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Design for Social Innovation

About the course

While public health has made tremendous
improvements in countless lives, many of
the most perplexing health problems remain
unsolved. Often these seemingly intractable
problems are caused by behavior driven by
culture, emotion and other factors that are
difficult to measure. Design can provide a
complementary approach to the science of
public health. lts tools provide a way to
grasp the immeasurable, to understand
apparently inscrutable behavior and to
reframe difficult problems to come to
surprising solutions.

The Design for Social Innovation (DSI) is a
graduate-level course with a maximum 30
students. It is intended to have students
from a variety of backgrounds and any of
the schools within Harvard. The course is
project based and will involve working in
teams and as individuals.

The overall goal of this course is to explore
how aspects of the two fields can be com-
bined to benefit both research and the
solving of problems dealing with the health
and wellbeing of the population. While
students will choose to emphasize either
research or solving a problem, almost all of
their activities and will overlap and be done
together.

The Whole View Model

Whole View is a set of frameworks that help
innovation teams explore a wider set of forces
and their potential effect on the organization
than is normally possible. It can be used in
hours and days instead of the norm of several
months.

Boston Area Gleaners

Boston Area Gleaners (BAG) is a Massa-
chusetts based non-profit that seeks to
reduce local food insecurity through building
a sustainable supply chain of fresh, local,
and healthy produce.

The Boston Area Gleaners operate through
two distinct business models to achieve
their operational goals. They were built on
the historical model of gleaning, in which
unused excess crops are harvested and
distributed to those with food needs. They
make use of a volunteer workforce and
market inefficiencies to improve local food
access at no cost to the local farmers.

In 2017, the organization realized that they
could better achieve their organizational
goals through a new commodity crop acqui-
sition program. This new program builds on
BAG’s core competencies while better
utilizing the local produce market. They are
now able to compensate local farmers for
their land while consistently delivering larger
quantities of produce to local food receiving
agencies.

While the descriptive whole view analysis is
represented by the colors of the
organization, the ideas worth exploring are
represented in orange.

It visualizes ideas, making them less
abstract and easier to understand than
when represented in words alone. It helps
describe an organization’s current state or
prescribe potential futures.
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Three Levels of Innovation helps clarify the
degree of change and type of risk. Innovation
projects are often conducted as if they are the same
level of ambiguity, ambition and scale. This is a
mistake. Step change innovation makes continuous
improvements to current successes. The strategy,
operations, offerings and users are well known, and

the ambition is within reach. Leap change, and many
jump change on the other hand, have many unknowns
but are very ambitious.

Leap changes are more likely to fail but can catalyze
growth and profit. Step changes are likely to succeed
and provide stable growth usually tied to industry
norms.

The Strategy Pyramid helps align business intent,
operations, offerings, and user needs and
aspirations. Organizations have habits and
systems that evolved to fit their customers,
partners, and markets. Occasionally they are
challenged when competitors adopt a new
business model, deploy a disruptive technology, or

Small-medium
farms BAG

() Repurposing
surplus produce

Salvage revenue
from otherwise
surplus product

Receiving
agencies
Affordable access
to healthy O

produce

Local

Sustainably
sourced local
produce

ENTICE ENTER ENGAGE EXIT EXTEND

S-M FARMS

PEOPLE Staff

Volunteers

OBJECTS (MOU) contract

ENVIRONM.

Make $, support
MESSAGES local communityf

We’ll handle the Happy to come
logistics again

SERVICES Outreach

Harvest, transport

RECEIVING AGENCIES

PEOPLE Staff

Staff

OBJECTS (MOU) contract

Fresh, healthy
produce

ENVIRONM.

Pay less, support
MESSAGES [ community4

We'll handle the Ready for next
logistics order?

SERVICES Outreach

Delivery

LOCAL NPs

PEOPLE Staff

Staff

OBJECTS

Fresh, local
produce

ENVIRONM.

VIZY Y]] Increase local
sustainability

We'll handle the Ready for next
logistics order?

SISEAAIGISSI Outreach

Delivery

EMOTIONAL SOCIAL COGNITIVE CULTURAL PHYSICAL
S-M FARMS
PEOPLE Eggr?nfu?mitv Support Work assistance
OBJECTS
ENVIRONM.
Good to support
MESSAGES My community No need to work
Excited with Make more $
SERVICES better finance + t
RECEIVING AGENCIES
PEOPLE Part of a Easy to work with Work assistance
community
OBJECTS Fresh healthy 4
produce
ENVIRONM.
Good to support
MESSAGES my community
Excited to serve More affordable,
SERVICES better fresher option 4
LOCAL NPs
PEOPLE
OBJECTS Fresh local
produce

ENVIRONM.

VI Xe ]l Cood to support
my community

Fresh local

produce

SERVICES Excited to offer
better produce

$, legitimacy t
4 Cheaper fresh”
produce

Food

insecure

produce

Cause, data
Fresh, health

Receiving
Agencies

Manage
volunteer
force

Access
healthy
produce from| —
ocal farms

Harvest &
transport
surplus
crop

Repurpose
surplus
produce

Partner Reduce
® with RAs & | —» [ surplusto |y food
NPs RAs & NPs insecurity

make a significant improvement in their offering.
Responses to this competition often directly matches
the cause: a new business model begets a new
business model, an improved offering leads to a new
offering. This direct response approach often fails
because it ignores that different ways of working are
highly integrated.

User Terrains define people in the context of their
aspirations and needs. Organizational market
research commonly categorizes people by
demographic group and a propensity to their
product. This often leads to myopic images of
users. Terrains are a way of understanding what
really motivates people.

Organization Territories are the areas of business
a company decides to enter in response to user
terrains. Thinking of offerings as fitting into areas of
business that support user terrains will expand ideas
for offerings and unveil competitors that are in
different sectors but focus on the same terrains.

POEMS reminds organizations to think of offerings
as systems, considering People, Objects,
Environments, Messages, and Services.

The Five Stages of Experience describes the
journey that users construct while using the
offerings. By combining them, organizations can

consider the life cycle of their user’s experiences
(how people are enticed, how they enter, how they
engage, how they exit, and how they extend their
experiences), and propose different offerings
accordingly.

Modes of Experience describe the different types
of experiences users can have.

This is a useful framework to describe how users
might experience the organization’s offerings. It
includes five modes: physical, cognitive, social,
cultural and emotional.

Value Webs show the exchange of various types
of value among key stakeholders.

Supply chains and ecosystems can become
complicated, It is useful to see where values are
being exchanged. Arrows indicate offerings,
money and other types of value.

Activity Maps show how the core and supporting
capabilities needed to create the offerings.

Mapping core capabilities helps to manage

change. It is based on Michael Porter’s work on
Activity Systems.




