce divorce rates, improve mental health, and create stronger families and
communities. With your support, we can bring this vision to life and make a lasting impact on
thousands of lives. Together, let’s build a future where love thrives, and families flourish.
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Vegan Leather

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to solve?
Pollution and fast fashion

2. How does your social business (or innovation) solve this problem?

With the use of fruit peels and a mixture of other organic materials in order to create a new vegan
leather

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?
First of all, as | am learning | need to take trainings
Then | need a machine to mix the materials

111 SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.
The reutilization of food waste to produce new products

4.1. Direct
Families

4.2. Indirect
Community

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
| am modelling bags but my idea is to offer other products

6. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?
Its not easy to model the product because | need to try first combination of materials, colours, etc.
But once | get to the shape and durability | want its easy to keep the formula

V CLIENTS AND BENEFICIARIES
7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?

First | will target women, then families

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?

VI VALUE - VALUE PROPOSITIONS
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9. Social impact: What value do customers get from your social business?
The possibility to reduce plastic use or leather

10. Customer Value: What value do customers buy from your social business?
Environmental care

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully develop
and start your social business? Do you need special permits, licenses or approaches to start your
social business?

| need to attend to some trainings developed by designers and then | need to start searching for local fairies

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1. develop a prototype product or service;
Experiment with the materials

12.2. research, discovery and communication with users and clients;
Instagram, fairies

12.3. prototype testing;
Personal use

12.4. pivoting and refining solutions;
Personal development

12.5. measuring the social impact

12.6. starting a social business

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key activity
or process how the impact is created and measured?

.. How the impact is created and measured
Activity

‘

*add new rows as many as needed

XTEAM

14. Who is on the team and how do you share responsibilities and roles?
I am alone because is an entrepreneurship that is on the creation

81



15. What is the division of roles according to the planned activities?

If my entrepreneurship grows | will contract someone for media management because | need good pictures of

the products

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?
For now | only share ideas with friends and designers

17. How to communicate certain segments of activities with the public?

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during

the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros

1. MVP development and testing

2. starting a business

3. operating costs during the first year of operation

4. cost projection during the first 3 years

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?
In more trainings
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Miel del Valle

1. Project name:
Miel del Valle

1. Place of project realization:
Municipio de Villarino

2. Period of realization of your project:
In progress

3. Abstract (What is the strength of your project?) - up to 70 words
This venture is dedicated to beekeeping, a very important productive activity in the district that
plays a fundamental ecosystem role in the sustainability of the systems. For this reason, it is of
utmost interest to strengthen the activities it carries out and work together as a local demonstration
unit.

Il WHAT DO YOU WANT TO INFLUENCE?

5. Describe what you would like to change in your community? (What gets you out of your shoes
every time? What are your personal experiences or the experiences of others regarding the
problem? Are there any examples of how people are affected by this problem? Why do you think
this problem is important?) - up to 200 words

In rural areas, women have few job opportunities and earn between 20 and 30 percent less than
men for the same work. This opens a window of opportunity for the development of a gender policy
in an activity that has the potential to fill vacancies with a gender focus.

6. How were others involved in planning your project (Did you have meetings and contacts with
those who might be interested in your project? Describe - with whom and when, and how others
influenced the design of your project;) - to 100 words

The Municipality of Villarino implements policies for transitioning to a green economy within the
framework of the commitments made to the Network of Municipalities Against Climate Change and
the Global Covenant of Mayors for Climate and Energy. In this context, it requires the availability of
demonstration units for the replicability and scalability of production processes that are highly
involved in the conversion process towards an agroecological paradigm with an ecosystem and
gender approach.

Miel del Valle SRL actively participates in the RAMCC's Green Employment program and has initiated
a process of continuous improvement in economic, environmental, and social inclusion with a
gender policy.

IV WHAT DO YOU DREAM?

7. What is your specific goal? ( What kind of change do you want to achieve? What benefit could
your project bring to people? How would it affect their lives? What would change for them?) - up to
100 words

General objective:

- Ecosystemic, agroecological, and gender-focused development of beekeeping production in the
Villarino District.

Specific objectives:

- Increased scale of extraction services in the existing facility



- Increased hiring of women in beekeeping activities

- Improved working conditions for loading and unloading beehives

- Achieved reuse of wooden pallets

- Incorporated new sustainable practices in the district that improve the quality of work and gender
policy in the regional beekeeping sector

8. When could all this affect? (Who is the project intended for? Who are the beneficiaries of the
project or the target group or groups? Will the impact of the project improve the position in the
society of a traditionally excluded group?) - up to 100 words

Direct beneficiaries:

- With the addition of the new extraction line, three new jobs will be created for local workers, two
of which will be for women.

- The new extraction line will improve the service for 18 beekeepers who extract in the room,
allowing for the incorporation of 6 to 8 more beekeepers who require the service.

- With the incorporation of the hive palletizing system, the direct beneficiaries will be the 2
employees who are responsible for loading and unloading the hives.

Indirect beneficiaries:

- With the creation of the demonstration unit for the promotion and dissemination of the palletizing
system, 50 beekeepers in the district will be reached, who will also be able to incorporate this
system in the future.

- Agricultural producers in the district will benefit from a strengthened beekeeping sector that offers
crop pollination services with improved practices. - The community as a whole will benefit from a
strengthened beekeeping sector that offers fundamental ecosystem services for the environment
and pays attention to gender policy.

V HOW WILL YOU GET IT?

9. Discover the possibilities! (What has worked well so far regarding the issue you want to work
on? Do you have an example of how others have successfully addressed the problem? What
opportunities do you have regarding the need or problem you want to work on? How to use
community resources? your personal strengths and experiences could help you find an innovative
solution?) - up to 250 words

10. What makes your project a social innovation? ( Why is the solution or approach you propose
better than the way it has been done so far - more efficient, effective and sustainable? How will you
ensure that those who are usually excluded are part of your action? Does the project empower
people and how?) - up to 150 words

In terms of coordination, the Municipality of Villarino has a Renewable Energy and Environment
Agency (AERA) that oversees the care and restoration of the district's environmental systems, a
Production Department that coordinates municipal policy with producers, and a body made up of all
the producer associations and the municipality itself (EMPROMUYV) that guarantees the quality of
production processes and the resulting products.

Miel del Valle SRL is a venture that works in coordination with the Municipality of Villarino and,
through it, is part of the Green Entrepreneurs Network, having earned recognition for its proven
commitment to adapting its processes and caring for the environment, with special emphasis on
waste treatment and the rational use of energy and non-renewable resources.
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11. Expected results of the project (What will be the concrete, measurable results you plan to
achieve in terms of human, financial, technical, material and time resources? If you achieve these
results, will it affect the change you want for your community? How? - up to 150 words

Direct economic results:

a) The launch of the project will increase the scale of the extraction service, enabling the processing
of 200 to 300 hives per day, and the optimization of honey processing and hive movement systems.
It will also generate three new jobs (two of which are for women).

b) Capitalization of the company

Indirect economic results:

a) Improved income for hired personnel.

b) Acquisition by new producers of ecosystem-based production practices that improve the
efficiency and quality of work, in a market that is paying increasing attention to these aspects.

Social results:

a) Improvement in the general working conditions of staff and, consequently, in their health.

b) Increase in the percentage of women hired.

c) Increase in the level of training of company staff and related beekeepers and appropriation of
public policies.

d) Strengthening of the link between the municipality and the beekeeping sector

Environmental results:

a) Reduction through the reuse of pallet waste.

b) Use of non-polluting materials (iron) for the construction of mobile pallets.

Generation of new knowledge:

a) Increased knowledge and skills of the company, employees, and related beekeepers.

12. Tabular plan of activities

List the activities that lead to the Responsible First to First to First to fourth
achievement of expected results  person fourth fourth quarter -

quarter - July quarter - September
August

* add rows as needed - depending on the number of activities

13. Description of the project in stages (If you think that some activities are not clear enough in the
table presented above, you can further describe them here) - up to 350 words
Products:

- Increased extraction service offered by the company

- Contracted personnel, 66% of whom are women

- Trained personnel working in the room

- Palletizing system for loading and unloading hives assembled and operational
- Disused wooden pallets used as supports in the fields

- Field staff working with hive loading trained

- Beekeepers in the area trained in the new practices

- Beekeepers in the area incorporating these new practices

Activities:

- Incorporate a new honey extraction line

- Hire new staff to work in the extraction room

- Train staff and other beekeepers to work in the extraction room

- Extract honey using the new line during the harvest season - Build and fine-tune the palletizing
system for loading and unloading hives - Paint the finished pallets with converter
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- Train staff and other producers to use the palletizing system - Locate used wooden pallets in the
field to support the hive palletizing system

- Transfer hives to fine-tune the system

- Establish an agreement with the Municipality of Villarino to set up the demonstration unit within
the framework of the public policies on the environment and responsible production carried out by
the Municipality

14. Possible problems during project implementation and how to solve them?

(What are the possible risks? How to prevent these risks from happening? What will you do if the
risks materialize?) - up to 150 words

The potential risk we can detect is an increase in the price of the required metal inputs (the casting
machine is made of stainless steel and the inputs for palletizing are tubular iron). Due to the fragile
economic situation the country is going through, we see this as a potential risk. In response to this
risk, we have requested quotes in Argentine pesos with the equivalent in dollars.

In the case of the casting machine and the elements for the construction of the pallets, it should be
noted that these are not imported products and are available on the local market, which reduces
procurement risks and transportation costs.

It should also be noted that the implementation of the improvements does not require specialized
technical personnel. The company has two agricultural engineers with sufficient training for the
planned actions.

15. How will you know that you have succeeded? (How will you measure the success of your
project - what will be the indicators that the change has really happened? - up to 200 words

16. How do you see the sustainability of the results after the project is completed? (What is the
potential for durability and sustainability of the offered solutions? How to achieve that the project
you plan to implement brings lasting solutions? If you plan to purchase some equipment, in whose
ownership will it remain / who will take care of it?) - up to 150 words

Diagnosis:

1- Inadequate management of hive loading and unloading: the company currently manages 1,000
hives in production and carries out pollination with around 600 hives (on sunflowers and cherry
trees). The pollination service requires moving the hives to specific fields exclusively during the
flowering season. It has a truck for transporting these hives, and the loading and unloading work is
done manually, which over time becomes a heavy task and affects the long-term sustainability of the
service.

2- Insufficient extraction capacity: it also has an approved extraction room with two lines of
machines in operation. The extraction room is used to harvest its own honey and that of third
parties. In the latter case, the number of customers bringing their supers for harvesting has
increased, exceeding the plant's operational capacity.

3- Low percentage of women involved in production processes: currently, only one-third of the
plant's staff is female.

4- Insufficient training: beekeepers have inadequate and/or outdated skills in managing field and
plant activities.

5- The municipality does not have a demonstration unit for ecosystemic and agroecological
beekeeping production: the Production Department has found that existing beekeeping ventures do
not have the capacity to replicate optimized and ecosystemic processes.

Proposed solutions:
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1- In the extraction room, incorporate a new honey extraction line to meet growing demand.

2- In the field, incorporate a palletizing system for loading and unloading hives that must be moved
to different fields for pollination.

3- Incorporate 66% women into production processes.

4- Hold training sessions for producers in the field and at the plant, organized by the municipality.

5- Establishment of a Demonstration Unit and dissemination through the district's official
communication networks.

Miel del Valle has the rest of the equipment that a new extraction line requires (extractor, pump,
and honey decanter), thus enabling it to carry out the project to start up this new line and ensure
the incorporation of new employees. The company's experience in the field ensures the installation
of the machinery and the necessary training of the personnel to be hired. The company's leaders are
qualified professionals trained to take on this responsibility.

For the incorporation of the new extraction line, financial support will be requested for the purchase
of the wax melting machine.

With regard to what is needed for the field use of the pallets, as mentioned above, the company
already has adequate mobility for this system, with a hydraulic crane installed on it, and the
construction of the pallets is all that is needed to complete this innovation. The financial support
received will be used to purchase the iron supplies needed to manufacture the mobile pallets. A
tested model of the pallets to be built is already available. Discarded wooden pallets will also be
used to protect the structure and prevent direct contact with the ground in the fields where the
mobile pallets with the hives will be placed.

The proposed lines will constitute a Demonstration Unit, serving the replicability and appropriation
of these innovative practices by new entrepreneurs. Therefore, this project constitutes a window of
opportunity for social inclusion with gender policies, the establishment of new ecosystemic
ventures, and the economic prosperity of the beekeeping production sector in our district.
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Heritage

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want
to solve?

¢ Nowadays, young people have lost their heritage.

e unemployment in local areas.

e lack of marketing (local producers do not know how to sell their products)

e lack of raw materials.

e lack of traditional information for youngsters

2. How does your social business (or innovation) solve this problem?
e Reviving Heritage

e Reducing Unemployment

e Improving Marketing

e Ensuring Raw Material Supply

e Increasing Interest in Handicrafts

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities?
People, finances, access / permits?

e Skilled artisans and trainers

e Raw materials

e E-commerce platform and marketing channels

e Financial resources for operations and training programs

e Cultural knowledge and heritage assets

Il SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.
Direct

Job Creation: Provides employment opportunities for local artisans and young people, reducing
local unemployment rates.

Income Generation: Increases income for artisans and their families, improving their standard
of living.

Skill Development: Offers training and education in traditional crafts and modern marketing,
enhancing the skill sets of participants.

Cultural Preservation: Helps preserve and revive cultural heritage by promoting traditional
handicrafts, ensuring these practices are passed down to future generations.

Indirect

Community Empowerment: Strengthens local communities by fostering economic
independence and resilience.

Economic Growth: Stimulates the local economy through increased commerce and trade of
handicraft products.

Social Cohesion: Promotes social cohesion by bringing together different generations through
shared cultural practices and community activities.



Environmental Sustainability: Encourages sustainable practices in sourcing raw materials and
production, benefiting the environment.

Increased Awareness: Raises awareness of the cultural and historical significance of local
handicrafts among consumers, both locally and globally.

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
Handcrafted Products

Marketing Services (Cultural Events and Exhibitions)

Sustainable Raw Material Sourcing

6. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?

Handcrafted Products: A limited collection of handmade items (e.g., 10-15 pieces of textiles, pottery, and
jewelry) created by a select group of local artisans. When we are testing it, launch a small online store or
partner with a local retailer to sell these products, tracking sales, customer feedback, and market
demand.

Marketing Services: A pilot marketing campaign for a small group of artisans, including branding
assistance, social media promotion, and a simple online presence. When we test it, measure the increase
in visibility, online traffic, and sales inquiries before and after the campaign.

Sustainablity: A small-scale initiative to source raw materials sustainably for a limited number of artisans,
possibly through partnerships with local suppliers or recycling programs. Evaluate the reliability, cost-
effectiveness, and environmental impact of the raw material supply over a production cycle.

V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to
solve this problem? Who will buy your product / service?

Individuals

1. Cultural Enthusiasts: People interested in preserving and celebrating cultural heritage
through unique, handmade products.

2. Tourists and Travelers: Visitors looking for authentic, locally made souvenirs.

3. Eco-conscious Consumers: Buyers who prioritize sustainable and ethically sourced
products.

4. Gift Buyers: Individuals seeking unique, handcrafted items for special occasions.

5. Young People and Hobbyists: Those interested in learning handicraft skills through
workshops and training programs.

Businesses

1. Retail Stores: Local boutiques, gift shops, and specialty stores looking to offer unique,
handcrafted items.

2. E-commerce Platforms: Online marketplaces such as Etsy, Amazon Handmade, and other
niche platforms focused on handmade and artisanal products.

3. Interior Designers and Decorators: Professionals seeking unique decorative items for
their projects.

4. Corporate Clients: Businesses purchasing artisanal products as corporate gifts or for office
decor to enhance their brand image and corporate social responsibility (CSR) initiatives.

Organizations
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1. Non-profit Organizations: Entities focused on cultural preservation, economic
development, and sustainable practices that might support through grants or partnerships.
2. Educational Institutions: Schools, colleges, and universities interested in incorporating
traditional handicrafts into their cultural and educational programs.

3. Government Agencies: Local and national cultural departments supporting heritage
preservation and local economic development.

4, Cultural and Community Centers: Organizations promoting cultural heritage and
community engagement through events and exhibitions.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business
produces?

Local Artisans:

. Economic Empowerment: Gain steady income and improved livelihoods.

o Skill Enhancement: Receive training to refine their craft and business skills.

Local Communities:

o Economic Growth: Increased economic activity and reduced unemployment rates.
o Community Pride: Enhanced sense of identity and pride in cultural heritage.

Local Economy:

o Economic Development: Boosted by the increased commerce and trade of local

handicrafts.

Cultural Heritage:

o Preservation and Revival: Sustained through the active practice and promotion of
traditional crafts.

Environment:

) Sustainable Practices: Benefiting from the promotion of sustainable raw material
sourcing and eco-friendly production methods.

VI VALUE - VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?
e Unique and High-Quality Cultural Products

Cultural Connection and Enrichment

e Community and Social Impact

Connection and Engagement

10.Customer Value: What value do customers buy from your social business?

Cultural Authenticity: Handcrafted items that are deeply rooted in local traditions and heritage,
providing a sense of cultural connection.

Exclusivity: Unique, one-of-a-kind products that stand out from mass-produced items.

Fair Trade: Confidence that their purchase supports fair wages and ethical working conditions
for artisans.

Sustainability: Assurance that products are made using environmentally friendly practices and
sustainable materials.

Heritage Appreciation: An opportunity to learn about and appreciate diverse cultural practices
and traditions.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully
develop and start your social business? Do you need special permits, licenses or
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approaches to start your social business?

1. Local Artisans and Producers: Collaborating with local artisans and producers is essential to
source authentic handicrafts and products. Building strong relationships with them will
ensure a reliable supply of high-quality items for sale.

2. Cultural and Community Organizations: Engaging with cultural and community
organizations will help in preserving and promoting the local cultural heritage. Partnering
with these organizations can provide insights into the cultural significance of the handicrafts
and support awareness campaigns.

3. Educational Institutions: Collaborating with educational institutions, such as vocational
schools or universities, can help address the skills gap among local producers. Establishing
training programs or workshops can enhance their knowledge and skills, enabling them to
produce marketable products.

4. Tourism and Hospitality Sector: Partnering with tourism and hospitality businesses, such as
hotels, resorts, or travel agencies, can create opportunities for showcasing and selling the
handicrafts to tourists and visitors. Joint marketing initiatives or collaborations can generate
increased visibility and sales.

VIII KEY ACTIVITIES

12. What activities do you plan to:

Artisan Outreach and Collaboration: We will actively reach out to local artisans and
establish collaborations with them. This will involve identifying talented artisans, understanding
their craft, and building relationships based on trust and mutual benefit. We will work closely with
artisans to showcase their unique handicrafts and support them in enhancing their skills and
techniques.

Skill Development and Training: Recognizing the skills gap among local producers, we will
organize skill development and training programs. These programs will focus on providing artisans
with the necessary knowledge and techniques to produce high-quality and marketable products. We
will collaborate with vocational schools, universities, or skilled trainers to deliver these training
initiatives effectively.

Product Sourcing and Marketing: Our business will focus on sourcing a diverse range of local
handicrafts and products that reflect the cultural heritage of the area. We will curate a collection of
unique items, ensuring their authenticity and cultural significance. Effective marketing strategies,
both online and offline, will be employed to promote and sell these products to a wider audience,
including tourists, locals, and potential wholesale buyers.

Cultural Heritage Preservation: We recognize the importance of preserving the local cultural
heritage. Alongside promoting and selling handicrafts, we will actively engage with cultural and
community organizations to raise awareness about the significance of these crafts. This may involve
organizing exhibitions, workshops, or cultural events to educate and connect people with their
cultural roots.

Sustainable Practices and Ethical Sourcing: Sustainability and ethical sourcing will be key
principles in our operations. We will prioritize sourcing materials that are environmentally friendly
and responsibly harvested. Additionally, we will ensure fair compensation and working conditions
for the artisans, fostering a sustainable and ethical supply chain.

Community Engagement: We will actively engage with the local community to generate
support and involvement. This may include collaborating with local schools, community centers, or
organizing community events that celebrate the cultural heritage and involve the participation of
community members.

1. develop a prototype product or service;
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Our prototype product/service is an Artisan Marketplace Social Media Platform that aims to
connect local artisans with potential customers through an online marketplace. The platform will
serve as a digital storefront where artisans can showcase and sell their handcrafted products directly
to a wider audience. It will leverage the power of social media to create a vibrant community of
artisans and customers, facilitating transactions and fostering engagement.

Key Features of the Artisan Marketplace Social Media Platform:

Artisan Profiles: Each artisan will have a dedicated profile on the platform, providing
information about their craft, background, and the products they create. This will allow customers to
learn more about the artisans and their unique stories, fostering a personal connection and
appreciation for their work.

Product Listings: Artisans can create product listings with detailed descriptions, high-quality
images, and pricing information. Customers will be able to browse through a diverse range of
handcrafted items, including textiles, pottery, jewelry, and more. The platform will provide search
and filter options to help customers find specific products based on their preferences.

Secure Transactions: The platform will facilitate secure transactions between artisans and
customers, ensuring a seamless and trustworthy buying experience. It may integrate secure payment
gateways, offer escrow services, or provide a rating and review system to build trust and
transparency.

Social Engagement: The platform will encourage social engagement by allowing customers
to like, comment, and share their favorite artisan products. It will also enable artisans to interact
with customers, respond to inquiries, and provide customized order options. Social media features
such as hashtags, tagging, and sharing options will enhance visibility and reach.

Community Building: The platform will foster a sense of community among artisans and
customers. It may include discussion forums, a blog section featuring artisan stories and behind-the-
scenes content, or even virtual events where artisans can showcase their craft through live
demonstrations or workshops.

Benefits and Impact:

Market Access for Artisans: By providing a digital platform, artisans gain access to a wider
customer base beyond their local area, enabling them to expand their market reach and increase
sales opportunities.

Economic Empowerment: The platform enables artisans to directly sell their products,
eliminating intermediaries and allowing them to earn fair and sustainable income from their
craftsmanship.

Cultural Preservation and Appreciation: By promoting and selling handcrafted products, the
platform supports the preservation and appreciation of traditional crafts and cultural heritage.

Customer Engagement: Customers can explore a diverse range of unique and authentic
handcrafted products, connecting with artisans and their stories. They can contribute to the
sustainability of traditional crafts and support local artisans.

Social Impact: The platform contributes to the socio-economic development of local
communities by creating employment opportunities, reducing unemployment rates, and fostering
economic growth.

2. research, discovery, and communication with users and clients;
https://forms.gle/mZcDzPmYau9WsmWq9

3. prototype testing;
Showing pictures to participants

4. pivoting and refining solutions;
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Collect and Analyze Feedback: Gather feedback from users, clients, and stakeholders through
various channels such as surveys, user testing, interviews, and market research. Analyze the
feedback to identify patterns, common themes, and areas for improvement.

Identify Key Issues and Challenges: Based on the feedback analysis, prioritize the key issues and
challenges that need to be addressed. Identify the root causes and underlying factors contributing to
these challenges.

Generate Alternative Solutions: Brainstorm and generate alternative solutions or approaches to
address the identified issues. Encourage creative thinking and consider different perspectives.
Explore new ideas, features, or functionalities that could enhance the product or service.

