
Impacts for the company 

It is basically impossible to launch a social intrapreneurship project within a company if you are 

not able to outline the business case. Table 6.2 sets out some arguments we found in the 

initiatives that were driven by the social intrapreneurs within our network. 

Table 6.2 Social intrapreneurism: company impact 

Impact Useful indicators Example 

Increase sales Sales 

Market penetration 

No. of customers 

No. of products and services 

sold 

Allianz was able to attract 

millions of new customers for 

their microinsurance 

business around the world  

New products and income 

streams 

No. of new products 

launched 

Income from recent products 

At Natura it takes roughly six 

months to develop a new 

product from idea to being 

sold to the consumer; 65% of 

Natura’s sales comes from 

products developed in the 

last 2 years 

Reducing costs Variable costs 

Fixed costs 

By simply replacing bottled 

water from the canteen 

Jason McBriarty was able to 

reduce sourcing costs at Levi 

Strauss & Co by US$40,000 

per year 

Attract and retain talent Voluntary turnover rate Due to Natura’s vision, 

values and corporate 

environment the company´s 

staff turnover is at 4% while 

the average of cosmetics 

companies in Brazil is 8%. 



ADP helps to retain top talent 

within Accenture 

International roll-out Market penetration Vodafone´s M-PESA has 

been rolled out to countries 

such as India, South Africa 

and Tanzania.  

Odebrecht´s Acreditar 

Program has been applied in 

several other countries  

 However, some companies are also aware of the intangible value that social 

intrapreneurism creates, such as reputation, creating a socially responsible image, spontaneous 

media reporting, increased employee satisfaction, better working climate and reducing the 

liability of ‘foreignness’ when operating or entering in new international markets. 

 In talking about all these market-relevant benefits one should not forget that social 

intrapreneurism helps to shape the identity as well as legacy of the organisation. It comes back 

and provides a potential answer to the existential question of ‘why does your company exist?’ Or 

in terms of the social intrapreneur: ‘why do you get out of bed in the morning? And why should 

anyone care?’ 

Accenture Development Partnerships founder Gib Bulloch noted that in terms of 

direct benefits, the first generation business case for ADP was very much around 

recruitment, retention and skills development. It became clear that many people 

were staying with the firm largely for the opportunity to do an ADP project. Or had 

done an ADP project and came back more engaged and more inspired. Attrition 

levels for those returning from ADP assignments were 2% less than the company 

average. 

 As mentioned earlier in the ‘Enabling environment inside companies’ section in Chapter 

3, some companies, such as Danone, employ ‘improvisational’ accounting mechanisms 

Danone’s Green CAPEX) to ensure that social intrapreneurism projects have the opportunity to 

achieve proof of concept and that the full spectrum of social, environmental and economic value 

created can be accrued. 

 Most of the projects illustrated in this book deliver a sound business case. The big 

question is, however, if social intrapreneurism affects the mainstream business in significant 



ways. To date our answer is still negative: we have found no business in which significant spill-

overs change the way business is done in general. 

 Even one of the most advanced companies, GE, defining growing sales targets for 

Ecomagination products, has not yet achieved 100% of sales coming from more sustainable 

products, services and business models. Some companies are on the way—defining innovation 

structures in which sustainability is integrated—and thus it can be expected that an ever-greater 

proportion of product offerings come from more sustainable forms of production. At some 

companies the projects of social intrapreneurs are still a niche offering and it remains unclear if 

this part of the business might inspire other areas to integrate shared value strategies in general. 

This is definitely on our agenda for future research and we are watching carefully how the 

projects of our social intrapreneurs develop over time. 

Impacts for society 

Finally, social intrapreneurism does not only impact on company results but also on society and 

is thus a practical way to create what Porter and Kramer (2011) termed ‘shared value’. As they 

state, ‘The concept of shared value—which focuses on the connection between societal and 

economic progress—has the power to unleash the next wave of global growth’ (ibid.: 65). 

 In similar vein the SustainAbility guide argues that sustainability issues such as financial 

exclusion can be seen as opportunities to create solutions to ‘help the have-nots become 

bankable, insurable and entrepreneurial’ (SustainAbility 2008: 22). Table 6.3 gives examples of 

some of the societal impacts created by social intrapreneurism.  

Table 6.3 Social intrapreneurism: societal impacts 

Impact Example 

Financial Inclusion By launching M-PESA, Nick Hughes gave access to 

financial services making it much easier and safer for 

Kenya’s population to do financial transactions. Today 

approximately 17 million Kenyans are using the service. 

