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Abstract 

The purpose of this study is to understand how social enterprises in Mexico are a mean to reduce poverty. The 

notion of social entrepreneurship has shown to effectively contribute with innovative and effective solutions 

using a range of organizational formats to maximize social impact and bring change (Nicholls & Cho, 2006); 

nevertheless, the concept itself has been recently recognized in Mexico and therefore, the country's research 

are still recent and few (Conaway, 2018).  

This study is of qualitative and exploratory nature and follows an inductive research approach. Over one-

month fieldwork to the regions of Mexico City and Guadalajara, research was conducted on ten case studies 

of social enterprises from distinct sectors that are part of the social field. The means of collecting data were 

semi-structured interviews. In the process of analyzing data, theories, and concepts from the fields of social 

entrepreneurship, social value, business models, and social entrepreneurial ecosystems were applied.  

By uncovering determinant approaches towards social value creation, understanding the different attributes 

of social enterprises business models, and analyzing supportive elements in the social entrepreneurial 

ecosystem, this study identified how the study cases impact positively communities and scale its solutions. 

Main findings include the challenges that the companies face to its social value measurement, the key role 

that social entrepreneurs play to carry out innovative systems for assessing social impact, and the potential of 

scaling solutions when employing these systems. Moreover, it was found a division between the case 

companies according to the impact outcome generated, and the different elements that each division employ 

during the value creation stage of their business models. Moreover, it was noteworthy the similarities between 

conventional and social enterprises when employing managerial strategies for identifying a real need and 

ideating the right solution for it. Lastly, the material, social, and cultural main attributes that form the social 

ecosystem of the case companies were found, in where the importance of getting a validated concept over 

capital funds, and the entrepreneurs' academic preparation was highlighted. 

It was concluded that actors aiming to social justice should reconsider their perspective in regards to the 

country's social situation and adopt a fact-based worldview (Rosling et al., 2018) that will enable them to 

acknowledge the real situation, make informed decisions, and achieve a more significant result. Finally, the 

study closes underlying the importance of achieving social change through the collaborative effort of a whole 

social-oriented community rather than the result of individual efforts. 

  

Keywords: social entrepreneurship, social innovation, social impact, social value measurement, scaling, 

business model, entrepreneurial ecosystem, social entrepreneur, social innovator. 
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1. Introduction 

In his book Factfulness, the late Swedish professor Hans Rosling pointed out that over the past twenty years, 

the proportion of the global population living in extreme poverty has halved (Rosling, 2018). Still, 8% of the 

world's population still lives in extreme poverty (World Poverty Clock, 2018); the reason why the first of the 

Sustainable Development Goals from the United Nations is to end poverty in all its forms everywhere. 

Within the present thesis project, it is intended to first, recognize the poverty experienced in Mexico and the 

dimension of its social problems, to then elaborate on how social enterprises through the social sector are a 

force that tackle those needs. Therefore, the research question that will lead the present study is: 

To what extent do the Social Enterprises in Mexico generate social impact and economic value as a means to 

reduce poverty? 

Given that a fundamental difference between conventional and social businesses is the type of value created 

(Austin, Stevenson, and Wei-Skillern 2006), the initial approach of the investigation is to underline the social 

factors that consolidate Mexican enterprises. In this sense, the first sub-question aims to expose such 

conditions through answering: 

To what extent do distinct approaches for addressing a social problem translate into the creation of social 

value? 

The second approach that this project aims to uncover is related to the business methods and managerial 

strategies that enable social enterprises to succeed profitably and socially. Hence, the second sub-question is:  

What business strategies help Mexican social enterprises to succeed? 

Lastly, the third approach strives to recognize the external facts and actors that exist within the social field 

that have a direct or indirect influence in the development of the social enterprises. Thus, the las sub-question 

seeks to answer:   

How do Social Enterprises perceive the development of the Social Entrepreneurship Ecosystem in Mexico? 

The paper begins underlining concepts that consolidate the Literature Review employed throughout the 

research project in Chapter 2. Following the sequence of the sub-questions, section 2.1 englobes the themes 

of Social Entrepreneurship (SE) including the Types of SE, the profile of the Social Entrepreneur, Social Impact, 

and strategies to measure and scale it. In section 2.2 are discussed the business frameworks of the Social 

Business Model Canvas (SBMC), Design Thinking (DT), Lean Startup (LS), and the Fifth Discipline. Then, section 



8 
 

2.3 elaborates on the concept of Social Entrepreneurial Ecosystems and the attributes that consolidate them. 

And lastly, section 2.4 provides an understanding of the Mexican Empirical Setting and covers its 

Demographics, Cultural traits, and establishes the Poverty approach employed for this research project.  

Following on, Chapter 3 takes a close look into the methodological decisions made for conducting this thesis 

project, and exposes the aspects of Research Philosophy, Research Design, Data Analysis, and Reflexibility that 

have led the research approach. 

Next, Chapter 4 presents the ten case companies that consolidate this thesis study. And subsequently, Chapter 

5 conducts its analysis in three sections: 5.1 Part One discusses the Social Value Creation topic employing the 

earlier mentioned Typology of SE. In 5.2 Part Two compares the Social Business methods employed by the 

SBMC, Managerial Strategies, and the Fifth Discipline approach. Lastly, 5.3 Part 3 exposes and maps the 

external factors that have influenced on the companies' results. 

Finally, Chapter 6 answers the aforementioned three sub-questions, concluding with the research question's 

purpose. Moreover, it emphasizes the limitations found during the research project, elaborates on the 

recommendations for further research, and closes with a general conclusion for this topic.  

 

2. Literature Review 

This chapter provides the theoretical framework that will shape the analysis for answering the research 

question, to what extent is poverty in Mexico being tackled through social enterprises? The first section covers 

themes of SE like social impact and strategies for scaling the solutions. Next, the section of Business 

Frameworks will illustrate strategies that enhance the success of social enterprises. The third section is focused 

on the social entrepreneurial ecosystem, which concerns the environment in which Mexican social enterprises 

exist. This strives to identify what other actors, besides the social entrepreneurs, are actioning towards a 

positive impact on society and the environment. Lastly, the fourth section represents the country's macro 

situation and highlights the poverty situation that presents itself Mexico.  

2.1 Social Entrepreneurship  

The concept of SE is at the core of this research project. In the academic arena, numerous scholars have 

offered explanations for it (e.g., Brinkerhoff 2001; Dees 2001; Drayton 2002; Alvord, Brown, and Letts 2004; 

Austin, et. al.,2006); however, given the relative infancy of the field, the definition is still emerging (Owen-

Smith, J., and Powell, W., 2010).  
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Given that this thesis aims to assess the degree to which social enterprises tackle poverty in Mexico, for the 

purpose of this paper SE is defined as 'innovative and effective activities that focus strategically on resolving 

social market failures and creating opportunities to add social value systematically by using a range of 

organizational formats to maximize social impact and bring about change' (Nicholls 2006, p.23). Thus, this 

approach, besides contemplating the social enterprise, assess the external entities that influence the path of 

reaching social change. 

Aligned with Nicholls & Cho, research from Conway (2018) and Gartner (1985) point out that the four elements 

to measure the development of SE are the social entrepreneur and its characteristics, the process towards 

innovative solutions, the organization of the company, and the environment in which entrepreneurial activities 

happen. Therefore, this study will cover these elements throughout the following sections and assess them 

for the Mexican SE field. 

2.1.1 Social Entrepreneurship in Mexico 

The use of the term of SE itself in Mexico is quite recent, and recognition of it as a concept has been directly 

related to the 2014 Global Social Business Summit (Conway, 2018). Since then, some articles in scientific 

journals have been published and started the formation of the academic field of SE in Mexico; nevertheless, 

the available publications are still very few in number (e.g. Auvinet and Lloret, 2015; Conde Bonfil, 2015 & 

2016; Félix González et. al., 2017; Huberts, 2015; Maguirre, Ruelas and De la Torre, 2016; Portales and Pérez, 

2015; Vázquez-Maguirre & Portales, 2016). 

This thesis is based on a mix of academic literature that refers to SE generically, and academic publications 

that have been specifically developed for the Mexican field. The aim is to, at the end of the research project, 

formulate conclusions backed by the analysis of empirical information from real social enterprises observed. 

As a starting point, the following subsection describes the types of SE suggested by Shaker A. Zahra, Eric 

Gedajlovic, Donald O. Neubaum, & Joel M. Shulman (2009), that will be used in a significant manner to frame 

the analysis of this paper. 

2.1.2 Types of Social Entrepreneurship 

SE can take many forms, governed by the intent of the founders, the scope of the problem, and the resources 

required or available to solve it (Zahra et al., 2009). To ease the process in the analysis of SE in Mexico, this 

section delves into the typology of social entrepreneurs to comprehend how social entrepreneurs discover 

the social need, pursue social opportunities, impact the broader social system, and recognize the types of 

resources that required are in pursuing such opportunities. 
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The typology proposed by Zahra et al., (2009) was built by alternative conceptualizations of entrepreneurship 

derived from Hayek (1945), Kirzner (1973) and Schumpeter (1942), in which similarities and differences among 

the broad range of individuals and organizations engaged in SE are identified. Coming up is a description of 

the characteristics for each. 

2.1.2.1 Social Bricoleurs 

This type is inspired by the theorist Hayek F. A., whose work highlights the critical role private, local knowledge 

or contextual information plays in the entrepreneurial process (1945). Social bricoleurs perceive and act upon 

opportunities to address a local social need; they are motivated, and have the expertise and resources to 

address these needs (Zahra et al., 2009). This type has a focus on local concerns, is partly driven out of first-

hand exposure to problems, while the solutions developed are generally small in scale and scope, and they are 

relatively resource-poor. Moreover, they have the ability to see the problem from a different perspective, 

dictated by their geographic and cultural proximity to the problem (Smith et al., 2010). 

2.1.2.2 Social Constructionists 

Kirzner has inspired the social constructionist type. According to him, opportunities do not necessarily arise 

from an entrepreneur's specific local knowledge, but rather from their alertness to opportunities which are 

leveraged by developing products, goods, and services (1973). Therefore, they are social entrepreneurs who 

build and operate alternative structures to provide goods and services addressing social needs that neither 

the government, agencies, nor businesses have done before - they "fill the gap." Its solutions may be applicable 

in too many different contexts; they range from small to large scale and with local to an international scope. 

Moreover, it needs to acquire financial and human resources to fulfill its mission and become institutionalized. 

2.1.2.3 Social Engineers 

Lastly, Schumpeter states that entrepreneurs perform in the world of business enterprise and act as prime 

movers of innovation and change, engendering "gales of creative destruction" to destroy dated systems, 

structures, and processes to be replaced by newer and more suitable ones (1942). This way, social engineers 

seek to implement social ventures to replace those obsolete systems and solutions currently provided by the 

existing institutions. The social entrepreneurs' focus is on large-scale issues with mass appeal, and their scope 

ranges from national to international. This type seeks to change the social system fundamentally. Thus, the 

most critical resource for them is the legitimacy of the masses, and the associated political capital, which 

provides access to existing and required resources (Zahra et al., 2009).   

Regardless of what typology is employed, social entrepreneurs share attributes that make them more likely to 

be a part of the social field. Therefore, the following section delves into the profile of the social entrepreneur. 
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2.1.3 The Social Entrepreneur 

In order to fulfill the mission of a social enterprise, first, it is required that someone creates it. Therefore, this 

section discusses the characteristics that form the social entrepreneur profile.  

For a social entrepreneur, the social mission is explicit and central; in this sense, the mission-related impact 

becomes the central criterion, not wealth creation (Dees, 2001). Social entrepreneurs are people involved in 

the creation and diffusion of social innovation (Conway, 2018). Moreover, they seize technology to innovate 

in designing new ways of solving social problems (del Cerro, 2017). Thereby, for the extent of this paper, the 

social entrepreneur and the social innovator are recognized as having the same purpose. 

To identify the characteristics that distinguish a conventional entrepreneur from a social innovator, the 

following subsection elaborates on the attributes that, based on academic research, consolidate the profile of 

the social entrepreneur. 

2.1.3.1 The Qualities of the Social Entrepreneur 

Previous research suggests that there are distinctive circumstances that define the behavior and actions of 

social entrepreneurs, which are partially developed through upbringing, socialization and education. Hwee 

Nga & Shamuganathan (2010) propose the SE five dimensions of social vision, sustainability, social network, 

innovation, and financial returns. Kedmenec, I., Rebernik, M., & Perc, J (2015) suggest the qualities of 

creativity, proactivity, compassionate love, life difficulties, and moral-judgment capacity as needed for the 

social entrepreneur. And Germak & Robinson (2014) include the motivational components of personal 

realization, wish to help the society, a non-monetary focus, achievement orientation, and proximity to social 

problems.  

Furthermore, Conway & Paris (2014) conducted a study specifically of the Mexican social entrepreneur profile. 

They investigated entrepreneurs from Endeavor and members of Ashoka, and discovered three main 

dimensions among them. The first one is the "resource capacity," and refers to the fact that most of the 

entrepreneurs having access to capital and networks through their families and friends, as being the principal 

motor for a company’s creation. The second one concerns the dimension of "physical distance " and pointed 

out that 42% of the entrepreneurs have had first-hand experience with the problem that they are striving to 

solve. The last dimension is their "motivation," and was divided into collective and individual drivers. On the 

collective side, it was observed that 70% of the entrepreneurs were part of an organization aside from their 

company (Public Opinion Center, 2013). And on the individual side, 33% of entrepreneurs have had previous 

contact with vulnerable communities, 20% felt like contributing with something significant, and 11% lived a 

complicated situation (Public Opinion Center, 2013).  
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Throughout this research project, it is intended to provide a notion of the main facts that encourage Mexicans 

in becoming social entrepreneurs and thus understand the circumstances that may leverage the creation of 

more social innovators.  

The following sub-section moves into the dimension of social impact and covers the factors that shape it. 

2.1.4 Social Impact 

While social and commercial entrepreneurship shares many commonalities, a crucial difference is the type of 

value created (Austin et al., 2006). This subsection focuses on understanding the concept of social impact and 

its outstanding importance within the field of SE. By doing so, the idea of "social" within the SE field is that 

which is provided first, followed by procedures for measuring its impact within social enterprises, and lastly, 

what the strategies are for its scalability. 

"Social" refers to an idiosyncratic term which is based on shared communitarian norms that prevail, i.e., the 

context (Blount & Nunley, 2014). In other words, what is considered as a social value is determined by the 

society in which both entrepreneur and organization are inserted (Conway, 2018). However, the distinction 

between the economic and social value is a continuous oscillation that goes from purely social to purely 

economic (Austin et al., 2006). In Mexico, this continuum conducts to the formation of hybrid organizations 

with the double missions of social and financial responsibility (Conway, 2018), a fact discussed in Chapter 5. 

2.1.4.1 Measurement of Social Value 

SE is first and foremost interested in the creation of social value (SV) (Dees, 2001); therefore, the measurement 

of such impact is crucial. Measuring impact is the recognized way in which the value that organizations are 

delivering to their beneficiaries and society as a whole is shown (Rodríguez, 2019). Despite relatively limited 

research on the topic, the measurement of SV varies from the highly quantitative, self-developed input 

measures to more sophisticated quantitative output and impact measures, like social return on investment 

(Emerson, 2003; Kramer, 2005).  

Smith et al.' s study (2010) suggests that a correlation exists between the typology of the social entrepreneur 

and the level of sophistication in the measurement of SV. Within this approach, they included the notion of 

embeddedness, a concept that is at its heart, an argument against the isolated dyadic relationships often 

portrayed by classical economic theory, where decisions are made in isolation; and it is instead an argument 

that a more interconnected resource and social system governs organizational action (Baker, 1990).  

The proposition of Smith et al., (2010) states that the degree of structural embeddedness of SE will be inversely 

related to the time and money spent in measuring SV. Since the social bricoleur has a physical proximity to the 

context of its enterprise, it is considered as having the highest level of structural embeddedness. In this case, 



13 
 

it is not likely that the social entrepreneur is required to engage in the effort to calculate a detailed quantitative 

analysis of SV. Instead, he or she uses a frequent exchange of information about the creation of SV with its 

stakeholders (Smith et al., 2010). On the opposite side, the social engineer that has a vast size and broad scope 

is less likely to govern along with the local social system. Therefore, it is allocated at the lowest level of 

structural embeddedness. In this case, an increased level of sophistication is expected in the measurement of 

SV. Moreover, they might need the investment of considerable resources to provide evidence to its 

stakeholders of the SV's creation (Smith et al., 2010). Lastly, between the two types is placed the social 

constructionist, whose level of structural embeddedness and sophistication in the measurement of SV varies 

according to its organizational circumstances. 

This approach will be used as a reference during the examination of the level of SV measurement of the 

companies observed. 

2.1.4.2 Scaling Social Value 

This sub-section discusses practices that Mexican social enterprises can use to account for increasing their 

social impact through expanding their solution. This refers to the "scaling SV" concept which is recognized as 

increasing the impact a social-purpose organization produces to better match the magnitude of the social 

need or problem it seeks to address (Dees, 2008). Studies have identified that social enterprises have two 

essential decisions to make in the scaling of SV:  where to scale and how to scale (Dees, Anderson, & Wei-

Skillern, 2003).  

Starting with "where" to scale, there are two forms for it: scaling up and scaling deep (Taylor, Dees, & Emerson 

2002). "Scaling up" (or breadth) refers to the growth in SV by expanding a current program to other geographic 

locations. In this way, the scaling up approach generally focuses on replicating some standard methods or 

approaches to new geographic areas (Taylor et al., 2002). On the other hand, "scaling deep" means to focus 

energies and resources on achieving a more significant impact in the same community by doing one of the 

following: improving the quality of the services, delivering greater penetration of the target client population, 

finding new ways to serve the clients, extending client services to new client groups developing innovative 

financial management approaches, and serving as an example to others in the field (Taylor et al., 2002). 

Moving into "how" to scale, there are three distinct approaches for scaling SV in SE: dissemination, affiliation 

and branching (Dees et al., 2004). Collectively, these three scaling strategies can be considered along a 

continuum ranging from "dissemination", that requires fewer resources and allows for greater autonomy; to 

"branching", that necessitates more significant resources and greater control (Smith et al., 2010). "Affiliation" 

is found between the two; its approach allows for a greater variety of organizational structures and creates 



14 
 

networks of like-focused initiatives, all of which commit to the sharing of information and some level of pooled 

resources (Smith et al., 2010). 

Both the measurement and scaling of SV are critical matters in the advancement of the field of SE (Anderson 

& Dees, 2006; Nicholls, 2006). Within this project, it is intended to discuss how the social enterprises observed 

account for both aspects using the theory from this chapter. Furthermore, given that the type of SE often 

influences the measurement and scaling of SV since the actors' interests, motives, and behaviors follow 

predictability from social structural patterns (Granovetter, 1985; Uzzie & Gillespie 1999); the typology of SE 

will be used to frame the enterprises observed.  

2.2 Business Approaches  

Throughout this research project, it is intended to recognize the foremost business strategies that enhance 

profitable and social companies in Mexico. Therefore, this sub-chapter moves to the business dimension and 

characteristics that a social enterprise must fulfill, as with any other for-profit company, to succeed. Therefore, 

this research project includes a selection of business frameworks that both startups and established 

organizations from all industries have found valuable.  

The initial section covers the grounds of an organization through the SBMC proposed by Tandemic (2007), 

which maps all the essential components to fulfill the social mission and profitability. The next two sections 

refer to entrepreneurial practices that enhance the needs identification and ideation of the right solutions. 

These are the DT methodology from Tim Brown (2008), and the LS technique from Eric Ries (2011). The last 

section uses the Fifth Discipline theory suggested by Peter Senge (1990). In here is shown how the managerial 

approach could foster thinking systems and learning organizations that will result in tremendous results.  

2.2.1 The Social Business Model  

This section delves into the SBMC (Tandemic, 2007), a guide that maps the elements of a social business model. 

SBMC is an adaptation of the Business Model of Canvas from Osterwalder (2010) that includes the beneficiary 

and type of intervention dimensions. Through this canvas, it is attempted to assess the components that shape 

the companies that will be observed. Appendix 1 illustrates how the SBMC is consolidated. 

The SBMC is a useful tool for social entrepreneurs that helps them both, to get organized and to interrogate 

assumptions and redefine the current model. For its formation, it is required to divide the Canvas into the 

sections of creating value, delivering value, and capturing value.  

The first section of creating value refers to defining what the segment of beneficiaries is that the solution aims 

to reach. Next, if the format of the intervention is a product, service, etc. Moreover, stating the beneficiary 

value proposition and the measurement system that will be employed to track its results. Following that, there 
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is a determining of what the customers' segment is that will pay for the product or service offered. 

Consequently, what the customer value proposition is in acquiring it. And lastly, identifying the channels in 

how users and customers will be reached.  

The second section of delivering value starts with the definition of human, financial, material, and other 

resources that the company needs to fulfill its mission. Next, the key activities that the organization will be 

carrying out. Lastly, defining who the key groups of partnerships and stakeholders are, which intervention will 

enhance the accomplishment of the company's operations. 

The last section of capturing value initiates accounting with the revenue stream structure. Next is the surplus 

strategy to define where it is planned to invest the profits. And last one, is clarifying the cost structure, 

highlighting significant expenditure areas and how the company aims to scale up. 

Once the elements that comprise the business structure of the company are exposed, the next section moves 

to the entrepreneurial techniques that will enhance it in getting the right product to the right market.  

2.2.2 Design Thinking 

This section concerns the methodology of DT created by the CEO of IDEO, Tim Brown, in 2008. He defines DT 

as a human-centered approach to innovation that draws from the designer' s toolkit to integrate the needs of 

people, the possibilities of technology, and the requirements for business success.  This approach brings 

together what is desirable from a human point of view with what is technologically feasible and economically 

viable (Brown, 2008). 

The DT methodology has three dimensions: inspiration, ideation, and implementation; and works as a system 

of overlapping spaces rather than a sequence of orderly steps. Inspiration refers to the problem or opportunity 

that motivates the search for solutions. Ideation concerns the process of generating ideas, developing them, 

and testing them with the end-user. Lastly, implementation refers to the transition of converting the final 

project, like a market offering (Brown & Wyatt, 2010). 

Brown points out the importance of social innovators in using DT, since it is scalable and can be applied 

incrementally to improve existing ideas or to radically create disruptive solutions that meet the needs of 

people in entirely new ways. Furthermore, he stated that given the scale and diversity of social challenges 

facing us today, he would argue it makes sense to use every approach of DT to seek out new solutions to 

improve the state of the world (Brown, 2011). 

Lastly, DT tackles the fact that conventional problem-solving practices are often overlooked and foster 

innovative solutions though its human-centered approach. Therefore, the social entrepreneur that has the 
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characteristic of being creative could implement this technique during their creation process to ensure they 

are designing a solution with a market fit. Throughout the analysis of this project, the degree to which Mexican 

social enterprises use DT as a strategy to tackle the most prominent problems of the country will be assessed. 

2.2.3 Lean Startup 

Another business technique that will be considered during this research project corresponds to the LS method 

proposed by Erick Ries (2011). Ries believes that it was needed to change the metrics that defined progress 

and instead use validated learning. In that way, the essence of LS philosophy denotes in maximizing validated 

learning for the least amount of effort.  

As mentioned before, the social entrepreneur usually invests either their own resources or that of family and 

friends to start their company, dealing continually with risk and uncertainty especially in the early stages of 

the company's development. Therefore, it is crucial to employ an approach that allows for maximization of the 

entrepreneur's resources while validating the solution value and their growth hypotheses.  

Through the LS method it is possible to get early answers about the product or service that attempts to launch 

with the minimum of time and material resources; Ries calls this the Minimum Viable Product (MVP). First, the 

MVP must be completed enough to demonstrate its value. Then, the entrepreneur has to experiment with the 

end-user whether it brings value to them or not. Through this feedback, the entrepreneur is able to decide 

whether to continue with the original idea, or to pivot it into something with market acceptance. By deciding 

so, the entrepreneur has to assess the traction measurement of their idea, which considers quantitative 

evidence of customer demand (Weinberg, 2015).  

Given the material limitations that the Mexican social entrepreneurs have, through analyzing the LS approach 

I seek to understand their solution-creation-process and assess the level of effectiveness during it. 

2.2.4 The Fifth Discipline 

This last section concerns the topic of learning organizations. Peter Senge's (1990) study of the "Fifth Theory" 

suggests that the disciplines of a shared vision, mental models, team learning, personal mastery, and system 

thinking comprise a learning organization.  

The first discipline of "shared vision" means all employees in a company have to share the same vision of where 

the organization needs to go, since only when the vision is authentic and shared, will employees automatically 

participate in the improvement processes to get the company closer to accomplishing it. The second discipline 

of "mental models," refers to presumptions and generalizations people have which influence their actions. In 

this sense, the first step in having people change their mental models is to have people reflect on their behavior 

and beliefs. Next, the discipline of "personal mastery" describes the strength of people to be proactive and 
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keep on learning to achieve results, which are essential for them continuously. Following on is the "team 

learning" dimension, which remarks that effective teamwork leads to results which individuals could not have 

achieved on their own, and that individuals within a team learn more and faster than they would have without 

the team. The fifth discipline of "system thinking," is the one discipline that binds the other four and therefore, 

the discipline where the focus of change management should be. System thinking is used to analyze patterns 

in an organization by looking at it from a holistic viewpoint rather than as small, unrelated parts.  

Given that social enterprises in Mexico are relatively new and still have many differences with conventional 

businesses, having a learning organization approach implicit within the organizational culture may result in 

faster development and better results from social organizations. Therefore, facts like shared-vision within the 

company, the dynamics of teamwork, the team's mindset against the status quo, the management style, and 

how the company accomplishes its operations, will be considered during the analysis. 

The previous sections complete the literature corresponding to businesses' approaches that enhance the 

success of social enterprises. The next sub-chapter moves to the external dimension of the companies that 

influence directly or indirectly on the fulfillment of their social missions. 

2.3 Social and Entrepreneurial Ecosystems 

In recent years, there has been special attention paid to, on the one hand, SE among the creators of public 

politics, entrepreneurs, and academics (Saiz, 2018), and on the other hand, to entrepreneurial ecosystems in 

the dynamic for local social, institutional, and cultural processes and actors that enhance new firms' formation 

and growth (Malecki, 2018). This sub-chapter covers the actors that are external to the social enterprise but 

that participate within the social field in doing activities that foster the development of the social sector.  

The entrepreneurial ecosystem is counted in combination with social, political, economic, and cultural 

elements within a region that support the development and growth of innovative startups and encourage 

nascent entrepreneurs and other actors to take the risk of starting, funding, and otherwise assisting high-risk 

ventures (Spigel, 2017). As mentioned before, the available studies regarding SE in Mexico are quite new and 

few in number, and so it is about the social ecosystem. Therefore, this thesis' research strives to examine how 

social enterprises perceiving the activities of the actors that comprise the social ecosystem in Mexico and thus 

outline the development stage of it. By achieving so, I will use Spigel's (2017) theory approach, which focuses 

on the internal attributes of ecosystems and how different configurations of such characteristics reproduce 

the overall ecosystem and provide resources to new ventures that they could not otherwise access (Spigel, 

2017).  
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Given that the mix of entrepreneurs should be diverse, by also including social rather than only market-

oriented entrepreneurship (Roundy, 2016), for the extent of this paper, the entrepreneurial ecosystem and 

the social ecosystem (EE) are recognized as having the same purpose. 

2.3.1 The Attributes of Entrepreneurial Ecosystems 

The structure of EEs is consolidated by key components of regional economic and social systems divided into 

material, social, and cultural attributes (Spigel, 2017). In this section, the main components from each attribute 

are exposed to enhance the analysis of Mexican social enterprises. 

2.3.1.1 Material Attributes 

Lastly, the material attribute implies a tangible presence in the region, which could be either physical locations 

or formalized rules (Spigel, 2017). The components in here are physical infrastructure itself, which consists of 

the availability of sufficient office space, telecommunication facilities, and transportation infrastructure to 

enable venture creation and growth (Audretsch, D.B., Falck, O., Feldman, M.P., & Heblich, S., 2011). The 

universities that help to develop the human capital of a region while simultaneously fostering entrepreneurial 

mindsets in its students and encouraging them to start new ventures or to work in one (Wolfe, 2005). Support 

services and facilities that provide specialized assistance for early-stage firms such as accountants, patent 

lawyers, and human resources advisors (Kenney & Patton, 2005; Patton & Kenney, 2005). Furthermore, 

policies and governance that design government rules and regulations to encourage entrepreneurship through 

tax benefits, investment of public funds, or reduction in bureaucratic management (Huggins & Williams, 2011; 

Mason & Brown, 2013). Lastly, the availability of strong local markets is a vital part of providing opportunities 

within EE (Spigel, 2017) since the presence of local customers with specialized needs creates opportunities for 

new ventures and encourages entrepreneurial spinoffs. (Spilling, 1996; World Economic Forum, 2013).   

2.3.1.2 Social Attributes 

Next, the social attributes refer to resources acquired through the social networks within a region (Spigel, 

2017), in which social networks act as conduits for new knowledge about opportunities and technologies 

(Owen-Smith & Powell, 2004), help new ventures obtain access to financing (Shane & Cable, 2002), and 

influence entrepreneurial outlooks and skills (De Carolis & Saparito, 2006). Given that Mexico is considered a 

collective society (Hofstede, 2017), this attribute result is relevant to consider in Mexico, where proximity with 

people and relationships have resulted in being a determinant cultural factor for shaping the community. 

There are four components of this attribute (Spigel, 2017). The first is networks that tend to be locally focused 

on the densest links forged by frequent face-to-face interactions (Schutjens & Völker, 2010). The second, 

investment capital, which refers to financing from institutional investors like a venture capitalist, high net-

worth angel investors, or entrepreneurs' own family and friends as critical components for an entrepreneurial 
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economy (Malecki, 2011). The third is mentors, since their presence in a region increases overall firm 

formation, and survival rates (Lafuente, Yancy & Rialp, 2007) and improves the entrepreneurs' performance 

(Bosma, Hessels, Schutjens, van Praag & Verheul, 2012; Ozgen & Baron, 2007). Within this same component 

are the dealmakers. These actors have a high level of social capital, and proactively build new connections 

between entrepreneurial actors, helping to improve firms' formation and growth within regions (Feldman & 

Zoller, 2012). The last one is skilled employees since they are a crucial component for the competitiveness of 

new ventures (Audretsch et al., 2011; Qian, Acs & Stough, 2013). 

2.3.1.3 Cultural Attributes 

Cultural attributes are the underlying beliefs and outlooks about entrepreneurship within a region (Spigel, 

2017). Its two components are cultural attitudes and histories of entrepreneurship. Consequently, I strive to 

examine the regional culture that influences the entrepreneurial activities by shaping acceptable 

entrepreneurial practices and norms (Aoyama, 2009) in the Mexican context. 

2.3.2 Relationship Among Ecosystem Attributes  

Spigel points out that in sparser ecosystems, one attribute drives the production of the other attributes. 

Therefore, the study of ecosystems should focus not only on the outcomes, but rather the inputs such as the 

localized cultural, social, and material attributes that support entrepreneurial activity and how these attributes 

interact and reproduce the overall ecosystem (Spigel, 2017). For assessing how these attributes interact and 

foster the entrepreneurial activity in a spare ecosystem like Mexico, this research project will apply the 

"Relationships Among Ecosystem Attributes" pyramid proposed by Spigel (2017) during the analysis of the 

social enterprises from this project (Appendix 2).  

With this sub-chapter, the literature review related to the variables that conforms SE is concluded. The 

following and last section aims to provide a general picture of the contextual situation of Mexico. 

2. 4 Empirical Settings 

So far, it the literature that will consolidate the theoretical framework of this thesis has been presented. In 

doing so, I have used scholars from both inside and out of Mexico, whose studies will consolidate the basis of 

the analysis. However, the outcome of the social enterprises may be shaped by the contextual situation in 

which the country finds itself; thereby, it is relevant to acknowledge those circumstances for generating 

legitimate analyses and conclusions. Therefore, this last sub-chapter seeks to provide an overview in regards 

the country's context and characteristics. The first section outlines the country's demographics. The second 

elaborates on an analysis of the cultural variables that enhance the organization's success. And the third one, 

delves into the poverty dimension of the country. 
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2.4.1 Mexico Demographics 

This section provides information in regards Mexico's demographics. According to the 2019 Revision of World 

Population Prospects (RWPP) in support with the National Statistical Office (INEGI), the population of Mexico 

currently stands at 127.58 million. Females account for 50.7% of the population, while males account for 49.3% 

of the total population. Moreover, the average age is between 28 and 29 years-old (Appendix 3).  