Evaluate Feasibility and Impact: Assess the feasibility and potential impact of each alternative
solution. Consider factors such as technical feasibility, resource requirements, market viability, and
alignment with the overall goals and vision of the product or service.

Make Data-Driven Decisions: Utilize data and insights gathered from user feedback, market
research, and performance metrics to make informed decisions. Base your decisions on evidence
and prioritize changes that have the highest potential for positive impact.

Implement Changes Incrementally: Rather than making drastic changes, consider implementing
changes incrementally. This allows for testing and validation of each iteration, reducing the risk of
major setbacks. Monitor the impact of each change and gather feedback during the implementation
process.

Test and Iterate: Conduct testing and usability sessions with users to validate the effectiveness of
the refined solutions. Gather feedback on the implemented changes and iterate further based on
user insights and observations.

Monitor Performance and Metrics: Continuously monitor key performance metrics and user
engagement data to evaluate the impact of the refined solutions. Measure the effectiveness of the
changes in addressing the identified issues and improving user satisfaction or business outcomes.
Iterate and Repeat: Iterate the refinement process based on the feedback, performance data, and
market conditions. Continuously gather user feedback and refine the solutions to ensure they stay
aligned with user needs, preferences, and market demands.

Communicate Changes and Value Proposition: Clearly communicate the refinements and pivots to
users, clients, and stakeholders. Highlight the value proposition and benefits of the refined solutions
to build trust and maintain engagement.

5. measuring the social impact
Below in the table

6. starting a social business

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key activity or
process how the impact is created and measured?

Activity How the impact is created and measured

e Number of artisans engaged
e Increase in artisan income

Activity e Improved livelihoods of artisans
Artisan satisfaction with the collaboration

1.Artisan Outreach and e Number of artisans trained

Collaboration e Skill level improvement among artisans

e Quality improvement in artisan products
Artisan feedback on the impact of training




2. Skill Development e Number of products sourced from artisans
and Training e Sales revenue generated for artisans
e Customer satisfaction ratings
Feedback on cultural significance and uniqueness of products

3. Product Sourcing and e Documentation of traditional crafts
Marketing e Number of artisans practicing traditional techniques
e Recognition of cultural heritage by relevant authorities
Feedback on the appreciation of cultural heritage from customers and
stakeholders

4. Cultural Heritage e Adoption of sustainable practices by artisans
Preservation e Use of environmentally friendly materials

e Reduction of waste or carbon footprint
Feedback on the social and environmental impact of products

5. Sustainable Practices e Level of community participation

and Product Sourcing e Community feedback on the benefits of engagement
e Improvements in community well-being

Number of community-led initiatives supported

6. Community e Number of artisans engaged
Engagement e Increase in artisan income

e Improved livelihoods of artisans
Artisan satisfaction with the collaboration

E-CRAFT TEAM

14. Who is on the team and how do you share responsibilities and roles?
Bodour Zardoum (Co-Founder and Head International Relations)

Zeynep Yildirim (Co-Founder and Head of Marketing)

Nildeniz Kusar (Co-Founder and Head of Business Development)

George Mansour (Co-Founder and Head of Logistics)

15. What is the division of roles according to the planned activities?

Head of International Relations (connect us with the global market)

Head of Marketing (Promote for the products in addition to extend our mission and vision in Global
market)

Head of Business Development (will work on sales/ making partnership nationally/ and keep us
posted about updated trends)

Head of Logistics ( will take care of moving products from place to another with finding the best
price/time/quality/way)

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?

Social Media (Nationally and Internationally)

Offline events

Word of mouth

Monthly messages by promotions

News letters

17. How to communicate certain segments of activities with the public?



Social Media: Regular posts featuring product showcases, behind-the-scenes content, and artisan
spotlights.

Email Marketing: Newsletters highlighting new collections, exclusive offers, and cultural insights
related to the products.

Partnership Announcements: Publicise collaborations with sustainable suppliers through press
releases and social media.

How often do you use social media platforms?
11 yanit

@ Multiple times a day
® Once aday

@ Few times a week
@® Rarely

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during the
first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros
1. MVP development and testing 1000
2. starting a business 30000
3. operating costs during the first year of operation 9000
4. cost projection during the first 3 years 288,000

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?
e We are planning to provide the raw material for the artisan provided once we have excess
income (10% of our excess income) Then by the rest we will use it in marketing scalability.
e marketing

XIV REVENUE STRUCTURE

20. Plan revenue for:

1. the first year after starting a business, for each product or service;
e We are planning to get excess or old material from producers instead of throwing
them away.
e Corporate social responsibility



e selling local products and taking them from producer products based on producer
decision.
e prepare workshops for adults 18-30 on local products (Mass production).
2. revenue projections for the first 3 years

Category Year1l |Year2 |Year3

Business registration and legal fees | €1,800

Office and workshop space rental | €9,000 | €9,000 | €9,000

Renovation and furnishing €4,500

Equipment and tools €9,000

Subtotal €24,300 | €9,000 | €9,000




San3a

1.

| BASIC INFORMATION

What problem in the community or society does your social business (or innovation) want to solve?
Traditional Jordanian artisans lack access to digital tools, limiting their ability to scale production and
compete in modern markets. The reliance on manual processes reduces efficiency, increases costs,
and restricts market expansion, leading to declining artisan incomes and cultural preservation
challenges.

How does your social business (or innovation) solve this problem?

San3a provides artisans with access to digital fabrication tools (CNC machines, 3D printers, laser
cutters) and training, allowing them to modernize production, increase efficiency, and expand market
access. This initiative enhances economic sustainability and cultural heritage preservation.

Il KEY RESOURCES

What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?

- FabLab infrastructure with high-quality digital fabrication tools.

- Skilled personnel including technical, marketing, and training experts.

- Strategic partnerships with local businesses, artisan associations, and government bodies.

- Initial seed funding of JOD 57,000 for setup and operations.

111 SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.

4.1. Direct

- Equipping artisans with modern tools to improve production efficiency and quality.
- Creating economic opportunities for artisans, particularly underprivileged and female artisans.
- Reducing labor-intensive processes, allowing scalable and sustainable businesses.

4.2. Indirect

- Preserving Jordanian cultural heritage through digital craftsmanship.
- Promoting sustainability by using recyclable materials and optimizing resource use.
- Enhancing the creative economy through collaboration between artisans and technology specialists.

IV PRODUCT OR SERVICE

6.

Which products or services are created by social innovation that solves this problem?
San3a offers the following products and services:

- Digital fabrication services: CNC machining, laser cutting, and 3D printing.

- Subscription-based access to Fablab facilities for artisans.

- Customized product manufacturing in collaboration with artisans.

- Training and workshops on digital fabrication techniques.

- Business collaborations with local retailers and corporate clients.

Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?

The prototype of San3a’s services includes:

Pilot FabLab Setup: Establish a small-scale digital fabrication lab equipped with CNC machines, laser
cutters, and 3D printers to test efficiency and usability for artisans.
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e Training Program Trials: Conduct initial workshops to evaluate artisans’ adaptability to digital tools
and gather feedback for refining the training curriculum.

e Subscription Model Testing: Launch a beta version of the FabLab membership program to assess
pricing, accessibility, and interest among artisans.

e Product Manufacturing Prototypes: Produce sample digitally enhanced crafts (e.g., laser-cut
embroidery, CNC-crafted mosaics) to test market acceptance and demand.

e Online Platform Development: Test an online booking system where artisans can reserve FablLab
access and request fabrication services.

V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this

problem? Who will buy your product / service?

San3a’s clients include:

e Artisans and Craftsmen: Traditional artists who need digital fabrication tools to enhance and
scale their production.

e Small Businesses & Entrepreneurs: Local businesses seeking customized, digitally crafted
products.

e Retailers & Corporate Clients: Companies looking for bespoke craft items made using digital
tools.

e Educational Institutions & NGOs: Organizations that support skill development and craft
preservation initiatives.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?

San3a’s social impact beneficiaries include:

e Independent Artisans & Craft Workers: Those who lack access to modern tools and resources.

e Women & Underprivileged Communities: Providing economic empowerment through accessible
technology.

e Local Economy & Creative Industry: Strengthening Jordan’s position as a hub for digital
craftsmanship.

e  Cultural Heritage Preservation Efforts: Ensuring that traditional crafts remain relevant and
sustainable in the modern world.

VI VALUE — VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?

San3a provides significant value to customers by:

e Enabling artisans to modernize their production processes through digital fabrication tools,
making their work more efficient and scalable.

e Providing access to affordable, high-quality manufacturing services that improve product quality
and competitiveness.

e Supporting local businesses and entrepreneurs by offering custom production solutions and
reducing dependency on external manufacturing sources.

e Enhancing cultural preservation efforts by merging traditional craftsmanship with modern
technology.

e  Contributing to sustainability through optimized material usage and eco-friendly digital
fabrication techniques.

10. Customer Value: What value do customers buy from your social business?
San3a offers value to customers by:

e Providing cost-effective access to advanced digital fabrication tools, eliminating the need for
expensive personal investments.
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Offering high-quality, precision manufacturing solutions that improve product aesthetics and
durability.

Reducing production turnaround time through automated fabrication techniques, allowing faster
market entry for artisans and businesses.

Enabling scalability for artisans and small businesses, giving them the opportunity to expand their
product lines efficiently.

Facilitating collaboration between artisans and corporate clients by offering customized craft
solutions.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully develop
and start your social business? Do you need special permits, licenses or approaches to start your
social business?

San3a’s success depends on strategic partnerships with:

Artisan Associations & Craft Communities: To onboard skilled artisans and ensure cultural
authenticity.

Government Agencies & Policy Makers: For regulatory support, permits, and funding
opportunities.

Educational Institutions & Training Centers: To integrate digital fabrication into artisan education.
Retailers & E-commerce Platforms: To expand the market reach of digitally enhanced crafts.
Technology Providers & Fablabs: For access to cutting-edge digital fabrication tools.

Special permits and licenses may be required for operating the FabLab and handling custom
production orders.

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1.
.

12.2.

12.3.

12.4.

12.5.
°

12.6.

develop a prototype product or service;
Set up a pilot FabLab with CNC machines, 3D printers, and laser cutters.
Conduct sample production trials for digitally enhanced crafts.

research, discovery and communication with users and clients;
Engage artisans and business owners in market research to refine service offerings.
Conduct surveys and focus groups to gather insights into needs and expectations.

prototype testing;
Validate the feasibility of digital fabrication for traditional crafts.

Gather user feedback on the usability of tools and training effectiveness.

pivoting and refining solutions;
Adjust business strategies based on market response and customer feedback.
Optimize pricing, production processes, and customer engagement.

measuring the social impact
Track employment rates among participating artisans.
Measure the increase in artisans' income levels and business scalability.

starting a social business
Launch full-scale production and training programs.
Expand strategic partnerships for long-term sustainability.



IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key activity
or process how the impact is created and measured?

Activity How the impact is created and measured

1.
Artisan Training Programs | Number of artisans trained and successfully using digital fabrication tools.
2.

Increased Market Reach Growth in sales and partnerships with retailers.

3.

Economic Empowerment Increase in income levels of participating artisans.

4.

Cultural Preservation Number of traditional crafts modernized and sustained through digital means.

San3a TEAM

14. Who is on the team and how do you share responsibilities and roles?
San3a’s lean team structure ensures efficiency and effectiveness:
1. Founder/CEO: Oversees vision, strategic partnerships, and investment relations.
2. Technical & Operations Lead: Manages Fablab infrastructure and day-to-day operations.
3. Training & Community Engagement Manager: Runs artisan workshops and community outreach
initiatives.
4. Marketing & Sales Manager: Handles brand positioning, digital marketing, and revenue streams.

15. What is the division of roles according to the planned activities?
e Operations Lead: Manages technical aspects, inventory, and service execution.
e Training Manager: Designs and delivers training sessions for artisans.
e Marketing & Sales Manager: Focuses on brand growth, online presence, and customer
engagement.

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which

channels are best for users and clients?

San3a reaches customers and stakeholders through:

e Social Media Platforms (Instagram, Facebook, LinkedIn): To showcase artisan work and attract
clients.

e Website & Online Marketplace: To facilitate FabLab bookings and digital craft sales.

e Community Events & Trade Shows: To connect artisans with industry leaders and buyers.

e Email & Direct Outreach: To maintain strong partnerships with businesses and government
bodies.

17. How to communicate certain segments of activities with the public?
e PR Campaigns & Press Releases: To raise awareness of San3a’s impact.
e Influencer & Artisan Collaborations: To engage broader audiences.
e Educational Content: To inform artisans and businesses about digital fabrication benefits.

Xl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during
the first year of operation; (4) cost projection during the first 3 years.
Estimated overall costs in

euros
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1. MVP development and testing 20,000
2. starting a business 57,000
3. operating costs during the first year of operation 100,000
4. cost projection during the first 3 years 300,000

X1l EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?

e Reinvestment in Additional FabLabs: Expanding San3a’s reach to other regions.
e Enhancing Training Programs: Developing more advanced courses for artisans.
e Technology Upgrades: Acquiring cutting-edge tools for digital craftsmanshi

XIV REVENUE STRUCTURE

20. Plan revenue for:

20.1. the first year after starting a business, for each product or service;
Service Estimated Annual Revenue (JOD)
Digital Fabrication Services 80,000
FabLab Memberships 50,000
Custom Product Manufacturing 60,000
Training & Workshops 40,000
Business Collaborations 70,000

20.2. revenue projections for the first 3 years.

e Year 1:JOD 300,000

e Year2:JOD 450,000

e Year 3:JOD 600,000

e  First-of-its-kind initiative in Jordan bridging digital technology with traditional crafts.

e  Multi-revenue model ensures sustainability while maximizing impact.

e Empowerment-driven business model, supporting underprivileged artisans through training,
affordable access, and market expansion.
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Marina

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to solve?
Sexism problem: the gender of work, especially in bodywork. Nothing is thinking for women (no
toilet, no changing room,...) Discrimination for women to have a post in a garage.

People don’t have time with work to go in a garage to fix their car

2. How does your social business (or innovation) solve this problem?
My social business is a mobile garage mainly with women employee

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities? People,
finances, access / permits?

- Truck driving licence

- Autorisation des mairies en amont

- Atleast 2 employee (CAP carrosserie)

- Local and materials

- van and work clothes

- Funding help (PlJ, ACRE, NACRE,...)

Il SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.

4.1. Direct
Empower and support women in the body shop industry
To make body shop services more accessible to the island's residents

4.2. Indirect
Reduce the environmental impact by using material and new technics

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
Mobile garage specialised for trucks and big vehicles

6. Prototype (MVP): What is the prototype of each service or product you intend to develop and test,
and prove their feasibility and sustainability?

V CLIENTS AND BENEFICIARIES

‘

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?
Bus companies, tuck companies mainly but also for individuals with small or big vehicle.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
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Women that work on bodywork
Habitants and bus/truck companies of Martinique

VI VALUE - VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?
Fight for gender equality in the world of labour.
More respectful for the planet and the environment (eco responsible)

10. Customer Value: What value do customers buy from your social business?
Availability
Speed of service
Honesty

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully develop
and start your social business? Do you need special permits, licenses or approaches to start your
social business?

- SELERPRO (cabine gonflable)

- ROSETTE (fournisseur de matériaux de préparation des véhicule)

- PARTENAIRE OUTILS

- DRIFT CLUB (élargir les services a la mécanique)

- BUS and TRUCK COMPANIES

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1. develop a prototype product or service;

12.2. research, discovery and communication with users and clients;
The communication will be done by the advertisement of the big road panels the social networks the
word of mouth
Company logo on bus and truck partners

The radio
12.3. prototype testing;
12.4. pivoting and refining solutions;
12.5. measuring the social impact
12.6. starting a social business
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IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key activity
or process how the impact is created and measured?

Activity How the impact is created and measured

s [ (| s

*add new rows as many as needed

XTEAM

14. Who is on the team and how do you share responsibilities and roles?
Me + 2 other women
1: preparer (prepares vehicles)
2: bodyworker
3: car painter

But the goal is to be versatile. At first | would take care of the accounting and the administration and
communication until | can have the finances to delegate to professionals.

15. What is the division of roles according to the planned activities?

Me + 2 other women

1: preparer (prepares vehicles)
2: bodyworker

3: car painter

But the goal is to be versatile. At first | would take care of the accounting and the administration and
communication until | can have the finances to delegate to professionals.

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?
Social networks (insta, snapchatt, whatsapp, fb, linkedin)
Billboards
Word of mouth
Traditional media (TV/radio)
Advertising on partners' vehicles

17. How to communicate certain segments of activities with the public?

Social networks (insta, snapchatt, whatsapp, fb, linkedin)
Billboards

Word of mouth

Traditional media (TV/radio)

Advertising on partners' vehicles
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XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs during

the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros

1. MVP development and testing

2. starting a business

3. operating costs during the first year of operation

4. cost projection during the first 3 years

Not plan yet

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?

Develop on other islands of the Caribbean
Open a fixed garage
Invest in a paint booth in a van

XIV REVENUE STRUCTURE

20. Plan revenue for:
Not plan yet
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AgriTourAl

1. Project name:
AgriTourAl: Al-Powered Sustainable Tourism & Agriculture

1. Place of project realization:
The project will be implemented in Jordan, focusing on rural areas, eco-tourism sites,
and agricultural regions.

2. Period of realization of your project:

e Year 1: Platform development, pilot testing, and initial user acquisition.

e Year 2: Expansion to more farms, eco-tour operators, and nature reserves.

e Year 3: Scaling nationally and forming international partnerships for eco-tourism.

3. Abstract (What is the strength of your project?) - up to 70 words
AgriTourAl revolutionizes eco-tourism and sustainable agriculture by connecting
travelers with farm stays, organic food tours, and nature-based experiences through
an Al-powered platform. It empowers farmers with direct market access, Al-driven
sustainability tools, and new income streams while promoting responsible travel. By
bridging tourism and agriculture, AgriTourAl fosters economic growth, environmental
conservation, and cultural preservation, making sustainable travel more accessible
and impactful.

Il WHAT DO YOU WANT TO INFLUENCE?

5. Describe what you would like to change in your community? (What gets you out of your
shoes every time? What are your personal experiences or the experiences of others regarding
the problem? Are there any examples of how people are affected by this problem? Why do
you think this problem is important?) - up to 200 words

Jordan has a rich cultural and natural heritage, yet many rural communities remain
disconnected from the country’s booming tourism industry, missing out on economic
opportunities. At the same time, climate change and water scarcity are pushing small farmers
to the brink, making it harder for them to sustain their livelihoods. What frustrates me the
most is seeing farmers struggling to sell their organic produce while tourists crave authentic
experiences but only visit major landmarks like Petra and Wadi Rum.

| have met farmers who produce incredible organic food but have no access to direct buyers,
forcing them to rely on middlemen who take most of their profits. On the other hand,
travelers looking for meaningful, sustainable tourism options struggle to find experiences
beyond mainstream tour packages. Why shouldn’t tourists have the option to stay on a local
farm, experience traditional Jordanian hospitality, and contribute directly to the local
economy?

This issue is important because it affects economic stability, environmental sustainability, and
cultural preservation. By creating AgriTourAl, | want to bridge this gap—connecting people
who want to explore Jordan responsibly with the communities that need tourism the most.
This isn’t just about business; it's about empowering rural communities, preserving traditions,
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and making travel more sustainable for future generations.

6. How were others involved in planning your project (Did you have meetings and contacts
with those who might be interested in your project? Describe - with whom and when, and how
others influenced the design of your project;) - to 100 words

Planning AgriTourAl involved real conversations with people directly affected by the issues we’re trying
to solve. | spoke with farmers who struggle to sell their products and heard their concerns about
unpredictable income and limited access to markets. Some of them were interested in hosting visitors
but didn’t know how to attract them. | also reached out to eco-tour guides and small tourism businesses
who said there was growing interest in farm stays and nature experiences, but no structured way to
connect travelers with local hosts.

Meetings with conservation groups reinforced the need for sustainable tourism that supports both the
environment and local communities. Through these discussions, | realized the platform had to be
simple, practical, and beneficial to both farmers and travelers. Their input shaped AgriTourAl into a
solution that doesn’t just promote tourism but actually helps people earn a better living and preserve
their way of life.

IV WHAT DO YOU DREAM?

7. What is your specific goal? ( What kind of change do you want to achieve? What benefit
could your project bring to people? How would it affect their lives? What would change for
them?) - up to 100 words.

The goal of AgriTourAl is to make sustainable tourism more accessible while supporting rural
communities and conservation efforts. By offering farm stays, eco-tours, and nature-based
experiences, the platform helps farmers earn additional income, reduces reliance on
middlemen, and allows visitors to engage with local culture. It also promotes green trips,
encouraging travelers to explore Jordan’s nature reserves, eco-lodges, and protected areas in
a way that supports environmental conservation. This project aims to revitalize rural
economies, create new

opportunities for responsible tourism, and help preserve both cultural heritage and Jordan’s
natural
landscapes for future generations.

8. When could all this affect? (Who is the project intended for? Who are the beneficiaries of
the project or the target group or groups? Will the impact of the project improve the position
in the society of a traditionally excluded group?) - up to 100 words

AgriTourAl is designed for both travelers seeking sustainable tourism experiences and rural
communities looking for new economic opportunities. The main beneficiaries are small
farmers , local tour guides, eco-lodge owners, and artisans who will gain direct access to
tourism revenue. The project will have a significant impact on traditionally excluded groups,
such as women in rural areas who often engage in agriculture and hospitality but lack direct
market access. By creating new income streams and promoting eco-tourism, AgriTourAl helps
improve financial stability, preserves cultural heritage, and ensures that rural communities
benefit from Jordan’s growing tourism industry.
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VHOW WILL YOU GET IT?

9. Discover the possibilities! (What has worked well so far regarding the issue you want to work
on? Do you have an example of how others have successfully addressed the problem? What
opportunities do you have regarding the need or problem you want to work on? How to use
community resources? your personal strengths and experiences could help you find an innovative
solution?) - up to 250 words

There are already successful models of sustainable tourism and farm-based experiences in different
parts of the world, proving that this approach can work. Countries like Italy and France have thriving
agritourism industries where small farms host visitors, providing both an immersive experience for
tourists and additional income for farmers. In Jordan, some eco-lodges and small tour operators have
started offering nature-based tourism experiences, showing a growing demand for sustainable travel.
However, these efforts remain scattered and mostly independent, lacking a structured platform that
connects travelers directly with rural hosts.

The biggest opportunity lies in Jordan’s diverse landscapes, rich cultural heritage, and strong tourism

sector, which continues to grow. With the right approach, rural communities can tap into this market
by offering farm stays, eco-tours, and green trips to nature reserves. Many farmers already have the
hospitality and traditional knowledge needed to host visitors but lack the digital tools to market
themselves.

Community resources, such as farmer cooperatives, local tour guides, and conservation
organizations, provide a strong foundation for collaboration. By integrating these resources into a
single, easy-to-use platform, AgriTourAl can create a structured, scalable solution. My experience in
technology, sustainability, and working with local communities allows me to develop an innovative
approach that combines Al-driven personalization with eco-tourism opportunities, making
sustainable travel more accessible while ensuring real benefits for local people. With the right
partnerships and community engagement, this model can transform rural tourism and create lasting
social and environmental impact.

