Rotating
retail

Direct to
consumer

WHY?

Economic empowerment via food
Addressing systemic inequalities
Disrupting the food system

Profit
sharing
Co-packer

Consulting

HOW?

Finding and selecting entrepreneurs
Training development
Community building
Managing and supporting use of kitchen/facilities
Market access, opportunity sourcing and brokering
Supply chain coordination

Hackathon
Food hall

ENTICE

Through a business incubation program, CWK serves aspiring food entrepreneurs who
face systemic inequalities with a focus on women and minority business enterprises
(WMBE). CWK equips users with the resources and access to markets they need to
succeed and would otherwise face barriers in accessing. Unlike other incubators, CWK has
an explicit focus on economic empowerment and disruption by partnering and connecting
with local farms, institutions, and businesses to promote a more just, resilient, and
sustainable food ecosystem.

Access to local,
community-based food

Need access to capital, resources,
& infrastructure

CWK staff
Peers
Mentors/alumni

Farmers

Need a market for excess
production

MESSAGES

Women and minorities

SERVICES

EXIT
CWK staff
Mentors/alumni

Mentors/alumni

It’s hard but
worth it
Collaborative
culture
Application
process

Need jobs & and equal opportunities
to face systemic inequalities

Collaborative
culture
Give to
community
Business &
product
development

PEOPLE

Support:
Peers
Mentors/alumni

SOCIAL

Belong:
Peers
Mentors/alumni

COGNITIVE

Learning
CWK staff
Peers
Mentors/alumni

CULTURAL

Reference and
exchange of
experience:
Peers

Support WMBE
Bring it back to
the community

Take it to
market

MESSAGES

SERVICES

Buyers &
Consumers

Collaboration:
Shared kitchen &
lockers
Coworking space

ENVIRONM.

Support WMBE
Take our brand
and story with
you

PHYSICAL

Efficiency:
Large industrial
equipment

OBJECTS

Commercial
kitchen
Shared lockers
Coworking space
Support WMBE
Safe space to test
Collaborative
culture

EMOTIONAL

EXTEND

Large equipment
Cold room
Storage

ENVIRONM.

CWK

Building a just, resilient,
sustainable food ecosystem
Offerings

CWK staff

Food entrepreneurs

General Public
Operations

ENGAGE

OBJECTS

Strategy

WHAT?

Kitchen and facilities
Trainings and workshops
Mentorship and community
Advising
Manufacturing
Access to capital and markets

PEOPLE

ENTER

Control your life:
Pride to be “CEO”
Sense of fun &
inspiration

Peer support is
Resources
critical
roadmap
Social pressure &
accountability

Community building
Memberships
Regional ecosystem connections

Value for
entrepreneurship

Business
Peer support:
strategy
Pitch nights
development
Recipe testing
Education:
capacity building

Farms

[+]

Partner with
local farms
and
institutions

Society
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$, cause, legitimacy

CWK

Women and minorities
facing systemic inequalities

resources, training,
brand, access

cap

aci

Philanthropy

WHO?

AMBITION

What are the organization’s required capabilities?
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The overall goal of this course is to explore
how aspects of the two fields can be combined 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.

Leap

&
data se
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Supported by:
Adham Sahloul
Ahmed Nasser
Alexandra Slessarev
Aya Kagota
Chelsea Heberlein
Christian Spalding
Christina Wu
Elvis Garcia
Emma Daugherty
Escar Kusema
Jennifer Fish
Kathryne Tenney
Marquell Craddock
Mayanke Aranke
Patrik Bachtiger
Rukayat Akande
Sai Lone Tip
Stephanie Nguyen
Takahito Hatano

As they look to grow their impact, CWK
continues to face challenges. Where should
the CWK team focus its efforts given
numerous competing demands and
priorities? And what is the best way to
expand their impact while staying aligned to
their core mission?

Branding
CWK
products

Jump

Why does each player want to participate?

CWK Start
Up

Access
markets and
carve
opportunities for
sourcing &
brokering

Coordinate
dispersed
networks of
diverse
suppliers

scalability

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.

Step

How might users experience the system of offerings?

workforce

Across Boston, there are people who dream
of starting businesses and sharing their
passion for food with the world. However,
they face barriers in terms of resources,
training, and systemic inequality. This is
where Common Wealth Kitchen (CWK)
comes in. Founded in 2013, CWK connects
aspiring food entrepreneurs with the
training, tools, and connections that they
need to build thriving businesses. CWK
aims to disrupt the current food system and
replace it with a more just, resilient, and
sustainable system that reduces food waste,
empowers farmers, and connects local
institutions with local food.

[+]

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. Its tools provide a way to
grasp the immeasurable, to understand
apparently inscrutable behavior and to
reframe difficult problems to come to
surprising solutions.

What system of offerings will enable users’ experiences?

$

Prepared by:
Aesclinn Donohue
Jake Petrini
Matthew Hughsam
Muniba Ahmad

CommonWealth Kitchen

What do users care about?

$$

A Whole View Analysis

About the course

How does this make us different?
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Common
Wealth
Kitchen

How much change is expected?

ORGANIZATION
KNOW-HOW

Design for Social Innovation

Entice &
retain future
WMBE

Distributor
network

Fundraise for
systemic food
business
incubation for
WMBE

Manage and
support use of
kitchen/
facilities

The Whole View Model
Design for Social Innovation
Spring 2019

A collaboration between

Led by:

Patrick Whitney, Professor in Residence
Andre Nogueira, Instructor & Associate Researcher
Leila Roumani, Teacher Assistant

May 2019

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.

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.

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

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.

Build capacity
in WMBE and
other
populations

Build a just,
resilient,
sustainable
food
ecosystem