The RWPP points out that the rate of growth in Mexico is expected to slow fairly significantly as we progress 

further into the 21st century (Appendix 4). Population forecasts expect the population will reach 134 million 

by 2020, and 148 million by 2030. 

In regards the Mexican arena, the country covers 1,972,550 square kilometers, making the country's 

population density about 57 people per square kilometer. The country consists of 31 states and one federal 

district. Mexico City is the capital and has a population of 21.2 million people (INEGI, 2019). Furthermore, a 

total of 78.84% people in Mexico reside in urban areas, leaving a mere 21.16% to live in rural areas. Roughly 

half of the population lives in one of Mexico's 55 metropolitan towns (RWPP, 2019). 

2.4.2 Cultural Analysis 

After having presented quantitative data that consolidates the Mexican arena, this section exhibits the 

country's cultural drivers, to thus enhance this research project analysis according to the particular conditions 

of it. Therefore, the 6-D Model proposed by Geert Hofstede fits for this purpose.  

Hofstede's model shows six basic issues that a society needs to organize itself. Hofstede's called these 

"dimensions of culture" and assesses the country on a scale that runs from 0 to 100 (Appendix 5 shows the 

scale for Mexico). In the following paragraphs, the dimensions and interpretations for Mexico according to his 

approach are described.  

The first dimension of "power distance" deals with the fact that not all individuals in societies are equal and 

expresses the attitude of the culture towards these inequalities amongst us. This is defined as the extent to 

which the less powerful members of institutions and organizations within a country expect and accept that 

power is distributed unequally. According to Hofstede's research, Mexico is a hierarchical society, and people 

accept a hierarchical order in which everybody has a place and which needs no further justification.  

The second dimension is "individualism," and the fundamental issue addressed by this is the degree of 

interdependence a society maintains among its members. Here, Hofstede says Mexico is considered a 

collectivistic society. This is manifested in a close long-term commitment to the 'group'. Loyalty is paramount 

and over-rides most other societal rules and regulations. The society fosters strong relationships where 

everyone takes responsibility for fellow members of their group.  
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The third dimension refers to "masculinity" where a high score on it indicates that the society will be driven by 

competition, achievement, and by the 'best in the field.' Hofstede's study allocates Mexico as a Masculine 

society where people 'live in order to work'. Managers are expected to be decisive and assertive; the emphasis 

is on equity, competition and performance, and conflicts are resolved by fighting them out. 

The fourth dimension of "uncertainty avoidance" has to do with the way that a society deals with the fact that 

the future can never be known. This ambiguity brings with it anxiety, in which different cultures have learned 

to deal with this anxiety in different ways.  

The fifth dimension is "long term orientation" and describes how every society has to maintain some links with 

its past while dealing with the challenges of the present and future. Here, the Mexican culture is normative, 

meaning that people have a strong concern with establishing the absolute truth. Furthermore, people exhibit 

great respect for traditions, a relatively small propensity to save for the future, and a focus on achieving quick 

results. 

The sixth and last dimension corresponding to "indulgence" is defined as the extent to which people try to 

control their desires and impulses, based on the way they were raised. Mexican culture has a definite tendency 

toward indulgence and its people generally exhibit a willingness to realize their impulses and desires about 

enjoying life and having fun. Mexicans, therefore, possess a positive attitude and lean towards optimism. 

Taking into account these cultural qualities of Mexico will permit a deeper understanding of the behaviors and 

facts resulting from the companies examined in a later section of this project. Moreover, in knowing the roots 

and reasons for precedents, it will allow for the realization of an accurate analysis, better conclusions, and a 

solid base for further research about SE in Mexico.  

The next section goes into depth about the poverty dimension and how the situation in the country is. 

2.4.3 About Poverty  

Much has been said about poverty over history, and among all definitions, it always denotes a negative 

outcome. Professor Muhammad Yunus refers to poverty as something that deprives a person of all human 

value. Mahatma Gandhi said it is the worst form of violence. And Nelson Mandela stated that overcoming 

poverty is not a gesture of charity but an act of justice, the protection of a fundamental human right: the right 

to dignity and a decent life. Reducing poverty has become an international concern, yet there is no 

international consensus on guidelines for measuring poverty (UNESCO, 2019). And despite the UN's first SDG 

being Ending Extreme Poverty, 8.6% of the world's total population is still living in extreme under this category, 

and the baseline projections suggest that 6% of the world's population will still be living in extreme poverty in 

2030 (UN, 2018). 
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Pierre (2001) asserts that poverty undermines human rights in the economic, social, political, and cultural 

dimension. "Economic" referring to the right to work and have an adequate income; "social" concerning access 

to health care and education; "political" regarding freedom of thought, expression, and association, and 

"cultural" concerning the right to maintain one's cultural identity and be involved in a community's cultural life 

(Pierre, 2001). Moreover, the United Nations remarks that poverty harms an entire nation since growing 

inequality is detrimental to economic growth and undermines social cohesion, increasing political and social 

tensions and, in some circumstances, driving instability and conflicts. 

Looping into Mexico's situation, the official report from The National Council for the Evaluation of Social 

Development Policy (CONEVAL) quantified that 51.2% of the total population, or 67 million Mexicans live under 

poverty and extreme poverty conditions (2016). CONEVAL employs the "multidimensional poverty" matrix 

(Appendix 6), which is based on the two variables of economic wellbeing and social deprivation. Furthermore, 

to measure poverty it uses the indicators of the person's per capita income, the educational gap, access to 

health services and social security, the quality and spaces of dwelling, access to essential services at home, 

access to food, and the degree of social cohesion. Other studies made by experts in geopolitical-analysis 

indicate that 85% of the country is in poverty condition (Jalife, 2018). However, this way of determining 

poverty in Mexico lacks a context that will allow an integral understanding of the situation. And since the 

extent in how poverty is understood will shape the outcome of this research, it is needed to considerate an 

approach that goes further than a "poor" or "not poor" categorization. 

 Therefore, the conceptualization of the poverty dimension for this research project is based on the 

"Factfulness" approach proposed by H. Rosling, O. Rosling, and A. Rosling (2018). Through many years of 

research work experience, professor Hans Rosling noticed a considerable contrast between people's living 

conditions around the world and the facts that we have been taught about them. He realized that it was not 

black or white when categorizing people as either rich or poor. So, his concern was, if data is not adjusted to 

reality then, how are we going to solve our world's issues with mistaken information? 

Rosling et al. (2018) stated that terms like 'developing countries' and 'the West' are outdated and unhelpful 

since they does not enhance our understanding of the world practically, nor help businesses find opportunities 

(P.32). Instead, they propose the new "fact-based framework" called Four Income Levels as a helpful way to 

understand how people's lives can change gradually with more money, and thus, help us move away from 

merely categorizing people as either rich or poor. Using US dollars as the base for comparison, Level 1 is people 

who earn less than $2 a day and live in extreme poverty. Level 2 is people who receive between $2 and $8 a 

day. On Level 3, people earn between $8 and $32. Lastly, in Level 4, people's income is more than $32 a day.  
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Appendix 7 illustrates today's income per person globally. Furthermore, the figure exposed in Appendix 8 

demonstrates the world's population distribution and its income level. The countries are colored according to 

their continent: Asia in pink, Africa in blue, Europe in yellow, and The Americas in green. As can be noticed, 

both the global and Mexican population majority is between Level 2 and 3. Looping now into Mexico, the 

figure in Appendix 9 shows the country from 1800 to 2018. Over the last 200 years, Mexico has improved its 

income level, meaning today that the majority of its population is in Level 3 followed by Level 2. Besides, 

increasing life expectancy years suggests an improvement in a population's wellbeing status. Lastly, the figure 

in Appendix 10 focuses exclusively on the income level evolution of the Mexican population. 

Fifty years ago, more than half of the world’s population lived on Level 1, and today, the share is only about 

13% (Rosling et al., 2018). Although the number of people living in Level 1 still needs to be reduced, it is 

relevant to acknowledge the progress that has existed both globally and for Mexico. Dr. Hans Rosling suggested 

that a fact-based worldview is more comfortable. It creates less stress and hopelessness than the dramatic 

worldview, simply because the dramatic one is so negative and terrifying. When we have a fact-based 

worldview, we can see that the world is not as bad as it seems—and we can see what we have to do to keep 

making it better. 

This project intends to identify the social challenges that still exist in the country, foremost in Level 1, but also 

to recognize the full context with strengths and improvements that have been accomplished. Only in 

acknowledging that the situation is not black or white, actors that aim for social justice will be enabled to 

ideate accurate means to tackle the real challenges and achieve the required social transformation. In doing 

so, Rosling et al. (2018) suggest avoiding ten mental biases that obstruct our thinking exposed in Appendix 11. 

This concludes the Literature Review Chapter. Next, is presented the methodology that forms this project. 

 

3. Methodology 

This chapter seeks to provide an overview of the research structure of the thesis to follow the coherence of 

how it is built, and to understand how the findings will be interpreted. Since the way that it answers the 

research questions will be influenced by the research philosophy and approach to theory development 

(Saunders, M., Lewis, P., & Thornhill, A., 2009), the first subsection of the chapter will focus on the choices 

made for data collection methods. The selection of these will subsequently influence the selection of the 

research design, and the way the research question is turned into a research project. Therefore, the second 

sub-section will focus on the research methodology, choices of gathering and approaching data, time horizon, 

and procedures of the research. Lastly, the third subsection will address the elements of data collection, data 

analysis, and ethics followed during the entire investigation.  
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The following figure illustrates the structure of this research project, which is based on the "Research Onion" 

suggested by Saunders et al. (2008) and adapted to the particular characteristics of my research. 

 

Figure 1: Research Onion Adapted to this Thesis Research Project. Source: Adaptation of Saunders et al. (2008). 

3.1 Research Philosophy and Approaches to Theory Development 

Regarding the process of creating knowledge in the particular field of SE in Mexico, it is needed to define a 

research philosophy that as the researcher, reflects my beliefs and assumptions during the process. This way, 

the outcome of the investigation will answer the research question while developing new knowledge in the 

field of Mexican social enterprises. 

At every stage of the investigation, the researcher makes several assumptions (Burrell & Morgan, 1979). The 

importance of these assumptions is notorious since they will shape the understanding of the research 

questions, the methods used, and how the results are interpreted (Crotty, 1998). Therefore, this section 

required me to develop the skill of reflexibility and question my thinking and actions. Being aware of and 

actively shape the relationship between my philosophical position and how I undertake the research (Alvesson 

& Sköldberg, 2000), is how the assumptions that build my research are interpreted. The ontology refers to 

assumptions about the nature of reality, determining how I see the world of business and management and, 

therefore, my choice of what to research for my project (Saunders et al., 2009). The epistemology concerns 

assumptions about knowledge, what constitutes it acceptable, valid and legitimate and how I can 

communicate it (Burrell et al., 1979). And axiology refers to the role of values and ethics within the research 

process (Saunders et al., 2009). 
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To understand the perspective in how the philosophy is developed and the research project is designed, first 

the type of multidimensional set of continua is defined (Niglas, 2010). While the objectivism continua 

incorporates the assumptions of the natural sciences (e.g. chemistry, biology), arguing that the social reality 

that we research is external to us and others, for this thesis I consider that a more accurate continua is the 

subjectivism which asserts that social reality is made from perceptions and the consequent actions of social 

actors (Saunders et al., 2009).  

Within such continua, my ontological position will be social constructivism. This means that as a researcher, I 

understand that reality is socially constructed, and so is poverty and the actions that can be done to tackle it. 

It is my role to seek different realities of the social entrepreneurs in order to make sense of them and to 

understand their motives, actions, and intentions in a meaningful manner (Saunders et al., 2009).  Moving to 

the epistemological perspective, I will focus on the social actors' opinions, narratives, interpretations, and 

perceptions that can help to account for different social realities. Lastly, subjectivists believe that since 

researchers actively use data, they cannot detach themselves from their values (Saunders et al., 2009); in this 

sense, I will reinforce my axiological assumptions with 'radical reflexivity' (Cunliffe, 2003) to acknowledge, 

continuously reflect on, and question my values, incorporating these within the research. More about my 

reflexibility approach can be found in a later section. 

Since the multidimensional set of continua for this thesis lies in the subjectivism, it makes sense to align the 

research with the interpretivism philosophy in where the research purpose is to create new, richer 

understandings and interpretations of social worlds and contexts (Saunders et al., 2009). In contrast to the 

positivist philosophy that attempts to discover definite and universal laws that apply to everyone; 

interpretivism emphasizes that humans are different from physical phenomena because they create meanings 

(Saunders et al., 2009). In general, interpretivists emphasize the importance of language, culture and history 

(Crotty, 1998) shaping interpretations and experiences of organizational and social worlds. Therefore, it is vital 

that I as the researcher adopt an empathetic stance. The challenge is to enter the social world of the research 

participants and understand that world from their point of view.  

Once the research philosophy is defined, the next step is to cover the theory development that constitutes this 

research project. I have chosen the inductive approach since it fulfills the characteristics of the interpretivism 

philosophy and subjectivism continua. Within this approach, it is stated that the research commences with 

data collection for later analysis, and develops a conceptual framework (Saunders et al., 2009). I have defined 

the research purpose of the Mexican social enterprises’ formation and their economic and social outcome to 

make sense of what I will observe during the initial explanatory approach to the field.  
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Through the inductive inference, known premises are used to produce untested conclusions. For my research, 

I have taken the known premises that social enterprises generate social impact and economic value. Thereby, 

my judgement indicates that in Mexico, SE should work as a means to tackle the social problems that provoke 

poverty. By testing this central premise, I have proposed three more sub-premises. The first is that the social 

value generated varies according to the type of social entrepreneur. The second is that a profitable social 

enterprise is a result of employing accurate business strategies. And the third is that the EE where the social 

enterprises interact and realizes its activities, influences its succeed. 

Within the inductive approach, data collection is used to explore a phenomenon, identify themes and patterns, 

and thus, create a conceptual framework (Saunders et al., 2009). In this way, my research starts with 

interviewing a selection of social enterprises (a strategy described on the next subsection) to "get a feel" for 

what the situation is in the field of SE in Mexico and thus delimitate the scope of the research. The next sub-

chapter moves into the overall plan for my research project that consolidates the research design. 

3.2 Research Design 

After underlying the choices for the philosophy and approach to theory development, now is outlined the 

research design which focuses upon turning the research questions and objectives into the research project 

(Saunders et al., 2009). Therefore, this sub-chapter discusses the themes of nature of the research; 

methodological choice; technique for gathering information; research method; access to the social enterprises 

and their information; time horizons; and the credibility of the research project.  

3.2.1 Nature of the Research 

Given the fact that this thesis is socially constructed, then, the nature of the research corresponds to be 

explanatory. The emphasis on this is to study a situation to explain the relationships between variables 

(Saunders et al., 2009), an action that I attempt to make through studying social enterprises and explaining 

the relationships between social entrepreneurs, actors from the social ecosystem, and the beneficiaries. 

Subsequently, due to the interpretivism philosophy being informed by a concern to understand the world as 

it is and to understand the fundamental nature of the social world at the level of subjective experience (Burrell 

et al., 1979), this research project follows the qualitative method approach. 

3.2.2 Methodological Choice 

The qualitative method will concern the data collection technique and data analysis procedure for the project. 

Since I have chosen the single technique of interviews, this is a mono-method qualitative study. I attempt to 

examine the relationship among the entities of social innovators and stakeholders within the social 

entrepreneurial field of Mexico through semi-structured interviews and subsequently, realize a qualitative 
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analytical procedure (described in the next subchapter). Essentially, the research interview is about asking 

purposeful questions and carefully listening to the answers to be able to explore them further (Saunders et 

al., 2016). The key themes linked to the research objectives were previously defined (Appendix 12). Although 

it is a guideline that aims to obtain the right information for answering my research questions, I am aware that 

I have to be flexible in each conversation, since the performance and context may vary from to another. My 

sensibility as a researcher will be, therefore, to identify in the themes that are worth elaborating. The interview 

is designed to last a maximum of one and a half hours, depending on the number participants. And to ensure 

that I don’t miss any information, the interviews will be audio-recorded. Lastly, I will fill a self-memo document 

for each encounter describing additional non-verbal insights observed. 

3.2.3 Research Strategy 

This section will detail the research strategy which concerns the plan of how the research questions will be 

answered (Saunders et al., 2009). It is relevant to define my research strategy since it indicates the 

methodological link between my philosophy and subsequent choices of methods to collect and analyze data 

(Denzin & Lincoln, 2011). I consider the case study as the right strategy for my project, since the research in it 

involves an empirical investigation of a particular contemporary phenomenon within its real-life context, using 

multiple sources of evidence (Robson, 2002). In this regard, I employ Dr. Robert K. Yin’s (2003) research and 

define the two dimensions of the multiple case and holistic case for my research. "Multiple" because I will 

examine ten social enterprises and will need to establish whether the findings of the first case occurred in 

other cases and, as a consequence, to generalize from these findings (Yin, 2003). And "holistic" given that I will 

study the social enterprise as a whole, rather than sub-units within the organization (Yin, 2003). 

3.2.4 Access to Social Enterprises 

To ensure that the gathered information produces accurate interpretation and analysis, it is necessary to 

guarantee complete access to the information of the social enterprises interviewed. In doing so, this section 

describes the type and levels of access applied to this thesis. My research follows a traditional access type, 

which involves face-to-face interaction. This type of access allows me to get first-hand information through 

semi-structured interviews. Nevertheless, internet-mediated access will be used to complement information 

of the enterprises interviewed with secondary data available on official websites.  

Another consideration for achieving the right data collection is the level of access that varies depending on 

the nature and depth of the access (Saunders et al., 2016). In the first level of entry referring to physical access 

(Gummesson, 2000), the companies were contacted through my CBS e-mail. This way, I got a credible 

perception of the project when introducing the research and inviting them to participate. I faced the challenge 

of getting confirmation from all the companies I desired. Regarding the SMEs, I noticed some of them lacked 
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resources and hence were not prepared to engage in any additional activity. Whereas in enterprise-sized 

companies, some didn't perceive to receive any extra value from participating and consequently have rejected 

to participate. 

Many authors see access as a continuing process and not just an initial or single event (Gummesson, 2000; 

Marshall & Rossman, 2011; Okumus et al., 2007). To ensure cognitive access and gain acceptance, trust, and 

actual access to the data of the companies (Saunders et al., 2016), I used my network in contacting the social 

enterprises. Appendix 13 shows how I got connected with the case companies for this study project, and 

subsequently Appendix 14 briefly introduces each one.  

3.2.5 Time Horizon 

The next section concerns the time zone scope that this research aims to analyze. In this regard, it has been 

defined as cross-sectional since the thesis' time-constraints merely allows it to illustrate a "snapshot" of the 

current situation (Saunders et al., 2009). Therefore, through the semi structured-interviews, will be shown the 

current picture of to what extent social enterprises in Mexico are generating social impact and economic value 

as a means to reduce poverty in the country, including the characteristics of the social entrepreneur and the 

participation of stakeholders in the social ecosystem. 

3.2.6 Reliability and Validity 

This last sub-section concerns the determinants of reliability and validity of my research that will provide 

credibility for my findings. Given that it is not a certainty that the outcome of the research is entirely impartial 

(Saunders et al., 2009), what I can do is to reduce the risk of getting the answer to my research question wrong. 

Starting with the emphasis of reliability that concerns the extent to which the data collection technique or 

analysis procedures will yield consistent findings (Saunders et al., 2009), I will strive to cover the four threats 

to reliability stated by Robson (2002).  

First, to avoid the participant error, which refers to factors that may alter the performance of the interviewees 

(Robson, 2002), the contacting of social enterprises needs to occur two months before the fieldwork period. 

In getting the companies' confirmation in advance, to the schedule to confirm the interview with the right 

person is confirmed (the social entrepreneurs and top managers for my case). Moreover, it is easier to get the 

most convenient time for each company, ensuring to gather reliable information from the interviews. Second, 

in the participant bias, which concerns any factor that provokes a false response (Robson, 2002), I have to 

agree with the companies that the interviews happened in spaces where clear and open communication is 

ensured. In doing this, the face-to-face interviews are in the companies' meeting rooms, whereas in the virtual 

interviews, both the interviewee and myself are in private rooms. Furthermore, since the scope of the thesis 
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is focused on the outcome of the social enterprise, it has been stated that the founders and top managers are 

the interviewees, whereas in the cases of group interviews, the information obtained should produce a greater 

understanding.  

Moving onto the threats of me as the researcher, the third one is the observer error, which refers to any factor 

that alters the researcher's interpretation (Robson, 2002). In this regard, I defined the semi-structured 

interview to ensure the interviews follow the objective of the thesis, despite the flow that each conversation 

may take. Therefore, to guarantee that I have complete mental capability in each interview, during the initial 

contact with the companies I have to ensure to have a maximum two interviews in the same day and to have 

a considerable period between them. Lastly, the fourth threat of observer bias concerns any factor which 

induces bias in researcher's recording of responses (Robson, 2002). This has been identified as the most 

common threat made by researchers. Therefore, my challenge is to analyze the information from fieldwork 

without influencing the interpretation with my hunches or thoughts, and to do as objectively as possible. In 

doing so, I will support the audio recording, as well as a self-memo for each interview that will help me to recall 

additional contextual information observed during the interview. 

The validity is another emphasis for achieving credibility, and which is concerned with whether the findings 

are really about what they appear to be about (Saunders et al., 2009). For this, I have considered three kinds 

of validity, starting with the construct validity that is concerned with the extent to which one's measurement 

questions measure the presence of those constructs you intended them to measure (Saunders et al., 2009). 

These are the methodological choices that I have taken during this chapter. The consistent definition of the 

research in a top-down approach, starting from the generality of the research philosophy and approach to 

theory, followed by the research design, and ending with the data analysis.  

The next one is the internal validity, which is established when the research demonstrates a causal relationship 

between two variables (Barick, 2016). In this regard, my research questions attempt to be answered through 

a causal relationship between the variables of social enterprises in Mexico, business strategies that resulted in 

successful companies, and the actors that consolidate the social entrepreneurial ecosystem.  

Lastly, the external validity is concerned with whether a study's research findings can be generalized to other 

relevant settings or groups (Barick, 2016). This refers to whether the findings obtained from the group of social 

enterprises studied can be generalized to the whole population of social enterprises in Mexico. Since the 

findings will be the result of analyzing ten social enterprises, to guarantee the representativeness of the result, 

I have conducted previous research about the universe of social enterprises in the country and chosen a 

diverse sample that varies in the size, location, antiquity, and social problem tackled. Furthermore, five 
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companies in the sample are related to the creation and scalability of social businesses. Thus, the information 

gathered will include additional cases from the experience of these companies and enrich, to a high degree, 

the findings of the research. Coming up, the approach to data analysis is addressed. 

3.3 Data Analysis 

Having covered the philosophy that governs this thesis and discussed how the research project is built, this 

sub-chapter moves to the next stage of the project concerned with the analysis of data. It has been said that 

the kind of data that this thesis strives for is qualitative; therefore, as a starting point, it is pertinent to discuss 

the nature of the qualitative research. The quality of qualitative research depends on the interaction between 

data collection and data analysis to allow meanings to be explored and clarified (Saunders et al., 2016). 

Therefore, the next section covers the analytical technique, followed by sub-sections that detail the correlation 

with the data collection and analysis with this approach. Finally, the sub-chapter finishes with a section 

dedicated to the reflexibility and ethics used during the complete research project.  

Saunders et al. (2016) pointed out that qualitative data is based on meanings expressed through words spoken, 

textual and images; it is collection of results in non-standardized data that is likely to be significant in volume 

and complex enough in nature that it requires classification into categories; and its analysis is conducted 

through the use of conceptualization; that is, to relate the categories to concepts and theories (Saunders et 

al., 2016). Consequently, I will need to process a mass of qualitative research interviews and self-memos to 

explore, analyze, synthesize, and categorize them to address my research objectives and answer my research 

question. Once the audio-recorded interviews are obtained, I will need to transcribe them according to what 

participants said and the way they said it. Since the thesis has time-constraints and the transcribing process is 

excessively time-consuming, an alternative method will be used for reducing the time needed to transcribe 

the audio-recordings. This process, called data sampling, refers to only transcribing the sections of each audio-

recording that are pertinent to my research (Saunders et al., 2016). I will have to listen to the recordings 

cautiously and go back to the audio-recorder as many times as needed to carefully check the transcription.  

We move now to discuss the technique for analyzing the qualitative data. For this, thematic analysis has been 

chosen since it is considered as a general approach for analyzing qualitative data, it is not tied to a particular 

philosophical position, and it provides a systematic yet flexible and accessible approach (Saunders et al., 2016). 

The purpose of this approach will help me to search for patterns and themes for further analysis related to my 

research objectives, and since I am using an inductive approach, themes will be derived from my data. 

Furthermore, the nature and flexibility of Thematic Analysis will allow me to invest my time and energy 

resources into ensuring my analysis is rigorous, instead of spending lots of time checking if I am following strict 

rules from another type of technique. The procedure for thematic analysis does not occur in a simple line 
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progression; instead, it needs to become familiar with data through the production of transcripts; coding of 

data; the search for themes and in recognize relationships; refining themes; and testing propositions.  

According to the procedure of Saunders et al., (2016), first, familiarization involves a process of immersion 

that will continue throughout my research project. I will find myself looking for meanings, recurring themes, 

and patterns in the data collected. Once the transcripts are done, I will use coding to categorize data with 

similar meanings (Saunders et al., 2016). For the purpose of this thesis, a code will be represented by a short 

phrase, whereas a unit of data will refer to a line of a transcript. Here, when I consider that a new piece of 

data has a similar meaning to a previously coded unit of data, it will be labeled with the same code. And when 

I consider that a new piece of data does not have a similar meaning to a previously coded unit of data, I will 

need to devise a new code for it. During this process, I will be able to link units of data that refer to the same 

aspect or meaning, or to link aspects or implications that I want to compare and contrast; as well as to 

rearrange my original data into groupings for the next stage of analysis. There are three main sources of codes 

(Saunders et al., 2016): 'in vivo' codes that refer to actual terms used by my participants; labels that I may 

develop; and ‘a priori’ codes that refer to existing terms used in theory and literature. Since my approach is 

inductive and data follows theory, for the effect of this thesis, only the first two sources will be applied. 

Furthermore, given that I already defined my research question, my approach to coding will be guided by the 

purpose of my research. Finally, throughout the process, I will need to keep a list of codes that I am using and 

a working definition for each to ensure consistency during the analysis.  

Following the procedure, searching for themes and recognizing relationships is the next step of the analysis, 

since it fully begins when all data set is coded and lists of themes are created that relate to the research 

objectives (Saunders et al., 2016). Nevertheless, in practice I will find myself searching for such themes, 

patterns, and relationships in my data while I am collecting and coding it. Here, a theme is a broad category 

that could either incorporate several codes that appear to be related to one another or considered a single 

code that indicates an idea that assumes general importance to the research (Saunders et al., 2009). To 

accomplish this stage, I will look into how the created codes might fit together and allow my further analysis, 

firstly deciding on themes for further analysis; secondly defining themes and the relationships between them, 

where some will become main themes and others may become secondary-level themes; and thirdly evaluating 

these themes and the relationships between them, a step that leads to the next sub-section. 

The next step of refining themes consists of ensuring a coherent set of themes that will provide a well-

structured analytical framework to pursue the analysis (Saunders et al., 2016). This is likely to be a 

developmental process given that I will have to re-read the coded data and reorganize it to evaluate if codes 

are meaningful to one another within their theme and for the research itself. In this process, initial themes 
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should be combined to make a new theme while others should be separated into different themes, and some 

should be discarded. As I seek to reveal patterns within my data and to recognize relationships between 

themes, I will be able to develop testable propositions.  

The last procedure step of the Thematic Analysis consists of testing propositions. Saunders et al., (2009) say it 

is required to test the propositions emerging inductively from the data by seeking alternative explanations and 

negative examples that do not conform to the pattern or relationship being tested. In doing so, I will be able 

to move towards the development of valid and well-grounded conclusions. Moreover, he suggests that 

negative cases that do not support my explanations should be seen positively as they will help to refine my 

explanations and direct the selection of further cases to collect and analyze data (Saunders et al., 2009).  

Until this point, the Thematic Approach of this research project has been widely described. Given the level of 

complexity that the multiple case and holistic case research strategy that I intend to accomplish has, I will 

conduct my analytical process with a computer-assisted qualitative data analysis software (CAQDAS). 

According to Saunders et al. (2009) using CAQDAS will help my qualitative analysis with regard to project 

management and data organization, keeping close to my data, exploration, coding and retrieval of my data, 

searching and interrogating to build propositions and theorize, and recording my thoughts systematically. For 

this purpose, I have chosen NVivo, which is a very powerful piece of software with a large range of searching 

possibilities (Saunders et al., 2009). Moreover, to understand the functionality of this tool, the Information 

Specialist at CBS, Joshua Kragh, will reinforce my process with mentoring sessions.  

With this sub-chapter, the elements that define and design this thesis project are concluded. However, to 

achieve what I aim to, it is necessary to loop into my position as a researcher. Therefore, the next section 

closes the Methodology Chapter with the topic of reflexivity and ethics. 

3.4 Reflexivity and Ethics 

This last sub-chapter covers first, the aspect of reflexivity in regard to my role as researcher during the 

knowledge-process-creation. And second, the ethics that shape my actions during the project.   

The importance of reflexivity is acknowledged within social science research, and there is widespread 

recognition that the interpretation of data is a reflexive exercise through which meanings are made rather 

than found (Mauthner, N.S. & A. Doucet, 1998). Therefore, in the first section of this sub-chapter, I 

acknowledge assumptions that are worthy to expose and closely observe in my researcher role. 

The production of the theory is described as a social activity, which is culturally, socially, and historically 

embedded, thus resulting in 'situated knowledges' (Haraway, 1988). In this sense, I acknowledge the challenge 

that is represented in studying my home country, where I have already developed perceptions in regard to 
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several elements that will be analyzed. Moreover, I am applying a European perspective to a  very different 

arena; a reason to reinforce reflexivity in how I interpret data, my role in the analytic process, and the pre-

conceived ideas and assumptions I bring to the analysis (Devine & Heath, 1999; Henwood & Pidgeon, 1997; 

Olesen, V., N. Droes, D. Hatton, N. Chico & L. Schatzman, 1994). 

Furthermore, I acknowledge that my experience in studying entrepreneurship and starting a social business in 

Denmark could influence ideas of how the concepts described in the Literature Review Chapter should be 

conceived for the field of SE in Mexico. In this sense, I have to be keen to avoid that the Other's presence is 

directly connected to my self-presence in the text (Denzin, 1994) and strive for a profound level of self-

awareness and self-consciousness, and interconnect it in all the parts of the project (Mauthner, N. S., & 

Doucet, A. 2003). 

Thereby, an action I attempt to employ to tackle my own assumptions and practice the reflexivity process is 

the "reflexive objectivity " process suggested by Brinkmann, S. and Kvale, S (2015). Here, I will write down and 

keep track of my attitudes and beliefs and strive to continuously make them explicit so I can understand how 

they might influence my judgment during all the stages of this research project. Nonetheless, I do agree with 

Mauthner et al., (2003) that there may be limits to reflexivity, and to the extent to which I can be aware of the 

influences on my research both at the time of conducting my research and in the years that follow. Therefore, 

I will consider their suggestions in thinking in terms of 'degrees of reflexivity', where some influences are easier 

to identify and articulate at the time of my work while others may take time, distance and detachment from 

the thesis period (Mauthner et al., 2003). 

Finally, the last section concerns ethics. Within the research context, ethics refers to the standards of behavior 

that guide the conduct concerning to the rights of those who become the subject of the work or are affected 

by it (Saunders et al., 2016). In this regard, I pursue confidence from and transparency with the people involved 

in the research, as well as objectivity and coherence with the development of the project. Furthermore, during 

all the stages of formulating and clarifying my research project; designing my research and ways for gaining 

access to information; collecting data; processing and storing data; and when analyzing and reporting my 

findings, as a researcher I would have to accomplish constant reflexibility towards my decisions and thus 

ensure that the general ethical issues of integrity and objectivity; respect; avoidance of harm; privacy; 

voluntary participation; right to withdraw; informed consent; confidentiality and anonymity; responsibility in 

analyzing and reporting; data management compliance; and safety are fulfilled accordingly. 