10.What makes your project a social innovation? ( Why is the solution or approach you propose
better than the way it has been done so far - more efficient, effective and sustainable? How will you
ensure that those who are usually excluded are part of your action? Does the project empower
people and how?) - up to 150 words

AgriTourAl is a social innovation because it bridges tourism, technology, and sustainable agriculture,
creating direct opportunities for rural communities that have traditionally been excluded from
Jordan’s tourism economy. Unlike conventional tourism, where profits are concentrated in urban
areas and large corporations, this platform ensures that farmers, eco-guides, and small rural
businesses benefit directly from visitor spending.

By using Al-driven recommendations, the platform makes eco-tourism more efficient, personalized,
and accessible, helping travelers discover farm stays, organic food experiences, and guided nature
tours that they wouldn’t easily find otherwise. Unlike existing agritourism models that operate
independently, AgriTourAl centralizes and simplifies access for both travelers and rural hosts.

The project empowers small farmers, women in rural areas, and eco-tour operators by giving them
direct market access and training them to leverage tourism as a sustainable income source. Through
strategic partnerships and community engagement, AgriTourAl ensures financial inclusion,
environmental sustainability, and cultural preservation, making tourism work for everyone, not just a
few.

11.Expected results of the project (What will be the concrete, measurable results you plan to

achieve in terms of human, financial, technical, material and time resources? If you achieve these
results, will it affect the change you want for your community? How? - up to 150 words
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AgriTourAl aims to create real, measurable impact for rural communities and eco-tourism in Jordan.
In the first year, we plan to onboard at least 50 farmers, eco-tour guides, and small tourism
businesses, helping them access a new market through tourism. Financially, we aim for farmers and
hosts to see a 10-15% increase in income by providing them with direct access to visitors, reducing
reliance on middlemen. Our goal is to generate at least $100,000 in bookings during the first year,
growing as more hosts and travelers join.

From a technical perspective, we will develop a working platform with Al-driven trip
recommendations, a booking system, and a marketplace for farm products. Partnerships with local
cooperatives, conservation organizations, and tourism boards will help expand offerings and ensure
credibility. If successful, AgriTourAl will provide sustainable economic opportunities for rural
communities, promote eco-friendly tourism, and encourage travelers to experience Jordan beyond
its traditional tourist hotspots.

12.Tabular plan of activities

List the activities Responsible First to fourth First to fourth First to fourth
that lead to the  person quarter - July quarter - August quarter -
achievement of September
expected results

Platform Al & Data

development Science Lead

(MVP creation)

Onboarding pilot | Tourism Q3 |4 | Q1 [{Q2 | Q3| Q4

farmers and eco-| Development

tour operators Manager

Market research | Business Q1| Q2|Q3 |4 | Q1| Q2 |Q3| Q4

& customer Development

validation Lead

Launching initial | Marketing Ql ( Q2| Q3| Q3

marketing

campaign

Pilot testing with| Tourism Q3|04 | Q1| Q2| Q3| Q4
selected farms & | Development

eco- guides Manager

User feedback Tourism Q3| Q4 | Ql| Q2| Q3| Q4
collection & Development

refinement Manager

Securing Tourism Q3|04 | Q1| Q2| Q3| Q4
partnerships Development

with tourism Manager

agencies
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Measuring initial | Business Ql| Q2| Q3| Q4
social &
environmental
impact
Adjustments Entire team Ql| Q2| Q3| Q4
based on pilot
feedback
Preparing for Business Ql| Q2| Q3| Q4
full-scale launch | Development

Lead & CEO

* add rows as needed - depending on the number of activities

13.Description of the project in stages (If you think that some activities are not clear enough in the
table presented above, you can further describe them here) - up to 350 words

Stage 1: Research, Planning, and Initial Platform Development (Months 1-6)

The first step is understanding the real challenges and opportunities. We will spend the first few
months meeting with farmers, eco-tour operators, and conservation groups to gather insights into
their needs and expectations. Farmers will be asked about their willingness to host travelers, what
kind of experiences they can offer, and any barriers they face. Tour operators and tourism boards will
provide input on demand for eco-tourism in Jordan and how to make the platform attractive to
travelers.

At the same time, the Al & Data Science Lead will begin developing the core platform features,
including basic booking functionality, farm and eco-tour listings, and the Al-driven recommendation
system. The Tourism Development Manager will work on securing initial partnerships with hotels,
eco-lodges, and travel agencies to start building awareness.

Stage 2: Pilot Testing and Feedback Collection (Months 7-9)

Once the prototype is functional, we will launch a small-scale pilot program with a select group of 10-
20 farmers and eco-tour operators in Ajloun, Madaba, and the Jordan Valley. This phase is critical for
identifying what works and what needs improvement. We will actively collect traveler feedback on
how easy it is to book experiences, how satisfied they are with the recommendations, and whether
the platform meets their expectations. Farmers and tour operators will be asked about any
challenges in using the platform and listing their services.

The Marketing & Community Engagement Manager will start promoting AgriTourAl through targeted
social media campaigns, local partnerships, and travel influencers to attract the first users.
Meanwhile, the Operations & Customer Support Lead will monitor customer service inquiries and
booking issues, ensuring a smooth user experience.

Stage 3: Refinements and Expansion (Months 10-12)

With data from the pilot program, we will make necessary adjustments to the platform. If farmers
find it difficult to list their experiences, we will introduce simpler onboarding tools and training
materials. If travelers request more variety in experiences, we will work on expanding offerings to
include more nature-based activities and cultural immersions. The Al travel recommendation engine
will be refined based on real user behavior to make better, more relevant suggestions.

At this stage, we will also focus on expanding partnerships with hotels, travel agencies, and
conservation groups. The Business Development & Partnerships Lead will reach out to sustainability -
focused brands and investors to explore funding and sponsorship opportunities. A larger marketing
push will begin, targeting international travelers, adventure tourists, and sustainability-conscious
visitors.
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Stage 4: Full-Scale Launch and Long-Term Growth (Beyond Year 1)

Once the platform is tested and refined, we will move toward full-scale operations, onboarding more
farmers, eco-tour providers, and tourism partners across Jordan. A major focus will be on financial
sustainability, ensuring that the platform generates revenue from booking commissions, farmer
subscriptions, and corporate sponsorships to support ongoing growth.

The Sustainability & Impact Lead will continuously track the platform’s impact on farmer incomes,
eco-tourism growth, and environmental conservation. Long-term, the goal is to expand beyond
Jordan, replicating this model in other regions where rural communities can benefit from sustainable
tourism.

This staged approach ensures that AgriTourAl is built on real community needs, traveler demand, and
sustainable business practices, making it an effective and lasting solution for both tourism and
agriculture.

14. Possible problems during project implementation and how to solve them?

(What are the possible risks? How to prevent these risks from happening? What will you do if the
risks materialize?) - up to 150 words

One major risk is low adoption from farmers due to a lack of digital skills or skepticism about the
benefits of tourism. To address this, we will provide on-the-ground training and onboarding support,
making it easy for farmers to list their services. If adoption remains slow, we will work with local
cooperatives and trusted community leaders to build credibility.

Another challenge is attracting enough travelers early on. To mitigate this, we will launch a targeted
marketing campaign, leveraging eco-travel influencers, travel agencies, and social media ads. If
bookings remain low, we will offer limited-time discounts and curated experiences to generate
demand.

Lastly, technical issues or usability problems could hinder platform adoption. We will conduct pilot
testing before scaling and maintain dedicated customer support to quickly address any issues that
arise.

15. How will you know that you have succeeded? (How will you measure the success of your
project

- what will be the indicators that the change has really happened? - up to 200 words

Success for AgriTourAl will be measured by real impact on farmers, travelers, and the growth of
sustainable tourism in Jordan. The most important indicator will be increased income for farmers and
rural businesses, with a goal of at least a 15% revenue increase in the first two years. If farmers
consistently receive bookings, generate direct sales, and see financial benefits, we will know the
platform is working.

Another key measure is traveler adoption. Success means travelers are not only booking farm stays
and eco-trips but also leaving positive reviews and repeat bookings. If we reach at least 1,000
bookings in the first year, growing to 10,000 by year three, we’ll know demand is strong.

On the environmental side, we will track eco-friendly travel adoption, aiming for 30% of bookings to
be green-certified experiences. We will also measure water conservation improvements for
participating farms, ensuring our Al-driven tools help reduce waste by at least 10% over three years.
Beyond numbers, success will be visible in rural communities embracing tourism as a sustainable
income source, conservation efforts receiving more funding, and travelers having meaningful,
responsible tourism experiences in Jordan. If all these happen, we’ll know we’ve made a real change.

16. How do you see the sustainability of the results after the project is completed? (What is
the potential for durability and sustainability of the offered solutions? How to achieve that the
project you plan to implement brings lasting solutions? If you plan to purchase some equipment, in
whose ownership will it remain / who will take care of it?) - up to 150 words
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For AgriTourAl to be truly sustainable, the platform must continue generating value for farmers,
travelers, and conservation partners long after the initial launch. The key to durability is ensuring that
farmers and eco-tour operators benefit financially so they stay engaged. By helping them generate
consistent income from tourism and product sales, they will have an incentive to maintain their
presence on the platform.

To achieve long-term sustainability, we will gradually transition to a self-sustaining revenue model,
where booking commissions, farmer subscriptions, and sponsorships cover operational costs.
Partnerships with eco-tourism agencies and conservation organizations will help scale outreach and
maintain credibility.

If any equipment or infrastructure (such as digital tools for farmers) is provided, it will remain in the
ownership of the farmers and communities, ensuring they retain control over their own growth. By
building a scalable, community-driven platform, AgriTourAl will continue making an impact well
beyond its initial implementation.

VI WHO WILL HELP?

17. Involvement of volunteers ( For which types of jobs will you need broader volunteer
support? Who will be the volunteers in your project? How will you win them over?) - up to 200
words

Volunteers will play an important role in the early development and expansion of AgriTourAl, especially in areas
where local engagement and training are needed. One key area is onboarding and training farmers, as many
may not be familiar with digital platforms. Volunteers with backgrounds in technology, tourism, or agriculture
can help farmers create their listings, set fair pricing, and understand how to host visitors.

Another area where volunteers will be valuable is eco-tourism promotion and content creation. We need
photographers, travel bloggers, and social media influencers to document real experiences, create engaging
stories, and showcase the unique offerings on AgriTourAl.

Our volunteers will likely come from university students studying tourism, sustainability, or business, as well as
professionals passionate about eco-tourism and community development. We will attract them by partnering
with universities, conservation groups, and corporate volunteer programs, offering them hands-on experience,
networking opportunities, and recognition for their contributions. By engaging volunteers who genuinely care
about sustainable travel and community empowerment, we can scale AgriTourAl’s impact more effectively.

18. Fundraising from the community

Additional explanations on how to fill in the contribution table:

= After entering the name and type of donor (individual, company, public institution,
local community or non-governmental organization), enter a description of the
contribution (eg money, T-shirt printing, juices, cement ...) and information on the
estimated value of the contribution in the appropriate column - depending whether the
contribution is in the form of money, goods or services.

=  Foreach contribution, it is necessary to state for which type of expenditure it will be used
(name and number of the budget item in the table).

= The amounts given in the table must be confirmed by the attached certificates of
contribution which you can find at the bottom of the document. After the donor signs /
certifies the certificate, you will place it in electronic form in the online application in
the last column of the table (Confirmation of planned contribution).
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Name of theDonor typeDdescription Value ofValue ofAmount ofln charge of theBudget

donor of contributiocontributiocash working group item
contribution nin kind ns in thecontribution (name
S (EUR) service (EUR) and
(EUR) number)
Individual Individuals |Crowdfundi 5000 Business Initial
ng
Contributors for platform Development  [Business
launch & & Operations
initial Partnerships (Item 07)
operations e
Jordan 3,000 5,000 Marketing &
Tourism Public Marketing Community Marketing
Board Institution [and Engagement  [&
promotional Manager Awareness
(Item 01)
support
Sustainable NGO Grant for 5000 Business Technolog
vy &
/Agriculture platform Development  |Infrastruct
ure
Fund developmen & (Item 06)
t & Partnerships
. Lead
expansion
Local NGO Training 5,000 Agricultural Training &
Farmer sessions for Specialist Capacity
Cooperative farmers on Building
hosting (Item 02)
tourists

* add rows as needed - depending on the number of donors

VIl WHAT ARE THE COSTS OF THE PROJECT IMPLEMENTATION?

Total community contribution 28,000 EUR

Cash contribution: 10,000 EUR

Contribution in goods: 3,000 EUR

Contribution in services: 15,000 EUR

19. In the table below, specify what you want to pay with the funds of YES CLUB. The total

amount of funds you can claim is in the amount of 1,000 EUR.

Salary costs and fees of members of the informal group implementing the project cannot be planned
in the budget.

Name of the budget item Number of  per unit / piece 1e total value of

units the item
(quantity)
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1. Website and platform hosting for 1year |1 300 300
2. 1 250 250
Marketing materials (brochures, ads)

3. 2 200 400
Training workshops for farmers

4. 1 50 50
Digital tools for farmer onboarding

TOTAL COST: 1000

* add rows as needed - depending on the number of budget items

21. What amount do you ask from YES Club: 1000 (question no.19)
22. Total community contribution: 28,000 (question no. 18)
23. Total value of the project: 29000 (No. 21+ No. 22)
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Moringa

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to
solve?
The availability of natural products for cosmetics and medicinal use based on native

plants, mainly with the Moringa component.

2. How does your social business (or innovation) solve this problem?
We produce items that incorporate Moringa and other native plants. We seek to expand our
reach and offer consistent production that can be used in specific treatments.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities?
People, finances, access / permits?
Machinery that speeds up manufacturing processes

111 SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.

4.1. Direct:

It directly benefits entrepreneurs by freeing them from production tasks that can be
automated.

4.2. Indirect:

It benefits the community because it provides permanent access to natural, high-quality
products.

IV PRODUCT OR SERVICE

5.  Which products or services are created by social innovation that solves this problem?
6. Prototype (MVP): What is the prototype of each service or product you intend to develop
and test, and prove their feasibility and sustainability?
Through a diagnosis of the Moringa-vida project, we identified a key problem for its
business model: the lack of automated processes during production, especially in
packaging and labeling. Incorporating specific machines for these tasks could reduce the
time the team currently spends on them, thereby increasing efficiency in other areas of
production and reducing energy consumption by using highly efficient machines.
Maintaining a steady flow of sales is key to the business, so automating the production
chain will generate stability that will allow progress in other sensitive areas of the
production conversion process. Planning and implementing measures to reduce the
carbon footprint of this project includes establishing the production plant on the same
site. Stabilizing sales flow will also make it possible to increase production scale,
replicate models in other areas of the region, or incorporate new ones (moringa can be
grown in any soil).
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Another requirement of the project is an oil/hydrolate extractor-distiller, so that the raw
material can be processed at source, thereby reducing costs and other expenses
associated with transportation.

V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?
Local community and health food stores. Also homeopathic doctors.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
Local community

VI VALUE - VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?
The possibility of accessing natural products with consistent, high-quality processes

10. Customer Value: What value do customers buy from your social business?
Confidence in the production of items, guaranteeing natural products throughout the entire
process

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully
develop and start your social business? Do you need special permits, licenses or approaches to
start your social business?

Local government, local fairs, other entrepreneurs

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1.  develop a prototype product or service;

12.2. research, discovery and communication with users and clients;
12.3.  prototype testing;

12.4. pivoting and refining solutions;

12.5. measuring the social impact

12.6.  starting a social business

The venture is already underway, and the products offered are the result of testing and trials
that have been conducted for some time.
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IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key
activity or process how the impact is created and measured?

Activity How the impact is created and measured

XTEAM

| ‘

14. Who is on the team and how do you share responsibilities and roles?
We are approximately 3 people working full time.

15. What is the division of roles according to the planned activities?
The three of us carried out all the activities.

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?
We participate in local fairs

17. How to communicate certain segments of activities with the public?

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating
costs during the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs
in euros

1. MVP development and testing
2. starting a business
3. operating costs during the first year of operation

4. cost projection during the first 3 years

XIII EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?
We need approximately $10,000 to purchase the machinery that will allow us to expand our

business.
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Time Bank

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to
solve?

e Social isolation: Many people feel lonely and disconnected from their community.

e Lack of access to services: In my community, people do not have access to certain
services, either because of economic or other constraints.

e Social inequality: In my community there are social inequalities, that is people with
different socioeconomic levels.

e Lack of a sense of community

e Waste of resources

2. How does your social business (or innovation) solve this problem?
The Time Bank offers a way to connect with other community members, build trusting
relationships and reduce social isolation, offering a way to obtain and exchange services and skills
that they might not otherwise be able to afford or access. This can help reduce differences
between people at different socio-economic levels. In addition, the time bank can help create a
sense of community in which people support each other and can help reduce the waste of
resources by encouraging exchange

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities?
People, finances, access / permits?

- AnOnline platform that allows members to exchange services. A team of employees who
manage the platform and help members connect with each other.

- Aphysical space to organize meetings, workshops and events.

111 SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.

4.1.Direct:

- Creating a more united and collaborative community through the exchange of
skills and services.

- Reducing social exclusion and loneliness by providing a way to connect people and
build relationships of trust.

- Access to services and skills that would otherwise be inaccessible to some people,
which can improve their quality of life.

- Encouraging active participation and empowerment of members, which can lead to
greater community engagement and social responsibility.
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4.2.Indirect
- Poverty reduction by providing people with a means to obtain services they cannot afford.
- Promotion of social equality by allowing people to exchange services and skills

regardless of their financial situation.
- Reducing waste of resources by encouraging the exchange and reuse of skills and services.
- Promotion of learning and education through the exchange of skills and knowledge.

IV PRODUCT OR SERVICE

5.  Which products or services are created by social innovation that solves this problem?

- Online platform: A product that allows time bank members to connect with each
other and exchange services and skills online. The platform could include tools to
schedule exchanges, record time and skills, and send and receive feedback and
assessments.

- Mobile App: An app that allows time bank members to access the online platform from
their mobile devices and receive notifications about exchanges and events.

Prototype (MVP): What is the prototype of each service or product you intend to develop and
test, and prove their feasibility and sustainability?

- Online platform: The prototype of an online platform could include a basic version of
the platform that allows members to register, create profiles and search and
schedule service exchanges. To test the viability and sustainability of the platform,
user testing and feedback could be conducted to iterate and improve design and
functionality.

- Mobile app: The prototype of a mobile app could include a basic version of the app
that allows users to access the online platform from their mobile devices and receive
notifications about exchanges and events. To test the feasibility and sustainability of
the application, user tests could be conducted and feedback collected to iterate and
improve the design and functionality.

V CLIENTS AND BENEFICIARIES

1. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?

Community members may be willing to pay for access to the online platform or mobile app that
allows them to connect with other members and schedule exchanges of services and skills.
Local organizations, such as municipalities or businesses, may be willing to pay for consulting
services or time bank starter kits to support the creation and maintenance of the time bank.
Investors looking to support social initiatives might be interested in investing in the time bank
and its products or services to help promote the exchange of skills and strengthen the local
community.

2. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
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Beneficiaries of a time bank would be community members participating in the skills and time
exchange platform.

VI VALUE - VALUE PROPOSITIONS

3. Social impact: What value do customers get from your social business?

- Access to skills and services: Time bank members can access skills and services they
may not be able to afford otherwise. This can improve their quality of life and well-
being, and allows them to access services they might not otherwise have.

- Community Building and Solidarity: By participating in the Time Bank, members can
meet and connect with other community members who share their interests and skills.
This can foster a sense of community and solidarity in the community.

- Skills development: By participating in the exchange of skills and services, members
can improve their existing skills and learn new skills from other community
members. This can improve your employability and increase your self-esteem and
sense of accomplishment.

- Saving time and money: Exchanging skills and services through the time bank
allows members to save time and money compared to buying services at
market prices.

- Contributing to sustainability: By promoting a more sustainable and collaborative
approach to the consumption and production of goods and services in the community,
the Time Bank contributes to the sustainability of the community and the overall
welfare of society.

4. Customer Value: What value do customers buy from your social business?

In a time bank, members do not buy any value, but exchange skills and services with each other
at no cost or at very low prices. Instead of buying services, members contribute to the platform
by offering their own skills and services, allowing them to access services they might otherwise
not be able to afford. The value members receive from a time bank comes from their
participation in the platform and the ability to exchange skills and services with other
community members. The values that members can obtain through the time bank are
described in the above response on the social impact of the practice.

VII KEY PARTNERS AND ACTORS

5. Who are the key partners you need to involve from the beginning in order to successfully
develop and start your social business? Do you need special permits, licenses or approaches to
start your social business?

- Community members: They are the foundation of the time bank and should be involved
in all stages of the development and implementation of the time bank.

- Community leaders: They can help promote and spread the idea of the time bank
in the community and can provide logistical and administrative support.

- Community organizations: They can be an important source of support for the bank of
time, either through the donation of space or resources, the promotion of the
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platform through their networks or participation in the platform.

- Local companies: They can support the bank of time through the donation of
resources or participation in the platform.

- Local governments: They can support the initiative through the allocation of
resources and financing, as well as through the promotion of the time bank at the
local level.

- Technology developers: They can provide technical support for the creation and
maintenance of the platform.

VIII KEY ACTIVITIES

6. What activities do you plan to:

6.1. develop a prototype product or service;
Design and prototype the platform: This action involves the creation of a basic prototype of the
digital platform that allows time bank members to connect and coordinate time exchanges.

6.2. research, discovery and communication with users and clients;
Market research and needs analysis: Before starting to develop the platform, it is important to
investigate the viability of the time bank in the community and analyze the needs and
preferences of potential members.

6.3. prototype testing;
- Registration and selection of members: Clear procedures must be established to
register and select members who wish to participate in the platform.
- Member training: It is important to provide training and guidance to members on
how to use the platform and how to exchange skills and services effectively.

6.4. pivoting and refining solutions;
Refine the prototype: This action involves improving the prototype based on user feedback and
feedback. This may include adjusting platform functionality, improving user-friendliness and
experience, and adding additional features as needed.

6.5. measuring the social impact
Evaluation and continuous improvement: It is necessary to periodically evaluate the performance
and effectiveness of the time bank and make continuous improvements according to the
comments and needs of the members.

6.6. starting a social business
Promotion and marketing: It is important to promote the bank of time through different
marketing channels to attract new members and raise awareness about the platform.

IX MEASURING SOCIAL IMPACT

7. How will you prove that your model creates social impact? Indicate separately for each key
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activity or process how the impact is created and measured?

Activity

How the impact is created and measured

1. Design and prototype
the platform

Number of users who have used the platform and reported
improvements in their quality of life.

Number of users who have used the platform to share their skills
and knowledge with other community members.

Number of users who have used the platform to obtain services or
goods that they would not otherwise have been able to obtain.

2. Market research and
needs analysis

Percentage of users who have joined the platform because it meets
a need identified in the market analysis and needs.

Percentage of users reporting having received services or goods
that meet their needs through the platform.

3. Registration and
selection of members

services.