This is quite significant, considering that Kenya has a 

population of 19 million 



 

Allianz microinsurances, created by Michael Anthony, cover 

basic risks such as life and health issues for people at the 

bottom of the pyramid. The Allianz products now cover 

these risks for millions of people in Indonesia, India and 

other developing countries  

Income for communities Priscila Matta helped Natura to create a process that shares 

the revenues of successfully developed products based on 

the traditional knowledge of communities and local 

biodiversity with those communities  

Health issues Dorje Mundle at Novartis started to develop health treatment 

for the bottom-of-the-pyramid markets that in India now 

reach 44 million people. An additional 2.5 million people 

have attended local health orientations  

Professionalisation of the 

social sector 

Gib Bulloch convinced Accenture that their impact on 

society is in their core business: consulting. By consulting 

NGOs and other civil society organisations they 

professionalise their approach and thus leverage the good 

work these organisations are delivering  

Environmental Issues Leonardo Vitoriano da Silva at BASF in Brazil showcases 

with the CasaE—an eco-efficient building—how chemical 

products can reduce energy and water consumption in the 

construction sector  

Housing and security Jo da Silva provides disaster relief and a place to stay for 

people affected by natural disasters 

Access to essential products 

and services 

Stefan Koch worked at E.ON to create energy solutions for 

disadvantaged communities in developing countries 

 If you follow discussions about social entrepreneurship, you will know that the major 

topics are measuring social impact and reaching scale. Muhammad Yunus founded Grameen 

Bank in 1983 and received recognition in 2006 by the Nobel Peace Prize. By 2006, and therefore 

after 23 years, Grameen had an estimated 7.3 million customers. Compare that to the impact of, 

for example, M-PESA, which after one year had more than a million customers and within eight 

years attracted 17 million subscribers. Novartis shared-value projects in India attended to more 

than 44 million patients within five years of existence. So the major difference between social 

entrepreneurship and social intrapreneurism is scale, or as Gib Bulloch states: ‘Affecting even 



small change in large organizations can lead to significant positive social impact’ (SustainAbility 

2008: 15).  

 So social entrepreneurs might learn a lot about how to scale their initiatives by 

collaborating with social intrapreneurs. At the same time social intrapreneurs might learn a lot 

about measurement of social impacts from social entrepreneurs. That might be the reason why 

‘systempreneurs’ such as John Elkington seem so excited about bringing social entrepreneurs 

and social intrapreneurs together. 

New technologies connect intrapreneurs to create large-scale 

impacts 

Social media channels such as Facebook, Twitter and YouTube have been 

recognised as key catalysts in the rapid spread of ideas which can act as 

precursors to large-scale action. The most salient example of this confluence of 

social media reach, speed of spread and powerful ideas sparking a mass 

movement has been the ‘Arab Spring’ of 2011, in which social media helped 

shape political debate, spread democratic ideas across international borders and 

facilitated the online revolutionary conversations that sparked major action on the 

ground (Howard et al. 2011). 

 Mobile phone technologies have also played an important role in delivering 

key services in under-served markets, as has been demonstrated in the examples 

of TCS mKRISHI (Ch. 1, p. XX) and Vodafone/M-PESA (Ch. 2, p. XX).  

 What we are now seeing is a proliferation of innovative social intrapreneurial 

ideas that are spreading across sectors and ‘catching fire’ through working 

partnerships, facilitated by social media and other new technologies. 

 A powerful example of this is the adaptation of the M-PESA project to deliver 

low-cost medical insurance in Kenya. The PharmAccess Group—an alliance of 

not-for-profit organisations committed to ‘making good health care accessible in 

Africa, contributing to healthier populations and social and economic 

development’1 —recently partnered with Safaricom and the M-PESA Foundation to 

                                                 
1 PharmAccess, ‘About Us’, http://www.pharmaccess.org/RunScript.asp?page=261&p=ASP%5CPg261.asp. 

http://www.pharmaccess.org/RunScript.asp?page=261&p=ASP%5CPg261.asp


continue working towards its long-term goal of improving access to healthcare for 

low-income sub-Saharan Africans. Onno Schellekens, Managing Director of the 

PharmAccess Group, is very enthusiastic about M-PESA: 'These kind of solutions 

truly revolutionise access and equal opportunity for the poor.' Les Baillie, 

Executive Director of the M-PESA Foundation, noted the power of cross-sector 

partnership when he was invited by PharmAccess and the Amsterdam Medical 

Center in April 2013 to tell the M-PESA success story to partners, students and 

representatives from charitable organisations in Amsterdam: ‘Introducing low-cost 

medical insurance in Kenya is something that the M-PESA Foundation has been 

looking into for a couple of years but hasn't been able to get started,’ he said. 

PharmAccess, the M-PESA Foundation and Safaricom are now going to work 

together to develop mobile health products such as health insurance for low-

income Kenyans.2  

 As technological advances reduce the costs and improve accessibility to 

connective technologies such as smartphones and social networks, the 

opportunities for social intrapreneurs to take their innovative ideas to scale will be 

greatly enhanced. We expect to see many more ideas ‘catch fire’ in the future as 

intrapreneurs and their partners connect up in ‘big bands’ to address the global 

challenges we outlined in Chapter 1.  

 

                                                 
2 PharmAccess, ‘Les Baillie tells “M-PESA Story” in Amsterdam’, 7 May 2013, 

http://www.pharmaccess.org/RunScript.asp?page=24&Article_ID=254&AR=AR&ap=NewsArticleDetail.asp&p=A

SP\~Pg24.asp.  

http://www.pharmaccess.org/RunScript.asp?page=24&Article_ID=254&AR=AR&ap=NewsArticleDetail.asp&p=ASP/~Pg24.asp
http://www.pharmaccess.org/RunScript.asp?page=24&Article_ID=254&AR=AR&ap=NewsArticleDetail.asp&p=ASP/~Pg24.asp