In summary, this chapter has described and justified several methodological and analytical decisions for this 

research project. The first section contains the elections for subjectivism continua; the interpretivism 

philosophy; and the inductive approach to theory development. These decisions subsequently resulted in the 
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second sub-chapter, which concerns the research design. There, the explanatory research nature was 

addressed; the qualitative method; the semi-structured interview as the gathering-data technique; the 

research strategy of multi-case study; the traditional access to information and introduction to the companies 

that will be analyzed; the cross-sectional time horizon; and the elements of validity and reliability that give 

credibility to the project. Altogether, these form the research project and lead to the third sub-chapter, which 

encapsulates the elements for the data analysis. This includes the nature of the qualitative research; the 

technique for analyzing data through the thematic analysis; and the introduction to the software NVivo used 

for the analytical process. Lastly, the fourth sub-chapter exposes the concepts of reflexibility and ethics that 

define the position that I have as the researcher of this project. 

 

4.  Case Descriptions  

Before starting the analysis, it is necessary to present the case companies that consolidate the research project 

of this paper. In the following sub-chapters, are described the ten case studies, namely Cirklo, CONNOVO, 

ESMEX, Extensio, GoodSide, La Mano del Mono, Socialab, Pixza, Tekiti, and Tótem. All cases are located in 

Mexico and create solutions to social and environmental challenges. The case descriptions are based on the 

interviews with the founders and only provide a short overview of relevant aspects and events of each social 

enterprise since its foundation up to its current operations. Moreover, a link to download and listened to each 

interview can be found in Appendix 15, and each company can be found extensively presented in Appendix 16. 

The chapter ends with the Section 4.11 Case Companies Overview which highlights the overall characteristics 

from each study case, and that will be used during the analysis in Chapter 5. 

4.1  Cirklo  

"With Cirklo we think that innovation can be the common language between 

government, academy, private sector, and the public sector of Mexico." 

Julio Salazar, Co-Founder and Director Cirklo 

Julio Salazar is one of the founders of Cirklo (CK). He is originally from Peru, has a Colombian passport and 

considers himself Mexican. He has a bachelor's Degree of Marketing and Business Administration with a minor 

from Finance at Emerson College Boston, and a Master's Degree of Innovation and Strategic Design from La 

Ibero Americana University, CDMX. After working within consultancy firms, he opened CK in 2011, a social 

innovation consultancy firm based in Mexico City that fulfilled the gap between the private, public, and civil 

sector with social innovation. The company started in 2011 with minimum capital from the founders and grew 

organically with a B2B model based on consultancies provided. CK's consultation strategy is similar to an 

"acupuncture system." Each case of consultancy gets a tailored solution according to its specific 
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characteristics. To get the desired level of credibility in the solutions offered, CK allied with numerous actors 

from other sectors such as government, academic, and SDGs. Up to date, CK doesn't employ a system that 

measures its social impact generated.  

4.2 Connovo 

"The name of the game isn't any more to create but to collaborate. The 

collectivity to solve problems with a higher impact. I rather am recognized 

under 'new' leadership of catalyst in which people mobilize more people." 

Germán Zubía, Co-Founder CONNOVO 

Germán Zubía is one of the founders of CONNOVO (CON). He has an Industrial Engineer Degree from 

Tecnológico de Monterrey University and a Master's Degree in Social Innovation from The London School of 

Economics and Political Science (LSE). After a personal experience in his younger years when volunteering, he 

knew he wanted to dedicate his life within the social sector. After some years of living abroad studying and 

working, he returned to Mexico and started working at Ashoka NGO. This experience gave him a systematic 

perspective of EE, identifying deeper problems, and appreciating market opportunities.  

Germán and his partner Nicolás started CON in 2014, legally constituted as a for-profit company with a 

replicating system inspired by successful social businesses around the world. The goal was to solve the current 

entrepreneurs' problems of avoiding to "reinvent the wheel" with existing solutions and break the barriers of 

scaling-up once a solution has proved to be successful. The founders spent almost three years in the creation 

of their current three companies, Extensio, Hipocampus, and HolaCode - Extensio, which connects farmers 

with their value chains through ICT; Hipocampus, which increases access to superior quality care and education 

for most vulnerable children; and HolaCode, which is a 5-month immersive software engineering bootcamp 

focused on creating better life opportunities. These ventures seek to dignify the lives of Mexico's most 

vulnerable. CON sought allies and funds to finance the operations of its ventures until it became self-

sustaining. CON faces the challenge of developing the correct impact measurement system.  

4.3 ESMEX 

"We first seek how to generate impact and then, the business model. It is 
a big gap between conventional and social entrepreneurs. 'Come and 

change the world with your talent' is our mantra". 

ESMEX Founders Team 

ESMEX (ES) company was founded by Jorge Meléndez, Cecilia Cárdenas, Alejandro Hernández, and Lino 

Córdoba in 2015. They have professional backgrounds in marketing, society, engineering, and management 

respectively, and all share a strong social vision and commitment. They identified the problem that the 
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philanthropic support that is given to vulnerable communities did not have a real impact on the people's life 

since these are lacking sustainable models. Therefore, they believed that a specialized laboratory to develop 

social innovators with knowledge, tools and mentorship for tackling the most basic needs of the poorest 

communities through tested social solutions would tackle the problems of philanthropic support. 

ES's business model lies in creating laboratories for social innovators and in training of SE to institutes and 

schools. The programs take place in three regions of the country: Mexico City, Guadalajara and Pachuca. The 

program mixes classroom sessions, where business strategies are taught, with fieldwork where the hypotheses 

made are tested directly with the beneficiaries. ES measures its social impact with the number of social 

entrepreneurs resulting from each program, and how many of them are still operating. 

4.4 Extensio 

"We are an agent of the digital field that generates actionable information for the 

farmer that lacks resources, seizing the technology that they currently use." 

Diana Popa, CEO Extensio 

Extensio (EX) is a company that was created by CON. Its founders Nicolás and Germán identified that the lack 

of access to the information within the agroindustry is one of the principal limitans of the sector in the country. 

This means that prices and determinants of the market can be altered unfairly. As a result, 73% of the 3 million 

food producers in the country live on less than 60 thousand MXN per year. Therefore, CON replicated a model 

where the use of technology allows it to reach the small and medium producers and generate actionable 

information that will increase their productivity and income levels. 

EX kicked off operations through a fund provided by The National Institute of the Entrepreneur (INADEM) in 

2015. The fact that reaching thousands of farmers simultaneously is of the interest of numerous private and 

public organizations, is allowing EX to consolidate a B2B business model. The operations of the company has 

a current presence within twenty states in Mexico, and its scaling strategy is to make contact with the 

maximum number of farmers. They have already reached 15,000 people, and its mission is to impact 45% of 

the available market in the country (1.6 million of producers) through its informative solution. For this reason, 

EX strives to get partnerships and allies that would allow it access to farmers networks. Some of these are 

public and private universities, research institutions, public commissions, and private companies. 

Furthermore, the alliance with organizations such as CIMMYT will allow them to replicate its service 

throughout Latin America in 2020. In regard to the metrics of value creation, the measurement that EX has 

applied so far is related to the degree of information delivered and implemented. Within the sequence of EX's 

operations, is integrated a stage that measures the impact generated.  
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4.5 Goodside 

"GoodSide customers are those who say: I am conscious that I am in this world and I 

will leave with nothing. I am very successful as an entrepreneur in 'X' field, but I'd like 

to leave something else to this world of social impact." 
 

Alfredo Chavarín, Founder GoodSide 

Alfredo Chavarín is the founder of GoodSide (GS). Since he was young, he has been actively involved in social 

activities, like a civil association that strived to bring awareness to "how to save Mexico." He got a scholarship 

and obtained his bachelor's Degree in Economics at Tecnológico de Monterrey University. Afterwards, he was 

awarded another scholarship abroad and became an expert in the appreciative inquiry technique. Lastly, he 

gained a specialization in Social Impact Businesses at The University of Pennsylvania. Alfredo is now part of the 

academic field as well, teaching programs related to Social Impact Businesses. 

Alfredo realized that enterprises are starting to align towards a global macro of the SDGs. Therefore, it is no 

longer possible for organizations not to consider social impact mentoring to become adapted. So, he believed 

that through the appreciative inquiry technique, it would be possible to inspire people to take positive impact 

actions. Therefore, he started GS in 2015 with a B2B consultancy business model based in Guadalajara. 

GS follows the "5D's cycle" during its sessions: "Define" what it wants to see; "Discover" what it gives life, 

"Dream "how it could be possible; "Design" how it should be; and "Destiny" of how it would be. The company 

experiments with a transformational process in where its operations generate a positive impact among its 

internal and external communities. 

4.6 La Mano del Mono 
 
"The problem is so big and complex that we don’t see competitors, we see allies. One of our 
internal politics is 'local hands-global changes.' We need more people to be involved in this" 
 

Mauricio Martínez, Founder and Director La Mano del Mono 

Mauricio Martínez is the founder of La Mano del Mono (MM). Since he was young, he has been immersed in 

environmental activities. His foremost concern was the biodiversity lost. Thereby, he did his bachelor in Biology 

and a Master's Degree in Germany with a research of "A non-formal environmental education program, based 

on sustainable ecotourism as an alternative for sustainable livelihoods in Chiapas, Mexico." Mauricio knew 

that in the last 50 years, half of the forests and jungles in Mexico had been deforested, half of the rural 

population has migrated from their lands due to lack of opportunity, and half of the population lives in cities 

that demand natural resources. He considered a solution to promote eco-tourism and empirical education to 

create alliances that strengthen sustainable livelihoods in communities connected with protected natural 

areas.  
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Mauricio started MM in 2009 with a B2B business model where 70% of the income comes from institutional 

customers such as government, civil organizations, and international cooperatives. The impact has reached 70 

protected areas and local communities throughout the country. The goal is to replicate the model 

internationally and expand to Latin America. For the past three years, MM has been working with a 

methodology of "sustainable-living-ways" that has five pillars: human, social, financial, natural, and physical. 

The aim is to understand to what extent their activities have influenced eco-tourism in regard to these factors. 

Lastly, MM has a model called Market Ready. Through this, the communities get help in designing experiences 

rather than offering low-cost products. As a result, the transaction increases 1000% in the price of the product 

and 500% in the communities' income. And from the percentage that the communities gain, they have to 

reinvest a part in ways of sustainable life either in financial, social, natural, human or physical dimension. 

4.7 Pixza 

"The success of the model lies in the fact that humans are selfish. People will come 

because first, they want to give themselves something. So, if we give them the 

opportunity of doing so and to help someone else in the meantime, then they like 

the proposal." 

Alejandro Souza, Founder and Director Pixza 

Alejandro Souza is the founder of Pixza (PX). He completed his bachelor's Degree in Entrepreneurship in Boston 

and did a Master's Degree in Political Administration of Social Development in New York. His experience 

abroad made him aware of the social deprivation that people in street living conditions suffered from. Back to 

Mexico, he noticed that a very high percentage of this population was the youth, between 17- and 25-years 

old. As a result, he ideated an empowering social platform through a pizza parlor.  

The idea was to offer youths living in refuges the opportunity to develop their personal and professional plan, 

get an apartment, and gain higher education in a six-month program. Alejandro came up with an innovative 

pizza made with blue maize and Mexican ingredients, and for every 5 slices of pizza sold, the company gave 

one to a person from a refuge. PX started in 2015 with an initial capital consisted of 70% from Alejandro, and 

the rest was loans from friends and family. The growth has been organic and enough to open a second 

restaurant.  

PX has a social impact measurement system that has evaluated around 30 facts. Among the most relevant are: 

the delivery of more than 8,000 pizza slices; employed 40 youths, where five have since achieved a completely 

independent life; more than 400 hours of coaching and training; and the opening of new restaurants. The 

impact has reached the refuges in Mexico City, although for upcoming plans, PX seeks to replicate the model 

nationally, open a social franchise abroad, and have its institution enhance the process of the psychological, 
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physical, and intellectual transformation. In this sense Alejandro's partner, Raymundo von Bertrab, is the 

Strategy Vice-President who helps with the company’s expansion. 

 

4.8 Socialab 

"We want to impact 10 million people in the next five years. We need to invest time, 

some resources, and a lot of work. There isn’t a magic formula, it is on us and that is 

the coolest part of everything." 
 

Juan del Cerro, Founder and Director, Socialab and Disruptivo.tv 
 

Juan del Cerro is the founder of Disruptivo.tv and Socialab (SL). He has a bachelor's Degree in Business 

Administration from La IBERO and a diploma in Social Impact from La Anáhuac University. His philanthropic 

experience in an NGO promoted his interest regarding SE. Juan collaborated with the Latin America Social 

Impact Fund, an experience that allowed him to connect with numerous actors within the EE and generated 

two business proposals of a SE, podcasting Spanish (Disruptivo.tv) and a Chilean accelerator filial (SL). 

SL is aware that too many people strive to become social innovators; however, due to a lack of knowledge and 

tools, they cannot make it. The solution that they propose is an accelerator program of six months for young 

social entrepreneurs. In there, they can convert ideas into business projects while testing the product's 

feasibility and connect them with actors such as impact ventures to boost their solutions into the market. The 

SL program started in 2014 and only has operations in Mexico City, the number of spots is limited, and it is 

available just for people who can physically attend the sessions. The business model of the company relies 

mostly on public and private organizations. SL doesn't use a formal system to track the social entrepreneurs 

that have finished the program, nor the impact that it is having.  

 

4.9 Tekiti 

"Artisans should be empowered in doing businesses and have the same tools as the rest: 

knowledge and fiscal figures. The problem is that artistry has always been labeled as 

vulnerable communities in need of assistance instead of economic figures." 

Sofia Cruz, Founder and Director of Tekiti 

 Sofía Cruz is the founder of Tekiti (TK). She has a bachelor's Degree in Entrepreneurship from Tecnológico de 

Monterrey University. Sofia opened TK as a consequence of her bachelor's Degree, during which she identified 

a market opportunity concerning artisans’ intervention. However, it wasn't until her experience at the 

Unreasonable Institute of Mexico in which she consolidated the dimension of the social opportunity and 

structured the company that Sofia noticed the extreme lack of knowledge regarding fiscal, business, and 

security that ten million artisans have.  
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Sofia opened Tekiti in 2013 with a minimum initial capital of her own. For certain projects, TK received loans 

from family and friends, and on just one occasion raised a big donation from PayPal that allowed the launch 

of a project to tackle the misinformation problem that artisans have. TK strives to build the bridge between 

two radical worlds: the private industry that has several policies, and the artisans that lack education and that 

are not aware of the requirements that a formal business demands.  

TK has a B2B business model. It has a consolidated channel of restaurants and hotels, achieved a big 

international exportation to North-America, got a deal where Amazon buys from Tekiti and resells online, and 

worked with enterprises such as Clase Azul Tequila and Benito Santos with value-intervention-projects. The 

considerations used for measuring TK's impact are the number of sales, artisans impacted, cities covered, 

techniques used, and average income of the artisan.   

 

4.10 Tótem 

"People from vulnerable communities expect to receive and don't do anything. They asked us, 'and 
now, what are you going to give us?'. But we weren't there to give them anything. We wanted to 

collaborate together." 
Lourdes López, Founder and Director of Tótem 

 
Lourdes López is the founder of Tótem (TO). She has a bachelor's Degree in Environmental Economy from 

Guadalajara University. She became highly aware of environmental problems due to volunteering she did at 

her socially-oriented high school. She kept volunteering and took numerous courses regarding environmental 

care and also one about SE.  

Lourdes took ES's laboratory, and as part of the program, she went to "El Rehilete" in Guadalajara, a 

community with approximately 500 families. She identified the problems that thousands of people belonging 

to vulnerable communities were not able to afford a diet rich in protein. Thus, she came up with the solution 

of a farm dedicated to raising and producing rabbit meat, allowing these people to have access to quality 

animal protein at low cost. In the last part of ES program, Lourdes and her team needed to pitch their solution 

in an event organized by SL. TO launched a crowdfunding campaign and raised MXN 80,000 to cover the cost 

of the farm cost and the first rabbit litters. This way, TO officially started operations in 2017.  

TO has a 1:1 business model where it sells to gourmet markets at a high rate, and offers its product to 

vulnerable communities at price cost. Through fair trade, TO makes it possible that 4,000 people have access 

to complete nutrition. There is not a current system for measuring social impact. However, TO is developing a 

system that will track the data of the quantity of the meat sold, weight, and nutrition from its production. 
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4.11 Case Companies Overview 

 

Table 1: Summary of the Case Companies Based on Zahra et al. (2009).  Source: Own Creation. 

Table 1 summarizes the characteristics of the ten social enterprises observed. The division starts defining the 

typology of SE that corresponds to each case. As mentioned in previous chapters, although the three types of 

social entrepreneurs of bricoleur, constructionist, and engineer share a passion for pursuing social issues, 

significant differences exist among them in how they discovered social needs, how they pursued social 

opportunities, and how they are impacting the broader social system (Zahra et al., 2009). Thereby, this section 

aims to provide a general picture of the features among the social enterprises observed.  

The Company Industry column indicates in what industry the companies operate, followed by the size and 

scope of their interventions. Following, it shows the age of the company in years. The subsequent column 

specifies if resources are obtained as a result of the internal company's operations or through an external 

actor. The following column indicates the dimensions of the scaling strategy regarding "where" and "how". 

For the "where", the alternatives are scaling up, if the solution is expanding to other locations, and scaling 

deep if it is focusing on achieving more significant impact in the same community (Taylor et al., 2002). 

Meanwhile, the dimension of "how" refers to the choices of dissemination, affiliation and branching (Dees et 

al., 2004) where the critical distinction between them lies on the level of organizational involvement during 

scaling of the concept (Smith & Stevens, 2010).  

 

Social 
Enterprise 

Typology of SE 
Company 
industry 

Size and Scope Time Resources 
Scaling  

Strategy 

Level of Social 
Value 

Measurement 

Support to the 
development of 
SE in Mexico? 

ESMEX 
  

Social Bricoleur 

Incubator Small & local 4  External 
 Deep 

 Affiliation 
Medium Yes 

Socialab 
  

Accelerator Small & local 5 External 
 Up 

 Affiliation 
Low Yes 

Tekiti 
  

Artistry Small & local 6  Internal 
 Up & Deep 

 Dissemination 
Medium No 

Tótem 
  

Food Small & local 2 Internal 
 Deep 

 Affiliation 
Low No 

Extensio 
  

Social 
Constructionism 

Agro Large & national  4 Internal 
 Up 

 Branching 
High No 

GoodSide 
  

Consultancy Large & regional 4 Internal 
 Deep 

 Dissemination 
Low Yes 

La Mano del 
Mono  

Nature 
tourism 

Large & national  10 Internal 
 Up & Deep 

 Affiliation 
High No 

Pixza 
  

Food Large & regional 4 Internal 
 Up & Deep 

 Branching 
High No 

Cirklo 
  

Consultancy Large & national  9 Internal 
 Deep  

 Affiliation 
Low Yes 

Connovo 
  

Social Engineer 
Enterprises 

creator 
Very large & 
international 

5 External 
 Up & Deep 

 Branching 
Medium Yes 
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Next, is the column that refers to the level of social value measurement (SVM) that companies are 

accomplishing. Low means the company doesn't count with any system to measure its social result. Medium 

corresponds to those that do have a system for tracking the social impact, although with resources limiting its 

efficiency. And high indicates the company has an implicit system with clear metrics that provide a clear picture 

of their social achievement. The last column divides those companies that are supporting the development of 

the field of SE in Mexico through the impact that their operations generate, and those companies whose 

activities impact directly on the final user and beneficiary. This table will help sort the companies into 

categories according to the theme during Chapter 5, corresponding to the Analysis. 

 

5.  Analysis 

This chapter aims to analyze our data according to the three sub-questions to conclude on the research 

question which is: To what extent do the Social Enterprises in Mexico generate social impact and economic 

value as a means to reduce poverty?  

As a starting point, figure 2 illustrates the topics that were most discussed during the interviews. 

  
Figure 2: Case Company Interviews – Word Frequency Query Result. Source: NVivo 2019 

The foremost used words were "social," followed by "entrepreneur." This is due to the fact that all the 

interviewees are active entrepreneurs aware of the social problems of Mexico, and who aim for a change. The 

following most frequent words were "business," "impact" and "ecosystem."   

Moreover, Appendix 17 provides the coding scheme resulting from the most recurrent themes during the 

conversations with the entrepreneurs, and that consolidates the core of the analysis. 

Given the themes resulted from the interviews, in the following analysis, each chapter respectively looks into 

one of the sub-questions. 5.1 Part One focuses on the first sub-question and describes how Mexican 
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enterprises pursue, deliver, measure, and scale social value in the context of this study. 5.2 Part Two delves 

into the business perspective and the managerial strategies that social entrepreneurs employ to achieve and 

maintain their profitability. Lastly, 5.3 Part Three moves to the social environment of the country and discovers 

the external factors that have boosted the success of the case study companies.  

It is noted that the personal characteristics of the social entrepreneurs have influenced on every part of the 

analysis; therefore, along with the three sections the concepts mentioned previously in section 2.1.3, The 

Social Entrepreneur will be employed to reference the individuals' context. 

5.1 Part One: Towards Social Value Creation 

In this first part of the analysis, I aim to answer the first sub-question: To what extent do distinct approaches 

for addressing a social problem translate into the creation of social value? I will do this by taking the definitions 

highlighted earlier in sections 2.1.2 Types of SE and 2.1.4 Social Impact and compare them to the coding theme 

Social Entrepreneurial Characteristics, including the categories of the social entrepreneur type (Zahra et al., 

2009), resources, impact, social measures, scalability, founders’ background, and SE field previously 

summarized in table 1.  

The first section 5.1.1 enlists the social bricoleurs companies, the 5.1.2 the social constructionists, and the 

5.1.3 the social engineers. Lastly, section 5.1.4 closes the sub-chapter with an integrated examination of the 

Part One analysis. 

5.1.1 Social Bricoleur Companies 

The companies of ES, SL, TO, and TK have been identified within the typology of the social bricoleur. Given the 

geographic proximity that the entrepreneurs have had with local social needs, they developed a better 

understanding of how to address them (Zahra et al., 2009).  

ES's team used to pro-bono-work with vulnerable communities and noticed how its interventions were not 

durable because of the lack of sustainable models. SL's approach is designed to generate social solutions that 

emerged from the proximity that its entrepreneurs have with vulnerable groups. TO is the result of a face-to-

face interaction between Lourdes (its founder) and the community that needed protein-based meals within 

its essential nutrition. And although Sofia from TK started the project as a requirement of her bachelor's, the 

contact that she had with the artisans made her aware of the misinformed situation that they were suffering. 

This typology commences with the division of two kind of companies: the ones influencing the development 

of SE in Mexico, and the companies impacting the beneficiaries directly. 
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 Figure 3 illustrates the correlation of the "outcome impact target" of the four cases with the "resources" 

source that makes possible the operations and the achievement of the social missions.    

 

Figure 3: Social Bricoleur Matrix Outcome Impact Target and Resources. Source: Own creation 

ES and SL are companies that, through their programs, are generating more entrepreneurs with tested social 

solutions and business models. Therefore, their aim is to increase the development of the SE field within the 

country. Meanwhile, the activities of TK and TO impact directly on the living conditions of the beneficiaries.  

In regards to external sources of resources; SL is highly dependent on them, ES is partially dependent, and TO 

and TK are not dependent at all. 98% of SL's income is from sponsors of different public and private 

organizations, such as Walmart, Banamex, IMSS, and government agencies that allow them to cover the 

programs' operations. Nevertheless, its Director Juan, has the vision to become a B2C selling the accelerator 

program directly to entrepreneurs within ten years. 55% of ES's income comes from selling the incubator 

program to entrepreneurs, although its team always seeks to partner with institutions and helps to cover 50% 

of the tuition fee. The rest of its income comes from conferences, workshops, special programs with allies, 

collaborations with EE actors, training to universities, etc.  

Concerning TK and TO, their income comes entirely from product sales. TO is slightly closer to the external axis 

since a crowd-funding campaign allowed it to raise the initial capital it needed to kickstart operations. 

Nevertheless, once launched, all of its income has come from the 1:1 business model of selling rabbit meat to 

gourmet markets at a high price and selling to beneficiaries at a cost price of MXN 84 per kilogram. Lastly, TK 

started with minimum capital and has growth organically since then. TK has received a few loans from Sofia's 

family in some projects and one donation from PayPal for a specific project. TK's B2B model with restaurants, 

hotels, enterprises, and Amazon has been its source of income to keep operating and impacting the artisans 

that work with her.    

The fact that SL and ES are entities that foster the field of SE in Mexico might be the reason for them requiring 

external resources and thus fulfilling their social missions. However, within the situation of financial 
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dependence that SL has, the possibilities of social innovation are limited to the sponsors deciding what 

industries to cover in each program. In contrast, TK and TO have already proved to have a successful social 

solution through their products. Nevertheless, the limited resources restrict their ability to address other 

needs or to expand geographically (Zahra et al., 2009). 

Next, figure 4 compares the companies ' "time in the market" with the level of "SVM" employed. 

 

Figure 4: Social Bricoleur Matrix Company Age and Social Value Measurement. Source: Own creation 

SL and TO have a low level of SVM since the entrepreneurs stated that the companies do not count with a 

follow-up system to measure their social impact. In the case of TO, the company is relatively new with barely 

two years of operations under its belt, therefore, it is their lack of knowledge on how to measure the impact 

generated is understood. Nonetheless, Lourdes mentioned that the company is developing a system where 

variables like rabbit meat sold, weight, and nutrition will be measured. Specialized personnel in medicine have 

joined to create relevant measuring variables in nutrition for the same reason. On the other hand, SL, which 

has been operating for five years, does not have a follow-up system on the entrepreneurs formed through 

their program integrated within its structure, although it does have informal conversations with those that 

keep in touch with them. Consequently, there are no precise results on the number of enterprises that are still 

operating after the accelerator, nor an in-depth analysis of the reasons that have forced the entrepreneurs to 

quit. Nevertheless, Juan has identified that its successful companies have needed to wait up to two years 

before starting to see positive results. In this sense, the 'time' dimension is a relevant consideration for creating 

a new social business.  

ES and TK are found at the medium degree of SVM. Although these two companies do not count with a 

systematized tool for measuring value, they have identified what the fundamental social aspects for the 

companies are. In this sense, the measurement of its results are manually executed by each team. TK's mission 

is to benefit millions of artisans; therefore, the company could leverage its impact potential through a more 

structured tool for measuring its interventions. Sofia indicated that she needs to fix the legal constitution of 
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TK to be able to raise external capital and invest in the kind of technological resources that will enable the 

business' scalability. Nonetheless, she recognizes her risk-averse position when it comes to involving more 

people within the company, a fact that may explain why after six years of operating, she still hasn't taken 

further action. 

The last figure of the social bricoleurs' analysis concerns the scaling strategy of the companies. The X-axis 

indicates the dimension of "where" to scale, whereas the Y-axis shows "how" to do it. In regards to the Y-axis, 

the lowest level of organizational involvement in the matrix refers to a dissemination strategy, the medium to 

the affiliation, and the highest to a branching approach. 

 

Figure 5: Social Bricoleur Matrix Scaling Strategy Where and How. Source: Own creation 

TO has a 100% scaling-deep strategy since it is tackling the nutrition of 4,000 people living at "El Rehilete" 

community in Guadalajara. The success of the rabbit meat business has resulted in a notoriously higher market 

demand than the expected. Therefore, Lourdes is getting partners to increase rabbit meat production and 

improve the current market offer. ES follows a scaling-deep strategy as well, since the central vision from it is 

to transform the most marginalized groups through the talent of social innovators. Given that the format of 

the laboratory includes both classroom sessions and fieldwork visits, it ensures that the solutions emerged 

from the program tackle a real need of the community. ES also strives to accomplish a scaling-up strategy and 

replicate the program in different regions of Mexico. However, given that it is a team of 15 people with high 

workloads, it is a real challenge to accomplish its expansion goal. It currently has programs in Guadalajara, 

Mexico City, and Pachuca once per year, and every program has around 100 spots.  

TK is located between a scaling-deep and scaling-up strategy. TK aims to transform the artisans' status quo 

and empower them with the required tools that will make them economic figures with fair opportunities in 

the long-term. It has already implemented successful projects with 188 artisans within six regions of the 

country. However, its aim is to cover millions of artisans, which is the reason why it needs to reinforce its 

scaling-up strategy. 
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Lastly, SL is located within the scaling-up strategy. Juan wants to ensure its current structure and business 

model so it can generate thousands of social entrepreneurs. SL dreams of making SE an option for a 

professional career and it believes it is capable of impacting more than ten million people within the next five 

years. Nevertheless, the company has helped develop the ideas of around 100 people during its five years, 

from whom approximately 36 did not continue within the social enterprising sphere. This tendency needs to 

be reverted to achieve the target numbers that SL has.  

Moving now to the axis of "how" to scale, TO, ES and SL have an affiliation strategy that corresponds to a 

medium level of organizational involvement. TO has specific requirements that its potential partners must 

fulfill, such as sustainability, animal wellbeing, zero waste, and clean and optimal installations. With ES, since 

the team has a high level of specialization, it is tough to growth its scope through more people forming social 

innovators. And although Juan is the one who defines the company’s strategies for Mexico; he still needs to 

adjust his processes within the frame of SL Global. Plus, the fact that the themes of the programs depend on 

the sponsors' decision. Lastly, TK has been placed in the lower level of organizational involvement with a 

dissemination strategy since Sofia doesn’t have other external requirements to meet more than the contracts 

with TK’s clients and the legal policies.  

It is interesting to note that the two organizations that are designed to foster the development of the SE field 

have such contrasting positions regarding how the scaling strategy should be. On the one hand, for ES, it is 

crucial to create social innovators that really want to change the world and not temporary entrepreneurs that 

are following the trend of "being social". As a counterpart, SL aims to create as many social entrepreneurs as 

possible, regardless of the company size, community, age, technology, etc.  

Is it a slow but steady deep-strategy that Mexico needs to overcome its most significant social problems? Or 

is it an accelerated strategy of summing as many social entrepreneurs as possible to the battlefield of social 

impact? Further analysis follows in the next sub-section with the social constructionist companies. 

5.1.2 Social Constructionist Companies 

 This typology includes EX, GS, MM, PX, and CK since all of them have built and operated alternative structures 

to provide social solutions that neither the government nor another public or private sector has addressed 

before (Zahra et al., 2009). This category shows more similarities between the companies than the previous 

case of social bricoleurs; therefore, the comparative analysis will be slightly different. All companies have a 

large-scale social impact with a regional and national scope. EX, GS, and PX have been operating for four years, 

CK for nine, and MM for ten years. This fact suggests that the companies are at a maturity level where all are 

self-sustained. However, the challenges here are related to growth and scale of the solutions; therefore, the 

acquisition of financial and human resources will be necessary to fulfill its missions (Zahra et al., 2009).  
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Figure 6 illustrates the correlation between the case companies' "outcome impact target" and the level of 

"SVM" that the entrepreneurs implement towards its social results. 

 

Figure 6: Social Constructionist Matrix Outcome Impact Target and Social Value Measurement. Source: Own creation 

This matrix remarks the contrast in the SVM level between the companies that aim to impact the beneficiary 

directly and the ones which operate help in fostering the SE field.  

Starting with the case companies impacting the beneficiary, EX has the highest level of SVM. This company 

works as a digital agent in the field, tackling the misinformation problem that two million producers suffer. 

Thereby, its success lies in delivering valuable information to them. EX has its specialized department of 

Projects Evaluation that continuously runs satisfaction assessments. These assessments are in terms of the 

level of messages delivered, how many of them were read by the farmers, and how much information was 

retained and implemented in the field. Moreover, Diana, the Director, imparts that in 2020 it will apply 

complex tools like a randomized control trial, and by 2023, it will analyze the income levels and quality life 

impact.  

The following company is PX, where its Director Alejandro has developed an in-house system to follow-up on 

30 facts that measure its social impact. The most relevant are the number of pizzas delivered to shelters, since 

each one represents an opportunity to talk with a potential beneficiary; the number of youths employed; the 

number of users that have achieved an independent life thanks to its social reinsertion program; the number 

of coaching hours, and the number of new restaurants.  

Lastly, MM has been working for the last three years with a sustainable-living-ways methodology that, 

according to its Director Mauricio, is the technique that has better allowed it to evaluate its impact among the 

five kinds of capital: human, social, financial, natural, and physical. 