Number of new members joining the platform and using its

Percentage of members belonging to community groups who have
historically had difficulty accessing services and opportunities.

4. Refine prototype

Number of improvements made to the prototype and its impact on
the quality of the platform.

Percentage of users who report having a better user experience
after the improvements made.

5. Evaluation and
continuous
improvement

value.

Number of exchanges on the platform and their economic or social

Percentage of users reporting having obtained services or goods
through the platform that they would not otherwise have
obtained.

6. Promotion and
marketing

Number of new members who have joined the platform due to
promotional and marketing campaigns.

Percentage of members belonging to community groups who have
historically struggled to access services and opportunities and who
have joined the platform due to promotional and marketing
campaigns.

*add new rows as many as needed

XTEAM

8. Whois on the team and how do you share responsibilities and roles?

- Project manager: responsible for leading the team and ensuring that the project is
completed within the established time and budget.

- UX/Ul designer: responsible for designing the user interface and user experience on the

time bank platform.

- Web developer: responsible for developing and maintaining the time bank platform.

- Marketing specialist: responsible for developing and executing marketing
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strategies to promote the platform and attract new members.

- Community relations specialist: responsible for building relationships with
organizations and community members to encourage participation and promote
social impact.

9. Whatis the division of roles according to the planned activities?

Platform design and prototyping:

e  Project manager

e Designer UX/UI

e Web developer
Market research and needs analysis:

e  Project manager

e Marketing specialist

e Community relations specialist
Registration and selection of members:

e  Project manager

e Community relations specialist
Improvement of the prototype:

e  Project manager

e Designer UX/UI

e Web developer
Evaluation and continuous improvement:

e Project manager

e Marketing specialist

e  Community relations specialist
Promotion and marketing:

e  Project manager

e  Marketing specialist

e Community relations specialist

XI COMMUNICATION CHANNELS

10. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?

. Email: A regular newsletter can be sent to keep members updated on the latest news,
events and offers.

. Social media: They can be used to post updates and news, organize events and answer
members' questions and comments.

. Time bank platform: The time bank platform itself can include messaging and chat
features so members can communicate with each other.

11. How to communicate certain segments of activities with the public?
. Social media: They can be used to post updates and news, organize events and
answer members' questions and comments.
. Email: A regular newsletter can be sent to keep members updated on the latest
news, events and offers.
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XIl COST STRUCTURE

12. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating

costs during the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros
1. MVP development and testing 5000 euros
2. starting a business 2500 euros
3. operating costs during the first year of operation 2500 euros
4. cost projection during the first 3 years 5000 euros

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

13. How do you plan to invest your excess income?

- Investments in new technologies, in the training and development of employees,
in the acquisition of new assets, among others

- Improving the quality of service

- Develop new products or services

XIV REVENUE STRUCTURE

14. Plan revenue for:
14.1. thefirst year after starting a business, for each product or service;
- Membership fee: annual or monthly fee to cover the operational expenses of the time bank.
- Donations: Donations from members or sponsors can be a source of income for the
time bank.
- Additional Services: Offer additional services, such as workshops, courses and events,
which may have an associated cost.

14.2. revenue projections for the first 3 years.

- Membership fee: If the number of members increases, the time bank could earn
additional income through a membership fee, either annually or monthly.

- Additional Services: As the Time Bank becomes established and gains reputation, it
could start offering additional services that could have an associated cost. These
services may be provided by members or external collaborators.

- Sponsorships: As the bank of time grows, it could begin to receive sponsorships
from companies or organizations that support its mission and vision.

- Grants: The time bank could seek grants from governmental or non-
governmental organizations seeking to support social initiatives.

- Crowdfunding: crowdfunding could be another option for the time bank to finance
specific projects or operating expenses.

124



Empowering Voices

1. PROJECT TITLE

Provide the name of your social business project:
Empowering Voices: Gender Awareness and Creative Narratives to Break Barriers

2. PROBLEM STATEMENT

What is the social or environmental problem you aim to address?

Discrimination impacts marginalized individuals in complex, intersectional ways, subtly influencing
diverse aspects of opportunities and daily life. Often, these dynamics go unnoticed without targeted
education on intersectionality. Among young people, there is a notable absence of spaces dedicated
to raising awareness of privilege and systemic biases rooted in gender, ethnicity, religion, sexual
orientation, disability, and neurodivergence. There is a critical need for dialogue and creative
collaboration to address these challenges and foster a more inclusive society.

Target population or beneficiaries affected by the problem.

Primary beneficiaries are local youth of Lefkada (Greece) aged 16-30. Secondary beneficiaries
include educators, community leaders, and the broader Lefkada community through increased
awareness and dialogue.

3. OBJECTIVE

Primary goal of the social business.

To establish a live program in Lefkada that provides youth with opportunities to explore, express,
and address issues of gender discrimination and intersectionality through face-to-face creative and
reflective practices.

What change or impact do you aim to create?

Fostered empathy and awareness about gender and intersectional discrimination in Lefkada.
Empowered local youth with skills for storytelling and advocacy.

Stronger, more inclusive community built through shared creative outputs.

4. BUSINESS MODEL

What is the business idea or product/service?

A live, in-person series of workshops and creative labs, hosted at Solidarity Tracks in Lefkada, which
culminates in a dual final event: a public exhibition and live sharing event showcasing participants'
creative works (poems, stories, articles), alongside the launch of a digital publication containing
these products. The program fosters awareness of gender and intersectional issues, using creativity
as a tool for social change. The activities are implemented with an interdisciplinary approach,
combining moments of philosophical reflection with practical writing labs as spaces to explore
personal stories and craft narratives of change.

How will it generate both social impact and revenue?

Social Impact: Empowering youth to challenge discrimination and promote inclusion via live creative
initiatives and accessible digital content.

125



Revenue Generation: Income from workshop participation fees, sponsorships from local NGOs,
ticket sales for final events, and potential crowdfunding or sales of the digital publication.

Brief description of how the business will operate.

Workshops will take place at Solidarity Tracks, leveraging its facilities to deliver interactive, hands-
on sessions. The program will run weekly over three months, concluding with a community event
where participants publicly share their creations live and a professionally curated digital publication
highlights their work. Local partnerships will enhance outreach and support.

Pricing strategy, sales channels, and sustainability plan.

Pricing Strategy: Affordable participation fees with multiple models: subsidized or free participation
for marginalized groups covered by sponsorships and grants, while other participants contribute
through a low-cost, pay-what-you-can system. These options ensure inclusivity without
compromising program sustainability.

Sales Channels: Ticket sales through local partner organizations, NGOs, and direct promotion within
Lefkada, as well as potential digital distribution for the publication.

Sustainability Plan: Build partnerships with local sponsors to ensure recurring programs and
consistent participation.

5. VALUE PROPOSITION

How does your solution create value for your target beneficiaries and customers?

The program offers a dynamic, in-person environment for creative exploration and social advocacy,
encouraging personal growth, self reflection and expression, and social awareness. It fosters a deeper
understanding of individual creative processes while strengthening Lefkada’s community bonds. By blending
personal creativity with social consciousness, participants are empowered to explore their voices, viewpoints,
and identities. The accompanying digital publication further amplifies their voices beyond local boundaries.

What makes your solution unique?

It combines face-to-face interaction, raising awareness of intersectional feminism, and creative storytelling in a
structured but vibrant format, directly leveraging the facilities and expertise of Solidarity Tracks. The digital
publication adds a sustainable element to showcase work globally.

6. TARGET MARKET AND BENEFICIARIES

Who are the primary customers and who will benefit from your solution?

Primary Customers: Local youth aged 16-30 interested in addressing social issues and creative expression.
Beneficiaries: Marginalized groups who gain visibility and the Lefkada community benefiting from enhanced
inclusivity.

Market analysis (demographics, preferences, size of the market).

The market consists of young Lefkada residents with limited access to spaces for advocacy and creativity, eager
to engage in dynamic, in-person opportunities for social contribution.

7. SOCIAL IMPACT

Specific social or environmental outcomes you aim to achieve.

Increased community cohesion, awareness and dialogue around gender inclusivity and
intersectionality.

Empowered youth advocating for equality through public events, creative outputs, and digital reach.
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How will you measure the success and impact of your project?

Quantitative Metrics: Number of participants, creative works produced, attendees at final events,
and downloads or views of the digital publication.

Qualitative Metrics: Feedback from participants, partners, and community leaders on the program’s
effectiveness.

8. TEAM

Who are the key team members and partners?

Project Manager: Oversees coordination and execution of live sessions and events.

Facilitators: Experts in creative storytelling and gender studies; or Solidarity Tracks volunteers.
Partners: Solidarity Tracks, local NGOs, municipal authorities, and cultural organizations.

Their expertise and roles in the business.
The team leverages expertise in community engagement, live facilitation, and advocacy to ensure
successful program delivery and impact.

9. FINANCIAL PLAN

Estimated budget required (start-up costs, operational costs).

Option 1 (with paid facilitators):

Training & facilitators: €200 (gender expert), €200 (writing facilitator) Materials: €40 (stationery), €150
(publication)

Spaces: €0 (provided by Solidarity Tracks)

Promotion: €50 (graphic design), €60 (sponsored posts) General: €300 (coffee break), €150 (admin)

Total: €1,000

Option 2 (with Solidarity Tracks volunteers):

Training & facilitators: €0 (Solidarity Tracks volunteers) Materials: €40 (stationery), €150 (publication)
Spaces: €0 (provided by Solidarity Tracks)

Promotion: €50 (graphic design), €60 (sponsored posts) General: €300 (coffee break), €150 (admin)
Total: €600

Expected revenue streams.

Sponsorships from local NGOs and community groups.
Contributions from attendees of final exhibitions or performances.
Crowdfunding or optional purchases of the digital publication.

Break-even point and sustainability.

Break-even within the first year, maintained through a well-structured schedule of live workshops, annual
events, and an established digital presence.
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Relic’s management

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to
solve?

e Historical relics are repaired incorrectly

e Unknowledge and misunderstanding of individuals about historical relics

e Individuals’s consciousness about preserving traditional values and protecting the
environment

2. How does your social business (or innovation) solve this problem?
e Incorporate with relics’s management and local residents

Non-local visitors will have to book tickets in advance and sign the
commitment sign

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities?
People, finances, access / permits?
e Finances
o Moderate investment: all repairing expense comes from relics
management but our business pays 20% in advance
o Quite a big expense for creating a website and advertisements

o Awell-informed team take charge of studying traditional architecture and lead
repairing process
o AIT team to operate the website and page on the Internet
o A massive team with high enthusiasm and understanding to propaganda to the
locals
e Permits
o Permits from the local authorities and the management board of the relic site

111 SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.

In case our business works successfully and effectively, historical relics can keep their
own tradition and ancient architecture, and their landscapes are green and clean so that
they appeal to a lot of visitors. Furthermore, our project aims to improve people's and
tourists' thinking about visiting historical sites, the importance of preserving traditional
features, and protecting the ecological environment. around them. As a result,
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conventional values are preserved and fostered, local residents can improve income by
surviving our business.

4.1. Direct
4.2. Indirect

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
. website
. Precious teams who are good at in their area

6. Prototype (MVP): What is the prototype of each service or product you intend to develop
and test, and prove their feasibility and sustainability?

V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?
e Relic’s management is responsible for most of the investment, we are the design,

concept, and coordination provider
e Non-local visitors

8. _Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
e Relic’'s management: attract a large number of tourists
e Visitors: have a wonderful experience, admire the traditional beauty, sense of "green"

e Local people: improve their income and develop country

VI VALUE - VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?

e Preserving traditional architectural forms

e Raise awareness about environmental protection and good culture of tourists as well
as local people

e Attract people to visit and learn about historical heritages and traditional
beauties of the nation, especially young people. Education about "when
drinking water, remember its source”

e |mprove local income

10. Customer Value: What value do customers buy from your social business?
e Admire the traditional beauty of historical sites

e Raised awareness about environmental protection

e Donate to corporate charities
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e Enjoy the peaceful and green space
e Reasonable price

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully
develop and start your social business? Do you need special permits, licenses or approaches to
start your social business?

The most vital thing is the agreement of management and we surely need special permits,

licenses or approaches to start our social business

VIII KEY ACTIVITIES

12. What activities do you plan to:

° Contact relics management to corporate

° Advertising for business by advertising on youtube, travel page, or suggesting media
sponsors from green travel blogs.

. Finding enthusiastic and qualified members

12.1. develop a prototype product or service

12.2. research, discovery and communication with users and clients;
12.3. prototype testing;

12.4. pivoting and refining solutions

12.5. measuring the social impact

12.6. starting a social business

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key
activity or process how the impact is created and measured?

Historical sites are always an important factor for this generation to find their roots and
educate patriotism. However, some historical architectures and ancient temples are
being edited in the wrong way, losing their traditional beauty. Moreover, many tourists
do not have a good sense when visiting, many people do not have the sense to protect
these beautiful values. Our business is confident to be able to solve the above problems
because: we are closely linked with the management board of the relic site, we have a
highly specialized team, each department is extremely professional. excellence in our
own field: for architecture we have a separate professional team to study the
architecture of that time as well as keep abreast of the remodeling progress, besides we
also have a large team island to convey to the local people the sense of protecting the
ecological environment and preserving the indigenous culture. A website has also been
created by our team so that non-local tourists can book tickets, learn about the place,
and sign a pledge not to litter and destroy the public. We will receive 40% of the total
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revenue, 50% of which will be used to support local people and contribute to charity. We
believe that this will be a project that will bring economic and spiritual benefits to local
people as well as tourists.

Activity How the impact is created and measured

1. Repair place Preserve traditional values and guarantee the customer’s interests
correctly

2. Propaganda to Gain a good support team, promote local culture, improve their
local people income

3. Createa It is easier for visitor to learn and understand about where they will
website visit

XTEAM

14. Who is on the team and how do you share responsibilities and roles?
We will have 4 team:

e Executive Board: inspect and supervise the entire enterprise, work with the
management, apply for a license.

e Architectural Committee: consists of 2 heads and members who are responsible for
researching and closely monitoring the construction process.

e Communication Department: 2 heads and members, responsible for website
management, content creation, contacting parties for communication support.

e Practical Department: go to residential areas to impart knowledge, to the relic
reception area to support visitors

15. What is the division of roles according to the planned activities?
Work properly according to the timeline, if one board is having trouble the other boards
have tools to help.

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective?
Which channels are best for users and clients?

We will take advantage of the media and the strong influence coming from the

local people. We will make the most of the social network Facebook because it is

131



the most popular app in Vietnam and has hundreds of traveling pages with huge
followings.

17. How to communicate certain segments of activities with the public?
Require each division to work effectively and properly at its job (above).

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating costs
during the first year of operation; (4) cost projection during the first 3 years.

Estimated overall

costs in euros

1. MVP development and testing 45.700
2. starting a business 10.000
3. operating costs during the first year of operation 10.000
4. cost projection during the first 3 years 150.000

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?

e personal capital
e call for capital from the local
e link, call for support from travel companies and have a need for cooperation
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Moringa Vida

Project name: Moringa Vida

1. Place of projectrealization: Misiones

2. Period of realization of your project:

3. Abstract (Whatis the strength of your project?) - up to 70 words

The Moringa Vida Project is a well-researched initiative with great potential for expansion
as a business venture, reflecting a spirit of innovation and a progressive gender
perspective.

It is highly sustainable thanks to its raw material, the moringa oleifera tree, a highly
adaptable and resilient species whose biomass can be used in its entirety. Its
sustainability is matched by its potential for scalability, as these trees have a lifespan of
approximately 20 years, are fast-growing and require little water. Due to their properties,
they do not require crop rotation and can be used to enrich depleted substrates.

With proper care, they are easy to cultivate and can be an excellent alternative source of
income for many families. It is possible to incorporate them into a network linked to the
project, whose foundations allow it to generate a positive social impact through
partnerships with the general population, private entities, and state agencies.

The basis of production is completely usable without generating any waste or negative
effects on the environment. The packaging, transportation, and consumption of non-
renewable energy during production processes constitute the only identifiable carbon
footprint in this production and marketing model, and can be optimized to highly
satisfactory levels.

Il WHAT DO YOU WANT TO INFLUENCE?

5. Describe what you would like to change in your community? (What gets you out of
your shoes every time? What are your personal experiences or the experiences of others
regarding the problem? Are there any examples of how people are affected by this
problem? Why do you think this problem is important?) - up to 200 words

Providing quality natural products through local involvement and the use and
revaluation of native plants. Many people want to supplement their health without
chemicals, but natural products are sometimes unsafe. That is why this project is
presented as a carefully crafted natural alternative in which processes can be
guaranteed.

6. How were others involved in planning your project (Did you have meetings and
contacts with those who might be interested in your project? Describe - with whom
and when, and how others influenced the design of your project;) - to 100 words
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As local initiatives that can serve as a catalyst for the project, we have identified the
following: The Secretariat of State for Family Farming, providing logistics for the
distribution of seeds and seedlings for the development of family crops.

G.I.LR.S.U., as a partner in the management of pruning waste, among other things. Foro
ODS Misiones, as an agent for dissemination among young people and young adults.
All of the organizations listed can provide training on topics related to the project.

IV WHAT DO YOU DREAM?

7. What is your specific goal? ( What kind of change do you want to achieve? What
benefit could your project bring to people? How would it affect their lives? What would
change for them?) - up to 100 words

To professionalize the venture, we have set the following objectives, in line with
environmental aspects and SDGs:

General Objective:
Reduce the project's carbon footprint as quickly as possible, which consists of the

production and transport of raw materials and the energy consumption of the final
packaging.

Specific Objectives:
Automate the packaging stage in the production line. Produce moringa essential
oilin our own laboratory.

8. When could all this affect? (Who is the project intended for? Who are the
beneficiaries of the project or the target group or groups? Will the impact of the
project improve the position in the society of a traditionally excluded group?) - up to
100 words
The direct beneficiaries of the project will be its administrators and employees,
while indirect beneficiaries will include society in general, thanks to the
reduction in carbon footprint, and customers, thanks to the assurance of
constant production.
Indirect beneficiaries also include any family or individual who wishes to
produce moringa, receive training in harvesting, or become part of a planned
decentralized production network.

V HOW WILL YOU GET IT?

9. Discover the possibilities! (What has worked well so far regarding the issue you
want to work on? Do you have an example of how others have successfully addressed
the problem? What opportunities do you have regarding the need or problem you want
to work on? How to use community resources? your personal strengths and
experiences could help you find an innovative solution?) - up to 250 words

The use of native plants is increasingly being studied, as are their medicinal and aesthetic
properties.

10. What makes your project a social innovation? ( Why is the solution or approach you
propose better than the way it has been done so far - more efficient, effective and
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sustainable? How will you ensure that those who are usually excluded are part of your
action? Does the project empower people and how?) - up to 150 words
We propose a constant production rate and a guarantee in the production
processes.

11. Expected results of the project (What will be the concrete, measurable results
you plan to achieve in terms of human, financial, technical, material and time
resources? If you achieve these results, will it affect the change you want for your
community? How? - up to 150 words

12. Tabular plan of activities

List the activities that lead to Responsi Firstto Firstto Firstto
the achievement of expected ble fourth fourth fourth

results person quarter - July quarter - quarter -
August September

* add rows as needed - depending on the number of activities
13. Description of the project in stages (If you think that some activities are not clear
enough in the table presented above, you can further describe them here) - up to 350
words

The projectis currently in the implementation phase.

14. Possible problems during project implementation and how to solve them?

(What are the possible risks? How to prevent these risks from happening? What will you do
if the risks materialize?) - up to 150 words

Devaluations and economic context

15. How will you know that you have succeeded? (How will you measure the success of your
Project - what will be the indicators that the change has really happened? - up to 200 words
The possibility of generating stock and constant production is the guarantee of the project.

16. How do you see the sustainability of the results after the project is completed?
(What is the potential for durability and sustainability of the offered solutions? How to
achieve that the project you plan to implement brings lasting solutions? If you plan to
purchase some equipment, in whose ownership will it remain / who will take care of it?)
-up to 150 words

We plan to purchase machinery that is precisely what is needed to accelerate the pace
of production.
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TAM CHAY - AVEGAN RESTAURANT

“Tam” means “heart” and “chay” means “vegetarian” - “Tam Chay” means “Make and
eat veggie cuisine with full of my heart!”

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation)
want to solve?

There are two main issues happening at my hometown (Bac Giang). First of all,
many farmers are struggling of selling their products due to small and unwell-
organizing business. For each harvest season, they usually suffer lost because they
could not find the market for their products, or their products are not good enough.
Another problem that | have seen is that religious tourism has become more and more
popular which attracts thousands of tourists per day. However, if the authorities and
stakeholder could not manage well, many historical constructions could be
damaged and the environment could be polluted. Last but not least, many women at
my hometown is suffering physical and mental abuse by their husband. At my
hometown, man is a breadwinner, woman usually stays at home taking care of children
and do farming, the income mostly comes from the husband. For many families,
women are considered as burden of the family, hence, sometimes, they are
treated unequally.

2. Howdoes your social business (or innovation) solve this problem?

There are many pagodas at my hometown, which is recognized by UNESCO as national
heritages. | would like to take this advantage to open restaurants to guarantee the outcome
of farmers’ products, create employment to local women and raise awareness of tourists.
In addition, all food served at the restaurants are vegan, decorated by eco-friendly
constructions, which somehow, not only provide nutritious dishes for customers but also
inspire them with mind of protecting the environment.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement
activities? People, finances, access / permits?

For human resources, | have business partners who have experiences related to
food and beverages to run a restaurant. We also have chef and well-experienced
staff can train local women so that they can be confident and adopt with their job
easily. For finances, we call for investment from business partners.

We have close connection with government, relevant authorities, non-profit
organizations and clubs. Thanks for that, we could get support from our
community. During running business, we also created social projects to solve
problems such as pollution, ect.

111 SOCIAL IMPACT

4. Describe the socialimpact that a social business realizes through its products or services.

4.1. Direct
- Provide sustainable income for farmers.
- Protectthe cultural, historic and religious values.
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4.2. Indirect
- Women are empowered to live independently.
- Guests and customers could enjoy fresh and nutritious food in religious areas.

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?

- Diverse kinds of vegan food sold offline for tourists.

- Combovegan set for someone who use food for worshipping at their own house at
the first and fifteenth or special occasion following the Lunar calendar.

- Cooking and training classes for women to learn skills and languages.

- Design the restaurant with eco-friendly materials like bamboo to avoid carbon
footprint.

- Do not sell single-plastic products, instead, encourage tourists by refilling or recycle,
ect.

6. Prototype (MVP): What is the prototype of each service or product you intend to
develop and test, and prove their feasibility and sustainability?

- For running a restaurant, we could not only provide stable income for suppliers and
local staff, but also raise awareness for everyone, especially, customers to protect
the environment as well as religious place of interests.

- First, we will create traditional food and others types of vegan inspired from
Thailand, India, Malaysia and European by taking the advantage of local products.

- Besides, working hours, we also arranged time for staff to enhance and improve
their skills as well as knowledge, promoting them at higher positions to that they
can lead their teams as well their lives.

- Limit waste by tourism project and create eco-friendly buying habits buy refilling or
selling green products for customers.

V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will
pay to solve this problem? Who will buy your product / service?

- Tourists

- Localcitizens.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
- Farmers, local women, local people, the heritage and environment.