On the opposite side of the matrix, CK is bringing social innovation to organizations from all sectors and helping 

them to transform towards the SDGs. Despite CK having nine years of operation, it still does not count with a 

system that measures the social impact of its interventions. Julio, its Director, considers that the company is 
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still in a stage of understanding and consolidating what the right metrics would be. Lastly, through the inquiry 

appreciation approach, GS's Director, Alfredo, is certain that his consultancies follow the right protocol 

towards social transformation, but it is not a system that follows up on them afterwards.  

It is worth noting that CK and GS, both led by social entrepreneurs that have extensive expertise within the 

field of SE, do not count with any scheme to track their social impact generated. Whereas EX, PX, and MM, all 

founded by people with different professional backgrounds, do count with one. However, these latter 

examples have a social mission with a targeted vulnerable group, and therefore, the complexity for following-

up on its results might not be comparable with CK and GS that are working with companies from all kind of 

sectors. 

Continuing with the analysis, the following figure shows the "where" and "how" scaling strategies.  

 

Figure 7: Social Constructionist Matrix Scaling Strategy Where and How. Source: Own creation 

In regards to the geographical dimension, GS and CK are placed with a scaling-deep strategy. Then, PX and 

MM employ both a deep and up strategy. And EX has a scaling-up strategy. 

GS counts with two consultants, Alfredo, and his partner. Since each consultancy strives to ensure the 

company's transformation in following the "5D's cycle", each consultancy lasts six months. The result, 

therefore, is a deep intervention but with few companies simultaneously. On the other hand, CK counts with 

a bigger team of specialized people for different topics. Julio indicated that 70% of CK's customers are 

recurrent and with whom it is developing stronger programs to cover different lines.  

PX started with a scaling-deep approach, focusing its activities on one refuge from Mexico City. After four 

years, the company has employed 40 youths, invested 400 hours in coaching, and succeed in socially 

reintegrating five beneficiaries who now own their own flats. All this has allowed the company to increase to 

ten restaurants by the end of 2019 and pursue a scale-up strategy. Furthermore, Alejandro wants to open PX's 

institute to enhance the process of the psychological, physical, and intellectual transformation of the 
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beneficiaries; a fact that would increase its scope of refuges considerably. In regards to MM, Mauricio strives 

to replicate its eco-tourism model to the maximum number of protected areas. So far, they have reached 70 

regions in the country, in where the people belonging to the protected areas have profoundly benefited due 

to the Market Ready model that increases the income of the community by 500%. And with this, MM ensures 

that part of the revenue is reinvested to foster of sustainable livelihood for the community. 

Lastly, EX has reached out to 15,000 farmers from 20 regions of Mexico. Diana stated that for 2019, its mission 

is to impact 1.6 million producers, equal to 45% of the available market in Mexico. Also, for 2020 it will seek 

to replicate its service in other countries in Latin America. 

Moving now to the Y-axis of "how" to scale, GS is in the lowest degree of organizational involvement with a 

dissemination strategy since its ownership and management of the company relies only on its two founders, 

who have complete autonomy in deciding when and how to scale.  

In the medium level are placed CK and MM with an affiliation strategy, since both companies create networks 

of like-minded initiatives. Julio is an active actor of the EE and he ensured that a key for succeeding in CK and 

his previous projects has been collaborating with his network. In regard to MM, Mauricio remarked on the 

high importance of getting allies and partners in the protected areas to ensure that the projects for tackling 

social problems succeed. Thus, MM collaborates with diverse allies like governmental institutions, the 

Institution of Protected Areas (CONAMP), the private sector, and individuals, which commit to the sharing of 

information and to a certain degree of pooled resources (Smith & Stevens, 2010).  

Finally, on the highest degree of organizational involvement with a branching strategy are sited PX and EX. The 

tight control and procedures that PX uses to maintain quality and consistency over the delivery of its product 

(Dees et al., 2004) are characteristics of this scaling strategy. Alejandro seeks to expand the concept outside 

of Mexico through a social franchise, which requires a formalized expansion of the concept. Concerning EX, as 

part of CON's portfolio, its strategies must be approved by the Board of Directors of its parent company. 

Moreover, the international scope that EX aims to reach will need to be aligned to the agreements of its allies 

and fulfill the legal policies that each country demands. 

It is notable that the social constructionists' entrepreneurs have stronger capabilities than the social bricoleurs 

in regard to the measurement of their social outcome. The companies are aware of the importance in 

understanding the degree that their interventions achieve, a fact that is observed, too, in the higher control 

that entrepreneurs employ for expanding its solutions to satisfy new markets. The following sub-section moves 

to the last typology of social engineer. 
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5.1.3 Social Engineer Companies 

CON is the only company placed within the typology of social engineer. The company is five-years-old, is very 

large, and has an international scope. This is since CON replicates approaches that have proven its viability in 

other countries and implement them in Mexico. Thus, it has been replacing obsolete systems that were 

previously provided by other organizations in the country (Zahra et al., 2009). The first figure illustrates the 

correlation between "outcome impact target" and the "resources" sources that enhance the companies' 

creation of CON's portfolio. 

 
Figure 8: Social Engineer Matrix Outcome Impact Target and Resources. Source: Own creation 

CON's outcome is visibly contributing to the progress of SE in the country since it creates companies that 

address the most prominent social needs. Moreover, its Director Germán next to the other Directors reinforce 

the companies with resources that any for-profit enterprise has, ensuring lasting structures that will challenge 

the existing order. However, the process of replicating a company takes a significant amount of resources and 

time, making CON highly dependent on external capital to fulfill its mission.   

Lastly, figure 9 shows the scaling strategy of CON regarding the dimensions of "where" and "how".  

 
Figure 9: Social Engineer Matrix Scaling Strategy Where and How. Source: Own creation 
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CON has both a deep and up strategy. On the one hand, it provides a profound impact through its companies 

of Hipocampus and HolaCode, although these solutions require robust infrastructure and hence are barely 

scalable. And on the other hand, EX seizes the information and communications technology to impact 

thousands of producers. Germán indicated that its goal is to formalize ten companies and thus, positively affect 

10% of the poverty population either with a deep or up scaling strategy.  

How CON operates its scaling strategy corresponds to a branching approach, meaning that the company has 

a high degree of organizational involvement and tight control. Germán indicated that CON was the first 

company-builder in Mexico, and therefore, it has built from scratch what the ideal expanding path is. CON’s 

goal is to impact 10% of the poverty population through the creation of ten companies; however, it is not 

employing a system for measuring its own results. 

5.1.4 Closing Part One: Towards Social Value Creation  

This last part aims to sum-up what has been discussed along the sub-chapter Part One: Towards Social Value 

Creation, to provide a general picture of the companies' situation in respects to how they identify and tackle 

social needs, obtain resources, reinforce the accomplishment of social value through systems to measure it, 

and the kind of scaling strategies that take place in Mexico. The following figure provides the general picture 

of the case companies in these regards. 

 
Figure 10: Towards Social Value Creation: Case Companies’ Overview.  Source: Own Creation. 

To break down this summary, the companies are divided once again by their outcome impact target. The next 

figure shows the ones whose results impact on the development of the SE field. 
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Figure 11: Towards Social Value Creation: Case Companies Impacting the SE field. Source: Own creation 

Concerning resources, the companies that are creating new social enterprises are the ones who need a higher 

degree of support and income sources to fulfill their missions. On the contrary, CK and GS operate with existing 

organizations in diverse sectors and lead them to the social transformation through a consultancy business 

model that makes them self-sustaining. Both approaches are valuable and strengthen the development of SE 

in Mexico. CON, ES, and SL enhance the field with vertical growth in increasing the number of social 

entrepreneurs and social companies. And CK and GS are fostering the horizontal growth while transforming 

existing enterprises towards the social field. This way, more and more companies are influenced to include a 

social vision within their organizational cultures. 

In regard to the scaling strategy, the situation varies in all the companies depending on its size and scope; only 

SL pursues a 100% scaling-up strategy. However, the five companies struggle in defining the optimum metrics 

and systems for measuring their social impact. All attempt to create social enterprises qualified for making a 

meaningful change in Mexico; but who is reinforcing them to fill the gaps that will help them to understand 

their social impact better and thus achieve their goals? 

The next figure shows the companies which have outcomes that directly impact the beneficiaries. 

 
Figure 12: Towards Social Value Creation: Case Companies Impacting Directly to the Beneficiary. Source: Own creation 



54 
 

The companies from this category have a higher similarity to conventional businesses, a fact that could explain 

why all count with a business model that allows them to not depend on external resources to fulfill their 

operations. However, there exists a contrast in the entrepreneurs' professionalism level between the social 

bricoleurs and the engineers regarding the measurement of their social impact. These five companies belong 

to different industries, and therefore, the ways of measuring the social results vary from each case. Lastly, in 

the scaling strategies it was observed that each company varies depending on the size, scope, and solution. 

In Chapter 6, the conclusion from this first sub-question will be provided. Coming up, the next sections will 

look closely at the business approaches and strategies that enhance the success of Mexican social enterprises.  

5.2  Part Two: The Social Business Approach 

Following the presentation of the social entrepreneurial characteristics of the case companies, this second 

section delves into the business approach and aims to answer the sub-question: What business strategies help 

Mexican social enterprises to succeed? I will accomplish this by using the concepts exposed previously in 

section 2.2 Business Approaches and compare them to the coding theme Internal Structure, including the 

categories of product and service, type of intervention, channel, financials, learning organization, history of 

the business, activities, and beneficiary.  

Section 5.2.1 elaborates into a Social Business Model which encompasses all elements from the study cases. 

Next, section 5.2.2 examines the managerial strategies that have led the companies' direction, and section 

5.2.3 closes the sub-chapter with an overall conclusion in regard to the qualities that a social enterprise needs 

to accomplish in order to succeed. 

5.2.1 Social Business Model 

The business approach analysis begins by interpreting the SBMC elements along the case companies. Although 

in the previous 5.1 Sub-Chapter, numerous elements in the company level that form part of the SBMC were 

discussed, this section consolidates in one general canvas, the case companies' elements to frame them within 

a business perspective.  

Figure 13 illustrates the SBMC of the case companies and divides them by their outcome impact target. Group 

1, illustrated in yellow color, corresponds to the study cases of CK, CON, ES, GS and SL, whose outcomes foster 

the development of the SE field. Whereas Group 2, shown in pink color, refers to study cases of EX, MM, PX, 

TK and TO whose outcomes impact the beneficiaries directly.  
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Figure 13: Social Business Model Canvas of the Case Companies. Source: Adaptation of Tandemic (2007). 

Starting with the Segments and Type of Intervention from the Creating Value stage, Group 1 targets both 

organizations from different industries and sectors individuals who aim to become social innovators; and their 

interventions are related to workshops, and services that will reinforce their beneficiaries with tools for 

accomplishing a social business approach. However, the companies employ low and medium levels of control 

to measuring their impact. On the other hand, Group 2 targets directly to the population that will result in 

benefitting from either a product or a service Type of Intervention depending on the case, and their Value 

Proposition offers a notorious improvement on the wellbeing of the beneficiary. In this case, the companies 

employ a higher level of control to track their social results.  

Moving to the Customers' dimension, only ES from Group 1 has both a B2B and B2C model, while the rest of 

the companies have a B2B model. Whereas for Group 2, it is common to find a mix of B2B and B2C models 

among the companies. The Value Propositions are diverse and directly linked to the companies' industry. 

However, within the Channels dimension, both Groups coincide in the WOM impact for reaching new 

customers, and the online platforms show to be a powerful communication tool to reach higher audiences. In 

regard to the differences between them, since Group 1 offers intangible interventions, the companies require 

higher sales outreach approaches, whereas Group 2 that has tangible products can leverage on physical 

establishments as an efficient commercial channel. 

Next, it is the Delivering Value stage. Within the Key Resources is observed how both Groups have received 

donations and seize events to grow their social network and get another kind of resource. Nonetheless, the 

degree to which Group 1 relies on external support is higher both financially and from other actors of the EE. 

Whereas Group 2 has seized intellectual support as mentoring to reinforce their performance. In regard to the 

Partners and Key Stakeholders, Group 1 depends on more general support like the academic, public and 
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private sector, whereas Group 2 also relies on these plus numerous more groups and individuals that enhance 

their operations. Lastly, the Key Activities are the companies’ operations that are directly linked with the Type 

of Intervention and Value Proposition from each case. Group 1 is focused on the creation of value, whereas 

Group 2 is on delivering it. Activities that are used as main strategies to improve the results for both Groups 

are network building and alliance formation. 

Lastly, within the Capturing Value stage, both Groups have a similar Cost Structure with fixed expenditures 

such as staff, digital media platforms, office, and legal and accounting, and operations accordingly. Only in the 

case of Group 2 are expenses regarding technological tools included. Next, the Revenue from both Groups is 

directly linked with the Customer Segment from each case, plus external grants and donations that both 

Groups seek to additionally raise. Lastly, the Surplus concerning Group 1 is related to improving the current 

operation, whereas Group 2 seeks to make substantial investments that will leverage the companies’ results 

and accomplishment scaling strategies in deep and up dimensions. Raymundo from PX makes an awareness 

call to social entrepreneurs in this stage of Capturing Value: "The sustainable part is foremost relevant. I have 

seen throughout my experience as a social consultor that the entrepreneurs usually make numerous 

assumptions, like not considering the staff within their financial projections. The result, of course, is that they 

end in bankruptcy."  

With this, the SBMC analysis ends. Coming up, the next section moves into the social entrepreneur study 

concerning the managerial strategies employed.  

5.2.2 Managerial Strategies 

This section exposes managerial strategies that the social entrepreneurs have applied towards their path of 

pursuing value creation. Section 2.2.2 and 2.2.3 described DT and LS methods respectively. Both approaches 

enable the identification of the social need and development of the correct social solution to tackle it. 

Along the Case Studies, it was observed that whereas few cases had explicitly used these methodologies within 

their managerial processes, many of them seize the entrepreneurs' expertise and thus apply elements from 

the approaches in an intuitive manner. In regard to the first case, ES and SL have, implicit within their programs, 

both LS and DT methodologies since they are effective tools to help their students in identifying problems and 

ideating social solutions. An example of this is TO, which through ES’s laboratory applied the human-centered 

approach with the community "El Rehilete." Lourdes mentioned its experience in this regard: "During our 

fieldwork visits, we could notice lots of trash everywhere, so we started developing a 'biodigester' to tackle 

this problem. However; during our follow-up visits, we applied monitoring surveys to the users and we realized 

that the majority answered about including protein within their nutrition. So, a few days before the program 

ended, we changed all our strategy and came up with the rabbit farms solution". It might be that Lourdes’ 
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academic background and volunteering experience within environmental affairs were biases during her initial 

solution proposal. Nevertheless, by accomplishing a human-centered methodology, it is possible that an 

inexperienced social innovator like Lourdes could ideate an accurate solution. 

On the contrary, the majority of the entrepreneurs have developed their solutions through an intuitive 

approach of testing and improving in practice. Although CON replicates social enterprises, it still needs to tailor 

the solutions to the Mexican context. In this sense, EX has needed to pivot the ways it delivers solutions 

according to the context and needs of Mexican farmers. MM has more than ten years of experience in 

developing different initiatives and testing what the more effective ones are. TK has learned that, in order to 

connect the artisan to the private sector, an intermediary who enhances communication is needed. Also, PX 

redefined its beneficiary target from people living on the streets to people living in shelters, because the latter 

are more likely to be willing to take part in its social re-insertion program. Alejandro shared his thoughts about 

his style in taking this kind of decision: "We do not follow a theoretical frame for defining our strategies; yet, 

we use many of them like Canvas, LS, and so on, combined intuitively. Thanks to our professional background, 

we are sensible in these matters. It helps to have previous experience to create a social business with impact; 

however, I don’t think it is a determinant." 

5.2.3 Closing Part Two: The Social Business Approach 

The previously mentioned methods of SBMC, LS, and DT are business techniques that have proved to leverage 

better results in conventional businesses, and therefore, apply to social enterprises as well. The present 

section aims to reinforce these already-applied tools with the philosophy of a learning organization through 

the Fifth Discipline theory.  

An adaptability feature was observed among all the case companies, a practice that the social entrepreneurs 

have had to accomplish in order to meet market demands and be aligned with the contextual situation. 

Germán from CON explained about it: "We have had to propose, create, try as much as possible to do different 

things that lead us to different results (...) sometimes learning by doing but always under the principle of not 

reinventing the wheel, doing it as efficiently as possible, easier, and the best way to reach the final goal of how 

to generate the change we aim for". Towards its path of becoming learning organizations, the entrepreneurs 

need to understand how everything, internal and external, is interconnected. Lucie Pottier, the Director of 

Processes and Quality from EX, pointed out: "The good thing about replication is that you don't get married to 

a replicated model. It is a good point of departure to understand the problem and solution, and from there, 

adapt it in the country's context." 

Although the case companies are applying approaches of a learning organization, they might not be completely 

aware of it, nor the opportunities that are being missed by not seizing its potential. Through this approach, 
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social enterprises have an advantage since their employees have already decided to be part of the organization 

over any other conventional company, and therefore, it is an intrinsic shared vision. Moreover, since the 

models of social businesses are diverse and usually different from traditional businesses, the entrepreneurs 

and employees constantly push their mental models and ideate innovative initiatives that reinforce their 

personal mastery and foster collaboration and team building within the company.   

For social entrepreneurs, it should be easier to adopt a managerial style that fosters thinking systems and the 

philosophy of learning communities, since the nature of the social enterprises already has some of the 

elements intrinsically. Recognizing and implementing a proper strategy like the Fifth Discipline could result in 

a powerful competitive advantage of the social enterprises given that instead of depending just on the 

Directors, the complete team would be able to recognize threats and opportunities and efficiently take action 

to tackle them.  

This concludes the analysis of the Social Business Approach. The next sub-chapter moves to the Social 

Ecosystem analysis.   

5.3  Part Three: Mapping the Social Ecosystem 

Until this point, the approach of the analysis has concerned the internal extent of the case companies. 

Following, this third and final sub-chapter of the analysis moves to the external facts that directly or indirectly 

influence the companies' performance and attempts to answer the sub-question:  How do Social Enterprises 

perceive the development of the Social Entrepreneurship Ecosystem in Mexico? I aim to accomplish this by 

employing the approach previously described in section 2.3 Social and Entrepreneurial Ecosystems and 

comparing it to the coding theme External Structure, considering the categories of education, market fit, 

stakeholders, allies, government, networking and culture.   

Figure 14 illustrates the Mexican EE according to the case companies and highlights the relationships among 

the attributes that have influenced positively in their outcomes. Therefore, section 5.3.1 delves into the 

material attributes observed, 5.3.2 moves into the social attributes, and 5.3.3 exposes the cultural attributes. 

Lastly, section 5.3.4 conclude the Part Three analysis. 
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Figure 14:  Relationship Among Ecosystem Attributes. Source: Adaptation of Spigel (2017). 

5.3.1 Material Attributes 

On top of the pyramid, open markets followed by universities are the attributes that consolidate the material 

dimension and reinforce the social and cultural levels.  

In regard to local markets, Spigel (2017) points out that the presence of local customers with specific needs is 

what creates opportunities for new ventures creation. All the companies observed are reaching markets with 

particular needs; however, their success lies in offering an appropriate solution to satisfy them. Alejandro from 

PX said: "Our blue maize pizza is considered as the pizza fallen from heaven; however, the reality is that even if 

we were curing cancer and the pizza were to taste horrible, then no one would ever come. As a social enterprise, 

you have two responsibilities: one, to compete against other social businesses; and two, to compete against 

the world based on generating an impact. We need to have a differentiated and high-quality product". TO 

fulfills the protein-based-nutrition needs through its rabbit's meat production; TK collaborates alongside big 

organizations with value-intervention-projects that result in high-quality handcrafted products; and the high 

degree of expertise that MM has within the ecotourism field, enhances several projects with governmental 

institutions, international cooperation, enterprises, universities, civil organizations, and physical persons. 

Furthermore, the global tendency towards the SDGs has opened numerous opportunities for CK and GS, since 

every time more companies are interested in getting aligned with such goals. Julio from CK commented about 

it: "Five years ago, we were knocking doors to talk about social innovation with organizations. But today, there 

is an increasing tendency that global certifications and initiatives for Civil Society Organizations must be aligned 

with the SDGs. As a result, CK is getting more tangible and sustainable conversations with organizations from 

all sectors". 
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Next within the material attributes, is the universities dimension, which Wolfe (2005) describes as attributes 

that help to develop human capital, foster entrepreneurial mindsets in students, and encourage them to start 

a new venture. It has been discovered that all the social entrepreneurs who founded the companies have 

previously been awarded a bachelor's Degree. Furthermore, the areas of their formation are highly diverse 

and in the majority of the cases, related to their companies' industries.  

 
Table 2: Bachelor's Degree of the Social Entrepreneurs. Source: Own creation. 

Despite the founders coming from an academic background, none of them followed a path directly related to 

social impact. It was the personal experiences of the social entrepreneurs that awoke their interest into the 

social sector and led some of them to further academic formation.  

 
Table 3: Master's Degree of the Social Entrepreneurs. Source: Own creation. 

 

 

Table 4: Other Academic formation of the Social Entrepreneurs. Source: Own creation. 

It is remarkable, the high level of academic preparation that the entrepreneurs have. 100% of the companies' 

founders obtained additional education besides their Bachelor, 70% of them awarded a Master's Degree, and 

in 70% of the cases, have academic preparation related to the business field. Alfredo from GS has observed 

through his experience as professor and mentor of SE that his students' backgrounds vary considerably and 

Company Name of the Bachelor Degree City Country 

Pixza Entrepreneurship Boston US 

Tekiti Entrepreneurship Guadalajara Mexico 

ESMEX Marketing Guadalajara Mexico 

Cirklo Marketing and Business Administration Boston US 

Socialab Business Administration CDMX Mexico 

ESMEX Business Guadalajara Mexico 

Extensio Sales Management Orleans France 

GoodSide Economy Guadalajara Mexico 

ESMEX Industrial Engineering Tamaulipas Mexico 

CONNOVO Industrial Engineering Monterrey Mexico 

Tótem Environmental Economy Guadalajara Mexico 

LMM Biology Monterrey Mexico 

ESMEX Sociology Guadalajara Mexico 

 

Company Name of the Master Degree City Country 

CONNOVO Social Innovation England London 

Pixza Political Administration of Social Development US NY 

Cirklo Innovation and Strategic Design CDMX Mexico 

Extensio International Business France Paris 

GoodSide Organizational Development Guadalajara Mexico 

LMM Enviornmental Science Würzburg Germany 

ESMEX Technological Projects Guadalajara Mexico 

 

Company Name of the Program City Country Type 

Socialab Social Impact Investing CDMX Mexico Certificate 

Tótem Social Entrepreneurship Guadalajara Mexico Course 

GoodSide Social Impact Strategy Pennsylvania US Specialization 

Tekiti Entrepreneurship Jönköping Sweden Exchange 

 



61 
 

his conclusion was: "I believe that it doesn't really matter what major you have; if you account a conceptual 

idea of the business model, cash flow, budgets, costs model, income statement and forecast, then you already 

have a robust formation as an entrepreneur".  

In regard to the social sector, 50% of the complementary programs that social entrepreneurs enrolled on were 

social impact related. Alejandro from ES exclaimed: "Why are we not taught about SE at school?! It is a very 

long and tough path to convert an idea into a social enterprise. So, our work is that, to form social 

entrepreneurs". The Mexican educational system is still lacking SE programs; thereby, social enterprises like ES 

and SL strive to make SE as an option for a professional career. 

An interesting consideration is that the social entrepreneurs of PX, EX, MM, CK, GS, CON, and TK have had 

academic preparation gained abroad. All these but TK, are within the social constructionist and social engineer 

typology of Zahra et al., (2009). Therefore, their experience abroad reinforced their perspective to innovate 

with social solutions that impact at a higher scope, size, and in SVM systems. Mauricio from MM commented: 

"My Master's Degree in Germany changed my life in having a much wider panorama. During my thesis, I could 

get deep into how we use ecotourism as an education means and finally, came up with our model". 

Nevertheless, the Mexican Academic field is not responsible for doing this; it was the personal effort of each 

entrepreneur that allowed them to have such experiences abroad.  

Both open markets and universities reinforce the next level of the pyramid corresponding to social attributes.  

5.3.2 Social Attributes 

According to the ten study cases, the social attributes that consolidate the Mexican EE are networking, 

investment capital, and skilled employees. 

In regard to networking attributes, for all entrepreneurs, it is a crucial practice, the face-to-face interaction 

with other social entrepreneurs and actors within the ecosystem to gain opportunities that boost their results. 

Since Mexico is a collective society (Hofstede, 2017), to build trusting relationships is the way to get access to 

resources that otherwise, an entrepreneur could not get.  

Julio from CK shared about his journey: "The success of CK lies in its network and the mentorship that has been 

obtained through it. I like being active within the social sector. Besides being CK's Co-founder and Director, I 

also founded Fuck Up Nights, a space ideated to share failure stories, and Impact Hub, a community where 

social entrepreneurs co-exist and collaborate. Moreover, I increase my network through events I usually attend, 

like the annual dinner of the BMW Foundation." In the same sense, Sofia from TK shared: "I have participated 

in numerous programs that helped me to increase my networking. Through the Unreasonable Institute of 

Mexico, I built strong relationships that I consider as my emergency call. Moreover, through the program of 
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Entrepreneurship and Transformation Laboratory at the Politics School of the Society of Public Entrepreneurs, 

we formed a group with all kinds of backgrounds, and all together strive to change the fiscal figure in favor of 

vulnerable communities." Lastly, Mauricio from MM stated: "We always attend events like the National 

Tourism Meeting to reach crucial actors for our company." 

The next social attribute finding is investment capital, which concerns the companies' financing, either form 

institutional investors or the entrepreneurs' own family and friends (Malecki, 2011). It is true that all the 

entrepreneurs needed to have a certain amount of capital to launch their companies. While some of the 

companies that are impacting the development of the SE field have needed external investment to fulfill their 

operations, in the majority of the cases, either personal savings of the entrepreneur or loans from their friends 

and families were employed. This finding is aligned with Conaway et al.'s, (2014) study, which pointed out that 

in Mexico, families and friends are the principal driver of companies' creation as they provide capital and 

networking. Sofia from TK said about this: "My father has worked all of his life in the hotel industry, and since 

being little, we always visited artisan communities to get handicrafts for decorating the hotel-rooms. He has 

been an important influence towards my decision of starting with TK and with our current hotel portfolio."  

Furthermore, the entrepreneurs that started with their capital have reinforced their business skills to 

overcome financial challenges and accomplished organic growth. These cases have shown that once having 

identified the social need and solution to tackle it, it is not essential to attract significant investment to start 

and gain organic growth. Cecilia from ES pointed out a situation in regard to venture capitals: "Once our 

students finish their program, they are invited from actors within the EE to compete for seed capital. From 20 

of the groups, 18 get to participate in the competition, and from them, only two win it. The negative effect on 

the rest of the groups is enormous; they get demotivated, and many of them don't even try to start their 

company with the project that they developed over the last six months."  

Alejandro from PX shared their own experience about it: "We have had numerous proposals from venture 

capitalists and it took us a while to find our angel investor. But the money we raised is for giving a 360° turn, 

not to validate the model. We seek to consolidate, expand, and detonate the potential that we have already 

proved. It really harms to invest in an early-stage-company because the entrepreneur loses the notion of reality. 

Our case is different, and that is why I do believe it will go really well". Raymundo from PX, complemented 

about it: "Besides, Mexican venture capital firms are in diapers. They give money without evaluating the 

companies' aspects that they should, and many of the beneficiaries just use the capital to finance their 

operations for a couple of years and then close". In a society like Mexico with a very high preference for 

avoiding uncertainty (Hofstede, 2017) the mistaken grants that venture capitalists provide may be giving 
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incorrect signals regarding social business' potential and slow down the development of the field instead of 

benefitting it. 

The last attribute corresponds to skilled employees who are a crucial component for the competitiveness of 

new ventures (Audretsch et al., 2011; Qian, Acs & Stough, 2013). The social entrepreneurs agreed that the 

right team is a key success element for their success, regardless of the size of the company. ES's team has 

spent considerable time on training to develop crucial skills before teaching about social impact; TO is growing 

with skilled people in nutrition; EX has an expert team within different areas of the agro sector; and PX's 

expansion will happen thanks to a team that will accomplish its plan. Germán from CON said: "We spent 

considerable time to ensure we have the right people. The truth is that there is nothing more powerful than a 

talented person with the right idea in their hands; then, the magic happens independently." 

Many of the interviewees agreed that being a social entrepreneur is trendy in Mexico. Mauricio from MM 

reflected about it: "I perceive that within this social world, many reflectors point to the person as if the person 

was doing everything and this may cause confusion. There is a highly skilled team behind making everything 

possible. Thus, if we put the reflectors on them instead, then, the message communicated would be more 

realistic. Within MM are numerous persons that have summed, and everything is made by collective effort. 

Therefore, instead of attribution, it should be a contribution approach." 

5.3.3 Cultural Attributes 

This third level concerns the cultural attributes, in where only the histories of entrepreneurship were found. 

About this, Sofia from TK became aware of the concept of SE through students from Berkley visiting her 

university, and was motivated to start TK. Germán heard numerous stories of entrepreneurship through his 

working experience at Ashoka and was inspired to start CON. ES applies this attribute the other way around to 

communicate successful stories at events, forums, and conferences and thus, encourage more students to 

being part of ES program. Moreover, companies are seizing the power of storytelling to spread the word about 

their solutions and open up new opportunities. Alejandro, once a month, shares PX's beneficiaries' success 

stories through magazine interviews. Moreover, the main channel of MM for getting new customers is through 

word-of-mouth recommendations. 

Juan from SL stated that his online platform of Disruptivo.tv is one of only a few that offers Spanish content 

about SE. 80% of Juan's audience is Mexican and its program has a presence in 40 countries. Mexico has the 

highest population for a Spanish speaking nation (RWPP, 2019); moreover, 68% of the total population in 

Mexico has access to the internet (INEGI, 2019). Therefore, the online media channels are a powerful means 

to reach millions of people and inspire them to support the development of the social sector. 
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With this, the pyramid of the Mexican EE is concluded. The following section builds on the Part Three general 

conclusion. 

5.3.4 Closing Part Three: Mapping the Social Ecosystem 

Spigel points out that the Relationship Among Ecosystem Attributes pyramid can have multiple possible 

configurations since the ecosystems represent the presence of multiple overlapping sets of attributes and 

institutions that encourage entrepreneurial activity and provide critical resources that new ventures can draw 

on as they expand and evolve (Spigel, 2007).  

Throughout the present chapter, attributes of open markets, universities, networking, investment capital, 

skilled employees, and histories of entrepreneurship were uncovered that, according to the case companies, 

consolidated the Mexican configuration of the EE. Other unmentioned attributes like mentors and dealmakers 

were found in few cases, but the reason why they were not mentioned is that they are not considered as part 

of the EE yet; although it is acknowledged that their presence has improved the result of companies like CK 

and TK. Furthermore, the attributes of policy and governance and supportive culture that have a high potential 

to decrease the marginalized population were not considered by the case companies as facts that are 

positively impacting their value creation and, on the contrary, are negatively affecting their operations. 

In regard to the attribute of policy and governance, the main concern that social entrepreneurs face is that 

Mexico does not have a legal structure that allows tax-deductible donations and collects profits from 

commercializing products or services simultaneously (Dahik, 2018). As a consequence, many have both for-

profit and non-profit organizations (Inter-American Development Bank and Ecology and Development 

Foundation, 2016), which means that social entrepreneurs are forced to become "legal acrobatics" (Huberts, 

2015). Mauricio from MM stated: "I used to live with conflict because MM was a non-profit Civil Association 

and we were profiting. But, if we did not charge for our services, then how could we prevail? I did not understand 

how we were going to accomplish that combination." 

Furthermore, the complexity of the legal system affects directly on the achievement of the social missions and 

may discourage entrepreneurs to keep on. Julio commented on CK's situation: "The legal aspect has been truly 

challenging. We are certificated as a B Corporation; therefore, we have to fulfill other criteria that is 

considerably expensive (…) we collaborate with the B System of Mexico, but the fiscal field, it is horrible at the 

level of taxation, credits, systems, etc. It is a very high cost to be a B Corp, and we have suffered to maintain 

our philosophy." In this sense, many of the experienced entrepreneurs from this research project suggest to 

new entrepreneurs to hold on as much as they can before legalizing a company. And once it is the case, they 

strongly recommend to get legal and accountant services. 
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Finally, concerning to the attribute of supportive culture, studies have shown that LATAM countries in which 

there are significative social and environmental issues, the combination of values like "egalitarianism" and 

"less autonomy" can foster more people into trying to contribute to society through SE activities (Jaen, I., 

Fernández-Serrano, J., Santos, F., & Liñán, F., 2017). However, the risk adversity characteristic from Mexico 

(Hofstede, 2017) could provoke an opposite effect since SE is still perceived with skepticism. Raymundo from 

PX pointed out: "The Global Entrepreneurship report in which cultural support from Mexico was ranked in the 

worst position, is truly accurate. Most of the people with whom I talk and say I want to start an enterprise, they 

reply "you are crazy". I live it with my family daily. They tell me that at some point, I will get into corporate life, 

and I just think... Nope. That won't happen." 

With this, Chapter 5 concludes the discussion of the findings in regards to the three sub-questions. Coming 

next are the final conclusions to answer the research question that has consolidated this thesis project. 

 

6. Conclusions  

Up to this point, a number of elements have been discussed and analyzed with the aim of answering the 

research question from this thesis project. Before exposing the final conclusions, I would like to briefly 

underline the process that has been followed.  

My motivation was to look into the economic situation of the most vulnerable people of my home country, 

Mexico, and find out how the social sector, specifically social enterprises, are employing innovative social 

solutions to improve the living conditions of these people. This led me to a field study in Mexico. I conducted 

ten case studies on social enterprises in different sectors, given that poverty is the result of diverse social 

problems. In order to conduct an in-depth analysis of ten case studies, I formulated the following research 

question with three sub-questions:  

To what extent do the Social Enterprises in Mexico generate social impact and economic value as a means to 

reduce poverty? 

1. To what extent do distinct approaches for addressing a social problem translate into the creation of 

social value? 

2. What business strategies help Mexican social enterprises to succeed? 

3. How do Social Enterprises perceive the development of the Social Entrepreneurship Ecosystem in 

Mexico? 

The first sub-question aimed to understand the current setting of the social enterprises to then, elaborate on 

how their different configurations are creating social value. First, it was observed in the case companies that 
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the SE typology and its correspondent characteristics varied notoriously between them depending on several 

factors like entrepreneur background, available resources, and the company's industry. Therefore, a principal 

differentiation that this project exhibited was the "outcome impact target." In this sense, regardless of the SE 

typology, the case companies were divided into those that impact directly on the beneficiary (Group A), and 

those who foster the development of the SE field through their interventions (Group B). The main distinction 

that stood out was that Group A companies are not dependent on external resources and have a higher ability 

to track the social impact that is being generated, whereas the Group B companies are noteworthy in their 

dependence  on the resources of external sources and are not efficient in measuring those investments 

reflected in their social value creation.  

It has been said that social enterprises pursue innovative solutions to diverse social problems, and therefore, 

their configuration is not settled like a standard for-profit company. Whereas the result of traditional business 

is simple to quantify and measure, for social entrepreneurs, it is a real challenge to measure the impact that 

their intervention has in the beneficiaries' life. As a consequence, the social entrepreneur, through his vision 

and capacity, plays a central role in carrying out innovative systems to assess the social value and fulfill their 

missions. EX, MM, and PX who have achieved a high level of SVM are the companies with the biggest plans for 

scaling their social solutions, both up and deep. Therefore, a system to measure the social impact created is 

indispensable, not only for leading the managerial decisions towards what makes the company fulfill its social 

missions, but also to get validity of the company with stakeholders who could create unique opportunities for 

scaling the solution. And validity with the community towards fostering the culture of SE in Mexico. 

Having covered the dimension of social value creation, the next sub-question intended to identify the business 

strategies that enhance a profitable social business. Starting with the SBMC, it was shown that the tool enables 

the case companies to easily place their different elements to define how value is created, delivered, and 

captured. Although each Case Company has a canvas according to its particular circumstances, it was 

highlighted that the Type of Intervention among Group B companies concerns to an intangible outcome, and 

its Customer Segment tendency is a B2B.  Whereas in Group A, the Type of Intervention is more diverse with 

products and services, and the Customer Segment is more flexible with B2B, B2C, and hybrid models. The 

entrepreneur can seize the SBMC at any moment to ensure that the company is following the desired path 

and ensure its profitability. However, this model is employed once the social solution has been ideated, which 

leads to the conclusion of the managerial strategies.  

As in any for-profit company, to properly employ an approach like DT and LS increases the chances of 

identifying a real problem that needs to be solved to a noteworthy degree, and to ideate the accurate solution 

for it. Regardless, if it was in an implicit manner or following step by step, all case companies have employed 
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these techniques, not only during their initial stage, but also to improve their current activities continuously. 

The human-centered approach that these methods enable makes it a complete fit to a sector which is focused 

on the person's wellbeing, and therefore, are tools that must be spread among new social innovators. 

Lastly, it was shown that given the diverse factors that comprise the SE field, the case companies had 

developed certain features from learning organizations, and therefore, it is suggested to the social 

entrepreneurs to properly adopt a culture philosophy like the Fifth Discipline to seize upon this situation. In 

doing so, the company would reinforce the current managerial strategies and improve their results when 

aligning all its members under one unified learning community culture. 

The last sub-question aimed to recognize the external actors that play within the social field and influence the 

social enterprises' performance. Among the positive attributes, were found open markets, which have allowed 

the business opportunities; however, it was noteworthy that whatever the Type of Intervention is, it still needs 

to fulfill the quality market standards to be strong enough to compete against both traditional and social 

businesses. Then, the universities attribute showed that social innovators are highly motivated to reinforce 

their knowledge through academic preparation, despite not all subjects being social-centered. Moreover, the 

entrepreneurs that have had experience abroad have developed a global perspective that is translated into 

social innovations with a major social impact, and advanced systems to measure and scale it. Therefore, both 

universities and public organizations like the National Council for Science and Technology (CONNACYT) should 

include within their scholarships the social topic, to multiplicate the effect observed in the study cases into 

thousands of students all around Mexico.  

In regards the investment capital, it was observed that the family and friends of the social entrepreneurs were 

key to getting the initial capital for launching the company. The most significant finding in here was that a 

social enterprise should start with a small amount of capital while the entrepreneur develops crucial skills for 

maintaining a company. Also, to validate if the social model proposed is successful. Once it has existed for 

some time in the market and with the validating stage overcome, then, it is the right time to consider external 

capital that would support scaling of the solutions according to the established strategy.  

Furthermore, the networking and skilled employees are attributes that also represent an essential dimension 

of the EE, and both highlight the impact that collaborating with people accounts to overcoming the multiple 

challenges of the sector and fulfills the social missions of their companies. Lastly, the attribute of the history 

of entrepreneurship is shown to have the potential to lead people's behavior into entering the social field, 

both becoming social innovators or supporting social enterprises. 
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On the contrary, the two main weaknesses recognized by the case companies are related to the lack of a legal 

structure that facilitates the hybrid operations of a social enterprise, or at least, a system that does not harm 

their operations with bureaucracy and legal voids. Moreover, society needs to be aware of what the positive 

impact that social enterprises deliver to the community is, and thus, support them on a higher level. By doing 

so, new actors like the media should be involved within the social field and work as a communication channel 

that spreads the word to the millions of a country's inhabitants. 

Linking these conclusions into the core topic of poverty, when using the four-level framework of Rosling et al. 

(2018), the entrepreneur is enabled to replace the overdramatic "divided" worldview with a clear and 

optimistic view since the framework paint a more factual and just image of the economic status of the country. 

During the interview, Alfredo from GS observed that numerous social entrepreneurs have broken down 

because the social problems can be really overwhelming. In this sense, I consider that before seek and act for 

social justice, a social actor needs to adopt the fact-based worldview approach to redefine its current 

perception of social problems and ensure it accounts reliable information of the situation. In this sense, I 

suggest furthering into the ten instincts proposed by Rosling et al. (2018) that help to fight the mental biases 

that obstruct thinking.  

Moving onto my conclusions as a researcher, I do acknowledge that my research strategy of multiple and 

holistic cases represented a significant challenge in structuring and classifying the information of a very diverse 

group of companies. Although this paper aimed to provide a general picture of the SE field and aggregate it 

into the academic research that has been done within Mexico, ten case companies do not represent one entire 

country. Further study cases should be done to make comparatives and further conclusions. Moreover, 

research should be done at the industry level to develop standard metrics that enhance the companies' 

understanding in regard to the value they create. In the same sense, further research should be done in regard 

to the inflection points of the people that encourage them to become social innovators; how to provoke and 

scale scenarios where those "triggers" take place. As Germán from CON said, "the real change begins when a 

person realizes the true potential they have." 

Lastly, I do consider that the right path to achieve a positive social transformation should not label or make a 

distinction between people or organizations. We should all be aware of the impact that our actions have and 

direct them towards a positive outcome for society. Collaboration should be the present and future. For this 

reason, the project ends with a reflection made by Mauricio from MM:  

"The challenges we are living in this world are so complex that it is unrealistic to think that we will solve them 

alone. Collective and non-individual efforts are required." 
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Back to document. 

 

 

 

8. Number of People by Income Level. Source: Gapminder (2018). 

 
Back to document. 

 



78 
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11. The Ten Instincts that Do Not Allow to Grant Information Correctly. Source: Factfulness 
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12. The Semi-structured Interview Guide. Source: Own Creation. 

 

I. Profile of the interviewed 

II. View of social entrepreneurship and social problems of Mexico 

III. Origin of the social enterprise 

 About the foundation 

 Motivations for doing a social business / or be part of a social enterprise 

 Social problem aimed to solve 

 Process of the new venture creation 

IV. About the social enterprise 

 Mission 

 Short, medium, and long-term goals / strategies for achieving them 

 Organizational structure/team 

 Internal processes structure / how work is framed 

 Evolution through time 

V. Social business model 

 Key resources 

 Partners and key stakeholders 

 Key activities 

 Types of intervention 

 Channels 

 Beneficiary segment 

 Customer segment 

 User value proposition 

 Customer value proposition 

 Cost structure 

 Surplus 

 Revenue 

VI. Performance 

 Best and worst practices 

 Learning organization practices 

 Economic value 

 Social impact results 

 Social impact measurement tools 

 Scale-up plans 

 Scale-up strategies 

VII. Social Entrepreneurial Ecosystem 

 External actors/facts that have influenced in the positive development of the company 

 External actors/facts that have negatively affected the performance of the company 

 External actors/facts that could considerably benefit the achievement of the company goals 

 

 Back to document. 
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13. Map of the "Referral-dynamic" of the Case Companies. Source: Own Creation. 

 

Back to document. 

 

14. Introduction of the Ten Case Companies 

 

1. Socialab is a network of problem solvers that through its accelerator programs expands the impact of the 

sustainability and innovation strategy of organizations and support ventures that provide solutions to 

social problems. 

2. Pixza considers itself as the Mexican Pizza Revolution since it is the first and only blue corn pizza with 100% 

Mexican ingredients. It feeds and employs youths living in refugees and shelters and led them to a life-

change-path through its program designed to social reintegration. 

3. GoodSide is a consultancy that inspires people for positive impact action. The core of its program is the 

Appreciative Inquiry technique, which provokes transformational changes within the organizations. 

4. CONNOVO solve social problems by scaling the impact of what already works. They replicate business 

models from other parts of the world and implement the solutions in Mexico. Its portfolio is currently 

consolidated by three companies: Hipocampus, Extension, and HolaCode within the educational, agro and 

technological industries respectively. 

5. ESMEX promotes the talent of university students to design solutions of social problems through social 

business models. Their three programs are: promotion in inspiring university students with success stories. 

Training in developing skills and competencies in the design of social enterprises. And linking in 

encouraging entrepreneurs to obtain resources, as well as developing academic programs. 
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6. Tekiti connects artisans with high-value industries while collaborating with them to create handmade 

Mexican experiences. It is co-designing products that go beyond just solving needs, and creates genuine 

moments for the different types of users it has.  

7. La Mano del Mono generates local development opportunities through ecotourism and environmental 

education while Natural Protected Areas that they depend on are preserved. It connects local eco-touristic 

enterprises with new targets that travel in low-tourism seasons.  

8. Extensio is a digital field agent. Through mobile innovation, Extensio provides useful and timely 

information to farmers and field engineers: weather and pest alerts, best agricultural practices, value chain 

information.  

9. Tótem is a cooperative that raise and produce quality, organic and accessible rabbit meat, aimed to 

improve the nutrition from vulnerable communities. 

10. Cirklo is a leading innovation consultancy firm in business transformation and social impact. It is comprised 

of an experienced team that is committed to making a change in the world. Its team creates projects, 

services and platforms that drive positive changes in the environment.  

Back to document. 

 

 

 

 

15. Link to download interviews: 

 

1st Option to download: Click here  (Please download before September 23rd 2019). WeTransfer. 

2nd Option to download: Click here. Drive. 

 

 

Back to document. 

  

https://we.tl/t-OehiCxUbxW
https://drive.google.com/drive/folders/1anukOW-tMRpdJNbGNDhkqYN7lpm7fjDE?usp=sharing
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16. Summaries of the Ten Case Companies Interviews  

 

 Name of the company: Extensio 

 Name of the interviewee: Diana Popa, Lucie Pottier, Gabriela Bucio, Víctor Vergara, Ashley Monsiváis, 

and Paty Mon Sisnero 

 Date: 20/12/2018 

 Place: Mexico City 

 LinkedIn Profile: https://www.linkedin.com/in/diana-popa-70b72013 

 

Profile of the Entrepreneur 

Diana Popa is the Director of Extensio, it is originally from Rumania, has a master degree in International 

Businesses in Paris and has been for two years in Extensio. 

I come from a family of agronomies and small producers in Rumania, and I experimented how the field changed 

and got polarized. Farmers are old in age with small spaces in the area since they couldn't attend the demand, 

and therefore, companies took over the production. In Mexico, it is still possible to do a change, and that is 

what made me fell in love with the project.  

I think we need to foster the field; we need producers from different sizes, productions, ways of producing, 

and to have a place where each producer has fair access to information that allows them to feed the market 

need and its interests and aspirations.  

I love the social entrepreneurship model because back in time when I started studying, it was something that 

didn't exist. It was either working in NGOs or the private sector, but these worlds never got together. I learned 

that it is possible to use market mechanisms to solve social problems, and therefore, I started getting 

interested. This was of using business mechanisms allow us in being highly effective since we can prove that 

the need and solution that we offer it is real. 

  

Lucie Pottier is the Director of Processes and Quality, has a master in Agronomy Engineering in France and has 

been for one month and a half in Extensio. 

What motivated me is the innovative concept that we have in Extensio. Having technology that can help 

agriculture, a primary sector so antique all around the world it is something entirely new for me, and I like this 

kind of innovations.  

  

Ashley Monsiváis is the Manager of Projects Evaluation and has direct contact with the producers to measure 

satisfaction level and improve the programs. She has a major as Agronomy Engineer from Chapingo University 

and has been for one year and nine months at Extensio. 

I chose to work in Extensio because at my university we were always taught that we have to give back 

something back to the community, And this is how I am doing it. 

https://www.linkedin.com/in/diana-popa-70b72013
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Paty Mon Sisnero is the Manager of the platform and communication with the producers sending texts to 

them. She has a major in Planification of Agropecuary Development at la UNAM and has been for eleven 

months at Extensio. 

 Working in Extensio represents a challenge for me. During my major, I had the chance of going doing fieldwork 

and being in direct contact with the producer. So, when I noticed that the initiative was to contact all of them 

through a text message even in areas where people don't have electricity, was a big challenge for me in 

developing communication channels to get them.    

  

Victor Vergara is Manager for Inducting Projects; he manages the customer and administrates projects. He 

has a major in communication at la UNAM and has been working for eight months at Extensio. 

I like to be part of a social enterprise since it is a tangible way of achieving social. In Mexico, it is being talked 

a lot about the topic, but just a few results.  

I've been working for seven years in agriculture projects, before, I was focused on research projects and thanks 

to Extensio, I can continue collaborating with projects destinated to producers in Mexico.  

It is just ironic for me how the producers are the people who work the most and who gain the less. It is 

challenging trying to work in social business in where it is needed an integrated vision of the producer and its 

context, and it is something that Extensio highly consider. To work in a project like Extensio is what motivated 

me in being part of it.  

  

Gabriela Bucio is the Manager of Data, she has a major in Politics Science and has been for three months at 

Extensio. 

I liked the project because I see how the agroindustry has been forgotten since the Revolution time, and for 

me any initiative to do something to improve, it is essential.  

   

Origin of the Social Enterprise  

 Extensio started in December 2015 with Nicolás and José, partners of CONNOVO, an enterprise that replicates 

business models that have to succeed in Mexico.  

Extensio started as a replica of Esoko, a social enterprise that exists since 2005 in Ghana, and that has a 

powerful communication platform with its producers. It has been expanded to 10 cities of Africa and reached 

to more than three hundred thousand of farmers. Nicolás identified the communication limiting of Mexican 

farmers and considered Esoko as a proved model worthy of trying in Mexico. So, he partnered with Esoko and 

started Esoko Mexico in 2016. 

During the first year, he tested the model and found what worked and what didn't. He identified that it was 

needed to develop an in-house communication platform, since the needs of the Mexican farmers were 

different to the ones in Africa; for example, in Africa are now focused on developing a market place in where 

all farmers no matter how far of civilization are, can get commercial transactions, whereas in Mexico the need 

is in ensuring that communication between private and public organizations and the farmers exist. With this 
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pivot, Nicolás ended the partnership with Esoko and started Extensio, where Diana joined the team at the end 

of the year, take Nicolas' place and growth the company.  

Although it is learning, the social target remained the same: to increase productivity and income in the life 

level of the small and medium producer.  

 The good thing about replication is that you don't get married to a replicated model. It is a good point of 

departure to understand the problem and solution, and from there, adapt it in the country's context.  

  

About Extensio  

Extensio it is an agent of the digital field. We do two things, the first is to communicate to the producers the 

critic information they need for making decisions at the moment they need it, and through the communication 

channels, they currently have. The second, we recollect data from the producer about its needs, what works 

in the field, what do they need to its development…, so the research center and private enterprises can adapt 

its programs and practices to what the producer needs.  

Our focus lies on generating actionable information. Make that in 160 characters, the farmer receives the 

information, understand it, apply it, and bring positive results.  

From today's market, 80% of the farmers have primary education and thus, can read and write.  

We are working among twenty states of the country, from Durango and the north part with barley production 

to Oaxaca and the south part with maize.   

 Our team is formed by the General Director, the Director of Processes and Quality, the Data Manager, the 

Communication Manager, the Projects Evaluation Manager, and the Platform Manager. 

  

Organization 

 The way how we reach the producers is through our allies and partners, who already have their nets of 

farmers. We will start working with CIMMYT and launch a communication campaign. In the cycle of our 

process, we do have contact with the producer at all stages: 

The first step is to define the goals to communicate, sources, and principal themes. Our partners usually 

determine the subject, and we do a new focus group with farmers to ensure it is useful information for them 

and get its feedback on how they'd like to be contacted (day, time, uppercase letters, etc.). 

Once the content is done, the Data Manager validate that the information is classified in the right farmer 

classification and update the farmers' knowledge, so the system remains updated.   

Next, in the third step, the Platform Manager send the information to the farmers through a Telco platform. 

First, it is validated that all numbers are correct, so we achieve a 100% of success posted messages. Then, we 

upload the data received, schedule and send messages, follow-up if were received, etc. Nevertheless, we are 

now developing an in-house solution. For the few cases identified that the message wasn't delivered for any 

technical issue, they are re-sent manually.  

Finally, the last step is regarding evaluating the satisfaction level of the user. We ideate evaluations depending 

on the targets of each program. Through telephone interviews, we check directly with the farmers if they 
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receive the information if it was read and useful, how much they remember about it, if it was actionable, etc. 

We hired an external team by doing so, people who are agronomist as well and who received training regarding 

the program it is being evaluated.  

We believe that when producers make decisions informed, the productivity and quality of their products 

improve and therefore, they can negotiate better price margin with their buyers.  

 We have four areas for investing in platforms: increase flexibility in the communication channels with the 

producer; automatize through algorithms real-time information relating to weather, plagues, and others of 

priority relevance; programming so we can start sending tailored information of the farmer which includes 

name, location, production, paid money for the product, etc.; and develop our capacity of get more geo-

referenced information directly from the farmer because they have a lot of real-time information about what 

happens in his plot, and it is very valuable for our producers. 

  

 Business model 

We have always been a B2B where our customers are private companies, research centers, and NGOs. This 

year we have started a hybrid model with a B2B and B2C in where the producer could be a customer as well.  

Our fixed costs are office, team, and platform investment. The variable costs vary in each project for the 

evaluation, messages, data analysis, and platform. If the projects increase, the cost of executing them increase 

as well. 

Regarding our financial plans, we received a granted for the INADEM in the beginning. Every department has 

a budget for technology investment. However, we are seeking for external sources for grants that support the 

technological development in the social sector. Money does exist; are good projects what it is missing. 

  

Social Impact 

 We see as the principal problem the lack of information in the agroindustry and all that it involves: prices' 

increase, intermediaries altering the market…, therefore, information access empower produces, and they can 

take decisions informed.  

In Mexico, there are 5 million 3 thousand farmers, from the 3 million are food producers from which 73% live 

with less than sixty thousand Mexican pesos yearly. These approximately two million farmers are the target 

we aim to impact.  

 SAGARPA identified that the problem of lack of information access is one of the principal limitans for the afro 

sector in Mexico. In almost in every house of our target, they don't have any intelligent phone or internet, 

instead they have basic mobiles. On the other hand, the top 20 thousand of farmers who are usually located 

in the north of the country, have enough resources for investing in technology such as drones, apps, infrared 

waves, and other innovative solutions seizing technology.  

 We seek to fulfill the existent gap between these top farmers and the majority of the farmers in using the 

current communication technology of the producer, no matter how simple it is. And through information and 

research produced in the field, find the optimum technologic medium so the information reaches the producer 

and they can make informed decisions.  
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 So far, the satisfaction evaluations that we applied are the only metric we have to measure our impact. We 

measure the level of impact depending on the number of messages received, read, retained, and 

implemented. We want to start measuring the related to productivity and income.  

 Until we are entirely sure that the farmer is receiving and applying the information, then we could measure 

the impact on productivity, quality, and income. This might be a challenging process since we will need to 

make a randomized control trial to separate the effect that has our own intervention against all the other facts 

that could influence the farmers' production.  

 We seek for this RCT in 2020, and once it is well done, perhaps by 2023, we want to analyze the income levels 

and quality life impact. 

 For this year, our mission is to impact 1.6 million producers, which is 45% of the available market in the 

country. And since our service can be replicated in South America, in 2020, we will work in other countries. It 

is an ambitious goal, but not impossible. 

  

Social Ecosystem 

In the social ecosystem, the actors that have influenced us are INADEM from the government, partners related 

to information, universities such as Chapingo and UNAM, all the agro actors that generate valuable 

information, the agro-businesses that support through their programs, foundations from private companies 

such as Walmart and Kellogs, international embassies in Mexico such ad Belgium and France, UNICEF, other 

programs from the government, commissions: SAGARPA, SEDESOL, SEMARNAT, etc. We don't know about a 

map of the social ecosystem in Mexico. 
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 Name of the company: GoodSide 

 Name of the interviewee: Alfredo Chavarín 

 Date: 03/01/2019 

 Place: Mexico 

 LinkedIn Profile: https://www.linkedin.com/in/alfredo-chavar%C3%ADn-pimentel-0822b710 

 

Profile of the Entrepreneur 

I am Alfredo Chavarín, m 39-year-old, and I am originally from Mexico City. I studied Economy at Tecnológico 

de Monterrey University. I and have a Master in Organizational Development in where later on, I specialized 

in a technique called Appreciative Inquiry. Also, I have a specialty in Social Impact Strategy at Pennsylvanian 

University.  

During my bachelor, I have to pause my studies for economics' reasons. During that period, I started a civil 

association with a couple of friends called "Juventud Siglo XX," where our mission was to seek ways to save 

Mexico. We talked with a lot of politicians and organized talks, events, conferences, and seminaries, to make 

awareness within schools to students in how the private sector was related to the public and explain what the 

economic, politic and social reality was. We were looked like the weird guys because we were concerned about 

learning a more. This experience allowed me to get a scholarship and loan to end my major. 

During this time, I was invited in create a company focused in facilitate learning processes, related a bit with 

organizational change but mostly focus on experiential learning. Since then, I've been a person who creates 

conditions so people can learn better. The interesting of a learning process is to provoke reflection and what 

people are discovering according to the specific moment of their life, team challenges that are facing, etc. 

I created an enterprise and studied my master to get specialized within the field. I got a scholarship in a 

university of USA in the "appreciative inquiry" specialization and hence started to get familiarized in the change 

process through this approach. What the approach is about is that it is a conversational process in where you 

make people discover what is what give them life in a particular moment within an organization. We provoke 

conversations, so people talk the best of the organization and appreciate better other people. The thesis of 

the approach is that organizations can get transformed through their strengths, and from the inside is how it 

can get changed. It is based on social theories; one is the social constructivism which points out that there are 

always ways to interpret life.  

There is a methodology about transit in a cycle called "the 4D": discover what gives life to a person and an 

organization; dream what it could become; design what will be; and destiny in implementing what changes 

will be more appropriate for an organization, in where organization could be from a small group of people to 

cities and big corps such as Chicago and Google did. 

All this made me interrogate myself, and if I have a more profound goal in life. I wanted to help transform 

organizations through appreciative inquiry as a conversational tool so people could connect with its life goal 

from the corporative point of view. And this is how I started in related to the social entrepreneurial world. 

After, I studied a specialization in Social Impact Business at Pennsylvanian University, and I began to realize 

about the international community of people that are in the same mood all around the world trying to access 

to information about how to generate social impact from different arenas: microfinance, civil societies 

organizations, social responsibility in corps, religious movements, etc. Moreover, this is how I started to be 

involved. Last year, I began giving classes at Tecnológico de Monterrey University, first about Social Impact 

https://www.linkedin.com/in/alfredo-chavar%C3%ADn-pimentel-0822b710
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Business, and later in another called Entrepreneurs Development with Human Sense. My life has followed this 

path, where I've tried to learn about the actors in Mexico and how they have to get sophisticated within the 

social ecosystem. Nowadays, I do two things, one is teaching as a professor, and the other is as a social 

entrepreneur with GoodSide. 

  

Social Entrepreneurs 

 "Social entrepreneur" is a label that has recently been assigned to restless people with interest in doing good 

in something. I have mentored students from different backgrounds. Therefore, I consider that social impact 

can be a touch from different knowledge areas. I think it is something more about the design; when you create 

a product, a service that is designed to solve the user problem, then everyone can be a social entrepreneur. 

Regarding the companies' customers of GoodSide, these are not necessarily related to social entrepreneurial 

responsibility movement, but they do believe that their organization has to be transformed towards the social: 

"I am conscious that I am in this world and I will leave with nothing. I am very successful as an entrepreneur in 

X field, but I'd like to leave something else to this world of social impact". 

In some generations to be a social entrepreneur is being taken as an obligation, and I don't think this should 

be a must. I believe there are different moments in the life of a person to live its entrepreneurship. Some 

people want to build a professional career after university, and they are generating knowledge that at some 

point, could canalize in entrepreneurship. And some people enter directly. I say we should try to label-less to 

entrepreneurs is a valuable contribution we could give to the youth. 

In perspectives' terms, the new generations, more than seek its happiness are going to be in more significant 

contact with the social sector, are mission-oriented-person. It is okay but not in excess. We carry with topics 

as hanger, poverty, contamination, which can be overwhelming. There are prominent figures within the social 

ecosystem that passes through sadness periods. In my perspective, is that in the future, the different 

ecosystems have to work together still. 

  

Social Entrepreneurship 

There are so many definitions of social enterprises, but there is one for me: it is the company that challenges 

the status quo and seeks to generate social value. It is fine to reinvest profits in the organization, but it is also 

fine to produce it, so the investors get their capital back.  

As Carol Sanford stated, we do need to have a regenerative mindset; not just to think about being responsible 

and have a label. For example, a company that sells wood, how can they regenerate a wood and thus ensure 

always to have natural resource? Give back to the nature part of what you take from it.  

 

About GoodSide 

GoodSide is a company that accompanied other companies in their change process and influence to 

entrepreneurs in rethink their business for doing well. The change process we facilitate makes the company 

more aware of its ecosystem, its interests' areas, and reconsider if they are creating a change from its supply 

chain to the final user. Appreciative inquiry has become in the philosophy of seeing life. All people have an 
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alternative in mind the world in a different way. You could wether see all the negative aspects of something, 

or the good, the possible, the potential. This has become at least for me, in the way of interpreting reality. 

  

Organization 

During a company accompaniment, we don't talk about the term of appreciative inquiry; we are just facilitating 

a conversational process between many people in where we regularly see how they focus on that is It wrong. 

When we start asking about the values of the company and what they appreciate, they see the best version 

of the organization and the dynamic change. I am sure that using this kind of approach is way more productive 

than using solving problems approaches within an organization. Another technique is the New Theory which 

in essence, it is the same: it makes a call to the conscience to the decision-maker understand that the company 

was created to solve a need that the world requires, this way establishes an enterprise with purpose. 

We are two people in the company and who is responsible for leading each project.  

The perfect mentor is an excellent listener but who don't necessarily need a career or specialization. Of course, 

some credentials such as the ICT Coaching Federation helps since proves you have achieved several hours 

listening to people. It helps that you have an attitude towards helping someone to achieve its dreams. Once 

inside the project, it helps if you have some entrepreneur formation such as design thinking, which is 

anthropology applied. An anthropologist that is a coach and who knows about business would be just ideal. 

Anyway, it is something who always want to learn about the other.  

  

Business Model 

It is the same model than any other mentoring company. I like to engage with the entrepreneur or company 

is working, for example, 20 sessions in no more than six months. We don't have a specific agenda; we use this 

period to build a project together. For this time is charged a fee. 

Depending on what the customer needs, it is how the process is facilitated. It can be from a very consolidate 

company or university, to a new entrepreneur.  

  

Social Impact 

I believe that nowadays, it is just impossible that new businesses don't consider social impact mentoring in 

their business. And for those that are already created, I believe they are moving further than the socially 

responsible enterprise mission.  

My perspective is that enterprises are going to align to a global macro, possibly the global macro of the 

sustainable development goals. Every time more are going to talk about sustainably and regeneration.  

  

Social Ecosystem 

The students I give mentoring are youth who are focused in very specialized fields, such as biotechnology, and 

who seek to find new ways of using science for a better-quality life. I help them in answering the question of 

how to give these organizations that are in the creation stage a formality of being a social enterprise. It is 
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people driven to find scientific highlights and the companies that aimed to create are aligned with ethics, 

responsibility, humanity, science, and technology. I lead the with a number of questions so they answer the 

impact that their solution might or might not reach, and later, everything is landed with business tools such as 

social business canvas from the social perspective and find out how their solution could really have an impact.  

The basics that students should know to understand how their business model will be are cash flow, budget, 

costs model, statement of income, and forecast.  

At Tec University, there are some techniques that are being used so students can move their ideas into 

business models. One is the "validation word," which in my opinion should be something way empiric instead 

of an elaborated report. I like the logic models, and I've seen it is a technique that students appreciate. This is 

a tool since in the very beginning states what is needed to achieve the social impact aimed; therefore, students 

don't forget during the process what are they doing and why — an example of this the theory of change.  

I think that of a social entrepreneur can diagram its hypotheses in, for example, the theory of change and can 

land it in a logic model, and this, later on, can fall it in a social business canvas, then are tools that could highly 

help in manage the idea, shape the type of business, and achieve the desired impact.  

With my students, I help them in the prototype validation stage. I'd love that from the second class, my 

students were outside testing its prototypes, coming back to improve them, and going out again. But every 

case varies. When they fail fast, then the change is quick as well, and the knowledge is more in-depth. We 

follow lean startup methodology. As a mentor, you can save lots of time to students, since your experience 

has taught you what could or not could work. However, there are some cases where I can be wrong and some 

others where they don't listen to me, and in the end, I was right. This varies a lot in each personality. One thing 

is to learn business tools and another very different in the human process and interaction you have with the 

entrepreneur.   