VI VALUE — VALUE PROPOSITIONS

9. Socialimpact: What value do customers get from your social business?
- Healthy and fresh dishes.

- Religious values from vegan food.

- Eco-friendly service.

- Cultural stories.

10. Customer Value: What value do customers buy from your social business?
- Religious values.

- Social responsibility

- Historical preservation.
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VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully
develop and start your social business? Do you need special permits, licenses or
approaches to start your social business?

During my time at high school and university, | have connection with a group of
students and businessmen at my hometown. For high-qualified human resources,
my business partners will be in charge of co-operating my business financially. In
addition, to run a business, | have an amount of full-time and part-time staff such as
students who have graduated or local women.

My neighbours are farmers who plant different kinds of vegetables and fruit each
season, hence, ingrediencies are always available.

Besides, promoting local tourism advertisement along with environmental
protection are supported and encouraged by the government. More than that, there
is no type of business model that | am planning at my hometown, which is
persuasive for authorities.

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1. develop a prototype product or service;
- Build an eco-friendly vegan restaurant.
- Setup a signature menu with well-known local food.

12.2. research, discovery and communication with users and clients;

- Dailyreport for each kind of service and food by offline and online evaluation.

- Active communication with customers by asking them whether or not satisfy with our service or
food.

- Observe customers’ reaction.

- Followingthe number of loyal customers.

12.3. prototype testing;
- Grand opening day
- Onthe 15" and 1%t of Lunar New Year, when the number of tourist is higher than usual.

12.4. pivoting and refining solutions;
- Evaluate the effectiveness and follow detailed plans.

12.5. measuring the social impact
- Observing customers’ habits.

- Analysing business report.

- Research from staff.

12.6. starting a social business
- Involve the participant of local women, running a restaurant at a village where is enriched
by national historical places of interest such as old pagodas. s

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for
each key activity or process how the impact is created and measured?
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Activity \ How the impactis created and measured \

1.Harvesting farming Select high-qualified farming products for restaurant.

products

2.Cooking signature food Set-up a menu with local food in vegan version

3.Creating eco-friendly Design and construct a green restaurant, close with the nature by eco-
space friendly material without air-conditioners,...

4.Adversting and social Offline and online marketing and social activities to advertise the
campaigns business as well as sharing and training for local people.

*add new rows as many as needed

XTEAM

14. Who is on the team and how do you share responsibilities and roles?

- Mybusiness partners will be responsible for finance and legal parts.

- Youngpeople who graduated from universities want to start up and take internship could join
teams

- Local people will be trained to work as chef assistant, waitresses, ect.

15. What is the division of roles according to the planned activities?

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective?
Which channels are best for users and clients?

- Offline: Directresearch customers’ satisfaction by making report or direct question.

- Online: Receiving online feedback on many social networking sites.

17. How to communicate certain segments of activities with the public?
- Observing customer’s travelling habits.
- Analysing business’s report to see farmer’s and staffincome.

Observe staff’s attitude towards jobs.

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating
costs during the first year of operation; (4) cost projection during the first 3 years.

Estimated overall

costs in euros

1. MVP development and testing 7000
2. starting a business 19000
3. operating costs during the first year of operation 7000
4. cost projection during the first 3 years 40000

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?
- Creatingreligious tours for tourists.
- Opening cooking class for vegan enthusiasts.

139



- Selling cultural handy-crafts.
- Connecting with local hometown to set-up accommodation for them.
- Franchising restaurant’s brand to expand vegan chains.

XIV REVENUE STRUCTURE

20. Plan revenue for:

20.1. the first year after starting a business, for each product or service;

With thousands of customers per day, especially, on special occasions, the demand
forvegan food is huge. The income should be stable, but need to invest on campaigns and
training. Hence revenue for the first year could not cover the beginning investment.

20.2. revenue projections for the first 3 years.
Until the third year, there should be more products and connections, the revenue will be
more stable, especially, we could pay more for staff and invest more in social projects
along with running a restaurant.
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AgriTourAl

1. What problem in the community or society does your social business (or innovation) want to
solve?
Jordan’s tourism and agriculture sectors are disconnected, causing lost economic
opportunities for rural communities.
e Tourism is highly seasonal, with a 60% drop in visitors during off-peak months, leaving local
businesses struggling.
e Rural communities & farmers do not benefit from tourism revenue, as most tourists only
visit Petra, Amman, and Wadi Rum.
e Climate change & water scarcity threaten Jordan’s agriculture, causing a 65% decline in small
farmers’ incomes over the past five years.
e Eco-tourism potential is underutilized, despite Jordan having multiple nature reserves and
rich agricultural traditions.

2. How does your social business (or innovation) solve this problem?

AgriTourAl is an Al-powered platform that integrates eco-tourism with sustainable

agriculture by offering:

e  Farm Stays & Rural Tourism — Connecting travelers with local farmers for overnight stays,
food experiences, and cultural activities.

e Al-Powered Eco-Tour Planning — Recommending nature-based experiences like hiking in
Ajloun Forest, Wadi Mujib, or Dana Reserve.

e Smart Farming Insights — Providing farmers with Al-driven tools for crop management, water
conservation, and direct-to-consumer sales.

e Sustainable Marketplace — Allowing farmers to sell organic products and handmade
crafts directly to tourists.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities?
People, finances, access / permits?

People: Al developers, sustainability experts, tourism specialists, business strategists,
and a marketing team.

Finances: Initial funding from grants, impact investors, and sustainability funds.
Permits & Access: Partnerships with nature reserves, tourism boards, and agricultural
cooperatives to ensure compliance and credibility.

111 SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.

4.1. Direct:
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e Increases farmers' revenue by 15% in the first two years through tourism and direct
product sales.

e Reduces water waste by 10% over three years by implementing Al-driven farming
techniques.

e Supports 100+ farmers and eco-tourism businesses within the first year.

e Promotes eco-friendly travel, encouraging 30% of tourists to choose sustainable
options.

4.2. Indirect

e Encourages reforestation and conservation projects, reinvesting tourism revenue into green
initiatives.

e Raises awareness of sustainable tourism practices, influencing future travel behavior and industry
standards.

e Preserves cultural heritage and traditional farming methods by integrating them into tourism
experiences.

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
AgriTourAl features an Al-Powered Green Travel Planner that delivers personalized
recommendations for farm stays, eco-lodges, and various nature-based activities. The
platform also offers sustainable farm and cultural experiences, including organic food
tours, beekeeping sessions, olive harvesting, and opportunities to learn about Bedouin
traditions. In addition, it provides eco-tourism packages featuring guided hikes, wildlife
observations, and adventure tourism in key areas such as Dana, Wadi Mujib, and Ajloun
reserves. Finally, AgriTourAl includes a dedicated marketplace where farmers can sell
organic products, handmade crafts, and other sustainable goods directly to tourists.

6. Prototype (MVP): What is the prototype of each service or product you intend to develop and
test, and prove their feasibility and sustainability?

Pilot Launch: Test platform with 10-20 farms & eco-tour providers in Jordan’s Ajloun,

Madaba, and Jordan Valley regions.

User Testing: Conduct traveler & farmer feedback surveys to optimize services.

V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?

e Eco-conscious travelers (adventure tourists, cultural enthusiasts).

e Tour operators & travel agencies (offering green travel packages).

Sustainability-focused brands (corporate sponsorships, eco-certifications).

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?

Local farmers & rural communities (new income sources from tourism).

Small eco-tour businesses (guides, accommodations, and cultural centers).

Conservation organizations (revenue reinvestment into green projects).
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VI VALUE - VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?

Travelers: Authentic, sustainable travel experiences with local impact.

Farmers & Communities: Increased income & market access through tourism & direct sales.

Nature Reserves: More funding for conservation efforts from eco-tourism revenue.

10. Customer Value: What value do customers buy from your social business?

AgriTourAl provides travelers with a unique, meaningful, and hassle-free way to explore Jordan
while directly supporting local communities and conservation efforts. Unlike traditional
tourism platforms, it offers authentic farm stays, immersive cultural experiences, and guided
eco-tours, allowing visitors to connect with nature and rural life in a way that mainstream
travel cannot. With Al-powered personalized travel planning, customers receive tailored
recommendations that match their interests, whether they prefer organic food tours, hiking in
nature reserves, or learning traditional Bedouin farming techniques. More than just a booking
platform, AgriTourAl ensures that every experience is eco-friendly, community-driven, and
designed for responsible travel, giving customers the confidence that their trip contributes
positively to local economies and sustainability efforts. By booking through AgriTourAl,
travelers gain direct access to local hosts, fair pricing, and an easy-to-use platform that makes
sustainable travel both enjoyable and impactful.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully
develop and start your social business? Do you need special permits, licenses or approaches to
start your social business?

Tourism Sector: Hotels, airlines, eco-tour operators, Jordan Tourism Board.

Agriculture & Sustainability: Farmer cooperatives, agricultural associations.

Conservation & NGOs: Royal Society for Conservation of Nature (RSCN), eco-
certification programs.
Tech & Al Partners: Al research institutions, universities, and sustainability-focused tech

firms.

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1. develop a prototype product or service;

To build AgriTourAl, we will first develop a Minimum Viable Product (MVP) that includes:

e A web and mobile platform where travelers can book farm stays, eco-lodges, and guided
eco-tours.

e Al-driven recommendations for personalized, sustainable travel itineraries.

e A marketplace for farmers to list and sell organic products and handmade crafts.
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Implementation Steps:

e Phase 1 (3-6 months): Develop the basic platform with booking functionalities and Al-
powered trip planning.

e Phase 2 (6-9 months): Integrate a payment system, farmer marketplace, and user
feedback tools.

e Phase 3 (Pilot Testing, 9-12 months): Onboard 10-20 pilot farms and eco-tour providers
to test the system.

12.2. research, discovery and communication with users and clients;

Understanding the needs of key stakeholders is critical. We will conduct:

e User Research: Interviews and surveys with travelers, farmers, eco-tour guides, and
conservationists.

e Market Analysis: Assessing competitor platforms and identifying pricing, sustainability
trends, and user preferences.

e Community Engagement: Holding workshops in rural communities to educate farmers on
digital tourism opportunities.

12.3. prototype testing;
o Ajloun Forest Reserve (eco-lodges, nature hikes).
. Madaba region (farm stays, organic food experiences).
° Jordan Valley (olive harvesting, Bedouin cultural immersion).

Testing Goals:
. Ensure a smooth booking experience for travelers.
. Assess how easily farmers and rural businesses can list services.
° Collect feedback on Al-powered recommendations and user experience.

How We Will Measure Success:
. Number of bookings completed during the pilot phase.
. User ratings & feedback on experience quality.

Engagement rates with Al-generated itineraries.

12.4. pivoting and refining solutions;
We will refine AgriTourAl by improving Al-powered travel recommendations based on user
behavior and preferences, ensuring that travelers receive the most relevant and sustainable
options. The onboarding process for farmers will also be optimized, making it easier for them
to list their experiences and products on the platform without requiring advanced technical
skills. Additionally, we will enhance our eco-tourism partnerships by expanding collaborations
with local tour operators, guides, and conservation organizations to offer a wider range of
immersive and environmentally responsible experiences.
If user demand shifts toward adventure tourism, we will expand our eco-hiking and nature tour
offerings to accommodate interest in outdoor activities. If farmers face challenges with
technology, we will introduce simplified onboarding and training resources to help them use
the platform efficiently. Lastly, if pricing is a barrier, we will implement flexible pricing models
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and subsidy programs for local businesses to ensure accessibility and fair participation in the
eco-tourism economy.

12.5. measuring the social impact
To measure AgriTourAl’s success in creating social and environmental impact, we will track key
performance indicators that reflect economic growth, sustainability efforts, and cultural
preservation. One of the primary metrics is increasing farmer revenue, wherre we aim to achieve a
15% rise in income from tourism and direct sales within two years. We will also focus on water
conservation in agriculture, targeting a 10% reduction in farm water consumption over three years
by promoting sustainable irrigation practices. In addition, we plan to encourage eco-friendly travel
adoption, with a goal of ensuring that at least 30% of bookings are for certified sustainable tourism
options. Lastly, we will support cultural heritage preservation by facilitating 100+ local farm stays
and workshops in the first year, helping to sustain and promote traditional farming and hospitality
practices. To accurately measure these outcomes, we will use platform analytics to track bookings,
user engagement, and direct sales data. Additionally, we will conduct on-the-ground surveys with
farmers and eco-tourists to assess economic and experiential impact. To ensure credibility, we will
also seek third-party validation from conservation partners such as the Royal Society for
Conservation of Nature (RSCN), reinforcing AgriTourAl’s role in advancing sustainable tourism and
agriculture.

12.6. starting a social business
To launch AgriTourAl as a fully operational social enterprise, we will:
e Register as a legal entity in Jordan, ensuring compliance with tourism and environmental
laws.

Secure funding from grants, sustainability funds, and impact investors.

Expand partnerships with hotels, airlines, and agricultural cooperatives.

Launch a marketing campaign targeting eco-conscious travelers through digital ads,
influencers, and sustainability blogs.

Scale operations by onboarding more farmers, eco-lodges, and tour operators into the
platform.

Expected Timeline for Full Launch:
e Year 1: MVP development, pilot testing, refining based on feedback.
e Year 2: Expansion across Jordan, scaling marketing, and onboarding more partners.
e Year 3+: Expanding internationally to other eco-tourism destinations.

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key
activity or process how the impact is created and measured?

Activity How the impact is created and measured

Increasing Farmer % increase in direct sales & tourism revenue
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2.
Reducing Water Waste Water savings reported by participating farmers
3. % of bookings for sustainable tourism options
Promoting Eco-Friendly
Travel
4.
Supporting Amount reinvested in green projects & reserves
Conservation Efforts

*add new rows as many as needed

X TEAM

14. Who is on the team and how do you share responsibilities and roles?
e Al & Data Science Lead : Develops recommendation algorithms & sustainability tracking.
e Tourism Development Manager : Builds eco-tourism partnerships & oversees travel services.

Agricultural Specialist : Provides sustainability solutions for farmers.

Business Development Lead : Handles revenue streams & strategic partnerships.

Marketing & Community Manager : Manages outreach, branding & user engagement.

15. What is the division of roles according to the planned activities?

Al & Data Science Lead

e Develops and optimizes the Al-powered travel recommendation system based on user behavior.
e Integrates machine learning models for customized eco-tourism itineraries.

e Ensures platform scalability by refining search and filtering algorithms for travelers and farmers.

Tourism Development Manager

e  Builds partnerships with eco-lodges, tour operators, and travel agencies.

e Develops and curates eco-tourism experiences, farm stays, and nature-based activities.
e Oversees pilot testing and feedback collection from travelers and hosts.

Agricultural Specialist

e Trains farmers on sustainable farming practices and tourism readiness.

e  Assists in setting up the marketplace for organic products and farm experiences.
e Implements Al-driven water conservation and crop management solutions.

Business Development & Partnerships Lead

e Secures funding from investors, grants, and sponsorships.

e Establishes partnerships with government agencies, conservation organizations, and sustainability
funds.

e Develops pricing models and revenue strategies to ensure business sustainability.

Marketing & Community Engagement Manager

e Leads digital marketing campaigns, influencer collaborations, and PR efforts.

¢ Manages social media outreach, brand positioning, and customer engagement.

e Organizes workshops and events to onboard farmers and educate local communities about
AgriTourAl.
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XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?

e Digital Marketing: Social media, eco-travel influencers, and targeted ads.
e Partnership Promotion: Travel agencies, hotels, and conservation networks.
e Direct Outreach: Farmer cooperatives, rural communities, and eco-tour guides.

17. How to communicate certain segments of activities with the public?

AgriTourAl communicates different activities with the public through a targeted
and multi-channel approach, ensuring that each segment receives relevant
information effectively. Platform launches and new features are announced via
press releases, email marketing, and social media updates, reaching travelers,
investors, and partners through the website, newsletters, and digital platforms.
Farmer onboarding and training involve workshops, community meetings, and
educational videos, conducted through in-person events, WhatsApp groups, and
the AgriTourAl platform to facilitate seamless participation. To promote eco-
tourism experiences, the platform collaborates with influencers, travel bloggers,
and content creators, sharing engaging videos and stories on Instagram,
Facebook, and travel websites.

Sustainability and conservation initiatives are communicated through impact
reports, environmental videos, and strategic partnerships with NGOs, ensuring
visibility among conservation organizations and investors via LinkedIn, industry
forums, and AgriTourAl’s website. For traveler support and customer service, the
platform offers 24/7 chat assistance, FAQs, and a community forum, making help
easily accessible through its app, email, and WhatsApp. By combining digital
marketing, direct outreach, and strategic partnerships, AgriTourAl ensures that all
stakeholders whether tourists, farmers, conservationists, or investors remain

informed and engaged.

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating
costs during the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros
1. MVP development and testing 20000
2. starting a business 50000
3. operating costs during the first year of operation 100000
4. cost projection during the first 3 years 250000
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X111 EXCESS REVENUE (REVENUE — EXPENDITURE)

. How do you plan to invest your excess income?

Expanding green travel & eco-tourism offerings
Supporting water-saving & conservation projects.
Improving Al-driven sustainability tools for farmers.

XIV REVENUE STRUCTURE

20.

Plan revenue for:

20.1. the first year after starting a business, for each product or service;

AgriTourAl's revenue model is designed for steady growth, leveraging multiple income
streams to ensure sustainability. In the first year, revenue will come from booking
commissions, farmer subscriptions, and corporate sponsorships. The platform will charge a
10-15% commission on farm stays, eco-tours, and guided experiences, generating an
estimated $150,000. Farmer subscriptions, which provide access to Al-driven agricultural
insights and business tools, are expected to bring in $50,000 as more farmers adopt the
platform. Additionally, corporate sponsorships and government grants, aimed at
promoting sustainable tourism and conservation, will contribute around $100,000, helping
to fund platform development and early-stage marketing efforts.

20.2. revenue projections for the first 3 years.
Over the next three years, revenue is expected to grow significantly as AgriTourAl expands its

reach. By Year 2, total revenue is projected to reach $400,000, driven by an increase in tourist

bookings, a larger farmer network, and additional eco-tourism offerings. By Year 3, as the

platform scales across more regions and strengthens partnerships with international eco-travel

agencies, revenue is expected to surpass $1,000,000. This growth will be fueled by expanded

services such as exclusive eco-tourism experiences, premium travel packages, and an expanded

online marketplace for organic farm products. With this model, AgriTourAl aims to achieve

financial sustainability while continuously reinvesting in rural communities, sustainable

farming, and conservation initiatives.
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Discover yourself

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want to
solve?

This innovation aims to help young people(the teenagers ) in the high school/ professional school
from Lefkada Island to discover themselves and their career goals. In fact, within the Greek school
system, but also within the municipality of Lefkada, there are no real mechanisms in place to help
young people in this regard. This lack of selfm-discovery and exposure to different professional
environments can cause anxiety among young people and therefore damage their mental health. It
can also lead to early school leaving, as young people do not know what they are studying for.

2. How does your social business (or innovation) solve this problem?

The innovation | would like to propose is driven by work on soft skills. By getting to know themselves
better, managing their emotions more effectively and working on their communication and
negotiation skills, young people will be able to better understand the professional world and find
their way more easily. The second key point of this programme is the discovery of different
professional environments. Through dialogue, meetings and experimentation with professionals
from different sectors, young people can begin to ask themselves what they like and dislike. Finally,
the last important point of this innovation is ongoing discussion among peer’s locals and from
abroad throughout their study in high school, in order to give each other advice but also to feel more
comfortable and confident in discussing the issues of their study & professional orientation.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities?
People, finances, access / permits?

e Partnership with school/ Music school: Essential for access: This is the most
important resource listed. The school is the main place for reaching the target
audience (teenagers). Without this partnership, the project cannot get off the
ground.

e Adds credibility: Partnering with an official institution such as a school
immediately lends legitimacy and trust to the programme among students,
parents and the wider community.

e Specific mention of the music school: This is an interesting point and suggests
that the project could use artistic methods to promote self-discovery, which is an
innovative and appealing approach.2

The strategy for this partnership will be expanded to include other types of schools

(e.g., vocational schools, comprehensive secondary schools) and possibly other

community centers.

e Volunteers to run the program: Recognizes that social innovation often starts
with passionate individuals and may not have initial funding to pay staff. Using
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volunteers can create a sense of ownership and support at the local level.

This will only be for the start-up phase, as relying solely on volunteers is not viable
in the long term. Volunteer turnover can be high, and it is difficult to guarantee
consistent quality and commitment. The project requires specific skills
(facilitation, training in psychosocial skills, career guidance). Volunteers are not
always expected to possess these skills. They will be supported by teachers and
educators specialising in career guidance, while preserving the main activity,
which is peer discussion: young person to young person.

Care should be taken to differentiate between roles. ‘Volunteers’ could handle
logistics and peer support, while ‘qualified facilitators’ or a ‘project coordinator’
(which could be paid positions) would deliver workshops on interpersonal skills
and career discovery.

Add a point: ‘Training materials and programme for volunteers’ to ensure quality
and consistency.

Tools related with psychosocial compétences: This shifts the focus from a simple
‘discussion club’ to a structured intervention with measurable results. The aim is
to monitor each discussion between young people using an analytical approach,
with psychometric tests (such as personality tests or tests to identify strengths),
exercise books and digital applications offering a progressive and structured plan
for subsequent peer meetings. The project will gradually seek to obtain a licence
to adapt existing evidence-based programmes. A validated programme for self-
discovery and relationship skills development in adolescents will be used,
including session plans, activity sheets and assessment tools, while taking into
account the licensing fees for established psychosocial or career guidance
programmes.

Partnership/relation with different professional workers: The aim is to develop a
network of local and remote professionals from various sectors who are willing to
volunteer as mentors, guest speakers or hosts for short “career discovery” visits.
Add a related resource, a member of staff to manage relations with these
professionals and plan activities. This can also be done through customized
European projects within the Erasmus programme.

To conclude, here is a list of resources presented in a concise manner:

Partnerships and access:
Official partnership with Lefkada public secondary schools for student
access and premises.
Network of local businesses and professionals for career discovery activities.
Collaboration with an organisation specialising in mental health or youth to

obtain expert advice on psychosocial tools.

Human resources:
Project coordinator.
Qualified facilitators for interpersonal skills workshops.
Volunteers (for logistics, mentoring and peer support).
Training programme for all volunteers and facilitators.
Programme and material resources:
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A structured, evidence-based programme for the development of
psychosocial and professional skills.

Digital platform and equipment for hybrid meetings and international peer
exchanges.

Assessment tools to measure the impact on students' well-being and the
clarity of their career plans.
e Financial and legal resources:

Grants or seed capital to cover operational costs (experts, materials,
transport, technology).

Legal guardian consent forms and data confidentiality protocols.

Il SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.

4.1. Direct:

e Improve self-awareness and capacity for action: Young participants will gain a
validated understanding of their strengths, values, interests, and emotional patterns
through structured tools (e.g., psychometric tests, reflection exercises).

e Measurable example: ‘80% of participants will report a better understanding of their
personal strengths and how they relate to potential careers in post-programme
surveys.’

e Improve psychosocial skills: Participants will develop concrete soft skills in
communication, negotiation, and emotional management.

e Measurable example: ‘Participants will show an average 30% improvement in their
scores on a pre/post soft skills self-assessment grid.’

e In-depth knowledge of career paths4: Students will move from abstract fears to
concrete understanding by interacting with a diverse network of professionals.

e Measurable example: ‘Each participant will be exposed to at least 5 different
professional sectors through workshops and meetings.’

4.2. Indirect

e Improve academic results and reduce dropout rates: by connecting their current studies to their
future aspirations, students find new meaning and motivation, which directly addresses the
problem of ‘not knowing why they are studying.’

e Measurable example: ‘We are aiming for a 15% reduction in early school leaving intentions among
participants compared to a control group within the school.’

e Reduce anxiety and improve mental wellbeing: This is a crucial clarification of your argument. The
project provides preventive and proactive mental support by equipping young people with coping
mechanisms and reducing anxiety about an uncertain future. It complements rather than replaces
psychological services.

e Measurable example: ‘Statistically significant decrease in self-reported anxiety levels related to
future career choices, measured using standardised wellbeing scales (e.g., WEMWABS).’

e Reduce and prevent addiction : with working on psychosocial competences it is scientifically proven
that it prevent young people from addictions5
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e It is not really possible to measure that because addictions can come years after and it is not
possible to follow young people such a long time

e Strengthening social capital and community resilience: The project creates a peer support network
and connects young people with a network of local and international mentors. This helps build a
more resilient and interconnected community that supports its young people.

e Measurable example: ‘90% of participants will report feeling that they are part of a supportive peer
group that they can rely on for advice.’

Systemic impact (changing the environment itself)

e Catalysing change in the local educational ecosystem: The project serves as a pilot, demonstrating
to the ‘Greek school system’ and the ‘municipality of Lefkada’ a viable model for integrating career
guidance and psychosocial support. The goal is for the school system to eventually adopt these
practices.

e Measurable example: ‘Obtain the commitment of local school management to explore the
integration of the programme's core modules into the standard school curriculum after a successful
two-year pilot project.’

e Create a sustainable pool of talented young people who are aware of their abilities: In the long term,
the project contributes to training a local workforce that is better suited to its skills and passions,
which benefits the local economy of the island of Lefkada by reducing brain drain and increasing job
satisfaction.

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?

This programme combines psychosocial education, experiential learning, and peer
exchange to help teenagers discover who they are, what they want, and how to pursue it
confidently.

The main activities of this programme will be in two parts :

1. Soft Skills & Self-Discovery Workshops

A series of interactive sessions focused on emotional intelligence, communication,
negotiation, teamwork, and self-awareness. These workshops help students identify their
personal strengths, values, and areas for growth, using validated psychosocial tools and
reflection exercises.(please explain in details those sessions and provide exemple)

2. Career Exploration & Mentoring Activities

Encounters with professionals from different sectors through talks, visits, and short
shadowing experiences. Students are exposed to diverse professions to better understand
their options and make informed choices about their studies and future careers

6. Prototype (MVP): What is the prototype of each service or product you intend to develop and
test, and prove their feasibility and sustainability?

The experimentation will occur with a group of young people between 15 and 18 years old

who are part of the music school.

The experimentation must take place during six months with approximately 2 sequences

per month, one which will be used to work on psychosocial competences and one which

will be used to discover a profession with a professional worker.
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Example of one of the workshop about psychosocial competences

Constructive communication workshop :

1. Ice breaker to introduce the subject : human chain

To introduce the idea of communication and see what are the challenges of the subject
the young people will play a game of mime. They will be in line and will all face the back of
each other. Then one starts doing a move and the person in front must look and do the
same move to the person in front of and do all the line like that and the goal is to not
deform the move.

2. Introduction to constructive communication

3. Training for non violent communication

4. Practice with situations : role play

5. Debriefing about what the students learn. How they feel. How they can use what they
learn in a professional context

For the job presentation, the content must be created by the professional. The goal is to
present their career path ( studies, training, previous work...), to talk about what
competences this job requires and especially talk about soft skills competences. It must be
an exchange with young people, they can ask questions... the professional must also
propose experimentation of his/her job in order for the young to truly discover the job.
The professional can do a presentation of his/her job in solidarity tracks workshop or
he/she can propose to the young people to go to his/her place of work or somewhere else
if it is necessary.Moreover, we want to propose the possibility to have a remotely meeting
with the entrepreneur to share his experience and success business story.

Feasibility :

e The association solidarity tracks has volunteers and professional to manage the
program

e Training to learn more about psychosocial competences are digitally accessible.

e The association has good relations with the music school of Lefkada

e One opportunity is that nothing in order to help young people to think about their
professional orientation and work on their life skills exist in Lefkada

Sustainability :

e Equity of chances because not everyone has the social background to think about what
work they can do and all the possibilities they have.

e Seek funding through Erasmus+ or regional education grants to secure long-term
continuation and scaling and to provide various opportunities to the young people to
discover them and to observe more success career stories aborad.

V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
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problem? Who will buy your product / service?
Our social innovation operates on a multi-stakeholder model, which means that value is provided to
different groups and payment can come from multiple sources. To start with, our main paying
customers will be institutional funders and public bodies, while the direct
beneficiaries (the students) participate for free.

Main paying customers (who directly finance the service)
These are organisations/institutions that have a direct interest in solving the problem you have
identified and will purchase your youth programme.

e State schools and vocational schools: The school administration is a key customer. We offer
a solution to their problem: the lack of integrated career guidance and psychosocial
support in the official curriculum. They can pay via:

- Direct service contracts with the parents' association of each educational institution: These
associations pay us to deliver the ‘interpersonal skills and self-discovery workshops’ and
the ‘career exploration’ programme as part of the official, integrated action plan for each
school year.

- Grants from educational funds: Schools can apply for specific grants for innovative
educational programmes, using our project as a model for implementation.

e European and national grant agencies: Our project is an ideal candidate for funding from
organisations focused on youth, education and employment, national funds co-financed by
Europe (Leader programme/ESPA) and European programmes such as Erasmus Plus.

- Erasmus+ programme: more specifically, Key Action 1 (mobility projects for young people
and socio-educational facilitators) and Key Action 2 (cooperation partnerships in the field
of education and youth). as a sustainability strategy.

- Greek National Strategic Reference Frameworks (NSRF): funds aimed at reducing early
school leaving, improving employability and supporting the mental health of young people.

- Local and regional municipalities (e.g. Lefkada Municipality): as part of its youth and social
protection initiatives, the municipality can call on our services to address community issues
such as youth anxiety, school dropout and brain drain.

Secondary clients and potential future clients (who could pay according to different models)
These groups may not be the initial target for payment, but they represent opportunities for
financial sustainability.

e Parents of participants: Although our model emphasises equity and must remain free at the
point of delivery to ensure access, a reduced future version (e.g., intensive summer camps
or private coaching) could be offered at a fee to parents who can afford it, on a sliding
scale. However, this approach must be considered carefully so as not to compromise our
fundamental social mission.

e Local businesses (as CSR partners): Local businesses benefit from a skilled and capable
workforce and a stronger local economy. They may not purchase the service directly, but
they can be sponsors to demonstrate their contribution to community development.

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
Primary Beneficiaries:
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e Teenagers (ages 15-18) in high school and vocational school on Lefkada Island. They are
the direct recipients of the service and experience the most immediate impact,
including:

- Improved self-awareness and understanding of their strengths and career goals.

- Enhanced psychosocial skills (communication, emotional management).

- Reduced anxiety about their future.

- Increased motivation and reduced risk of early school leaving.

- Access to a supportive peer network and professional mentors.

Secondary Beneficiaries:

e The Local Community and Economy of Lefkada: The project benefits the wider
community by:

- Strengthening social capital and community resilience.

- Creating a more skilled, self-aware, and motivated future workforce.

- Helping to reduce "brain drain" by connecting young people to local opportunities.

e The Greek School System (specifically in Lefkada): The schools benefit indirectly by:

- Gaining a model for integrating career guidance and psychosocial support.

- Seeing improved academic results and reduced dropout rates among participating
students.

e Parents of the Teenagers: They benefit from their children having clearer direction,
improved well-being, and greater confidence about the future.

VI VALUE - VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?
Here is the value that our social enterprise brings to its customers:
For public and private schools:
e Reduced school dropout rates: We directly address one of the main causes of dropouts by
giving students a reason to study and a connection to their future.
e Improved student well-being: We take a proactive and preventive approach to mental health
by reducing students' anxiety about the future.
e Improved academic results: By strengthening students' motivation and clarifying the purpose
of their studies, we contribute to improving their academic results.
e Modernisation of school curricula: We offer a structured and proven programme in
psychosocial skills and career guidance, which is lacking in the school system, thereby
enhancing its overall appeal and effectiveness.

For funding bodies (e.g. Erasmus+) and local municipalities:

e Achievement of strategic objectives: We help them achieve their goals in terms of youth
employment, social inclusion, mental health and educational innovation.

e Tangible impact: We provide clear and measurable results (e.g., ‘80% of participants report
greater self-awareness,” ‘15% reduction in school dropout intentions’), ensuring that their
investment leads to demonstrable social change.

e Community development: For the municipality of Lefkada, we help to train a more resilient
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and skilled future workforce and combat the problem of youth depopulation (‘braindrain’).
e Systemic change: you are piloting a model that has the potential to catalyse lasting change in
the local educational ecosystem, offering a high return on investment.

In short, our clients are not just paying for a service, they are investing in a solution that offers
tangible educational, social and economic benefits by creating a generation of young people who are
more self-aware, more skilled and more motivated.

10. Customer Value: What value do customers buy from your social business?

Our customers purchase a comprehensive solution to combat youth disengagement and its
consequences, which is implemented through a structured programme of self-discovery and
career guidance.

More specifically, customers purchase:

1. A proven intervention to reduce school dropout: they purchase a programme that directly
addresses the root cause of school dropout, namely the lack of goals and connection to future
careers, by making education relevant and motivating students.

2. Proactive mental health and wellbeing support: They invest in a service that reduces
anxiety and improves young people's mental health by giving them coping skills (soft skills) and
clarifying their future path, thereby preventing more serious problems.

3. A ready-to-use career guidance and skills development programme: They acquire a
turnkey, evidence-based programme that their institution (the school system) lacks. This
programme includes structured psychosocial workshops and a network of professionals, saving
them the cost and effort of developing it themselves.

4. Measurable social impact and systemic change: Clients purchase verified results. They
invest in a programme that delivers concrete, measurable results (e.g., ‘80% improvement in
self-awareness,” “15% reduction in school dropout intentions’) and serves as a pilot to catalyse
long-term improvement in the local educational ecosystem.

In essence, clients are not just funding activities; they are purchasing a strategic partner that
solves their pressing problems in student retention, wellbeing, and future readiness through a
validated and effective approach.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully
develop and start your social business? Do you need special permits, licenses or approaches to
start your social business?

Key partners

e Lefkada public secondary and vocational schools: These are your most important
partners. A formal partnership is essential for:

Access: Reaching your main beneficiaries, teenagers.
Credibility: Giving your programme legitimacy among students, parents and the
community.
Infrastructure: Using school premises to organise workshops and activities.
e A network of local and international professionals: a group of professionals from
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various sectors who will volunteer to:
Act as guest speakers.
Mentor.
Host short ‘career discovery’ visits.
e An organisation specialising in mental health or youth development: A partnership in
this area is essential for:
Providing expert advice on psychosocial tools and methodologies.
Ensuring the ethical and effective implementation of self-discovery workshops.
Help obtain a licence to use validated, evidence-based programmes.
e Funding bodies (e.g. Erasmus+): It is necessary to contact funding bodies early on to
obtain the initial funding needed to cover operational costs, such as the remuneration
of a project coordinator and facilitators.

Permits, licences or special approaches

e Consent forms for legal guardians and data confidentiality protocols: this is a
mandatory requirement for working with minors. You must have a robust system in
place to manage parental consent and protect the confidentiality of student data
collected through psychometric tests and surveys.

e Licence for validated programmes: in order to ensure quality and impact, you plan to
use a “validated self-discovery programme”. This will likely require obtaining a licence
to use and adapt established psychosocial or career guidance programmes, which may
incur licence fees.

e Formal partnership agreements with schools: A formal memorandum of understanding
(MoU) with school authorities is not only a permit, but a necessary approach to
defining roles, responsibilities, and access rights.

e Approach involving trained facilitators: Although you can start with volunteers, a key
approach to quality control is to rely on ‘qualified facilitators’ or a ‘project coordinator’
to lead the main workshops, in order to ensure consistent and professional
implementation of the programme.

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1. develop a prototype product or service;

We propose a structured program designed for young people aged 15 to 18, aiming to
strengthen both their psychosocial skills and their understanding of the professional world.
The program is divided into two main components, each consisting of six one-hour
sessions:

Psychosocial Skills Development
The first part focuses on enhancing essential life and interpersonal skills through six
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thematic sessions. Each session will address one key competency:

Collaboration

Communication

Self-awareness

Emotional regulation

Stress management

Decision-making

Professional Discovery and Applied Skills

The second part alternates between exposure to professional environments and

further development of psychosocial skills.

These six sessions may vary in duration depending on the professionals’ availability

and proposed activities. Participants will have the opportunity to explore a wide range
of professions and career paths, including but not limited to:

Healthcare

Law

Information technology
Education

Business and commerce

Arts and creative industries
Construction and engineering

This alternating structure helps young participants gain a clearer understanding of their

strengths and interests, supporting them in making more informed career choices.

Innovative Aspects

What makes this program particularly innovative is its departure from the traditional Greek

education system, which primarily emphasizes academic or technical competencies (hard

skills). Additionally, part of the program will be led by young volunteers, fostering peer-to-peer

learning and exchange, and creating a more relatable and engaging learning environment.

12.2. research, discovery and communication with users and clients;

As part of the project’s preparatory phase, research will be conducted on psychosocial

competences in order to identify effective tools and methodologies that support young

people in developing their skills, improving self-awareness, and strengthening their

personal and social development.

Communication

Our communication approach will be tailored to each target audience, using
the most appropriate channels to ensure effectiveness and engagement.
Educational Institutions

To promote the program within schools, we will prioritize direct
communication. Meetings with school administrators and teachers will allow
us to present the project in detail, explain its objectives, and outline its
educational value.

Professional Networks

158



We will disseminate announcements through professional platforms to inform

experts about opportunities to share their career experiences with young

people. This approach will help us build a network of professionals willing to

engage with our target audience.
* Young Audience
Engaging young people is a key priority. Although TikTok is a widely used

platform among youth, Solidarity Tracks does not currently operate an account

there, and reaching the relevant audience through this medium remains
challenging.
Consequently, Instagram will serve as our primary channel to reach young
people. Its visual and interactive nature aligns well with our aim to
communicate in a dynamic, engaging, and creative manner.

e Parents and Local Community
It is equally important to reach parents and the wider local community. In

Lefkada, Facebook remains a major source of local information and community

interaction. We will therefore use this platform to share updates, promote
activities, and strengthen local engagement.

For all communication initiatives, we will ensure that our funders and partners

are appropriately acknowledged and visibly represented.

12.3. prototype testing;

The experimentation will occur with a group of young people between 15 and 18
years old who are part of the music school.

The experimentation must take place during six months with approximately 2
sequences per month, one which will be used to work on psychosocial competences
and one which will be used to discover a profession with a professional worker.

Example of one of the workshop about psychosocial competences
Constructive communication workshop :
* |ce breaker to introduce the subject : human chain
To introduce the idea of communication and see what are the challenges
of the subject the young people will play a game of mime. They will be in
line and will all face the back of each other. Then one starts doing a move
and the person in front must look and do the same move to the person in
front of and do all the line like that and the goal is to not deform the move.
e Introduction to constructive communication
e Training for non violent communication
¢ Practice with situations : role play
¢ Debriefing about what the students learn. How they feel. How they can
use what they learn in a professional context

For the job presentation, the content must be created by the professional. The goal
is to present their career path ( studies, training, previous work...), to talk about
what competences this job requires and especially talk about soft skills
competences. It must be an exchange with young people, they can ask questions...
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the professional must also propose experimentation of his/her job in order for the
young to truly discover the job. The professional can do a presentation of his/her
job in solidarity tracks workshop or he/she can propose to the young people to go to
his/her place of work or somewhere else if it is necessary there is also the possibility
to have a remotely meeting with the entrepreneur to share his experience and
success business story

12.4. pivoting and refining solutions;

To assess the efficiency and impact of the project, several evaluation processes will be
implemented. These will include assessments conducted with our beneficiaries, our
funders and institutional partners, as well as an internal evaluation carried out by the
association.

Evaluation with Beneficiaries
The evaluation process involving beneficiaries will take place at different stages:

o Collection of feedback after each session to identify immediate strengths and areas for
improvement.
o Comprehensive final survey at the end of the program to gather overall impressions

and evaluate the effectiveness of the entire initiative.

Evaluation with Funders and Institutional Partners
This evaluation will focus on measuring both the quantitative and qualitative impact of the
program through:

o Collection of social impact statistics.

o Compilation of key figures, such as the number of participants reached and
engagement rates.

o Gathering of feedback and impressions from funders and institutions regarding the
program’s relevance and outcomes.

Internal Evaluation by the Association
The internal evaluation will draw on insights from those directly involved in the program’s
implementation:

o Feedback from professionals participating in the project.

o Feedback from volunteers, addressing technical, logistical, and experiential aspects of
the program.

Following the collection and analysis of all feedback, the results will be consolidated and
compared. Based on these findings, necessary adjustments will be made to improve the
program and enhance its overall impact..

12.5. measuring the social impact
Direct Impacts
° Improved self-awareness and capacity for action
Participants will gain a validated understanding of their strengths, values, interests, and
emotional patterns through structured tools such as psychometric assessments and guided
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reflection exercises.
Measurable example: 80% of participants will report an improved understanding of their
personal strengths and how these relate to potential career paths in post-programme
surveys.

e Enhanced psychosocial skills
Young people will develop tangible soft skills, including communication, collaboration,
negotiation, and emotional regulation.
Measurable example: Participants will show an average 30% improvement in their self-
assessment scores between pre- and post-programme evaluations.

¢ In-depth understanding of career paths
Through exposure to a wide network of professionals, participants will shift from abstract
fears about their future to a concrete understanding of professional realities.
Measurable example: Each participant will discover at least five different professional
sectors through workshops and meetings.

Indirect and Long-Term Impacts

¢ Improved academic engagement and reduced dropout rates
By connecting their studies to their personal aspirations, students gain renewed motivation
and a clearer sense of purpose.
Measurable example: A 15% reduction in early school-leaving intentions among
participants compared to a control group within the same institution.

e Reduced anxiety and improved mental well-being
The programme provides preventive and proactive mental health support by equipping
young people with coping mechanisms and reducing anxiety related to future uncertainty.
Measurable example: A statistically significant decrease in self-reported anxiety levels
regarding future career choices, measured through standardized well-being scales (e.g.,
WEMWBS).

¢ Prevention of addictive behaviors
Developing psychosocial competencies has been scientifically linked to lower risks of
addiction among youth. While this effect cannot be directly measured in the short term—
since addictions may manifest years later—it remains a recognized preventive benefit of
such interventions.

e Strengthened social capital and community resilience
The project fosters a peer-support network and connects young people with local and
international mentors. This builds a more cohesive and resilient community capable of
supporting its youth.
Measurable example: 90% of participants will report feeling part of a supportive peer
group they can rely on for advice and encouragement.

Systemic Impacts
e Catalysing change in the local educational ecosystem
This project acts as a pilot initiative demonstrating to the Greek school system and the
Municipality of Lefkada that integrating psychosocial learning and career guidance is both
feasible and beneficial.
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Measurable example: Securing a commitment from local school management to explore
integrating the programme’s core modules into the standard curriculum following a
successful two-year pilot phase.

e Developing a sustainable pool of self-aware young talent
Over time, the project contributes to cultivating a generation of young people who are
conscious of their abilities, better aligned with their professional goals, and more inclined
to contribute positively to the local economy. This helps reduce brain drain and increases
overall job satisfaction on the island of Lefkada.

12.6. starting a social business
This social business initiative aims to launch a structured educational programme for young
people aged 15 to 18, designed to enhance their psychosocial skills and understanding of the
professional world. The project addresses a key social gap in the Greek educational system,
which traditionally focuses on academic (hard) skills, by offering an innovative model that
integrates soft skills development, career discovery, and peer-to-peer learning.
The initiative will be supported and incubated by Solidarity Tracks, a well-established non-
profit organisation based in Lefkada. Solidarity Tracks provides not only logistical and
institutional support but also access to valuable resources such as the YES Hub platform,
which connects local and international professionals willing to engage with youth. This
partnership ensures both the credibility and the sustainability of the project from its pilot
phase to long-term implementation.
By combining educational innovation, psychosocial empowerment, and community
engagement, this project represents a social business model with measurable social value
and long-term sustainability.
With Solidarity Tracks’ support and the resources of the YES Hub platform, the programme
has the potential to evolve from a pilot initiative in Lefkada into a replicable model for youth
development and social innovation across Greece.

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key
activity or process how the impact is created and measured?

Activity How the impact is created and measured

1. Psychosocial Skills
Development Developing psychosocial skills among young people serves several important
purposes.

Promoting self-awareness and decision-making

First, this work helps young people gain a better understanding of themselves, their
values, aspirations, and emotions while strengthening their ability to make informed
decisions. The ultimate goal is to prepare them to become responsible, empowered
citizens, capable of facing life’s challenges and choices with confidence. This aspect
will be assessed through an

end-of-program questionnaire completed by the participants.

Supporting mental health

Enhancing psychosocial skills has a direct and positive impact on young people’s
mental health. Scientific evidence shows that good mental health starts with good
self-knowledge, which this type of program actively fosters. This outcome will also
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be measured through the end-of-program questionnaire.
Addressing gaps in the current education system
Focusing on psychosocial skills also helps to fill a gap in today’s education systems,
which tend to emphasize academic knowledge while neglecting soft skills. Yet, soft
skills are equally essential for success both professionally and in everyday life.
Preventing and reducing addictive behaviors
Finally, research has shown that strengthening psychosocial skills can help prevent
and reduce addictive behaviors, contributing to overall well-being and healthier
lifestyles among young people.

2. Professional
Discovery and Applied
Skills

Introducing young people to the professional world generates several positive
impacts.
Strengthening motivation for further education
By gaining a clearer understanding of potential career paths, young people are more
likely to stay motivated and pursue their studies. This outcome can be measured by
examining the rate of continued education, whether at university or in vocational
training programs.
Reducing anxiety about the future
Exposure to the professional environment at this stage also helps reduce the anxiety
that young people often feel about their future. This effect will be evaluated through
an end-of-program questionnaire completed by participants.
Building local human capital
Finally, the aim is to encourage young people to become genuinely motivated by
professional life, thereby developing a diverse range of skills that can become a
valuable resource for the city of Lefkada and its community.

*add new rows as many as needed

XTEAM

14. Who is on the team and how do you share responsibilities and roles?

e 1 Project coordinator.

e Qualified facilitators for interpersonal skills workshops.

e Volunteers (for logistics, mentoring and peer support).