Myself, in the company of other organizations such as B Enterprises, New Ventures, Aspen Institute, ANE2 

Flourish Institute, etc., will host a summit this year called Business with Purpose Summit. We want to 

convocated the most prominent experts of social impact in the world through the enterprises. Like Carol 

Sanford. The intention of this is that business-as-usual can have conversations with social entrepreneur, to 

gather these two worlds. I believe it is an excellent value in the enterprises and that their experiences must be 

shared. And at the same time, the entrepreneurs need to show to the business-as-usual world how to create 

richness through regenerative thinking. We can build together instead of having different paths. My dream is 

to don't talk about two different worlds.  

The ecosystem in Mexico is young and still maturing. The world of social entrepreneurship began to strength 

after the earthquake in 1985. Numerous civil-associations appeared, and enterprises begin to be involved with 

social responsibility. This has evolved into social enterprises.  

The social entrepreneur is passionate about understanding problems and finding solutions. Same a company 

that converts social impact, it is a company that is understanding more its goal and has leaderships focused 

on going beyond to the traditional richness generation. This is where I think we are and we are going to. 
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 Name of the company: CONNOVO 

 Name of the interviewee: Germán Zubía 

 Date: 08/01/2019 

 Place: Mexico 

 LinkedIn Profile: https://www.linkedin.com/in/zubiagerman 

 

Profile of the Entrepreneur 

Since young, I've been interested in social topics. I did full-time volunteering in a hill with vulnerable 

communities. I could say that was my inflection point. Afterward, I followed the most traditional route doing 

an engineering major at the University Tecnológico de Monterrey, I worked in the iron industry and in there, I 

realized about the potential that the private sector could have in solving social problems. Therefore, I did a 

master in London, where I learned more about social innovation. I stayed for three years and worked for some 

time within the consultancy. I came back to Mexico intending to do something. I worked in Ashoka for a year 

and at some point, started developing Connovo.  

Working in Ashoka gave me a systematic perspective of the social ecosystem. Being immersed in that world 

helped me to connect in identifying and get deep in the problematic.  

  

Social Entrepreneurship 

I don't agree to label social entrepreneurship. I would define Entrepreneurship as a teenager that doesn't 

know if it is going or coming, who has lots to learn and who is in a maturity process.  

 I think one of today's problems are the labels and the concept of "heroship." We believe more in collective 

impact rather than the entrepreneur as the creator.  

In the end, all entrepreneurs must have managerial skills to make things happened. It is needed to overcome 

the "founder syndrome" and lead the organization: bring the talent, raise funds required to growth, develop 

strategies, everything as any other enterprise. 

 The name of the game isn't any more to create it but to collaborate, the collectivity to solve problems with a 

higher impact. We are entrepreneurs in the sense of the word, but I instead prefer to be recognized under this 

"new" leadership of catalyst, and people who are mobilizing to more people.    

Our entrepreneurs' profile depends on each enterprise; however, are some shared characteristics: based in 

Mexico, have 8-10 years of experience in the particular field, have an entrepreneur profile, related skills, and 

things that are aligned depending on the enterprise that we want to create.  

  

Origin of the Social Enterprise  

Connovo started with me and another partner, Nico. We met in a moment where we both wanted to do 

something social. We had good chemistry, and timing was just right for the two of us. Moreover, he is from 

France and a banker, so we complemented well our skills. We were working at Ashoka, so we had a great 

chance to connect with numerous people from all kind of sectors who wanted to have a social impact. We 

https://www.linkedin.com/in/zubiagerman
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noticed that many of them were struggling mainly either in reinventing the wheel and finding ways to scale 

their current solutions. Ashoka has no more than 5 cases that had successfully scale.  

We were the witness of how within a sector in where resources are limited, a notable amount was invested in 

people trying to invent something that already existed in the market. This frustration worked on me as a trigger 

for doing something about it. There are universities, people, and organizations, ready to support new ideas 

with financial resources and mentoring, but no one was helping with the complex process of telling the 

entrepreneurs how things could work out. We felt that that piece of the puzzle was missing. On the other 

hand, it was a scaling issue. Some entrepreneurs that already found the right solution and are having a real 

impact are usually condemned to a small geography. Everyone is talking about replicable and scalable projects, 

but no one's really saying how to achieve it. This way, we thought we could help to exist successful solutions 

of other parts of the world in expanding and making a social impact in Mexico. We felt that if those solutions 

were already working somewhere in the world, we could design a learning journey of those teams and help 

them in solving the same problematics in other places. 

We started five years ago in 2013, inspired by sectors that were doing similar things. Our difference was that 

we proposed a methodology that could look like a hybrid in many other things.  

  

About Connovo 

We start with a creative process inspired by many things, like enterprises all around the world. We seek in 

being as efficient as possible and don't reinvent the wheel.  

First, we research to understand what are the problematics. This way, we find gaps in sub developed markets 

with a high impact and business market. Once identified, we seek around the globe who is already solving 

those problematics successfully. For us, success means to be financially sustainable, and with high impact 

proved. Next, we provide all the resources to implement and adapt such organization in the Mexican context. 

All the resources are shared services in our portfolio: offices, seed capital, talent, and strategic support; 

however, each managing is independent of us. The team of partners, we operate the strategies for the first 

year with the teams. Posteriori, we support from the strategy part to develop the business and to accomplish 

financial rounds.  

We spent almost three years in creating three enterprises of our portfolio at the same time; therefore, we 

didn't develop Connovo as it should be during that time. We recently could raise funds for our company, but 

there are still many interrogates and hypotheses about if what we are proposing will work.   

Our goal for the next three years is to open two more enterprises related to education with the funds we have 

just raised. Plus, other things such as consolidate the services from our current portfolio, develop relevant 

topics for the constituted enterprises, support them, etc. We spend too much time seeking for the right 

people, and the truth is that there is nothing more powerful that the correct person with the right idea on its 

hands; then, magic happens alone. 

Now, we are four partners on the board of members. There is no one single General Director; rather, we have 

a horizontal structure. I am in charge of talent and portfolio management. Jose has board affairs and business 

development. Nico sees the financial part and creations of new companies. The team should continue growing, 

although not too much given that we believe that we can still manage. It is a thing of catalyzing talent, and 

people in our secret recipe. 



94 
 

 Organization 

We are a strange hybrid because besides being owners and strategic advisors, we can also take the CEO role 

at any moment. It is a particular situation within the sector since usually, there are not profiles with strategic 

and operative expertise. We have had some confusion with our entrepreneurs regarding the limits of our 

participation within their operations and is still much more to clarify. Nevertheless, we seem much value in 

being a strategic piece with deep operative knowledge within the execution.  

We are a learning-by-doing enterprise, always proposing, creating, and trying to do different things to achieve 

different results. There are very particular things we are doing that no one else is doing. Nowadays, there are 

more "company builders" companies just like us, but in the beginning, not even us knew that this model 

existed. We are learning while we are moving forward; this has been the norm. So, we are under the learning-

y-doing approach, always under the principle of not reinventing the wheel and doing it the most efficient and 

comfortable.  

Although we bring solutions that are already working in other places of the world, we still need to adapt them 

to Mexico, and that is a great challenge for us and our entrepreneurs. 

We don't follow one only framework for ideating our strategies since our services portfolio is so broad that it 

wouldn't be possible to make everything fit only in one. Instead, we have developed a playbook that includes 

tools for every stage we do. We cover from the opportunity identification to how to fundraise for scaling the 

business. By doing so, we have been working with numerous allies. It is a work-in-progress where we are 

always seeking initiatives and ways for implementing in the best possible way. We already have a very well-

designed playbook, although we still like to experiment and improve the content. 

  

Business Model 

We have a company-builder model, in where our income comes from the funds we raise and principally, from 

the profits that our portfolio generates. The business model of each company depends on their income. We 

look for different business models for each case, although the plan in long-term is that all companies succeed. 

I shouldn't be saying this, but to be honest, in a context such as Mexico, in where the society is highly risk-

averse, our model is crazy. Selling enterprises is a model that doesn't exist in the country — still a very young 

sector. We are developing a track-record with many exciting things that are happening in our current projects; 

however, we still trying to ideate the right hybrid of how to make it work in Mexico.   

Our metrics for measuring social impact in Connovo is through the companies we have created, the raised 

funds, number of people impacted etc; however, this process still quite severe and I consider it is one of the 

challenges in general of the sector. There are always discussions about what kind of impact we would like to 

create, so it is something really transformational. So many times, I feel we sin in talking about impact when 

still might be many interrogates.  

Our company that focuses on education, Hipocampus, has a profound impact, but barely scalable. We are 

changing the life of 60 children, but it is needed numerous resources to operate a single school. That kind of 

impact is transformational. On the contrary, our company that focuses on farmers, with just a small touch 

from our part, thousands of producers are reached. So, I think it will always be questions about where you 

stand and measure impact.  
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Today, in general, the impact that Connovo generates is way more profound than broader. We want to balance 

that, leverage technology, and balance the companies.  Our ambition with Connovo is to have ten companies 

and through them, to impact 10% of the Mexican population either with a little touch or a more in-depth 

intervention. We want that our companies are certificated as social enterprises by organizations such as B 

Business and accomplish the optimum level of environment, governance, how we operate, and thus, propose 

a different way for defining successful businesses. 

  

Social Ecosystem 

Ashoka NGO seeks to the social entrepreneur to support him to keep going and increasing the social impact in 

different ways. They are committed to ensuring that the social system works, so more people decide on doing 

social. What it is needed to develop the social ecosystem is time and higher participation from the public 

sector.  

From the external actors of the ecosystem, through organizations and public politics, it is how it is possible to 

mobilize and catalyze financing and thus get certainty in a sector that is still growing. That by itself sometimes 

makes numerous entities and individuals in think that it is risky. Both public and private sector should help in 

pushing the ecosystem and thus achieve more credibility and trust.  

Regarding the internal, for us would be doing a very professional work to give the positive sign to the external 

of what is going on. Have more successful cases, so more people want to be social entrepreneurs or invest in 

this sector.  
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 Name of the company: Tekiti 

 Name of the interviewee: Sofia Cruz del Río and Natalia Hernández Michel Rizo 

 Date: 14/01/2019 

 Place: Guadalajara, Mexico 

 LinkedIn: https://www.linkedin.com/in/sofia-cruz-del-r%C3%ADo-c-b9ab4932 

 

Sofía: I am Sofia Cruz, I’ve 30-year-old, and I am originally from Guadalajara although for 25 years I lived out 

of Mexico. My father worked in the hotel industry, so our family was always moving from one place to another. 

I remember how he was still looking at how to bring the Mexican experience within each hotel room, 

something that later would influence my career path. 

I came back to Mexico when I was 12, and I remember how challenging it was to restart in a place entirely new 

for me. I have always respected cultures and have open to learning new things, so I did my best to be open 

and learn new things and remove these barriers; that has become an essential characteristic about myself. 

I studied in a very privileged medium school, in were very few times, I had contact with the reality and the 

living situation of 90% of the Mexican population. This school was very religious and into doing social service. 

Then more university, I moved to el Tecnológico de Monterrey, a school is where all my spiritual habits weren’t 

practices, and to get this part of me, I went to missions. My experience was in a radical community where the 

majority of the people were migrating, women were alone, and the few men left unfortunately consumed 

drugs and have much free time. I noticed that through my few knowledge about business, it was an economic 

impact in the community and realized that we could do more than only talking about religion. Back to Tec, I 

participated in an educational program so people from the field could increase their education level, and this 

is how my interest in this kind of social impact began.  

During our last year, many students from Berkley came to our school, and I met this woman from India and 

who was about to work for one year in Ashoka, and I heard for the first time about social enterprises. My initial 

idea was to do my major in organizational psychology, but since the program was removed from my school 

and I didn’t want to move to another city, I chose to study creation and formation of enterprises. 

I started my career in 2012. I asked my program Director for a more profound introduction to social 

enterprises. In my first time, Ashoka entered into my university with the social theme. It was the first one in 

the country. During all my common trunk, I didn’t have anything about social. In my fifth semester, I did 

missions in Sweden, and I was impressed about the different culture in there: how business is done, how the 

economy in primary sectors such as agriculture, have a shared growth, services are transparent and much 

more teamwork. I decided that this kind of philosophy I wanted to have in my business projects.  

I did my social service at Ashoka and was in charge of contacting universities and see what kind of programs 

was possible to implement, although it was in the earliest stage of Ashoka in the city. I wanted to do a master 

abroad, but the project has growth so much that I can’t leave it.  

  

Natalia: I am Natalia, I’m 24-year-old, originally from Guadalajara and I just started two months ago. I studied 

in the same privileged school as Sofia, and two things can happen, either this bubble involves you, or you do 

realize that are many other people living in vulnerable situations. Since my mom has always worked in social 

projects, for me was very interesting in work and doing social justice. I change my career several times until I 

started phycology at ITESO. What I liked about it was their annual projects in where I worked to different 

https://www.linkedin.com/in/sofia-cruz-del-r%C3%ADo-c-b9ab4932
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vulnerable communities. The first was a public school, the second was in jail, and the third was a social, 

economic project. This last one was a collective group of third age who made tissues and sell them very cheap 

to a church. They didn’t earn anything and were dependent, so the project was to ideate the way in where 

they could achieve its independence and have a horizontal relationship with its customers. Then I volunteer 

at Oxfam in England with a project where women in Oaxaca received tools so they could build their way of 

generating its economy and delete the dependent circle of assistance. Finally, I went to India for two months 

where the exploitation and inequity problem with women it is terrible. It was in there when my cousin referred 

me to Sofia and her project at Tekiti. 

   

Social Entrepreneurship 

Guadalajara is the Mecca for entrepreneurship in Mexico since it is a city where family business still very strong. 

Mexico City has a huge market, but competence is very aggressive as well. And Monterrey, people have other 

interests in building a big professional career and get the best jobs. 

In our generation, it is a must being social. There are so many communication channels to be informed, and if 

someone isn’t doing things right, people know it, and that could influence their purchasing intentions. I say it 

is not just about impacting a vulnerable community; it’s about all the process within a company: paying fair 

salaries, gender equity, fair deals with supplier, paying on time, etc. All the financial topics are really tough and 

even more for a social enterprise; however, we are within a capitalist system, and therefore it is necessary for 

getting it. That’s why I thin entrepreneurship and social entrepreneurship are linked.  

 More and more prominent companies want to get into social philosophy, and they need to change all their 

system, whereas new social enterprises can start from scratch with this.  

  

Origin of the Social Enterprise  

Instead of any thesis or exam, in my program in order to graduate, I needed to open a legal enterprise. My 

friend and I open Yummi, an enterprise that supplied traditional Mexican snacks to hotels in the same format 

as the minibar. My father told me that business could work. Little by little, people suggested me in including 

artisan packages, and I remember how my dad used to buy in Tonalá handicrafts for the hotels’ experiences. 

This is how I started having contact with the artisans and working with them. In 2013 after graduation, we 

closed this company, and I opened Tekiti with the concept of handicrafts. 

I knew I was working with a vulnerable population; however, that was not the reason I began; it was the 

market. In 2013 I founded Tekiti alone and as a physical person. For some time, this was my Achilles heel since 

I faced so many limitans in being the only owner. It was until 2017 that I moved to a moral person. Just two 

persons have been part of the team, one who was last year, and Natalia who is now helping in making 

structured all the work we have done. We started focusing in Hotels, then we moved to restaurants, and now 

we are doing an intervention in value chains with big corporations who invest a little part of its budget in 

supporting the artisans with special projects.  

 

About Tekiti 
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In 2017 we received a donation from PayPal, and we officially formed a team to design a workbook with best 

practices to the artisans, where we do believe we can increase impact to thousands of artisans and not just 

the ones working with us. 

We are a bridge between two radical worlds: the artisan who lacks from education and in where all is about 

nature and with a personal feeling; and the buyer who needs to generate results in its company. Initially, it 

was our goal to at some point, connect both words and disappear Tekiti; however, nor the artisan or the buyer 

feels comfortable in dealing directly. So, what we are doing instead is connecting them in a different way like 

bringing customers to the workshops. 

We started with seven artisans around the Tequila volcano. Then, people suggested where to seek for artisans 

for different techniques, like Chapala. I was visiting all the towns and talk to the artisans that I liked their work. 

People and the same artisans have referred me with more artisans. And many artisans have directly contacted 

us through our website and Facebook. Somehow, our site is in the first results of Google, we didn’t invest for 

this but have been sufficiently convenient so more artisans could reach us. 

  

Organization 

I have been working for six years already, and even though I didn’t follow a systematic path, now I understand 

what it is needed to prepare the product. Before, it was Majo in the team, and she has a very financial profile. 

Now, Natalia is helping so much in structure all this information: address of the artisans, pictures in our 

assortment, codes per product, prices, kind of techniques we are working on, etc. Her skills give Tekiti the 

optimum design in our social media to communicate our product; moreover, her psychological skills allow her 

to deal with customers and treat with artisans.  

I´d like to growth the team, but first, we need to ensure the highest income. It has been a challenge for me 

that part of the risk, but I do know that to growth the business it is needed to increase the team. For a long 

time, I was looking for a partner, but it was way too complicated to find someone with the same engagement 

and with the business and social approach.  

  

Business Strategies  

We work per order instead of having physical inventory. For new products, we haven’t had any proactive 

strategy of design and propose. The business growth in an organic manner, I just invested MXN 15,000 six 

years ago, and since then, I have had family loans for the most significant projects. It is the same with the 

product for a while. I just knew more or less how the product was needed, and the artisan adapted it.  

I never did a sales strategy, even though we have worked with many big companies such as WeWork, 

Herradura, Danone, Amazon. All these contacted us. We will start working at a strategy of communicating with 

the general public what we are doing through social media. 

Regarding business theories applied in Tekiti, at some point of all the programs I’ve been part of, I 

implemented something different to understand better. I have one very present, which was the “pivot,” and I 

learned to fail fast and learn about it.  

 We don’t have direct competitors since very few enterprises working with artisans have a B2B model. One 

might be the Mayan Foundation who is directly working with communities and promoting their commerce, 
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but they are in the Yucatan peninsula. There are B2C such as Onora and Karla Fernández, although they focus 

on a very exclusive market. Another B2B is Someone Somewhere, but they focus on textiles.  

  

Business Model 

We are a B2B business. We have three sale channels: stores, although we have just a few; hotels, in where we 

are working with the biggest chains of the country; and intervention in value chains with big corps. We also 

had important exportation to North America once, which by the way was a causality and all happened very 

disorganizedly, although it was a great opportunity to learn about packages, bar codes, etc.  

We closed 2017 with 18 customers, then increased to 25, and finally, we closed 2018 with 33. However, not 

all of them rebuy. We don’t have any plans of having an online store. With Amazon, it has worked well so far. 

We managed to get the same contract as all big corps in where we sell to Amazon, and they resell to the public. 

Therefore, our model still is a B2B. We have five-star products, and we are about to increase our assortment.  

Regarding the business: To find the balance between a good operation strategy and pricing. In the beginning, 

I didn’t want to charge more than double per product since wanted to ensure a fair price; however, after seen 

all the time and effort that it’s needed, I need to ideate a better offer to ensure I am paying decent salaries 

and still possible to reinvest in the business. So far, we have survived, but we don’t have something stable, so 

the next would be to close more sable customers and with repurchase since we don’t have a proactive 

strategy. To open a point of sale where customer can visit us and have a display of all the techniques we do 

have. Use technology just as places like Africa to I prove the value chain, production, distribution, etc. 

Alternatively, have a capital destinated to inventory since I started with very low capital, and it was not possible 

to have stock, I needed to be way more efficient. Financially talking, I’d like to get investors to growth the 

company, but since I was still a physical person, they thought it was a big risk for them.  

Regarding social impact: To consolidate the education topic; we are about to launch our first workbook, but it 

will also be to raise another kind of donations to growth our artisans base and ensure an active sales strategy. 

To scale our business, we need to systematize the process with the client. Every project depends on the 

particular conditions of our clients, sometimes we spend months to one order, and in the end, we found that 

what we are getting from each month was very low. Therefore, we can improve our planning.  

  

Social Impact 

I remember what I taught in Sweden that artisans need to have a formal business and not always depend on 

an intermediary. During a year, I advised them on how to develop their business, but it was way too much for 

me. Then I did an agreement with el Tec, and the artisans’ needs were aligned with the students and taught 

them with the strategic parts of the enterprise: accounting, marketing, assortment, pricing, etc. 

Through a focus group we found that the most significant needs towards education were fiscal : when to pay, 

how much, how; health: we had a big exportation order, but the same workload exposed the artisans to 

physical conditions they are not used to and ended in injuries; costs: how to define them; team: many cases is 

a family business and hence are not always formal. Also, new generations aren’t working within this field 

anymore; and customer service: they don’t know how to communicate with the customer and inform if there’s 

any external condition that could delay the delivery (weather, raw material, etc.).  
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 Artisans should be empowered in doing their businesses and have the same tools as the rest: knowledge and 

fiscal figures. The problem is that artistry has always been labeled as vulnerable communities needed of 

assistance by governmental figures such as SEDESOL instead of being treated as economic figures by SEDECO 

or the Economy Secretary. They give donatives, but that doesn’t make that business flourish.   

 At the end of 2018, we had over one MXN 1,500,000 purchased, 188 artisans of six states were benefited, 

and over 30 techniques were applied. Compared to what government with FONAR is giving to each artisan, 

we are way above.  

  

 Social Ecosystem 

I do believe it exists an ecosystem in Mexico, and in my case, have strongly supported me. I think I am well 

established; however, it might not be known in all the Republic, it is more present in the biggest cities of 

Guadalajara, Monterrey, and CDMX. I consider Unreasonable Institute is from the strongest communities, and 

are my emergency call in case something goes urgent.  

Society of Public Entrepreneurs in the program of Entrepreneurship and Transformation Laboratory at the 

Politics School of Tec Santa Fe. In 2017 it was created a community with all kind of backgrounds: academic, 

politic, cultural-museums, foundations, social enterprises the country was practically covered by one 

representant. The goal has been to create a fiscal figure for vulnerable populations. With the last 

administration of the PRI, it was impossible, but with the new administration, Morena, who has a politic much 

more focused into vulnerable populations, we think it is possible.  

The American government and embassy have supported me as well, I did the YLAI program and met many of 

my LaTam friends. I also did the Cherie Blair Foundation for Women with a mentoring program and still have 

a mentoring in India working in Bank of America who has supported me with all the financial affairs.  

Regarding the academic sector, the agreement with TEC University has also been of great help towards our 

educational goals. Furthermore, the missions’ mechanic that my medium school has it is excellent. The work 

in introducing social problems that universities are doing with their students it is significant, so they realized 

the impact that their work can achieve in the labor market.  

For the exportation to North America, the professors I had during a certificate of international 

entrepreneurship I took at Tec, were from great importance in achieving the exportation.  

PayPal was also a great ally with its donation who allow us in design and soon launch the workbook. 

A lot of what still missing within the cluster of social entrepreneurships is to work with producers in how to 

assigned its prices and salaries, and we notice this with our artisans. There are huge contrasts between one 

and another artisan in these regards; many communities use the minimum wage, which is basically nothing. 

This is determinant to help them having business opportunities and independently growth. Regarding the fair 

payment, we include in our manual this section. Until this is not legally regulated, there will always be someone 

selling way to cheap. The right assignation would help enormously. 
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 Name of the company: ESMEX 

 Name of the interviewee: Jorge Meléndez, Cecilia Cárdenas, Alejandro Hernández, and Linio Córdova 

 Date: 16/01/2019 

 Place: Guadalajara, Mexico 

 LinkedIn Profile:  

https://www.linkedin.com/in/cecilia-c%C3%A1rdenas-l%C3%B3pez-3089 

https://www.linkedin.com/in/alejandrohfesmex 

https://www.linkedin.com/in/lino-cordova 

 

Profile of the Entrepreneurs 

Cecilia Cárdenas: Bachelor degree in Sociology. Guadalajara University, Guadalajara. (2008-2012). 

Since I was in school, a group of sociology students got together with students from CUCEA (Centro 

Universitario de Ciencias Económico Administrativas). In that time, I was already the girlfriend of Jorge, the co-

founder of ESMEX. We used to talk a lot about social projects at that time.  

My first social experience was in a collective that they initiated called "Movimiento de Acción e Inclusión 

Social" (action movement and social inclusion), in 2013. This way, we started with projects focused on 

vulnerable communities. We organized events to these communities as well, in where the goal was to train 

them. We launched programs and got funds for them, and it as all as volunteers. We did everything from heart. 

We won numerous awards. We have also got funds from Ashoka. We realized that we reached a real impact, 

so we were highly motivated to inviting more people to participate.  

We started in doing events, talks, congresses, etc., for young people.  

 We needed to evolve since we couldn’t live any longer of just volunteering.  

The team increased with Lino and Alejandro. Jorge developed a new training model for students that were 

more profitable and scalable.  

Before teaching, we took several trains with Ashoka, the Innovation Secretary, and learned a lot from 

conventions and conferences at the national level. Thus way, we decided to build in our methodology for 

creating more social entrepreneurs and tackle social problems.  

 As a sociologist, I was restless and passionate and idealist. There are lots of problems, and we do have to do 

something to solve them.  

 

Alejandro Hernández:  Bachelor degree of Industrial Engineer. La Salle University, Victoria Tamaulipas. (2008-

2012).  English language course. Wisconsin. (2013-2014). Master degree in Technological Projects. Guadalajara 

University. (2015-2017). 

The first experience of social business was in 2014 when I was living in Wisconsin, USA. I went to a food bank 

where people who couldn’t afford to buy food, got it for free from the remained food of groceries, restaurants, 

etc. I thought in to seize the system and profit from the food, but then I met a lady whom barley took food 

when I asked her why she replied that she didn’t need more and that all the people queuing outside required 

more than her. That experience was a bucket of cold water and an inflection point in myself of wanting to have 

a similar idea. 

https://www.linkedin.com/in/cecilia-c%C3%A1rdenas-l%C3%B3pez-3089
https://www.linkedin.com/in/alejandrohfesmex
https://www.linkedin.com/in/lino-cordova
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I wanted to do something similar back in Mexico, although instead, I started a master degree. My first approach 

to social entrepreneurship was in 2015, and because I found an invite at the University for knowing about 

social enterprises. In there, I met Jorge, my now partner, who talked about SE and what he was doing at that 

moment with social actors. I joint his team and help them in executing an event for students where the biggest 

actors of the social entrepreneurship ecosystem participated. I was astonished about everything, and since 

the event resulted great, me, Jorge, and the other two people from the team, Ceci and Lino, decided to keep 

on working together in that kind of forums where students were inspired to become social innovators. That 

was the first big whiff of what social entrepreneurship is, and I did not hesitate to join the project that today 

is ESMEX.  

 I’ve always had in mind the bank food project, but I liked better the fact of motivating people and spread the 

world of what social entrepreneurship is more than have my social enterprise.  In 2015, ESMEX 

(Emprendimiento Social México) was consolidated. 

 

Jorge Meléndez: Bachelor in Marketing. Guadalajara University (2000-2016). I have been working since 2011 

in businesses and projects with social impact.  

 

Lino Córdova: Bachelor degree in business. Guadalajara University. (2000-2012). I have worked in social 

projects since 2013. 

  

 ESMEX social entrepreneurs’ profile: 

The profile of the social entrepreneurs at ESMEX should fulfill three main characteristics:  

- They should be sensitive toward social problems. 

- They should have some technical knowledge, therefore should be specialized in some field (academic 

or professional).  

- They should be a commitment to working the 16 weeks plus the extra hours required to develop the 

program. The responsibility is with their colleges from the project, but mainly, with the people from 

the communities. 

The backgrounds that we receive are economics and administrative sciences (perhaps due to the influence of 

CUCEA), followed by social science, design, and engineering. Also, the less are regarding health, biologists, 

agricultural, etc.). 

  

Social Entrepreneurship  

We have noticed that at a national level, there it is trendy to be a social entrepreneur. Therefore, we have 

found people who want to make products with communities just because they are a trend, whereas others 

want to be social entrepreneurs because they feel it in their heart.  

They all might solve a social and/or environmental problem; however, what makes the difference is the 

purpose of each.  A social entrepreneur is. First, I want to be social and then an entrepreneur. Although other 

people think it is the other way around (like Juan del Cerro).  
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We first seek how to generate impact and then the business model. There it’s a big gap between conventional 

and social entrepreneurs. We think that the social entrepreneur was born to solve a social problem.   For me, 

the social entrepreneur is worthy if it’s solving a real problem that hasn't been attended in the vulnerable 

communities.  

If we could classify the social entrepreneur, we would consider: what kind of entrepreneur; what is it doing; 

why so start doing something; what are they attending; is it having an impact in the world; is it solving or 

affecting the world. 

  

Social Impact  

ESMEX developed their graphic that classified the kinds of social businesses according to the level of social 

impact. Description of the graphic: 

-1 level: Businesses that solve an economic need, but has a negative effect on the community (e.g., 

Drug trafficking).  

0 level: "Productive enterprise". It generates employees, fosters the economy, etc.; however, it also 

has a negative impact on the environment and society, such as contamination, low salaries, etc. 

+1 level: Enterprises with corporate social responsibility with more positive impact (CSR). 

+2 level: Enterprises that besides CSR, are inclusive with a vulnerable community and therefore, reach 

a higher impact. 

+3 level: Enterprises with cooperatives or social economy that are governed by values, democracy, 

and social justice. 

+4 level: Social enterprises 

 Companies with a social product that the product itself isn’t solving a social need, but that its production 

supported a vulnerable community (e.g., artisan marmalade). And companies where the business model 

generates an impact. Every time the product it's consumed, a social problem is being solved (e.g., rabbit meat). 

They use it, so their students understand how enterprises are divided and focus on the social enterprises +4 

level type b. So, their criticize is that all companies should automatically fulfil facts such as not harm the 

environment, pay fair salaries, etc. and recognize that neither social enterprises are wow, but needs to be 

differentiated one kind from the other. 

   

Social Problems 

ESMEX is focused on solving real issues in vulnerable communities.  

The entrepreneurs play an essential role to start solving the most basic and essential topics. The fundamental 

life issues it’s where entrepreneurs could start.  

In our field of work, we work in irregular settlements and focus our services towards basic wellbeing needs 

such as nutrition, education, health, sewerage, and sewer system, water, electricity, and dwelling. Basically, 

we cover all the circumstances that define multifactorial poverty, and we do foster to solve them. 
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However, we notice that solutions for social and environmental problems many times comes from a trending 

topic. For example, reduce the one-time-use plastic such as straws, thanks to all the propaganda in media, 

social entrepreneurs want to focus on this kind of problem when there are so many other much more 

important, urgent, and necessary to tackle.  

Just in the metropolitan zone of Guadalajara are thousands of people living under precariat conditions, and 

the number still growing. Some NGOs are working on it, but we do believe that the solution should be 

sustainable projects. For them, the most prominent problem is the water supply. 

  

Origin of the Social Enterprise 

After the volunteering experiences of Jorge and Ceci, they experienced a material need for their living 

conditions: We needed to evolve since we couldn’t live any longer of just volunteering. And, since their first 

experience with “Movimiento de Acción e Inclusión Social” failed in made the communities benefited 

independent from them, they change their approach to forming young social entrepreneurs.  

We began in doing events, talks, and congresses for young people — the team growth with Lino and Alejandro. 

We were initially called “Emprendimiento Social de Guadalajara” (social entrepreneurship of Guadalajara), and 

afterward, changed the name to Emprendimiento Social México” (social entrepreneurship of Mexico) or 

ESMEX in 2015. 

Jorge developed a new training model for students that appeared to be profitable and scalable. Nevertheless, 

before teaching, they took several trainings with Ashoka, the Innovation Secretary, Incuba Social, and 

numerous conventions and conferences at the national level.  

We decided to build in our methodology for creating more social entrepreneurs and tackle social problems. 

This is how our laboratory and its methods of training was made. If we were contagious and passionate about 

social entrepreneurship, we know that many more people will be.  

Our pilot began with a big group of students who wanted to do something, but they didn’t know exactly what. 

People from all the fields got training for creating a project that solved a social problem.  

After our first generation in 2015, we found ways to improve the program and restructured it. For the second 

generation, we achieved better results both informing social entrepreneurs and social businesses- 

  

We think it is just not possible the contrast and gap between the living conditions of the people in the most 

precariat situations and the rest. Therefore, we feel we have to do something about it, and through our 

program, we have managed to reach an important impact in the living conditions of many people.   