15. What is the division of roles according to the planned activities?

Project Coordinator

e  Strategic planning and coordination: Oversee the overall development, scheduling, and delivery of

all programme components. Partnership management: Maintain communication with schools,

professionals, institutions, and funders.

e Monitoring and evaluation: Supervise data collection, feedback analysis, and impact assessment to

ensure continuous improvement.
e Administrative oversight: Manage logistics, budgeting, and reporting in alignment with Solidarity

Tracks’ standards and funder requirements.

e Team leadership: Provide guidance and support to facilitators, volunteers, and collaborators to ensure

smooth project delivery.
The coordinator acts as the bridge between all stakeholders, ensuring coherence, quality, and
sustainability throughout the project cycle.

Qualified Facilitators for Interpersonal Skills Workshops

e Programme delivery: Conduct interactive sessions using participatory and experiential learning

methods.

e Adaptation of content: Tailor activities to suit the participants’ age, background, and learning pace.
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o Skill assessment: Use evaluation tools (e.g., pre- and post-session questionnaires, reflection exercises)
to track participants’ progress.

e Safe learning environment: Create an inclusive, respectful, and motivating space where participants
feel comfortable expressing themselves.

e Feedback integration: Share insights and recommendations with the project coordinator to refine the
curriculum.

Facilitators are essential to ensuring the educational quality and emotional impact of the programme.

Volunteers (for Logistics, Mentoring, and Peer Support)

e Logistical support: Assist in organizing sessions, preparing materials, managing attendance, and
setting up venues.

e Peer mentoring: Act as near-age role models, encouraging open dialogue and sharing personal
experiences to foster trust and relatability.

e Community engagement: Help communicate programme updates on social media and during local
events.

e Support during workshops: Facilitate small group activities, assist facilitators, and provide guidance to
participants when needed.

The involvement of young volunteers strengthens the peer-to-peer learning dimension, creating a sense

of belonging and shared purpose within the programme.

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?

Communication

Our communication approach will be tailored to each target audience, using the most

appropriate channels to ensure effectiveness and engagement.

Educational Institutions

To promote the program within schools, we will prioritize direct communication.
Meetings with school administrators and teachers will allow us to present the project in
detail, explain its objectives, and outline its educational value.

Professional Network

We will disseminate announcements through professional platforms to inform experts
about opportunities to share their career experiences with young people. This approach
will help us build a network of professionals willing to engage with our target audience.

Young Audience

Engaging young people is a key priority. Although TikTok is a widely used platform among
youth, Solidarity Tracks does not currently operate an account there, and reaching the
relevant audience through this medium remains challenging.

Consequently, Instagram will serve as our primary channel to reach young people. Its
visual and interactive nature aligns well with our aim to communicate in a dynamic,
engaging, and creative manner.

Parents and Local Community
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It is equally important to reach parents and the wider local community. In Lefkada,
Facebook remains a major source of local information and community interaction. We will
therefore use this platform to share updates, promote activities, and strengthen local
engagement.

For all communication initiatives, we will ensure that our funders and partners are
appropriately acknowledged and visibly represented.

17. How to communicate certain segments of activities with the public?

Before the Activities

A preliminary communication campaign will be carried out to:

e Recruit young participants interested in developing psychosocial skills and exploring career
paths.

e Engage partner institutions such as schools, youth centres, and local organisations willing
to collaborate.

e Identify professionals from various fields who would like to take part in the programme
and share their experience with young people.

During the Activities

To ensure continuous visibility and community engagement:

e Regular updates will be shared on social media to document progress, highlight key
moments, and raise awareness among our different audiences about the project’s
objectives and impact.

e Targeted communication posts will also be used to attract new professionals who could
contribute to upcoming workshops or mentorship activities.

After the Activities

A transparent communication approach will be maintained by:

e Publishing the social impact assessment results, showcasing the programme’s outcomes
and key findings to funders, partners, and the wider community

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating
costs during the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros
1. MVP development and testing 6500
2. starting a business 3000
3. operating costs during the first year of operation 12700
4. cost projection during the first 3 years 1t year 22200
2" year 26000-34000
3" year 42000-48000
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XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?
The excess of revenue will be reinjected in the project in order to improve it ( find new tools,

new trainings...)

XIV REVENUE STRUCTURE

20. Plan revenue for:
20.1. the first year after starting a business, for each product or service;
Revenue Source - Projected Income (€)
Schools NGO Service Contracts - €6,000
Grant Funding (Erasmus+) - €18,000
Corporate CSR Sponsorships - €2,000
Total Projected Revenue - €26,000

20.2. revenue projections for the first 3 years.
Fiscal Year Total Projected Revenue | Key Financial Focus
Year 1 €26,000 High grant dependency to launch
and prove concept.
Year 2 €47,000 Strategic growth; shifting weight
to earned income from schools.
Year 3 €75,000 Sustainable mixed-revenue

model; school contracts become
the primary income driver
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RiseUP

1. What problem in the community or society does your social business (or innovation) want to
solve?

Across the MENA region, youth face high unemployment, limited access to reliable

information, and a widening gap between academic education and real-world skills. Many

talented young people miss life-changing opportunities—internships, scholarships, or

jobs—because information is fragmented, non-inclusive, and often inaccessible. This

contributes to frustration, brain drain, and unequal opportunities.

2. How does your social business (or innovation) solve this problem?

RiseUP is a digital social business platform that connects youth to verified opportunities in
education, employment, volunteering, and entrepreneurship. Through an inclusive, user-
friendly system, RiseUP offers personalized access to learning resources, mentorship, and skill-
building programs, empowering young people to take ownership of their personal and
professional growth.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities?
People, finances, access / permits?

e Human resources: project manager, web developer, content creators,
communication & partnership officers, mentors.

e Financial resources: funding for MVP development, hosting, outreach, and pilot
operations.

e Access / Permits: partnerships with universities, NGOs, incubators, and ministries.

e Knowledge resources: educational content, training modules, and expert networks
for mentoring and skill-building.

111 SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.

4.1. Direct

- Empower 2,000 youth in Tunisia and MENA with access to verified opportunities in
the first year.

- Enhance employability through training and mentorship programs.

- Promote equal access to information and learning, reducing inequalities.

4.2. Indirect

- Reduce youth unemployment and social exclusion.

- Strengthen civic engagement and volunteering culture.

- Build a community of proactive, skilled, and confident youth driving local
development.

RiseUP contributes directly to the UN Sustainable Development Goals (SDG 4 —
Quality Education, SDG 8 — Decent Work, SDG 10 — Reduced Inequalities). The project
also supports EU priorities for digital transformation, inclusion, and vyouth
empowerment.
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IV PRODUCT OR SERVICE

5.

Which products or services are created by social innovation that solves this problem?

Main components:

6.

Digital platform (web/app) centralizing opportunities in education,
entrepreneurship, and volunteering.

Soft-skill development: e-learning modules and webinars on communication,
leadership, and entrepreneurship.

Mentorship program linking young people with professionals and changemakers.
Community hub: events, youth challenges, and storytelling to celebrate success.

Prototype (MVP): What is the prototype of each service or product you intend to develop
and test, and prove their feasibility and sustainability?

The MVP includes an online directory of opportunities, a registration system, and
integrated mentorship features. A 3-month pilot in Tunisia will measure youth
engagement, accessibility, and satisfaction before scaling regionally.

The MVP will be tested with 200 beta users from universities and youth NGOs to validate
engagement and collect feedback before scaling

V CLIENTS AND BENEFICIARIES

7.

Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?

NGOs, universities, and companies publishing opportunities.

Donors and institutions promoting youth empowerment initiatives.

Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
Young people (18-30 years old), especially students, job seekers, and aspiring
entrepreneurs.

Priority to women, rural youth, and underrepresented communities.

VI VALUE — VALUE PROPOSITIONS

9.

Social impact: What value do customers get from your social business?

RiseUP democratizes access to education, employment, and innovation by breaking barriers of
geography, inequality, and information. It transforms youth from passive job seekers into active

changemakers.

10. Customer Value: What value do customers buy from your social business?

For organizations: a trusted channel to reach engaged youth.

For youth: a personalized, accessible, and inspiring space to grow skills, find opportunities, and
build their future.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully

develop and start your social business? Do you need special permits, licenses or approaches to
start your social business?

¢ Universities and training institutions.

¢ NGOs and youth organizations (local & international).

e Private sector partners (CSR programs and internships).

¢ Incubators and accelerators for entrepreneurship.
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e Government youth agencies and ministries of education.

VIII KEY ACTIVITIES

12. What activities do you plan to:

Platform development and continuous improvement (MVP = full version).
Partnerships with opportunity providers and institutional partners.

Social media campaigns promoting employability and empowerment.
Mentorship and soft-skill training programs.

Impact measurement and feedback collection.

Regional scale-up through strategic partnerships.

IS e

Milestones (Year 1):

e  MVP launch (Month 3)

e 1,000 youth registered (Month 6)

e 10 partnerships signed (Month 9)

e 2,000 active users and 50 success stories (Month 12)

Months 1-3: Platform design, development, and partnerships.
Months 4-6: Pilot launch and first 1,000 users.

Months 7-9: Mentorship and training programs.

Months 10-12: Evaluation and regional outreach.

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key
activity or process how the impact is created and measured?

Activity How the impact is created and measured

1.Platform access & > 2,000 youth registered; > 70% monthly active users
registration

2.0pportunity sharing 300+ opportunities published; 1,000+ applications submitted

3.Training & 20 workshops; = 500 participants; 80% satisfaction
mentorship

4.Employment > 15% of active users secure jobs/internships
outcomes

5. Gender & inclusion  [> 50% female participation; outreach to rural regions

XTEAM

14. Who is on the team and how do you share responsibilities and roles?
15. What is the division of roles according to the planned activities?

e Ghofrane BEN REJEB - Founder & Project Manager: strategy, partnerships, and
impact evaluation.

e Khouloud Soltani - Technical Lead: development, data security, and platform
optimization.

e Hedi BelfekiCommunication & Outreach Officer: manages social media,
campaigns, and visibility.
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o Lotfi Gabsi Mentorship Coordinator: recruits and manages mentors and youth
ambassadors

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?
e Digital channels: website, app, newsletters, social media (LinkedIn, Instagram, Facebook).
e |[nstitutional channels: collaborations with universities, NGOs, and ministries.
e Community outreach: youth ambassadors, events, and online challenges (#Riselmpact).
e Press & storytelling: video testimonials, youth success stories, and podcasts.

XIl COST STRUCTURE

17. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating
costs during the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros
1. MVP development and testing 2000
2. starting a business 3000
3. operating costs during the first year of operation 4000
4. cost projection during the first 3 years 12000

YES HUB funding (€2,500) will be dedicated to MVP development, youth ambassador training, and
communication campaigns to ensure first user engagement.

X1l EXCESS REVENUE (REVENUE — EXPENDITURE)

18. How do you plan to invest your excess income?
All surplus income will be reinvested to:

e Expand the platform to new MENA countries.

e Launch a “Youth Opportunity Fund” supporting micro-projects.

e Improve platform accessibility (languages, inclusion tools).

e Develop Al-based opportunity matching and e-learning integration. This ensures long-
term sustainability and continuous community impact.

XIV REVENUE STRUCTURE

19. Plan revenue for:
e Year 1: partnerships, sponsorships, and institutional collaborations (€3,000—4,000).
e Year 2-3: premium plans for organizations (visibility packages, analytics, featured listings).
e Otherrevenues: training fees, mentoring programs, CSR collaborations, EU grants.
The business model ensures that social impact grows with financial sustainability — a key principle
of social entrepreneurship.
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Save a Plate

1. Project Title

Save a Plate: Reducing Food Waste through Discounted Surplus Meals.

2. Problem Statement

Food waste is a major global issue, with significant amounts of surplus food going unsold and wasted
in restaurants every day. Consumers who are looking for affordable meal options often overlook
opportunities to purchase surplus food at discounted prices, leading to unnecessary waste and lost
revenue for food businesses.

3. Objective

To create an app that connects consumers with local restaurants and food outlets offering surplus
food at discounted prices, helping to reduce food waste while offering affordable meal options.

Expected Impact:
e Reducing food waste by promoting the sale of surplus food
e Offering affordable meal options for consumers
e Helping restaurants generate additional revenue from unsold food

4. Business Model

The project will focus on building a platform (mobile app) that allows users to browse and purchase
discounted surplus food from partner restaurants, cafés, and supermarkets.

Revenue Generation Model:
e Charging a small service fee (e.g., 10%) on each transaction made through the app
e Offering premium subscriptions for consumers (unlimited access to discounts) or for
restaurants (premium placement)
e Advertising revenue from local businesses (e.g., packaging suppliers, food-related services)
Operations Model:
e Partnering with local restaurants, cafes, and supermarkets to list surplus food items on the
app
e Offering customers the ability to browse available meals and purchase them at a discount
e Using geo-location and time-sensitive notifications to alert users about available food nearby
e Managing logistics for food delivery or pick-up coordination
Pricing Strategy:
e Charging consumers a small fee per order, with a higher service fee for premium listings by
restaurants
e Subscription options for regular users or businesses to unlock benefits (e.g., priority access
to surplus food or placement on the app)
Sustainability:
e Reducing food waste by redistributing surplus food to consumers rather than allowing it to
go to waste
e Promoting sustainable consumption patterns and increasing awareness of food waste issues

171



5. Value Proposition

Save a Plate offers a win-win solution for both consumers and food businesses by providing
affordable meals while reducing food waste and promoting sustainability.

What Makes Us Unique?
e Asimple, user-friendly app that connects consumers with nearby food deals
e Real-time notifications of surplus food availability
e Partnerships with local businesses to provide a steady stream of discounted food options

6. Target Market and Beneficiaries

Primary Customers: Budget-conscious consumers, students, and environmentally conscious
individuals looking for discounted meals
Beneficiaries: Local restaurants and food outlets, individuals in need of affordable food, and
communities focused on sustainability
Market Analysis:

e Growing awareness and demand for food waste reduction solutions

e Increased consumer focus on sustainable eating habits

e Expanding market of digital food delivery and restaurant-based apps

7. Social Impact

Reducing Food Waste: Helping to minimize food waste by offering surplus food at affordable prices.
Affordable Access to Food: Providing a platform for individuals to access discounted meals.
Environmental Benefits: Encouraging sustainable consumption and fostering awareness of the
environmental impact of food waste.
Impact Measurement:

e Decrease in food waste generated by partner restaurants

e Number of meals saved and redistributed through the app

e Consumer satisfaction and app usage metrics (repeat customers, number of orders)

8. Team

Ali: Entrepreneur with a focus on sustainability and business development, with experience in
engineering and project management.

9. Financial Plan

Initial Costs: App development, marketing and customer acquisition, partnership establishment with
food businesses
Operational Costs: Platform maintenance, staff for customer support, partnerships and outreach,
payment processing fees
Revenue Streams:

e Service fee per transaction

e Subscription model for premium users or restaurants

e Advertising revenue from local businesses
Break-even Point: Expected within 12-18 months through a combination of transaction fees,
premium subscriptions, and advertising partnerships.
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SmartLift

1. Project Title

SmartLift: Intelligent Predictive Maintenance for Elevators

2. Problem Statement

Most elevator maintenance relies on fixed schedules or reactive repairs after breakdowns, leading to
unexpected downtime, increased operational costs, and reduced component lifespan. Additionally,
elevator ropes and other components are often replaced inefficiently, causing material waste and
higher risks.

Target Population:
e Facility management and property owners
e Residential and commercial building operators
e Elevator maintenance companies

3. Objective

To develop an intelligent maintenance system using loT (Internet of Things) and Al (Artificial
Intelligence) to monitor elevator conditions in real-time and predict failures before they occur,
enhancing performance and reducing maintenance costs and waste.

Expected Impact:
e Minimize unexpected breakdowns and increase elevator reliability
e Reduce maintenance costs through proactive interventions
e Improve safety standards with continuous monitoring

4. Business Model

The project involves developing a sensor-based system that collects and analyzes elevator
performance data, enabling data-driven maintenance and replacement decisions.

Revenue Generation Model:
e Selling sensor devices and subscription-based monitoring services
e Providing consulting and predictive replacement recommendations

Operations Model:
e Installing loT sensors on key elevator components (ropes, motors, brakes)
e Using Al to analyze data and predict potential failures
e Sending automated alerts to maintenance teams for proactive servicing

Pricing Strategy:
e Monthly or annual subscription for monitoring services
e One-time installation fee for sensors and initial data analysis

Sustainability:
e Reducing material waste by optimizing replacement decisions
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e Lowering energy consumption by improving operational efficiency

5. Value Proposition

Smartlift provides an advanced predictive maintenance solution, helping companies optimize
elevator performance and reduce operational costs.

What Makes Us Unique?
e Real-time monitoring for better decision-making
e Al-driven analytics for accurate failure predictions
e Enhanced safety and reduced unexpected breakdowns

6. Target Market and Beneficiaries

Primary Customers: Property management companies, maintenance providers, large building
owners
Beneficiaries: Daily elevator users, insurance companies, municipalities

Market Analysis:
e Growing demand for predictive maintenance in the facility management industry
e Increasing focus on cost reduction and operational efficiency through smart solutions

7. Social Impact

Improving safety by minimizing unexpected elevator failures
Reducing material waste and promoting sustainability
Lowering maintenance costs for property owners, benefiting tenants through reduced service fees

Impact Measurement:
e Reduction in unexpected elevator breakdowns
e Decreased downtime and improved efficiency
e Optimization of material use, reducing waste

8. Team

Mohammad: Mechanical engineer specializing in elevator maintenance and predictive diagnostics

9. Financial Plan

Initial Costs: Development of sensor hardware, software, and system testing
Operational Costs: Platform maintenance, technical support, marketing
Revenue Streams:
e Selling sensor devices with subscription-based monitoring
e Recurring revenue from analytics and predictive maintenance services
Break-even Point: Estimated within 12-18 months through customer subscriptions and service
contracts
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TYNEX

1. What problem in the community or society does your social business (or innovation) want to
solve?

TYNEX is a social business that bridges Tunisia’s heritage and innovation. The name combines
“Tynest” —the ancient Amazigh name of Tunisia, symbolizing identity and culture—with “X” for
experience, as in UX design. Together, TYNEX means “The Tunisian Experience.” The project
connects tourists with local artisans through a digital platform offering authentic cultural
workshops, empowering artisans, preserving crafts, and promoting sustainable, inclusive tourism.
Tourists visiting Tunisian destinations face limited access to authentic, bookable local cultural
experiences. Meanwhile, many artisans suffer from low market visibility, irregular income, and skill
attrition. This disconnect reduces local incomes, weakens cultural transmission, and limits tourism
diversification.

2. How does your social business (or innovation) solve this problem?
Our solution is a digital platform (web + mobile) that connects tourists with local artisans. It
enables travelers to book workshops, cultural events, and hands-on experiences directly in
artisans’ studios. Tourists enjoy unique cultural immersion, while artisans gain income and
promote their traditional crafts.

Il KEY RESOURCES

3. What resources do you need to develop a product or service and implement activities?
People, finances, access / permits?

e Human resources: web/app developer, communication manager, partnership
coordinator, field coordinator.

e Material resources: computers, cameras, internet connection, hosting servers.

e Financial resources: seed funding for platform development and marketing
campaigns.

e Access/Permits: collaboration agreements with registered artisans and local craft
association

111 SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.
4.1. Direct

. Generate sustainable income for artisans.
. Preserve and transmit traditional craftsmanship.
. Promote Tunisia’s intangible cultural heritage.

Within the first 12 months, the platform aims to onboard 50 artisans, reach 1,000 tourists, and
generate €20,000 in bookings, resulting in an average 30% income increase per artisan.

4.2. Indirect
. Encourage sustainable and responsible tourism.
. Strengthen social ties between visitors and local communities.
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. Contribute to the economic development of artisanal regions.

The project also contributes to EU youth empowerment goals by promoting inclusive
entrepreneurship, digital skills for artisans, and sustainable cultural tourism aligned with the
European Green Deal principles.

IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?
Web/mobile platform connecting tourists and artisans.

e Booking of cultural experiences (pottery, weaving, mosaic, jewelry, etc.).

e Organization of cultural events and artisan tours.

e B2B packages for hotels and tour operators (white-label booking widgets, group
experiences, corporate team-building craft workshops).

e E-commerce for artisan-made products (second revenue stream).

6. Prototype (MVP): What is the prototype of each service or product you intend to develop
and test, and prove their feasibility and sustainability?

A prototype developed in Nabeul, Tunisia, allowing online booking with a first group of
artisans and early user testing. The goal is to prove the project’s feasibility, sustainability, and
social relevance.

V CLIENTS AND BENEFICIARIES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve this
problem? Who will buy your product / service?

- Independent tourists (domestic & international).

- Hotels, guesthouses, and tour operators seeking curated cultural activities.

- Small groups and corporate clients (team-building events).

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?
- Local artisans and craft makers (especially women and youth).
- Local communities in touristic and rural regions.

VI VALUE — VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?

- New, consistent revenue stream + exposure to paying visitors.

- Capacity building: digital profile, pricing guidance, customer service training.
- Long-term preservation of craft through paid teaching and recognition.

10. Customer Value: What value do customers buy from your social business?

- Authentic, high-quality, vetted cultural experiences that are easy to find and book.
- Unique tangible takeaway: a handmade souvenir created during the experience.

- Seamless booking and secure payment; local storytelling & genuine connection.

VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully
develop and start your social business? Do you need special permits, licenses or approaches to
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start your social business?
- Artisan associations and craft chambers.
- ONTT (National Tourism Office of Tunisia).
- Local municipalities and tourism delegations.
- NGOs supporting crafts and social entrepreneurship.
- Innovation and incubation programs (YES HUB, GIZ, ENACTUS, etc.).

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1. develop a prototype product or service;
- MVP development (Month 0-2) — website + booking system + payment integration.

12.2. research, discovery and communication with users and clients;
- Artisan recruitment & training (Month 1-3) — select 10-15 artisans, train in hosting
visitors & pricing.

12.3. prototype testing;
- Marketing & pilot bookings (Month 2—-4) — outreach to hotels, launch digital
campaign, first 50 bookings target.

12.4. pivoting and refining solutions;
- Collect feedback & iterate (Month 4-5) — implement improvements to UX & artisan
support.

12.5. measuring the social impact
12.6. starting a social business

- Scale & partnerships (Month 6-12) — sign 20+ hotels/agencies, onboard 50 artisans,
expand to other governorates.

- Arisk management approach will be implemented to mitigate operational risks (low
bookings, artisan availability) through partnerships with hotels and flexible booking
mechanisms.

IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each key
activity or process how the impact is created and measured?

Activity How the impact is created and measured
1. Artisan onboarding & Enables artisans to host and monetize experiences
training
2. Workshop reservations Direct income for artisans

and bookings

3. Cultural events and Improves tourism offering & repeat customers
experiences

4. Local development Local economic benefit
Increase in artisans’ income and employment rate
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XTEAM

14. Who is on the team and how do you share responsibilities and roles?
15. What is the division of roles according to the planned activities?
Safouen Ben Fradj — Founder & Social Impact Lead
Background: Master’s in Tourism Management & Digitalization.
Responsibilities: strategic vision, partnerships (hotels, municipalities), impact monitoring,
fundraising.
- Technical Lead (CTO)
Responsibilities: build & maintain platform, payment integration, analytics dashboards.
- Field Coordinator
Responsibilities: artisan recruitment, onboarding, logistics, quality assurance during experiences.
- Marketing & Communications Manager
Responsibilities: social campaigns, hotel outreach, content creation and PR.