We believe that if is it possible for so many people to use technology, get a smartphone, or use the internet, 

then it should be possible to innovate social solutions seizing the same technology. “How could we use the 

technology to solve the most basic problems, and make very accessible solutions to the vulnerable 

population?” 

   

About ESMEX  

“Come and change the world with your talent,” is our mantra. 
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Our market is young people, mostly students, between 18 and 29-year-old. We are reaching them through 

forums organized in universities mainly in Guadalajara, Mexito City, and Pachuca. Our channel, when we are 

in the first stage of foment, is mainly digital through our social media platforms and the universities ones. Our 

resources depend mainly on our ability to get allies during each program. Universities have provided us with 

materials, others with the physical space to have the workshops, and so on. Regarding our partners, we are in 

constant contact with actors of the social ecosystem, since we link our graduates to them. 

We started training directly with schools so that they can implement a social entrepreneurship course within 

their study programs. It is essential to justify the relevance of each school to participate in social businesses. 

We are around 15 people working in ESMEX. Our core team is Jorge with the general direction, Ceci with the 

communities’ coordination, Alejandro as the project manager, and Lino with the institutional relationships. 

The rest, help us mainly with operative and execution tasks. 

  

Social Businesses of ESMEX laboratory: 

The market of our social entrepreneurs are people living in very precariat situations and who are part of 

disadvantaged communities. The channel of our social entrepreneurs varies depending on the kind of solution 

they are creating. And this is usually defined in the very last stage of the process of the laboratory when they 

validate their product directly with the communities. For getting the resources of our social entrepreneurs, 

we link them with programs that social ecosystem actors provide, where they can raise funds and supports. 

 

Business Model 

For the solutions that our program offers to communities, price is constantly validated. The social business has 

to get adapted. Many business models could generate social impact and not always has to be the charged the 

end-user. Although some other times, the product could be accessible enough so the end-user can fully pay 

for it. 

For ESMEX, our model is that our program has a cost. This is the 55% of our total income, and the rest are 

conferences, workshops, special programs with our allies, enterprises, collaboration with the actors of the 

social ecosystem, training to universities, or events that need a tailored design. Only one time we received a 

sponsorship that we used to cover 50% of the tuition fee of our students. We always seek these kinds of 

alliances, so more students get into the program, only once our students paid for 100% of the program. UdeG 

provides materials that allies a 10% of discount in the tuition fee, other partners provide us with the space for 

the workshops which represent another 10% of the fee, and so on. It is a highly flexible model. And if we don’t 

get alliances, we also offer to finance with a 0% interest or deferred payments. 

  

Organization 

We have a “participative design” process in where the social entrepreneur accompanied by the community, 

work together in designing the optimum solution. “We are not your savior. I am just a person who comes here 

to listen to you and work together”. 

We divide our process in three sections:  
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The first section is fomenting. We realized a tour around universities and invited as many students as possible. 

This step is about to spread the world of social entrepreneurship and our laboratory at ESMEX. The goal here 

is to let them know that this exists and that they can be part of. 

Then, once the person desire to be part of it, the next section is the people’s enrollment in the program. This 

process begins with the registering, in where general information about the project is communicated (such as 

its 16 weeks of duration, how many spots available are, the city where the laboratory will be, the age range of 

18-29, etc.). This process lasts for two months. 

Our register’s usually of around 500 people. The next step is the inscription. This is a complete application 

form in where it is reduced the number of people interested in 350.  

Afterward, it is the stage of interviews and informative sessions. With physical sessions of groups of 30 people, 

it is explained all about the program to make sure it is completely understood. 

Later, we do apply a filter to get the desired profile of our social entrepreneurs, which is englobed in three 

main characteristics: 

- They should be sensitive toward social problems. 

- They should have some technical knowledge, therefore should be specialized in some field (academic 

or professional).  

- They should be a commitment to working the 16 weeks plus the extra hours required to develop the 

program. The responsibility is with their colleges from the project, but mainly, with the people from 

the communities. 

Only 200 people met this profile. The last step is the final decision of the people selected if after all, they still 

willing to participate. They need to have a session of 4 hours once per week and at least eight more hours per 

week to invest in their project. In the end, 100 people take the program. 

The final section is the laboratory. We form groups for the laboratory. They are never equal since we from 

them, considering the participants' background and specialized field, time willing to spend, and gender.  

Each week of the program has one session, and we follow an iterative cycle where our entrepreneurs get 

methodologies and business concepts in the classroom to apply it into the field then. Session 1 to 3 is in the 

classroom; session 4 is going to the communities and meets the people; session 5 is going again to the 

classroom and learn the empathy map; session 6 is going back to the field and apply such plan; and so on.  

We follow two main methodologies: the lean startup and design thinking. This way, we make sure we are 

developing the right product since it was ideating aside the user, and through prototyping, an MVP, built the 

right product at the end. With design thinking, we ensure the empathy, identification of the problem, define 

the solutions, prototyping, and offer it. Everything is constant learning.  

In the last session, we have what we called “community tradeshow,” where the business model and value 

proposal is validated with the final users. A pre-prototype is launched, and the social entrepreneurs explain 

how it would be working and how the project would be evolving from the value-proposition until the end. 

Moreover, facts such as pricing, distribution channels, etc., are discussed.  

Our programs are once per year, and we have it in the cities of Guadalajara, Mexico, Pachuca, and soon the 

State of Mexico. 
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Social Impact  

We measure our social impact with the number of social entrepreneurs resulted from the program and how 

many still operating. We have all that information, although we need to update. However, it is increasing the 

number. We want to increase the period of the laboratory with a follow-up stage is where we can monitor the 

development of the companies in a more substantial way.   

 We focus our work in irregular settlements and vulnerable communities in need of the essential services. Ceci 

is responsible for communities. “Depending on the diversity of the group, it how I assign the community that 

fits them better.” 

I have a first approach to the community to ensure they’d like to receive the laboratory people. Then, groups 

are assigned to each community. Thus, a group of approximately 30 people goes to the communities from 

house to talk to talk with people and ideate the right solution for them. 

  

Social Ecosystem  

During the “boom” of the social entrepreneurship in Mexico, there were lots of support from the actor in the 

social ecosystem, including INADEM (National Institute of Entrepreneurs in Mexico), although this last one-

stop operating. ESMEX didn’t receive any of those supports. 

Numerous calls came out of supports, including resources such as legal, material, financial, etc. However, still, 

not enough supports for bringing an entrepreneur from zero until the formation of its enterprise. It is a very 

long way and lack resources from all kinds: academic, material, legal, informative. “Why we weren’t taught at 

school about social entrepreneurship?" 

Social actors, such as Juan del Cerro, are actively looking to social entrepreneurs for supporting them, but 

there are just very few organizations such as ESMEX that are forming them.  

Supports, accelerators, incubators, there are available tools, but not enough social entrepreneurs.  

And still, when social entrepreneurs compete for seed capital or another kind of support and don’t win, the 

people get demotivated and drop off their businesses.  

When our entrepreneurs compete in Socialab, from 20 of our projects, just 18 get to participate, and from 

those, only 2 wins. The negative effect is bigger, and this is why we are against that entrepreneurs in an early 

stage competes. On the contrary, the four entrepreneurs that did not win the Chivas Regal contest, they won’t 

drop off just because they are already in a very mature stage. In that level, we could talk about competing, but 

when the people it’s new and excited about being an entrepreneur and social, well it is not a good idea.  

  



108 
 

 Name of the company: Pixza 

 Name of the interviewee: Alejandro Souza and Raymundo von Bertrab 

 Date: 17/01/2019 

 Place: Mexico City 

 Professional Profiles: 

https://www.alejandrosouza.site/ 

https://www.linkedin.com/in/raymundo-von-bertrab 

 

Profile of the Entrepreneur 

Alejandro Souza: I am originally from Mexico City, although I lived in the USA when I was little and during my 

bachelor at Babson in Boston in 2009. My bachelor was exclusively about entrepreneurship, and social 

entrepreneurship was considered as something new. I did a master degree in NY in the political administration 

of social development in 2013.  

I went to Ruanda, Africa for six months for doing social entrepreneurship and then, got back to Mexico as a 

consultant. After I went to Brazil and after some time came back to Mexico. All my work has always been 

related to social entrepreneurship.  

During my master, I was homesick and missing tough Mexican food. I spent six months working in a shelter 

with people in street situations when I though in doing pizzas made of blue maize to impact these people.  

The social enterprise was something that has always been in my house, the fact of identifying yourself as an 

agent of change and understand that your actions may have an impact on others. For me, it is strict in having 

entrepreneurship without impacting; I think social and entrepreneurship goes together.  

During my undergrad thesis, I seek or the motivations of an entrepreneur, since it seems crazy that someone 

could risk everything to get a successful company. In my interviews, nobody replied they wanted to be 

entrepreneurs to become millenary, no one. And I realized that there was a "cognitive dissonance" right 

between the irrigation and the reward, and that is what was responsible for wanting to have entrepreneurship. 

The mindset of the entrepreneurs is everything, and the award comes in the process rather than the goal to 

start it. That is why the prominent entrepreneurs begin over and over again, new businesses. It is that rush, 

adrenalin, and uncertainty what is toxic.  

  

Raymundo von Bertrab: I studied economy in Tecnológico de Monterrey school (2016) and have a master 

degree of EGADE Business School in finance (2018), but I also have considered in social development and 

corruption from the University of California, Berkeley (2016). I was always dedicated to topics related to 

public politics, even though I am an economist. I joined Pixza a year ago for help in its expansion.  

The private sector has never been an option for me. I had my first social experience working at an NGO when 

I was 12. When I was 17, I had already raised funds for one of them. Then, life took me to the public sector 

and studied economy and public policies. I had to fight for the approval of policies during the ex-president 

Peña Nieto government. I experienced a breakdown when the Ayotzinapa case just happened. I was in all these 

events drinking champagne and eating caviar while terrible injustices were happening in the country. That was 

not my path for doing something to the country. It is way easier in many aspects being in public policies 

because it's just about changing a law; however, in social entrepreneurship is dealing daily with everything to 

succeed. I am also working as a financial consultant for social enterprises. 

https://www.alejandrosouza.site/
https://www.linkedin.com/in/raymundo-von-bertrab
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However, I haven't received the support I expected from my family and friends. Starting with my family, since 

I told them about my decision in becoming a social entrepreneur, they have just been discouraging me. It's the 

same with friends. I studied in a private school where students get in there in the first place for the high salary 

they will get once they are graduated. Just 5% of the class decided to become entrepreneurs. As a consultant, 

they get around MXN120,000, whereas as an entrepreneur, you don't even know if you'll get paid in the first 

two years. 

   

Social Entrepreneurs 

Being an entrepreneur is like gambling, and of course, many people don't want to risk. It is way simpler going 

to the private sector and getting the office like because they fear responsibility and cannot identify themselves 

as agents of change. Moreover, Mexico has the worst ranking in the global entrepreneurship report regarding 

educational support. The majority of the people labeled you as insane when you tell you to want to be an 

entrepreneur; whereas in other places such as San Francisco it is the opposite.  

Regarding the financial skills of the entrepreneurs, I've seen that the primary reason why the failure is because 

they usually don't have the right projections of the expenditures. They don't take into account facts such as 

salaries and make many assumptions. I know two companies in total that have the right way for projecting.  

There are many entrepreneurs that send 80% of their time doing public relationships and participating in 

competitions instead of being making the impact they strive for.  

R:  In my consultancy, before helping a social enterprise the entrepreneur gets a phycological evaluation so 

we can identify if it's about a person who is committed with impact and doing a change, or if it's just a person 

seizing the trend of the social businesses.  

  

Social Entrepreneurship 

 Entrepreneurship and Social Entrepreneurship are entirely different topics. There is an excellent attraction 

towards social; however, at the same time there is not an absolute coherence in the business models of many 

companies that aim for being social, but they don't have a real mission or vision towards solving a social 

problem. It is growing the social entrepreneurship and its ecosystem, it is being recognized, and still have so 

much to do.  

The term itself of social entrepreneurship is recognized in Mexico in 2010, where Pixza has been a very typical 

social enterprise. Three years ago, B Enterprises arrived in Mexico, and since then, 32 companies are 

certificated. Also, in Universities, the concept itself came three years ago, and since Pixza is a pioneer in 

Mexico, our case has been taught in the study programs.  

In the current financial model of entrepreneurship, first, the entrepreneur raises money without really know 

in what to use it, and in ends burning it. There are enterprises that are financial for won competitions which 

might help me something good, but they are not validating if they do have the right solutions or model.  

  

About Pixza 

I have the idea in 2013 while I was studying my master of the political administration of social development in 

NY. For one class, we have to tell the story about an incredible person, so I chose a guy who has lived in the 
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street, and he decided to work in a hostel for the last five years since he was a holistic perspective of the 

people living in there. I was following him for six months, and one day we were in a bar, I was thinking about 

blue "huaraches" and then related the idea with blue maize pizzas. When I lived in Brazil, I developed deeper 

the design and in 2015 launched the project back in Mexico.  

A: I am the only founder. It was complicated because I have never worked in a restaurant. Doing everything 

from getting the license for opening a restaurant, ideating the recipe and creating the first blue pizza, all the 

focus in employing the primary agent of change, designing all the path of change and what we are currently 

going, was complicated. And it was until recently that we raised investment, so we could growth the team and 

achieve a more significant impact.  

 I thought that if the pizza was made of blue maize, then all ingredients should be traditional Mexican dishes. 

So, I started observing in typical cuisines, street markets, restaurants, and so on, the behavior and preferences 

of the people. I went to my nanny's home, who is an excellent cooker and we together made 33 different 

dishes. I studied the pizza recipes style NY and through a try/failure process, developed the right combination 

for us.  

 Two days before opening the restaurant, we still didn't have the right combination for getting the blue maize 

pizza. I had to hire a chef, and until the tenth try, we got it. And that's how we started, with much luck like any 

other entrepreneurship. 

 People loved our product. After three years opened, we have 20 different flavors.  

For improving our offering, we think what people would like, and take into account what people ask us for. 

We are very flexible in these regards, and since Mexico has an open culture in its cuisine (e.g., "tortas de 

chilaquil"), there is plenty of room for being creative.  

The initial capital was 70% mine and the rest from family and friends. The growth has been organic, and within 

four months, we recovered the investment, and the profits have been reinvested to open new stores. Today 

we have two open stores and some others to open thanks to a fund of an angel investor we just got.  

We have always clear that we wouldn't raise any fund until we prove that our model was sustainable. "Money 

is the worst friend that an entrepreneur may have in the beginning" because it takes wrong decisions. If you 

learn how to build an enterprise from bootstrapping, then the money is what it is, just a leverage platform.  

We received many proposals of Venture Capitals, and it took a while until we found our right angel investor. 

Thanks to these funds, we can growth the consolidated model we have already validated.  

  

 Business Model 

From every five slices we sell, one goes to youth vulnerable people. Thus, it's an entirely different model not 

compared to charity.  Our business model is 100% of the sale of pizza. Our perfect customer is who loves pizza 

and knows that it's doing a change. People that come to Pixza is already pre-sold with our idea, and they come 

aware of how they are impacting.    

However, I do believe that the success of the model lies in the reality that the human in selfish. Thus, seizing 

this fact as an instrument for change. People will come because they want to give themselves something first, 

but if we give them the opportunity of this plus helping someone else at the same time, then they like the 

proposal. You are not asking anything else, just giving them the opportunity of doing the change.  
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 Organization 

 We defined ourselves as an empowering social platform disguised and a pizza place. The restaurants are what 

allow us to get the external financial resources, but behind it is a complete chain that brings impact from small 

farmers that provides the material to the end-users impacted. As a social business, you have two 

responsibilities: first, to compete against other social businesses; and second, to fight against the world based 

on generating an impact. We needed to have a very innovative and high-quality product. 

Media it's a significant communication channel for us. We have our social media platforms where we follow-

up the development of Pixza. We also have one to two interviews per month with magazines who share our 

story. And this gets to the final customer either for one or another media. We have a very loyal community on 

social media. And what has always been more effective, is WOM.  

 We don't follow a theoretical frame for defining our strategies; however, we use many of them such as Canvas, 

Lean Startup, and so on combined intuitively since our previous experience has made us sensible in these 

matters. It helps to have previous experience of getting a social business with impact; however, I don't think 

it is a determinant. Our experience is the most valuable for us. But entrepreneurship is art with much 

inconsistency, uncertainty, and doubt, although you say I know a lot about this. It is not a laboratory with all 

the elements controlled; everything goes out of control; therefore, it is less experience and more 

entrepreneurial skills. It becomes 100% intuitive.  

Alex was the only founder. After three years, now he has a team of 7 operatives instore, four directives to 

manage the company, and two partners, Alex and Raymundo, who lead the strategy. The people who are 

working here is because they do want to make a change. Therefore, we are all following the same mission and 

find the best ways to achieve it. People it's the essential element for success.   

The upcoming goals are the opening of 8 restaurants in CDMX operated by youth from hostels in the city. We 

will develop a social franchise plan outside Mexico and an institute of coaching with intense boot camping so 

the people living in hostels can join. Moreover, we aim to become a well-established enterprise of human 

capital development through our programs and remove that stress that our stores are currently experiencing. 

The store cannot sell pizzas and develop humans at the same time. Therefore, within two years, we aim to 

have our institute, social franchises, and stores expansion. 

The challenges we identify for our company growth are many. To select the right locations for the new stores; 

to share a cultural vision among the team; learn to delegate; improve operative and logistics topics so the 

model can be easily replicated; find suitable partners for the franchises, which we want to do it with youth 

people. Also, then the institute, can you imagine how to create an institute? So, who are we going to treat; 

how much would be for the Bootcamp; pedagogical affairs; etc.? We want to do as many allies as possible to 

maintain our vision inhouse and in where we won't do all ourselves as before. It will be tough, but we now 

have a team. We are very optimistic about the potential of Pixza. The worst part of getting and validating a 

concept has already passed, now we are consolidated and in a growing state with different challenges. We 

have a strong position with the brand of Pixza. 

 

Social Impact 

 My first contact with the social problems of the hostels was during my master at NY. Of course, in Mexico, the 

conditions are quite different; in here it is disproportionate affecting youth people between 17 and 25 years 

old. So, if a restaurant can employ people with low education or experience since it is a manual job, then better 
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to allow these people, they have not guilted in have born in this situation; our program seeks to bring them a 

new start. 

Our customers have a very easy way of making a social impact: If you eat, someone else will eat as well. 

However, our goal has never been to feed people. It is more an opportunity for us in dialoguing with these 

people and invite them to participating in our program. The slice is just a link between the customer, the 

enterprise, and the user.  

Through the slices of pizza that we give to the youth people living in hostels, we invite them to participate in 

our program with the result obtain a job. We cover three themes: (1) that they develop a personal and 

professional plan; (2) that they get their apartment; (3) that they get a higher education. The idea is that within 

one and a half year, the person that came from the street achieve all these points. 

 We have around 30 facts we measure for our social impact. Among the most relevant are the delivery of more 

than 8,000 slices, 40 youth employed, five have achieved an independent life (own apartment), more than 400 

hours for coaching and training, and the opening of new restaurants. 

It is crucial to understand that when you are working with humans, you are indeed working with humans, and 

they are perfectly imperfect. When you have high expectative and think that people will value what you think 

they will, then, many dreams ger broken. We have learned in being realistic with our proposal, which is, just 

allowing a new beginning and let the people decide if they want to improve. Even though we have a very 

definite answer, still many people who don't value it. But independently if they end the program, just with the 

fact of have participated and have been integrated in society through Pixza, it's something that changes their 

lives. We realized that it is way easier to get the kid out of the street than the street out of the kid.  

 In the beginning, we were focusing on people living in the streets, and we realized that they live under the 

effects of toxic substances, and it is challenging to make them willing to change. Therefore, the only pivot we 

have had was in changing our beneficiaries focus. Instead, we reached directly to hostels in where we know 

that the people that are in there, have a personal willingness in improving their life. 

 We seize the current psychological support that hostels have in the process of reintegrating our beneficiaries 

to society. We have developed a protocol with the HR department for accompanying in the process of 

developing their personal and professional plan life with coaching sessions and many interventions in the 

restaurant level to achieve empowering them. We will also add physical therapy with bunching bags, 

mindfulness, yoga, and so on because we are also working against addictions.  We are partnering with all the 

hostels of the city, and even though many of the people are not following our path of change, sometimes they 

referred us to good candidates.  

   

Social Ecosystem 

Within the social ecosystem there are the social entrepreneurs; universities; many accelerators; co-working 

spaces; impact investment, which is growing notoriously; many rewards such as Venture Chivas since it is hot 

being social entrepreneur; and public organizations such as INADEM which isn't working anymore and with 

whom I never wanted to do something together since it was very corrupted and I didn't have the time for 

doing this kind of applications. 
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In Mexico, there is not recognized in the legal structure as a social business. You can either form as an Anonym 

Society or Limited Responsibility Society for-profit companies, or a Civil Association for non-profits, although 

in this last one they are not supposed to be lucrative. This is an issue of the economic structure.  

In the global ranking of "easy to do business," Mexico is something between the 240th and 280th place. There 

is not an ecosystem that facilitates the entrepreneur life, but all the opposite. There is a lot of corruption and 

bureaucracy, mainly for lack of information.  

Our recommendation for new entrepreneurs is to get a lawyer or accountant since beginning to save lots of 

time and energy. Of course, it's an additional cost, but your time is worth much more. In having a team, you'll 

get much better results.  

The Venture Capital firms of Mexico are in a very immature stage. They give funds without really evaluating 

what they should. The competitions do both motivate and demotivate entrepreneurs. They instead of working 

with the entrepreneur, the bet in the idea or product. It harms investing in an early stage of the 

entrepreneurship because instead of developing entrepreneurial skills to adapt the company to any external 

fact that may affect, you'll always rely on the free money you got. Moreover, after some time, they ended 

closing.   
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 Name of the company: Socialab 

 Name of the interviewee: Juan del Cerro 

 Date: 17/01/2019 

 Place: Mexico City 

 LinkedIn Profile: https://www.linkedin.com/in/juandelcerro 

 

Profile of the Entrepreneur 

Juan got graduated from Business Administration at The University IBERO (2010), and have a diploma in social 

impact Anáhuac University (2013). 

I was working in civil association for six years in raising funds and general management at an NGO that built 

homes to people in extreme poverty; however, I realized that working in philanthropy wasn’t the right path 

for me in generating scalable social impact and encourage youth in engaging with social missions. At that 

moment, I knew for the first time the concept of social entrepreneurship. For the next year, I had different 

experiences within the social field and closely collaborated with many actors of the social ecosystem, which 

brought many interesting opportunities for me. One was a social entrepreneurship podcast called 

Disruptivo.tv, which was the first one in Spanish. The other one was partnering with the Chilean incubator 

Techo (nowadays called Socialab) and opened offices in Mexico. Since 2014, I’ve been the Director and “JD 

Master” of these two social enterprises.  

  

 Social Entrepreneurship 

The world of the entrepreneurship has many types of entrepreneurship; tech, multilevel, high impact, and 

among many others, the social. A social enterprise is designed to solve the problem of a vulnerable group, that 

is its principal goal. Therefore, it exists a difference between traditional and social entrepreneurship. Social 

entrepreneurship is within the Entrepreneurship field since it has all the essential elements of a typical 

enterprise to survive.  

                                                                      

Social Entrepreneurs 

I like to say that the social entrepreneur matches qualities from Richard Branson and Mother Teresa. It is 

someone with a hanger of business because you cannot be an entrepreneur if you don’t have a clear business 

vision of how to generate value and growth; and at the same time, impact in a social problematic. I consider 

it’s the combination from these two plus many others: hard-work, empathy, creativity, higher sensitivity to 

social problems than ordinary people. I think social entrepreneurs couldn’t work for something else but to 

solve a social problem, and there is where they differentiate, among others. They must have a high degree of 

patience and resilience because they need to get a long-term vision that all the sacrifice did it’s going to be 

worth it and will impact someone else.  

All the entrepreneurs I’ve ever met working in a social enterprise have a clear vision. They might not be experts 

in the problem or correctly understand it, but they do have clear its priority.  

From another point of view, what might separate a social enterprise from a for-profit is the entrepreneur and 

directors’ focus since they are who decide that the enterprise will focus in getting impact and lead it in this 

sense.  

https://www.linkedin.com/in/juandelcerro
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Numbers say that 8 of 10 entrepreneurs failed; however, when these entrepreneurs are above 50-year-old, 8 

of 10 entrepreneurs succeed. There is the case of a guy who is 70 and has a super successful social business 

of a biodegradable material for packing food.  

  

Profile of Socialab Entrepreneurs 

In my experience as a University professor and as Director of Socialab, I’ve noticed that youth from very 

different backgrounds that take the class or program have more similarities than differences. They are either 

very committed and interested in the program/class, and many others want to pass the course or in the 

program drop off after a few weeks. 

We don’t believe social entrepreneurs have an age. We like to focus on youth since it is more attractive for 

them on the contrary to adults who growth with the idea that working in a company for all their life was the 

option. Moreover, they usually don’t have significant responsibilities or needs and are available to take more 

risks.  

 Social entrepreneurs are the core of our mission and our reason for existing. We accept people from very 

different backgrounds. We want that social entrepreneurship to become the house of everyone which means, 

getting put of conventionalism. We have 32 teams that have passed the program, which is approximately 100 

people. From them, 17 teams are currently coursing the program and from the rest, seven teams still working 

on their social businesses.  

We don’t have a formal system to track the social entrepreneurs that have ended the program, although we 

have an informal conversation with some of them depending on the ally that they have made during the 

program. We are always supporting those who need something from us.  

Commonly, they drop off the social enterprise to follow other personal projects, such as doing a master. This 

happens because our initiatives are at a very early stage and with not a legal formation. We are working in the 

way to improve this. Although I am very skeptical in following-up with them to avoid them quit; if they want 

to leave, they will do it. Also, we say it since the very beginning: 100% of the success depends on the 

entrepreneur. We provide skills, tools, mentors, content, but the progress is up to them.  

The entrepreneurs who have two years are starting to see results. There are many reasons of why they quit, 

we don’t have a structured study for this, but I’d say that the most common causes are that they want to profit 

very fast and also because of the teams.  

  

 Origin of the Social Enterprise  

In 2014 when I knew I wanted to change my career to the social sector but didn’t know precisely how, I was 

collaborating with the Latin-American Social Impact Fund, in where I had the opportunity of meeting many of 

the actors in the social ecosystem.  

A marketing agency suggested me to start with a Spanish podcast of social entrepreneurship since at that 

moment there was nothing like that. Thus, we began Disruptivo.tv. On the other hand, I allied with a Chilean 

company and brought an accelerator to Mexico, which today is Socialab.  
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About Socialab 

Our entrepreneurs come from all kind of backgrounds and working experiences. The relevant fact here is that 

they should come with an idea or a project that they have barely started to de candidates for Socialab. This is 

because we focus our program in the development of the concept until covert it in an enterprise: fieldwork 

validation, understanding of the social problematics, users’ knowledge, etc.  

We try to get the people who couldn’t get to any other incubator program. Programs such as ESMEX are very 

few, and they do it great in getting to the problematic and know the user before proposing a business idea. 

This doesn’t happen with many other incubator programs. 

Socialab started eight years ago in Chile as Techo. Now the accelerator has a presence in Mexico, Argentina, 

Colombia, Uruguay, Guatemala, and have projects in Peru, Hawaii and Costa Rica. 

Programs are 100% physical, and this first quarter of 2019, we launch online.  

We have a specialized Director for the content of the program. She has a background in strategic design and 

business in California and knows all business methodologies. We don’t teach something in specific, instead, 

we combine Canvas Lean Startup, everything, but in an efficient way, not as theoretical classes. We implement 

all the elements so out entrepreneurs generate social impact. Methodologies are mixed with others, are the 

original ones, and we develop others. Our workshops are fully adapted to the construction of the skills of our 

entrepreneurs. 

  

Social Impact 

The solutions to the problematics we developed in the laboratory are mainly related to our partners of each 

program. We haven’t made applications completely open; we have topics that are repeated: environment, 

health, and education.  

  

Business Model 

98% of our income is B2B. All our programs are sponsored by Walmart, Banamex, IMSS, Government, 

Innovation Advice in Hidalgo, Innovation Advice in Guadalajara, and recently we just opened the application 

to the final user in where we have accelerator programs that the entrepreneur paid. Within 10-15 years, that 

is our principal goal, but it takes time.  

  

Organization 

The program lasts six months. For the initial application, it is requested a co-creation process of one month as 

a fieldwork validation. Then, we make a selection, and they have to apply a crowdfunding campaign to raise 

seed capital. Following, six months with our program to develop their project.  

 For Disruptivo.tv, our goal is to reach users all around the world. Today, our communication is 80% in Mexico. 

We believe we have to bring social entrepreneurship all around the globe, and since there aren’t any other 

media doing it in Spanish, we could reach to a high population globally. We already have an audience in 40 

countries and without doing anything specific. We also want to add more languages to our platform.  
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For Socialab, we have our focus increasing the right structure and business model so, there will be thousands 

of social entrepreneurs, no matter their size, community, technology, age, etc. We want that social 

entrepreneurship it is seen as an option of a professional career. We believe we are an enterprise that can 

impact more than 10 million people in the next five years. 

What we need to achieve it as lots of work from the part of us, the actor in the ecosystem. Because the rest is 

already there: youth, who understand the concept and wan to become social entrepreneurs, so, we need to 

invest time, some resources, and lots of work. There isn’t a magic formula, is it on us and that is the coolest 

part of everything. 

  

Social Ecosystem 

The social ecosystem is all the organizations and institutions that exist in the same field of social and whom 

support social entrepreneurs through investment funds; incubators; accelerators; government sources; 

entrepreneurs’ programs; the social businesses. 

In Mexico, the actors that benefit the most social entrepreneurs are organizations (privates or public) which 

are explicitly created to support them. Nowadays is around 30 or 40: Socialab, Disruptivo.tv, The Ventures, 

etc. Next, is the university sector, which is pretty much involved in fostering social entrepreneurship among 

its communities. The government used to be related to the INADEM, but since it just disappeared from one 

day to another, today we won’t have a clear strategy. My opinion is that government should be way more in. 

Finally, the actors that could support much more are established companies. Some of them are doing 

something, but they could improve much more in seeking opportunities for supporting or investing in social 

businesses. 

Regarding the stage of the social ecosystem in Mexico, I think it still growing. From 2014 to 2017, it was very 

significant growth with 15-20 organizations that today are fostering the ecosystem; Sistema B México, Village 

Capital, Impact Hub, Socialab, Mas Challenge, etc. Perhaps today, there haven’t been too many new 

organizations; however, the ones existing since 2014 are getting a higher degree of professionalism in 

improving the impact within the sector. I’d said it is happening both things at the same time, vertical growth 

in the current base of social actors and growth with new actors within the ecosystem. 

There are numbers that stated 80% of the funds are invested in people with an MBA degree.  

Even though it isn’t the most orthodox, I’d suggest to the entrepreneur to hold on the most before getting the 

formal constitution of the enterprise. In the meantime, he or she should find a way of work with people who 

already have a business identity and get allies in any other organization. This because it is very complicated to 

open and to close a legal company. So, they should first have had the first product sales. Once it is the case, 

my tip is to invest in a lawyer and an accountant. I had so many troubles in working with pro bono lawyers and 

accountants; this is things where you shouldn’t spare. Some of these figures are already in the social ecosystem 

and are focused on startups or youth entrepreneurs. However; because there is not a legal figure that 

distinguishes social from a for-profit company, you could use any kind of lawyer. 
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 Name of the company: Tótem 

 Name of the interviewee: Lourdes López 

 Date: 07/07/2019 

 Place: Videoconference Mexico - Denmark 

 

Profile of the Entrepreneur 

My name is Lourdes López, and I am 26-year-old. I have a bachelor degree in Environmental Economy. 

Guadalajara University. Since my childhood, she visited churches and did community work aside from my 

grandmother. My high school in Puerto Vallarta was with a very humane approach. My first experience in 

doing volunteering work related to environmental impact was in my high school, thanks to an invitation I saw 

that said: “let’s save the world.” The leader of the project sued to talk about how much we are harming the 

environment, a fact that influenced to restructure my knowledge and begin a volunteering path. 

 Back to Guadalajara and during my university, I started volunteering in many places. This is how I reached the 

project “Let’s save 28 hectares of water for creating an urban forest”. When I finished my career, I experienced 

the “graduated crisis” of what to do next. I took numerous diplomas, all related to environmental and social 

impact (e.g., basins restoration; forestry technique; species treatment). I also received a double diploma in 

resistance urbanization and territory fight imparted by the Mexican Institute of Social Community 

Development and the other one in Social Entrepreneurship given by the University of Guadalajara.I was 

profoundly enriching myself with the content of all my extracurricular diplomas, and I developed different 

paradigms against what I learned in school with different theories, philosophies, learning dynamics, etc.  

 I consider that I am attached to volunteering due to in my childhood my grandparents always took me to 

church for feeding the ill people and do community work. Then with my experience in the woods volunteering 

during my high school, I realized how much I wanted to do something to save the environment. And from that 

moment, all my activities were directed toward this aim.  

  

Social Entrepreneurship 

 After my career, I found myself with different needs regarding my living costs. The social entrepreneurship 

diploma I took was a turning point since I knew that I couldn’t continue just volunteering. 

I met Jorge from ESMEX at my university, who invited me to the first generation of his program. I took it due 

to I liked to be part of everything, but that pilot failed. ESMEX restructured their program for the second 

generation with more content, and I retook it.  

  

Origin of the Social Enterprise  

Through ESMEX program, is how we started Tótem. I was located with three more people in the program. We 

had to visit vulnerable communities and be with them to understand their life dynamic and what possible 

needs they could face. I could easily get adapted to the living conditions of these people thanks to my previous 

years of volunteering and because in that time, I was also visiting vulnerable communities; however, my others 

colleges who were from the ITESO, felt uncomfortable with the material limitations: “How is it that they don’t 
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have water?!”. The fact that I was volunteering aside created a personal conflict in myself, how could I charge 

these people knowing that they barely had resources? 

During our fieldwork visits, we could notice lots of trash everywhere. Therefore, we started developing a 

“biodigester” to tackle this problem. However; during our follow-up visits in where we applied monitoring 

surveys to the users, we realized that almost everyone elaborated their nutrition answers and wanted to get 

more protein.  

ESMEX program was in a very advanced stage, and we had almost everything done for the biodigester. 

However, we did realize that people didn’t want that solution, and instead, wanted meat in their daily diet. 

Therefore, we had to pivot our solution.  

Some monitors didn’t want us to pivot since the program was about to end. Others who accompanied us 

during the process supported us, and in the end, we developed a “rabbit farm.”  

The last part of the laboratory was to participate in a contest for raising funds with Socialab. We joined just to 

fulfilled the requirement of the program. During the big day, one of our team members got a stress-crisis and 

was crying in the toilet before the pitch. In the end, she managed to control herself, and to our surprise, we 

won! We received seed capital so kick off the project we developed during the laboratory.  

  

About Tótem 

In 2016 we ended ESMEX, in 2017 was our training in Socialab and bought the first litter, and in 2018 we had 

the first production of rabbits and the first sales.  For starting the company, we received an initial seed capital 

thanks to a crowdfunding campaign that we did. It was a very exhausting task trying to get money from the 

people. We found that women are more likely to donate; they are more aware. In the end, we managed to 

raise MXN 80,000. 

Once with this, we started to produce our farm and everything that we ideated at ESMEX. It was a slow 

beginning; the team wasn’t decided in the next step, so we just started to build the farm in the land of my 

family, so we didn’t pay rent. That was a big step for us since no one dominated the rabbits’ theme.  

 We brought samples, start selling, define distribution channels, pricing, costs, etc. Our mission is to produce 

animal protein in sustainable spaces operated by vulnerable people. 

  

Business Model 

Our business model was ideated in ESMEX laboratory, and since then, we have used the same. They were a 

critical element that helped us in defining business strategies to do.  We developed a 1:1 model where on the 

one hand, we sell to gourmet markets at a higher price, and on the other hand, we sell directly to the 

communities at a cost price which is MXN 84 the kilogram. 

  

Organization 

The founder team of Tótem was three more people and me. The first one that quit was during the laboratory 

and did it because he couldn’t get adapted to our organization. He wanted to do everything online instead of 

having physical meetings with us, and he felt we were too slow for getting to the business point, so he just 
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left. The other two continued with the project after the laboratory and founded together with the company. 

The girl got married and didn’t get enough income to cover her new lifestyle, and she was depended on where 

her husband works. Since the company took more time to generate enough income than what they have 

expected, the other two members dropped off. 

A few months ago, a friend of mine, Martha, who finished her master degree in business joined Tótem, and 

now we are the two heads of the company. She brought new perspectives, and we have been in processes of 

restructuring our organization, which is good because at some point we were stocked and in a comfy zone and 

this has helped us to renew and move forward.  

 My learning is that some businesses start and generate lots of money right away; however, in a company such 

as ours, growth is much slower. We have continuous entrance and exit of cash flow, but with the other two 

founders exit, we had an alarming unbalance in our finances. Now we just started in getting recovered.  

Our team today is of 7 people, Martha and I who are the heads, and the rest are interns that are currently 

studying. One in publicity, one food engineer, one medic, one assistant, and one in charge of the farm. We are 

forming them, and we aim to keep them in the company. They are super committed y willing to learn, and 

they do learn fast and have the energy that Martha and I don’t have any longer. We take the decisions, and 

they operate them fast. They feel motivated to get exposure in their job and knowledge, so we allow them to 

participate in interviews or another kind of interactions that Tótem has with the ecosystem. And on our farm, 

we have a 17-year-old girl who helps us in ensuring the right conditions of the rabbits. She has a baby very 

young, and it’s complicated for her to get a job that provides her a decent income and allows care of her baby. 

We aim to include cases like her once we start growing.  

Since the demand is way bigger than what we are producing, we are seeking for partners in creating and that 

are aligned with our philosophy of sustainability, animal wellbeing, do not generate waste, animal production 

of rabbit, clean and optimal installations, etc. Tótem would buy all the produced meat and distribute it in their 

already commercial channels.  

  

 Social Impact 

We don’t have yet indicators of our social impact; however, we are developing a system for its measurement. 

We used to consider the quantity of meat sold, but we want to go further and include, for example, weight 

and nutrition. This is why we have a medical student, although we need that we accompanied she growth 

more in her studies, so she gets all the expertise.  

I have the impression that people living in the rural area that we visited with ESMEX; people are very used to 

don’t do anything and receive supports. “And now what are you going to give us?”. However; we weren’t there 

to give them anything, instead, so collaborate.  

  

Social Ecosystem 

Thanks to ESMEX, we had our business model. Thanks to Socialab and Fundidora, we got our first seed capital. 

Now we are in three processes for raising funds, and we are just waiting to see if they were approved. 

Regarding legal affairs, it is very easy for me to meet all the requirements needed for having a company. I think 

that misinformation is the biggest factor that affects farmers plus bureaucracy. And they ended being abused 

by third parts.  
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 Name of the company: La Mano del Mono 

 Name of the interviewee: Mauricio Martínez Miramontes 

 Date: 19/07/2019 

 Place: Videoconference Mexico – Denmark 

 LinkedIn Profile: https://www.linkedin.com/in/mauricio-martinez-miramontes-458b702b 

 

Profile of the Entrepreneur 

I am Mauricio Martinez Miramontes. I was born in Nuevo León in San Nicolás de los Garza. My parents worked 

hard, so we never lack food, roof, and education. When I was six, I went to boy scouts. It was a life experience, 

I could explore and met so many natural places, and since today, I still connected with that movement. That 

was my first approach to exploring and enjoying from nature experiences, and when I grew a little more, I used 

to visit rivers, canons, hiking, and start going down to caves and things riskier.   

For my bachelor, I didn't know what to choose. I saw all options not good enough for my interest, although 

since I was interested in nature, I got enrolled in biology in the Autonomy University of Monterrey to win time 

until I decided what I wanted to study. But I discovered I liked understanding all the world of ecosystems, 

animals, nature and chose to keep with the degree. While studying, I kept doing outdoor activities with friends 

and started bringing external people, we even got paid for doing so, and I discovered that I could keep doing 

that for a living after school. So, we started several safe certifications during weekends, and by the moment I 

ended my studies, we already had a functional system. I did a master degree in Germany for a year, an 

experience that changed my life since gave me a broader perspective. Back in Monterrey, I become specialized 

in safety for outdoors activities for companies, and although I liked it, it didn't fill me. 

After talking with the father of a friend of mine, I decided to change my life's direction. I went to Chiapas to 

end my master thesis, which was about "A non-formal environmental education program, based on 

sustainable ecotourism as an alternative for sustainable livelihoods in Chiapas, Mexico" which is how we used 

the tourism of nature as an educational tool. Aside from working on my thesis, I was developing models of 

how we could use protected areas as learning centers through communitarians enterprises that travel in low-

seasons such as academic groups.  

My biggest motivation in this path has been the frustration of seen that 50 years back, we had the double of 

woods and jungles that now. We have lost already half of it in just one generation! I saw how those ecosystems 

were ending and how people from rural areas said that they had lands to sow or have cattle, and even though 

those land were destroyed and people ended moving to cities. And on the other side, how the towns demand 

still growing.  

 

Social Entrepreneurs 

There is an advice that my grandmother told me once, and that I do recommend to all future entrepreneurs: 

do what is your passion, give your 100%, share it, and the rest is a real consequence. Being an entrepreneur, 

and a social one means you can embrace frustration, fears, and continually being in a non-comfort zone. It is 

a constant learning process, seeking for answers of all kind of topics that pop-up during the entrepreneurship 

and being proactive in doing so.  

https://www.linkedin.com/in/mauricio-martinez-miramontes-458b702b
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 I feel that within this little world of entrepreneurship, there are many reflectors in the person. I think that that 

is something that might generate confusion since the individual is not who create the impact, it is a valuable 

team behind supporting and if reflectors are in the collective effort, then the message is much more real. 

Should be a contribution point of view rather than an attribution.  

All the people involved and efforts that we have to get during La Mano del Mono resulted in a collective work 

that has to bring our results. Challenges that we are living in this world require collectives rather than 

individuals. 

  

Social Entrepreneurship 

I used to live in conflict since we have always been a Civil Association (A.C.); hence, we are not supposed to 

profit. However, we work in base of the services we generate; we don't receive any donations. I had a personal 

issue if I was lying for being a profitable organization, but without that income, how could we keep reinvest 

and operating? I didn't understand how we could get that mix. It was until a program in Brazil is where I 

interviewed a company about their business model, where I met the world of social entrepreneurship. Back in 

Mexico, I discovered this little world, and we became part of many institutions of the social ecosystem such as 

Agora Partnerships, Unreasonable Institute, Mental Capital, and New Ventures. Everything makes complete 

sense for us, and we related more with this concept rather than the .A.C. 

  

Origin of the Social Enterprise  

La Mano del Mono was born as the result of the love to our nature, of friendship with people in the rural 

communities, and for the frustration of the rapid destruction of our environment.  

I ended my thesis in 2008 and by 2009 we had the first customer groups and we started replicating the model 

in different protected areas, offering solutions to what we were required.  

   

About La Mano del Mono 

Regarding our legal constitution, we are building a hybrid model. We still being an A.C., although we don't 

receive donations and we pay taxes like any other company. That gives us another kind of benefits, such as 

federal programs. Our goal is that by the end of 2019, we will get done our hybrid model and become a S.A.P.I., 

although we are not sure yet if we are going to keep the A.C.  

 Nine people from our team: Alejandra who studied organizational development and it is in executive 

coordination; Cristi that is accountant and is on the administrative and financial coordination; Jimena who is 

in direct teams' coordination; Gera who is in projects and guides execution; Maleni who is in tourism and 

organizational development; Marce who studied tourism and is in customer service; Fernanda who is in 

communication; Mikel studied business and innovation and is in the innovative entrepreneurial processes; and 

I as the general director.  

Since our services are very specialized and required many capacities, we might see the growth of our team 

with temporal and external employees, since the direct team is high-cost. Rather the growing model will be to 

integrate people that can be constant on the different processes but who help in certain moments.  
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 The challenges are very complex; therefore, all of our work is in alliances, we don't do anything alone. One of 

our internal politics is "local hands-global changes." We need more people to be involved in this. In our model, 

we always seek to have a local alliance in the destiny of the protected area. This could be a governmental 

institution, CONAMP that is the institution of protected areas, an organization, or even the private sector that 

wants to invest in that place in where we accompanied them during the process. Our local allies help us in 

following-up the projects.  

For this, we don't consider we do have competence, as we have positive relationships, we always seek the 

construction of alliances in many consortiums, and sometimes, other organizations find for us as well.  

  

Business organization 

We have used several tools; right now, we are in a system of impact measurement that we have been using 

for three years. It has been complex. We use the methodology of "sustainable living ways" that have five 

capitals: human, social, financial, natural, and physic. We seek to understand what influences have had the 

nature tourism in these capitals, both negative and positive. We use this methodology to have approximately 

of the impact.  

 With our scope and limited team capabilities, it has been tough to measure the impact, but this methodology 

has been the one that works better for us.  

 In regards our communication channels, we have a special bulletin that we share with the allies we have 

worked with; we use social media; we seek for participate in many events, encounters; we have a person-to-

person encounter strategy with critical partners we want to work with; we invest invisibility for the events and 

forums we participate at; we go every year to ATMEX which is the national tourism meeting in where we make 

business tables; and most important, ...W.O.M. is one of our strongest channels.  

 Our Market Ready Model brings the natural-tourism-companies to market and thus allow us to depend less 

on economic subsidies. We want to impact this reinvesting in sustainable life model in the public politic. We 

have already participated in the creation of a manual with sustainable practices of the Mexican nature tourism; 

we did the strategic frame for the sustainable tourism specialized guides in protected areas; and now we are 

pushing the national tourism strategy of the sector in where we seek to integrate the Market Ready model, so 

it becomes a national public politic. If this happens this year, then, we will attempt to replicate the model in 

Latin America and thus strengthen the environmental conservation, development, and economy. 

 The insecurity of the country has been one of our biggest challenges towards our business and impact growth 

in the last years. There exists a persuasive communication in media about insecurity, but that affect us the 

most is the mediatic information rather than the real-life facts that are happening. Thanks to our model that 

allows us to spinoff our working lines is that we have survived and adapted our operations to the context. We 

also focus to consolidated markets that we do know are still coming, such as the Canadian and a niche market 

from the U.S. Our specialized channels focus on these market that, even though the media, are again coming.  

  

Strengthens 

What has helped us to get adapted is to embrace frustration. Even though we are a small team, we all believe 

in the impact what we are reaching and why we are doing this. In regards to structure and numbers, we do 

have complicated seasons in where we have to get out our comfort zone. What works for us is to believe that 
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what we are doing generate value for the outside and also to us as persons. That convincement is the anchor 

to keep doing it. Besides, it is a very satisfactory job and enjoyable. We do sacrifice lot of personal time of 

family and friends; however, who likes this, it is really satisfying having the opportunity of meeting people from 

indigenous communities with such beautiful life visions, the challenges they faced, know people from the 

public sector, enterprises, students, natural places with waterfalls, rivers, deserts, whales, go to so many 

places, etc.  

There are numerous challenges, and it is necessary to face facts as they are. I do believe in life and if something 

didn't result as wished, then face it and recognize where the improvement was. Since we have made our 

maximum effort, then it is not in our side responsibility.  

  

 Business Model 

We have six different audiences and customer profiles. Governmental Institutions that seek to strengthen 

tourism strategies in protected areas and who hire our services to design and execute in various states of the 

country. International Cooperations that with the same end, seek to improve projects for the conservation 

and local development and hire us as a consultant to train, certificate, and co-create with them. The Civil 

Organizations that usually are internationals. Private enterprises' groups for team-building programs that we 

call life teams. Public and private Universities that make programs of "experiential speech." And the 

independent tourist that pay for has the privilege of experience nature in activities such as the water route in 

Chiapas. 

 70% of our income comes from our institutional customers such as government, civil organizations, and 

international cooperatives. The rest comes from the private sector, academia, and tourism. Our tourist is 

principally national, although not from Chiapas. 

  

Social Impact 

How we integrate the communities is that all services, such as accommodation, food, and guides, is provided 

by them. We strengthen their services. Since they provide the service in low-season, they perceive and 

additional income in times where it is not touristic activity.  

The value of the service varies. Between 45-55% of the product, the value stays in the community, and the 

rest is to cover the operation of communication, transport, equipment for us, commercialization, etc.  

We work with a model called Market Ready. Through this, we help the communities in design experience 

rather than a simple product (like a handicraft), so the value they receive is more significant. When the tourist 

gets an encounter with a more prominent personal benefit, they are willing to pay a better price. In this 

transition, it is an increase of 1000% in the cost of the product and an increase of 500% in the communities' 

income.  

That makes the difference. And what we do with that 500% income is to get a commitment from their part, so 

a percentage is reinvesting in ways of sustainable living in whatever they chose: financial, natural, human or 

physic capital. That can become, for instance, in training for raining systems for Sierra Tarahumara, make paths 

for the harvest, health funds for women, life barriers, or whatever make more sense for them.  
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We have worked with more than 165 enterprises in training, designing experiences, and strengthening 

community entrepreneurship. More than 6,100 people have lived or experiences in 70 protected areas of the 

country.  

  

Social Ecosystem 

The first approach with social actors was with Agora Partnership that started in Nicaragua and ended in 

Mexico. This gave us the tools to get a structure. Then, we participated in the Unreasonable Institute, where 

we got tools for particular needs we had and new networking. Next, in Capital Network, we received 

mentorship for our business plan. We received the necessary questioning that forced us to rethink and pivot. 

Later, with the financial program of New Ventures, we got many dynamic tools. Then, with Action Coach, we 

had a business coach that helped us with tools, financial projections, market analyses, automatization, and 

process systematization, the same that we still collaborating with. Finally, we have been invited in participate 

with Ashoka I where we are waiting in the final stage for potential customers to pen other market channels. 

The public sector is an essential factor that impacts our operations due to federal politics. Nevertheless, we 

are working as well with the private sector in developing new strategies to foster the nature-tourism through, 

for example, credit cards from the financial industry that will be integrated into frequent traveler programs. 

That should foster a connection between rural zones and local operators.  

The public sector is much slower than private for all the bureaucracy and internal processes, but its potential 

and scope is more significant.   
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 Name of the company: Cirklo 

 Name of the interviewee: Julio Salazar 

 Date: 18/07/2019 and 23/07/2019 

 Place: Videoconference Mexico – Denmark 

 LinkedIn profile: https://www.linkedin.com/in/juliosalazar 

 

Profile of the Entrepreneur 

I am Julio Salazar, originally from Peru, with a Colombian passport and today, I do consider myself Mexican. I 

studied my major at Emerson College Boston in marketing and business administration with a minor in finance, 

and have a master degree in Innovation and strategic design in La Ibero Americana University, CDMX.   

I lived in many countries when I was little because of my father's job, a fact that has influenced quite a lot in 

who I am today. During my bachelor, my dream was to become a CMO of a global brand like Coca Cola; it was 

my fascination all the publicity and marketing world. My first encounters with the entrepreneurial world were 

through some friends who were studying it at that time. I did a summer internship at IDEO. Since the 

application, I realized a new world of Innovation, and during the program, we had to observe a public place 

for many hours and ideate a whole new product/service that would change the entire experience. From that 

moment, my mind got opened. During the last three years of my major, I worked at innovation agencies, and 

for the first time, I self-asked my thoughts regarding what I wanted to become. I did a program in "DAIBEI" 

that allowed me to self-reflect, and I realized that my experience with IDEO still calling to me, so I decided to 

get my master in Innovation and strategic design and moved to Mexico.  

My master allowed me to get formed in key topics of Innovation such as anthropology, semantic, and many 

other humanities that today we are using. And to develop the practice part, I started working in a Brazilian 

consultancy, in where I realized that many of the concepts, I was taught in the school were obsolete and not 

relevant to the real professional context. So, I started another questioning and reflective process. I was part 

of a consulting process at work with PepsiCo, where we develop a snack for kids. During eight months, we 

developed an integrated strategy from the farmer with sustainable practices to the final consumer. The 

executive committee discarded it in just a few minutes after our presentation. I was shocked by how something 

so well structured and justified might have been dropped so quickly. It was an experience that made me 

definitive asked if I wanted to get to that kind of position.  

 

The Social Entrepreneur  

For me, the key to my entrepreneurial path has been to have the support and a mentorship network in 

different topics from the personal to the strategic, operations, and finance part. If new entrepreneurs manage 

to build a strong network of mentor and board each relationship with formality, commitment, and 

perseverance, it could get them far. I think I am where I am now because the right people opened doors for 

me, and we work with topics from Cirklo, FUN, and Impact Hub.  

What really matters is to find the balance between personal and professional, because, in the business world, 

we used to give great importance to capacity. I've seen prominent entrepreneurs get broken due to they 

haven't developed a strong resilience. The emotional charge of being an entrepreneur is something that even 

the biggest entrepreneur needs to learn to strengthen.  

https://www.linkedin.com/in/juliosalazar
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Origin of the Social Enterprise  

After the consultancy experience with PepsiCo, I was with one of my master's classmates who was in a similar 

process, talking about our experiences and came up with to bring the Innovation to the impact world of 

Mexico. If Innovation works so well to Corps with profitable products or solutions, then what would happen if 

we bring it to social works? And that was how Cirklo began as a project and my life change.   

We didn't get any seed capital; for the first three years, we had an organic growth with cash flow generated 

by our day-to-day activities. For the fourth year, we achieve an accelerate growth since we change our 

operations strategy and started an outreach campaign with leads that would allow our operation in a long-

term rather than a day-to-day basis. We started facing a charging for our services challenge, since most of the 

companies have policies for paying after 60, 90, and even 120 days. So, we felt the need of having more 

significant projects with these kinds of Corps and understand how to finance the operation.  

  

About Cirklo 

We understood Innovation as something universal. Cirklo means circle in the Esperanto language. We were 

inspired in the movement from the '80s that strived to make a universal language that in theory, would 

eliminate all the barriers that we were facing in politics, business, and that will unify countries rather than 

separate them. We thought that Innovation could be that shared language between government, academy, 

private sector, and the public in Mexico. Cirklo was born to create products multisectoral, based on an impact 

that we can achieve.   

We define our mission like helping organizations of Mexico to foster their initiatives and projects or products 

through Innovation and strategic design methodologies to increase their impact. We consider impact as 

Innovation, sustainability that is coherent with environment and sustainability with users either with the users 

where operates or the users that are impacted.  

Our philosophy didn't allow us to think about investment as a vehicle. We know all investors are looking at an 

ROI or Exis strategy with scaling possibilities. Since our philosophy of paying fair salaries and provide benefices 

above the market, we didn't want to lose our governance and autonomy. We raised money with friends, family, 

and 'fools' in a non-organized manner, although we gathered around one million pesos that allowed us to 

operate more strategically and growth from the fourth to the fifth year. This way, we had the certainty that if 

a customer fails in the payment agreement, we could continue operating. It was until a year ago that we 

started working with more institutional funds with revolving credits in our banks, credit lines, etc.  

We participated at the Unreasonable Institute of Mexico with our business unit focused on projects of social 

impact. At that moment, we had the problem that OSCs weren't used to pay for services such as ours and 

thought that all social Innovation was pro bono work. We wanted that innovation break with the philanthropic 

cycle of Corps donating to OSCs in where their period of life was for a few months and then needed to seek 

for new funds. Our idea was to help them in generating with those donations the way of profit so besides 

reaches sustainability, increase income, and reinvest in their programs so make them genuinely innovative.  

Regarding our legal constitution, it has been truly challenging. Mexico doesn't have a tax regime such as the 

USA like BCorp. Therefore, many organizations have both a Civil Association and a Social Capital or SAPI. Cirklo 

is certificated as a B Corporation. Thus, there are some demands and criteria we have to achieve and that are 
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way more expensive. We collaborate with the B System of Mexico, but the fiscal field it is horrible at the level 

of taxation, credits, systems or legal. Being a B Corp is a high cost, and we have suffered to maintain our 

philosophy.  

  

Organization 

Even as Cirklo, we experimented many times how Corps questioned our proposes because we were an 

individual actor. There was a moment for us in where we changed the way of present projects and started to 

ally with actors of other sectors such as government, academy, sustainable development goal (ODS) and with 

that, present a corporative project. 

70% of our business is recurrent customers, with whom we have developed confidence lines towards 

innovation projects. With the rest, the process varies; they might already have an innovative idea in where 

together we decide the desirable scope. Sometimes, the highest hierarchy asked for a creative solution, and 

the in-house team doesn't have the necessary skills, so they hire us. We also have a reach-out strategy and get 

leads, although this way, we have to teach the client with this mindset. Five years from now, we were knocking 

doors to talk about Innovation.  

The type of impact that our customers strive for is in its majority, dependent on OSCs' initiatives and global 

certifications that foster sustainable and environmental projects. This tendency has started 2-3 years ago and 

will continue since companies in South America now are for compliance. This is helping us to get more tangible 

sustainable conversations, although some companies seek for the minimum effort to get the label.  

Our founder team was varied diverse. I was the only focus on business and strategy, and the rest have a 

background in industrial design and international relationships. Internally, our motivation is what we called an 

acupuncture system. Instead of develop a singular product through a design thinking process and sell it to 

many different customers, such as the majority of the consultancies, we seek to build an unique solution to 

each customer and work internally with many of its areas in where the impact might be in less volume, but 

much more focused and in-depth and will enable achieve Innovation in all these areas. Achieve a 

transformative change just as with acupuncture. For Cirklo, that transformation it's aligned with organizational 

well-being, innovation quality, and with the social and environmental impact alienation.  

  

Business Model 

Our business model has always been B2B; that's the core of our organization. Although we have experienced 

and will experience, to offer our services in different ways.  We instead keep a business model of working with 

few companies and have one specialized project with each rather than have numerous companies at the same 

time and with a generic plan for all of them. In the long-term, our vision will be to stop being consultors and 

become in innovation partners in where we could co-invest in projects as a society.  

  

Social Impact 

We don't have a specific tool to measure our impact, and that is one of our challenges. We have tried many, 

though, but there are numerous ways for measuring, and many of them are not grounded enough. I would 

say that we are now in an understanding and consolidating stage.  
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 Projects Besides Cirklo 

I am a bit intense, therefore, before Cirklo, five friends and I started "Fuck Up Nights." We all were 

entrepreneurs, frustrated, and with none willingness of going t another conference where the speaker talks 

about how easy it is to be successful. We knew that all those persons failed numerous times and some why, 

they never talked about it. Fuck Up Nights it is a space in where people talked and share those failure stories. 

Today, every month is happening a FUN in 330 cities. Sometimes we organize it for the private sector in where 

companies such as Airbox, P&G, and Accenture have within its community a space where its directors and 

collaboratives share its stories and break the mindset that failure is something negative. We aim to move this 

on a global scale and make something like a Fuck Up One with documentaries in where more significant 

failures, e.g., the migration problem of South America to North America, are talked. We will "pick a fight" with 

a lot of this content and onboard big problematics of society through the failure. 

I was also collaborating with Impact Hub, a project that was born to create a community where social 

entrepreneurs of Mexico could coexist and cooperate. I participated in all the kickoff process, and since I was 

already involved with Cirklo and FUN, helped with the invertors investment and choosing an operative team 

that will take care of the project. Later, I worked as an assessor, and nowadays, they are fully independent and 

operating successfully.  

I want to think that the projects where I've been part of are related. For example, at Cirklo, we do manage the 

implementation of innovative problems and work a lot with capacities, tools, process, and infrastructure that 

are behind a creative project. And for me, I understand that FUPs work with the mindset. An organization that 

doesn't accept failure towards the unbeaten path will always take minimum risks regarding innovative 

projects. I do feel it influence that within the ecosystem; a FUN can address the culture of Innovation directly. 

And Cirklo can implement bold projects using the best technology and innovative methodologies. I'd like to 

think that for the long-term the is a relationship between them, that is my motivation.  

  

Social Ecosystem 

It is crazy how much Mexico has changed. In one beginning, we had to sit down with the big Corps and explain 

to them what is social Innovation, since they thought the concept was something relating to technology. 

Everything started five years back when it begins to consolidate the market of social 

innovation/impact/entrepreneurship. I just had dinner with leaders of the social ecosystem, and at least half 

of the assistants, I didn't know them; that talks about how the market is getting consolidated and the different 

ways in addressing social problems in Mexico. 

I consider this accelerating in the social entrepreneurship field is due to four years back started to enter 

investment funds in Mexico. Also, the involvement of actors such as DIF, GyZ, CAF, and international 

organizations and funds that before were just in countries such as Africa, India, or LATAM. All this influenced 

and even generated a need for specialization between the services of the Mexican organizations. I feel it 

profoundly influenced that many social organizations were mobilized since the international funds were 

particular in their criteria.   

Another fact I do consider that positively influence is the government funds lake INADEM because three years 

back the world of the social impact depended on enterprises that made philanthropic donations which never 

were enough to achieve a systematic change. That changed in the mindset of the Corps is something to 

improve; instead of just investing for a specific cause they should invest with an extra fund that will allow the 

organization in exploring sustainable and technological solutions so they can see growth.  
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The impact conversations that happened seven years from now are entirely different; sometimes I feel dummy 

compared to the people who are currently involved, although of course, I am glad about that.  

The leaders of the social ecosystem are a mix of actors from government, private initiatives, NGOs, Civil 

Organizations (COs), and entrepreneurs. 

From a private initiative, for instance, for four years, the BMW's Foundation organize a dinner and invite actors 

from the ecosystem. Their belief is to instead in people rather than projects. Hence, they invest and organize 

encounters, encourage leaders from all sectors to have sharing spaces, and strive to remove that mask of 

entrepreneurs and connect as authentic people. I'd like to believe that that kind of initiatives is more common 

and that those encounters of intersectoral dialogue are becoming more common.  

Regarding the funds, every year, it has been better understood the value of invest in impact projects. Before 

it was common to see invests of MXN 250,000 for a project of four people in where the outcome was a manual 

of good practices or any other useless deliverable. Now, investors are questioning the real scope of the 

investments. It is exciting how it has been changing.  

A successful story for me was with a company's foundation that we worked with and who leader I invited two 

years ago to one of the encounters of BMW. I knew that the leader needed to be with the people from the 

event. In the last event from BMW, he told us that now they will change the branding of the logotype every 

year with the objective of the ODS they are working with. For me, that example, it is an excellent example of 

how those encounters generate the first step so an organization of 20 thousand employees have a reminder 

in its logotype of the ODS they are supporting. That was WOW for me. 

 

Back to document. 
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17. Coding Scheme. Source: Own Creation. 

 

Themes Codes Definition 

Social 
Entrepreneurship 

Characteristics 

Social 
The extent of how social entrepreneurs’ 
dimension social problems. 

Innovation 
Tools and tactics in how solutions are 
created. 

Resources  
Means that enable the achievement of the 
social missions. 

Impact The degree that the social solution reaches. 

Social Measures 
A system that allow tracking and follow-up 
in the social value creation and its impact. 

Scalability Degree in how the social solutions growth. 

Motivation 
The personal force that encourage social 
innovator to take action toward social 
justice. 

Founder's Background 
History and facts that marked the social 
entrepreneurs’ life. 

History Businesses 
Background and foundations of the social 
company. 

Internal Structure 

Team 
Skilled employees that conform the social 
companies. 

Product & Service 
The final outcome of the company that 
tackles a social need. 

Activities 
Required actions that the social enterprises 
need to do in order to fulfill its missions.  

Beneficiary 
The person who resulted positively 
impacted from the social solution.  

Types of Intervention 
Different formats in how social enterprises 
offer to the market social solutions. 

Business Model 
Companies’ internal configuration that 
enable a profitable business. 

Channels 
Means in how the intervention reaches to 
the end-customer. 

Financials 
The monetary situation that forms the 
income and expenditures of the company. 

Learning 
Process of improving from previous 
experiences and allows a fast answer to the 
market demands. 

Entrepreneur 
background 

Academic, volunteering, professional, and 
personal formation of the social innovators. 

 Education Level of the academic preparation. 

External Structure 
Market fit 

Degree in how the market accepts the 
product or service offered. 

Stakeholders 
The actors interested in the companies’ 
results. 
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Allies 
Individuals, groups of people, or 
organizations that support the companies 
through some kind of intervention. 

Government 
Public sector and its degree of inference in 
the social business. 

Networking 
Personal connections that allows the access 
to numerous resources.  

Culture The context of how a community behaved. 
 

Back to document. 

 

 

 

 

 

 