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?

Primary channels
e Direct partnerships with hotels & guesthouses (B2B outreach; pilot partner anchor).
e Social media: Instagram & TikTok (short video storytelling of artisans),
Facebook for community events.
e Google Ads + SEO for “authentic experiences + Tunisia” keywords (targeted season
campaigns).
e Listing integrations with local tourism platforms and OTA collaboration.

17. How to communicate certain segments of activities with the public?
Community & PR

e Storytelling: video mini-documentaries of artisans (used in campaigns).

e Local press & tourism blog features.

e Festival presence (pop-up workshops during regional cultural festivals).

XIl COST STRUCTURE

18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating
costs during the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros
1. MVP development and testing 3000
2. starting a business 2000
3. operating costs during the first year of operation 5000
4. cost projection during the first 3 years 15000

-The requested YES HUB funding (€2,500) will directly support MVP finalization, artisan
training workshops, and initial marketing campaigns to generate the first 50 bookings.
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XIII EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?
Excess income will be reinvested in:

1. Expand artisan onboarding & training in new governorates.

2. Improve platform features (multi-language support, calendar automation).

3. Seed micro-grants to artisans for workspace improvements.

4. Create a small community fund to sponsor artisans’ participation in fairs.
Platform becomes self-sustaining through 20% booking commission plus B2B contracts with hotels.
This reinvestment strategy ensures long-term sustainability and scalability of the business model,
allowing replication in other Mediterranean countries through EU and Erasmus+ partnerships.

XIV REVENUE STRUCTURE

20. Plan revenue for:
20.1. the first year after starting a business, for each product or service;

Primary revenue: 20% commission per booking.
Secondary revenues: product sales (online), B2B packages (hotel bulk bookings), corporate
workshops.

20.2. revenue projections for the first 3 years.
Projection (first 3 years):
e Year1 (pilot & validation): GMV €20,000 - Platform revenue (20%) = €4,000 (target).
e Year 2 (scale regionally): GMV €80,000 - Revenue €16,000.
e Year 3 (expansion + B2B): GMV €200,000 - Revenue €40,000 + B2B contracts.
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Financial Hub

1. Project Title
Financial Hub: A Comprehensive Platform for Financial and Tax Consultation

2. Problem Statement

A significant portion of individuals and small businesses face challenges in managing their finances,
ensuring tax compliance, and understanding fundamental financial concepts. The absence of
accessible, expert-driven resources results in suboptimal financial decisions, missed opportunities,
and legal complications. This highlights the need for an intuitive, reliable platform that bridges the
gap between professional financial guidance and practical financial education.

3. Objective

To establish an integrated digital platform that provides expert financial and tax consultation,
educational content, and interactive tools. The initiative aims to equip individuals and businesses
with the necessary knowledge and resources to make informed financial decisions, ensuring
compliance and fostering financial stability.

4. Business Model

e Freemium Model: Offering fundamental financial education content free of charge, with
premium consultation services available through subscription plans or one-time payments.

e B2B Services: Collaborating with SMEs to provide tailored financial training and tax advisory
services.

e Sponsored Content & Collaborations: Partnering with financial experts and institutions to
generate revenue through sponsored courses and podcasts.

e Commission-Based Model: Facilitating connections between users and verified financial
consultants while earning a commission per transaction.

5. Value Proposition

e On-Demand Financial and Tax Consultation: Access to affordable and expert-driven financial
guidance.

e Financial Literacy for All: Engaging and interactive courses, podcasts, and webinars tailored
to individuals and businesses.

o Simplified Legal Compliance: Assisting users in understanding and fulfilling tax obligations
with ease.

e Tech-Enabled Accessibility: Al-powered recommendations and user-friendly financial tools.

e Community and Professional Support: A network of financial professionals and peer
collaborations fostering knowledge-sharing and financial confidence.

6. Target Market and Beneficiaries

e Individuals and Young Professionals: Enhancing financial independence and literacy.
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e Entrepreneurs and Startups: Supporting financial planning, taxation, and investment
decision-making.

e SMEs and Freelancers: Ensuring tax compliance and financial optimization.

e Students and Fresh Graduates: Cultivating early financial awareness and competence.

7. Social Impact

e Financial Inclusion: Expanding access to financial education for underserved communities.

e Empowering Small Businesses: Addressing financial mismanagement and fostering
sustainable business growth.

e Bridging the Knowledge Gap: Providing youth and professionals with essential financial skills
for informed decision-making.

e Enhancing Economic Stability: Promoting responsible financial behavior and fostering a
culture of investment and long-term planning.

8. Team

e Financial Experts and Tax Consultants: Delivering accurate, practical financial guidance.

e Technology Developers: Developing a user-centric, secure, and scalable platform.

e Content Creators and Educators: Designing high-quality courses, podcasts, and financial
literacy materials.

e Marketing and Strategic Partnerships: Strengthening outreach efforts and establishing
credibility within the financial sector.

9. Financial Plan

e |nitial Funding Sources: Grants, social entrepreneurship competitions, and seed investments.

e Revenue Generation: Subscription plans, corporate partnerships, consulting fees, and
advertisement revenue.

e Scalability Strategy: Expanding regionally with multilingual support, Al-driven financial tools,
and partnerships with financial institutions.
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3. Evaluation Framework and Quality Assurance

Ensuring the quality, relevance, and impact of youth-led initiatives is a core principle of the
YES HUB project. For this reason, all business ideas submitted through youtheclub.eu were
assessed through a structured, transparent, and fair evaluation process, designed to
recognize innovation while supporting learning and improvement.

The evaluation framework was developed to assess each initiative not only as a business
idea, but as a potential driver of social change. It focuses on the balance between social
impact, feasibility, sustainability, and youth empowerment, reflecting the values of social
entrepreneurship promoted by YES HUB.

Evaluation Approach

All youth initiatives submitted by beneficiaries of the platform were evaluated
independently by appointed evaluators. Each initiative was assessed against a set of
predefined criteria, ensuring consistency and objectivity across all submissions.

The evaluation process was guided by the following principles:
e Transparency, through clearly defined criteria and scoring logic
e Fairness, with all initiatives assessed under the same framework
e Independence, as evaluators scored submissions individually
e Quality assurance, ensuring reliable and comparable results

Evaluation Criteria

The assessment framework covered the key components of a strong social business idea,
including:
1. Clarity of the problem statement and objectives
Strength and innovation of the business model
Value proposition and relevance to the target market
Expected social impact and impact measurement approach
Team capacity and organizational readiness
Financial planning and sustainability potential

e o

Each criterion contributed to an overall score, allowing evaluators to identify initiatives with
strong potential for experimentation, development, and scaling.

From Evaluation to Learning

Beyond selection and ranking, the evaluation process served an important educational
purpose. The feedback and scoring helped highlight common strengths and challenges

182



across submissions, offering valuable insights for future capacity-building actions within YES
HUB.

Rather than focusing solely on competition outcomes, the process emphasized learning,
reflection, and improvement, reinforcing the idea that evaluation is a tool for growth as
much as for assessment.

To ensure full transparency, the complete Evaluation Guidebook, including detailed scoring

criteria, point allocation, and evaluation procedures, is provided in the Annex of this
publication.
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4. Conclusion

The initiatives presented in this publication reflect the concrete outcomes of the YES HUB
project and demonstrate the added value of structured youth capacity-building in the field
of social entrepreneurship. Through youtheclub.eu, young people were provided with
access to learning opportunities, practical tools, and a supportive environment that enabled
them to transform ideas into well-defined social business concepts.

The diversity and quality of the submitted initiatives highlight the importance of investing in
youth as active contributors to social innovation and local development. Addressing social,
environmental, and economic challenges requires solutions that are inclusive, sustainable,
and grounded in community realities. Youth-led social entrepreneurship represents a
strategic response to these challenges, fostering employability, civic engagement, and long-
term impact.

The evaluation process applied within the YES HUB framework ensured a transparent, fair,
and consistent assessment of all submitted ideas. By combining qualitative and quantitative
criteria, the evaluation not only supported selection and prioritisation, but also functioned
as a learning mechanism, strengthening participants’ understanding of feasibility,
sustainability, and impact measurement.

This book serves both as a documentation of project results and as a reference tool for
youth organisations, educators, policymakers, and stakeholders interested in promoting
social entrepreneurship among vyoung people. It illustrates how digital learning
environments, combined with mentoring and evaluation, can effectively support the
development of youth-driven initiatives.

The YES HUB project contributes to broader European objectives related to youth
empowerment, social inclusion, innovation, and sustainable development. By continuing to
support young people in developing socially responsible and economically viable initiatives,
YES HUB reinforces the role of youth as key actors in shaping resilient and inclusive societies
across Europe and beyond.

184



Appendix 1

Evaluation Guidebook for YES Hub Business Idea Competition
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Evaluation Guidebook for YES Hub
Business Idea Competition

The evaluation will assess submitted business ideas based on predefined criteria. This guidebook
provides a clear framework for scoring and offers examples to ensure consistent evaluation.

Evaluation Criteria and Scoring

Each section of the form corresponds to a criterion. Points will be assigned based on the quality,
clarity, and feasibility of the responses.

Below are the Criteria and Scoring table:

Criteria

Maximum points

Description

Project Title

5

The title should clearly convey the essence
of the project.

Problem Statement

15

Does the applicant clearly identify a social or
environmental problem? Are the affected
beneficiaries well-defined?

Objective

10

Is the primary goal clear and impactful? Is
the proposed change or impact achievable
and relevant?

Business Model

20

Is the business idea innovative and practical?
Does it effectively combine social impact and
revenue generation? Are operations, pricing,
and sustainability plans clear?

Value Proposition

10

Does the solution add unique value for
beneficiaries and customers?

Target Market

10

Is the target audience well-defined? Is the
market analysis detailed and convincing?

Social Impact

15

Are the expected outcomes significant? Is
the method of measuring success feasible
and reliable?

Team

10

Are the team members qualified? Do their
skills and roles align with the project’s
needs?

Financial Plan

15

Is the financial plan realistic? Are the budget,
revenue streams, and sustainability plan
clearly outlined?

Total: 100 Points
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Scoring Guidelines

Below, you will find deeper explanation of scoring each criterion. Please do your best to use this
criterion for evaluating each project idea.

1. Project Title (5 points)
e 5 points: The title is concise, descriptive, and directly reflects the project's purpose.

¢ 3 points: The title is somewhat clear but could be more descriptive.

e 1 point: The title is vague or does not reflect the project.

2. Problem Statement (15 points)
e 13-15 points: The problem is well-articulated, with a clear explanation of its significance and
affected beneficiaries.

e 7-12 points: The problem is defined but lacks depth or clarity.

e 1-6 points: The problem is vaguely described or unrelated to the project.

3. Objective (10 points)
e 9-10 points: The objective is specific, measurable, and aligned with the identified problem.

e 5-8 points: The objective is somewhat clear but lacks specificity.

e 1-4 points: The objective is unclear or unrelated to the problem.

4. Business Model (20 points)
e 18-20 points: The model is innovative, feasible, and demonstrates a clear path to
sustainability and social impact.

e 10-17 points: The model is practical but lacks innovation or clarity in some areas.

e 1-9 points: The model is poorly developed or unrealistic.

5. Value Proposition (10 points)
e 9-10 points: The solution offers unique and significant value.

e 5-8 points: The value is somewhat clear but not compelling.

e 1-4 points: The value is unclear or insignificant.

6. Target Market (10 points)
e 9-10 points: The target market is well-researched and convincingly defined.

e 5-8 points: The market is identified but lacks detailed analysis.
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e 1-4 points: The target market is vague or poorly researched.

7. Social Impact (15 points)
e 13-15 points: The outcomes are significant, measurable, and align with the project’s goals.

e 7-12 points: The outcomes are somewhat clear but lack measurability or significance.

e 1-6 points: The outcomes are unclear or insignificant.

8. Team (10 points)
e 9-10 points: The team has relevant skills and experience, with clearly defined roles.

e 5-8 points: The team is capable but lacks clarity in roles or expertise.

e 1-4 points: The team lacks the skills or organization to implement the project effectively.

9. Financial Plan (15 points)
e 13-15 points: The financial plan is detailed, realistic, and aligned with the project’s goals.

e 7-12 points: The plan is somewhat clear but has minor inconsistencies.

e 1-6 points: The plan is poorly developed or unrealistic.

Process
We have submitted 19 ideas and those ideas should be evaluated.

For scoring, please use attached excel file named “YES_Hub_Evaluation_Sheet.xIxs"”

In a excel file, you will find 20 Sheets. The first sheet named ,List of Ideas” is containing the list of 19
submitted ideas. Other 19 sheets are the place where you will enter your scores for each submitted
idea.

Each project has a dedicated sheet where evaluators can score and comment on the respective idea.
To navigate to a specific project, use the ,List of Ideas” sheet in the Excel file and click on the Idea
name in order to go directly to scooring sheet for that idea.

Scoring sheets

o e

"I List of submitted ideas

(R IR B P

» List of Ideas Animaly AquaGuard BioGlow Organic Waste to Energy Bovita
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When you select the project idea sheet, you will enter your scores for each criteria.

If needed, you can also provide some specific or detailed comments for your scoring, but this is not
mandatory.

A B L L
Project Name: Animaly .
Evaluator Name: write your scores here
Criteria Maximum Points |Eva|uator'5 Score Comments
Project Title E |
Problem Statement 15'
Objective 10f
Business Maodel ZDI
Value Proposition IDI
Target Market 1D|
Social Impact 15'
Team 1
Financial Plan 15
Maximum points: 1 U

Detailed Comments Section:

Project Title:
Problem Statement:
Objective:

Business Model:
Value Proposition:
Target Market:
Social Impact:
Team:

Financial Plan:

Each project sheet in the Excel file contains fields for scoring criteria, evaluator comments, and
project-specific details. Please ensure that all scores and comments are provided accurately and
comprehensively for every project.

Please note that:
1. Each evaluator will score submissions independently.
2. Scores will be averaged across evaluators to determine the top three ideas.

3. In case of a tie, the evaluation commission will discuss and decide based on the overall
potential of tied projects.

This guide ensures a fair and transparent evaluation process.
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Appendix 2

Example of Business Idea Form
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YOUR BUSINESS IDEA
FORM

Applicant name:

1. PROJECT TITLE

Provide the name of your social business project:

2. PROBLEM STATEMENT

What is the social or environmental problem you aim to address? (500 Characters)

Target population or beneficiaries affected by the problem. (500 Characters)

3. OBJECTIVE

Primary goal of the social business. (500 Characters)

What change or impact do you aim to create? (500 Characters)

4. BUSINESS MODEL

What is the business idea or product/service? (500 Characters)
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How will it generate both social impact and revenue? (1000 Characters)

Brief description of how the business will operate. (700 Characters)

Pricing strategy, sales channels, and sustainability plan. (1000 Characters)

5. VALUE PROPOSITION

How does your solution create value for your target beneficiaries and customers? (700 Characters)

What makes your solution unique? (500 Characters)

6. TARGET MARKET AND BENEFICIARIES

Who are the primary customers and who will benefit from your solution? (500 Characters)

Market analysis (demographics, preferences, size of the market). (500 Characters)
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7. SOCIAL IMPACT

Specific social or environmental outcomes you aim to achieve. (500 Characters)

How will you measure the success and impact of your project? (500 Characters)

8. TEAM

Who are the key team members and partners? (500 Characters)

Their expertise and roles in the business. (500 Characters)

9. FINANCIAL PLAN

Estimated budget required (start-up costs, operational costs). (500 Characters)

Expected revenue streams. (500 Characters)

Break-even point and sustainability. (500 Characters)

193



Appendix 3

Example of Business Canvas Model
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O ) Co-funded by the
Erasmus+ Programme
ovtl, of the European Union

ENTREPRENEURS

Business Canvas Model

Word version to develop a your social business

| BASIC INFORMATION

1. What problem in the community or society does your social business (or innovation) want
to solve?

2. How does your social business (or innovation) solve this problem?

Il KEY RESOURCES

3. Whatresources do you need to develop a product or service and implement activities?
People, finances, access / permits?

11 SOCIAL IMPACT

4. Describe the social impact that a social business realizes through its products or services.

4.1.Direct

4.2.Indirect
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IV PRODUCT OR SERVICE

5. Which products or services are created by social innovation that solves this problem?

6. Prototype (MVP): What is the prototype of each service or product you intend to develop
and test, and prove their feasibility and sustainability?

_ VCLENTSANDBENEFICIARES

7. Clients: Who are the clients (individuals, businesses, organizations) who will pay to solve
this problem? Who will buy your product / service?

8. Beneficiaries: Who are the beneficiaries of the social impact that this business produces?

VI VALUE - VALUE PROPOSITIONS

9. Social impact: What value do customers get from your social business?

10. Customer Value: What value do customers buy from your social business?
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VII KEY PARTNERS AND ACTORS

11. Who are the key partners you need to involve from the beginning in order to successfully
develop and start your social business? Do you need special permits, licenses or
approaches to start your social business?

VIII KEY ACTIVITIES

12. What activities do you plan to:

12.1. develop a prototype product or service;

12.2. research, discovery and communication with users and clients;
12.3. prototype testing;

12.4. pivoting and refining solutions;

12.5. measuring the social impact

12.6. starting a social business
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IX MEASURING SOCIAL IMPACT

13. How will you prove that your model creates social impact? Indicate separately for each
key activity or process how the impact is created and measured?

Activity How the impact is created and measured

el Rl

*add new rows as many as needed

XTEAM

14. Who is on the team and how do you share responsibilities and roles?

15. What is the division of roles according to the planned activities?

XI COMMUNICATION CHANNELS

16. How do you communicate with your customers and clients? What is most effective? Which
channels are best for users and clients?

17. How to communicate certain segments of activities with the public?
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18. Plan costs for: (1) MVP development and testing; (2) starting a business; (3) operating
costs during the first year of operation; (4) cost projection during the first 3 years.

Estimated overall costs

in euros

1. MVP development and testing

2. starting a business

3. operating costs during the first year of operation

4. cost projection during the first 3 years

XIl COST STRUCTURE

XIIl EXCESS REVENUE (REVENUE — EXPENDITURE)

19. How do you plan to invest your excess income?

XIV REVENUE STRUCTURE

20. Plan revenue for:

20.1. the first year after starting a business, for each product or service;

20.2. revenue projections for the first 3 years.

199



Appendix 4

Example of Application for a socially innovative project
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O ) Co-funded by the
v A Erasmus+ Programme
ov+L  of the European Union

ENTREPRENEURS

Application for a socially innovative
project

Il BASIC PROJECT INFORMATION

1. Project name:

5. Place of project realization:
5. Period of realization of your project:

6. Abstract (What is the strength of your project?) - up to 70 words

Il WHAT DO YOU WANT TO INFLUENCE?

5. Describe what you would like to change in your community? (What gets you out of your shoes
every time? What are your personal experiences or the experiences of others regarding the

problem? Are there any examples of how people are affected by this problem? Why do you think
this problem is important?) - up to 200 words

6. How were others involved in planning your project (Did you have meetings and contacts with
those who might be interested in your project? Describe - with whom and when, and how others
influenced the design of your project;) - to 100 words

IV WHAT DO YOU DREAM?
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7. What is your specific goal? ( What kind of change do you want to achieve? What benefit could
your project bring to people? How would it affect their lives? What would change for them?) - up to
100 words

8. When could all this affect? (Who is the project intended for? Who are the beneficiaries of the
project or the target group or groups? Will the impact of the project improve the position in the
society of a traditionally excluded group?) - up to 100 words

V HOW WILL YOU GET IT?

9. Discover the possibilities! (What has worked well so far regarding the issue you want to work
on? Do you have an example of how others have successfully addressed the problem? What
opportunities do you have regarding the need or problem you want to work on? How to use
community resources? your personal strengths and experiences could help you find an innovative
solution?) - up to 250 words

10. What makes your project a social innovation? ( Why is the solution or approach you propose
better than the way it has been done so far - more efficient, effective and sustainable? How will you
ensure that those who are usually excluded are part of your action? Does the project empower
people and how?) - up to 150 words

11. Expected results of the project (What will be the concrete, measurable results you plan to
achieve in terms of human, financial, technical, material and time resources? If you achieve these
results, will it affect the change you want for your community? How? - up to 150 words

12. Tabular plan of activities

List the activities that lead to the Responsible First to fourth First to fourth First to fourth

achievement of expected results person quarter - July  quarter - quarter -
August September

* add rows as needed - depending on the number of activities

13. Description of the project in stages (If you think that some activities are not clear enough in the
table presented above, you can further describe them here) - up to 350 words

14. Possible problems during project implementation and how to solve them?
(What are the possible risks? How to prevent these risks from happening? What will you do if the
risks materialize?) - up to 150 words

15. How will you know that you have succeeded? (How will you measure the success of your
project - what will be the indicators that the change has really happened? - up to 200 words

16. How do you see the sustainability of the results after the project is completed? (What is the
potential for durability and sustainability of the offered solutions? How to achieve that the project
you plan to implement brings lasting solutions? If you plan to purchase some equipment, in whose
ownership will it remain / who will take care of it?) - up to 150 words
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VI WHO WILL HELP?

17. Involvement of volunteers ( For which types of jobs will you need broader volunteer support?
Who will be the volunteers in your project? How will you win them over?) - up to 200 words

18. Fundraising from the community

Additional explanations on how to fill in the contribution table:

. After entering the name and type of donor (individual, company, public institution, local
community or non-governmental organization), enter a description of the contribution (eg
money, T-shirt printing, juices, cement ...) and information on the estimated value of the
contribution in the appropriate column - depending whether the contribution is in the form of
money, goods or services.

" For each contribution, it is necessary to state for which type of expenditure it will be used
(name and number of the budget item in the table).

" The amounts given in the table must be confirmed by the attached certificates of
contribution which you can find at the bottom of the document. After the donor signs /
certifies the certificate, you will place it in electronic form in the online application in the last
column of the table (Confirmation of planned contribution).

Nam Dono Description Value of Value of  Amount of In Budget Confirmati
e of r of contributi  contributio cash charge item on of
the type contributio onin kind ns in the contributi  ofthe (name planned

dono ns (EUR) service on (EUR)  workin and contributio
r (EUR) g numbe n
group r)

* add rows as needed - depending on the number of donors

Total community contribution EUR
Cash contribution: EUR
Contribution in goods: EUR
Contribution in services: EUR

VIl WHAT ARE THE COSTS OF THE PROJECT IMPLEMENTATION?

19. In the table below, specify what you want to pay with the funds of YES CLUB. The total amount
of funds you can claim is in the amount of 1,000 EUR.
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Salary costs and fees of members of the informal group implementing the project cannot be planned
in the budget.

Number of Price per unit / The total value
Name of the budget item units piece of the item
(quantity)
1.
2.
3.
4.
TOTAL COST:
* add rows as needed - depending on the number of budget items
21. What amount do you ask from YES Club: (question no.19)
22. Total community contribution: (question no. 18)

23. Total value of the project: (No. 21+ No. 22)
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