
How do we possibly answer all the needs in this one 
picture? It starts with looking closer, understanding 
more and asking the right questions. That’s what 
we’re doing with the latest innovation trends. 
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Social innovation 
on paper
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The question is, 

MOBILISING AFRICA

Is cellular tech on the 
continent as big (and 

beneficial) as it seems? 
page 6

what is 
the question?

INNOVISUALISATION

How do you make 
data more visual  
and shareable?
page 12

SOCIAL FRANCHISING

Can you scale social 
change like a 
fast-food chain?
page 22

IMPACT BONDS

How should we structure 
them to pay communities 

and investors better?
page 16

This is Joel. He is 15 and 
works as a charcoal burner in 

Kisumu, Kenya. His question is: 
how can I go to school?
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“What if countries competed with   
  each other to become the most 
  socially innovative 
  in the world     ”

– Matthew Bishop, New York Bureau Chief of 
  The Economist and Social Progress Imperative 
  advisory board member

What if they did? And what if they also competed to become the happiest or the 
most progressive? Wouldn’t that be nice? Wouldn’t that help to make the world 
a happy, more innovative and socially progressive place? Perhaps it would. 
But it’s kind of hard to say right now. Firstly, because such things are difficult to 
measure. And secondly, because most countries mainly compete to be the richest.  Do social and economic indices really diverge? 

The answer to this is both yes and no. “The relationship between social progress as we’re measuring 
it and GDP per capita is non-linear,” says Porter. “You have very high improvements with earlier income 
growth, but as you get to high income it kind of goes flat.

“Part of the reason is that high-income countries are generating environmental unsustainability, 
and… when a country gets wealthy it often starts having problems with affordable housing 
for the whole population.” 

According to further analysis by Corr Analytics, development funding does indeed cause the greatest 
social progress gains in the poorest countries (see the steep initial climb on the graph, above). But 
democracy also plays a role – Corr found that “democratic nations are better able to leverage GDP for 
basic necessities, probably because of effective voting coalitions of the economically disadvantaged.”

Finally, can we handle the results?
 
It’s a tough reality to face if economic 
advancement doesn’t correlate with social 
advancement. What do you do if, despite 
greater commercial success, people in your 
country still aren’t happy or content?

Well, if they’re not, you first have face it. Then 
you can start working out what’s missing and 
what to do about it. 

This is why it’s so important to measure as 
many indicators of progress and development 
as possible – with whatever-shaped tools do 
the job best. It’s the only way to ensure that 
social efforts are worth the effort involved. It’s 
the only way to make real progress.

Historically, global development and standards of living have been sketched 
(quite sketchily) from the economic measure of Gross Domestic Product (GDP) 
per capita. Yes, more money can mean more services and better access to 
them. But, even in 1934 when economist Simon Kuznets first developed 
the GDP concept for a US Congress report, he wrote:

“No income measurement undertakes to estimate the reverse side of income, 
that is, the intensity and unpleasantness of effort going into the earning 
of income. The welfare of a nation can, therefore, scarcely be inferred from 
a measurement of national income as defined above.”

So there it is. If we want to improve social development, we need to start 
measuring it with a different-shaped tool. This means we need more nations 
to start asking different questions and paying attention to markers other than 
money. That’s the thinking behind the Social Progress Index, launched at the 
Oxford Skoll World Forum in April 2013. The idea – inspired by the Global 
Competitiveness Index – first came about at the World Economic Forum’s 
Global Agenda Council on Philanthropy and Social Investing in 2009, as  

Unsurprisingly, Sweden, the UK and Switzerland 
came out on top and Ethiopia, Nigeria and Uganda 
at the bottom, all of which correlates quite neatly 
with their places in the economic race. But there 
were surprises in the middle. Costa Rica and South 
Africa have roughly the same (lowish) GDP per 
capita, but while Costa Rica came 12th in terms of 
social progress, South Africa trailed at only 39th. 

Clearly in some way Costa Rica is asking better 
questions about what the population needs 
– and doing rather well at answering them too. 
But the same applies to social progress itself.  
We need to ask the right questions about the 
process to make sure it’s answering real needs. 

But is the Social Progress Index the right-shaped tool? 

The Index has made a good start, but there are still concerns around the data collection and 
methodology. And also some concerns about the results – for instance, why is Rwanda top 
of the environmental progress list? Perhaps not because it’s most innovative in this regard, 
but rather because it’s undeveloped and therefore less environmentally ravaged.

The Index also needs to go further. Much further – just look at the massive, unmeasured grey areas 
on the map (left) that span much of Eastern Europe and just about all of Central Africa and the Middle 
East. These need to be included for accurate context and comparison.

Of course this will take time. But there are plans to spread the Index into 120 countries, with the 
help of a network of partner institutions and organisations – particularly in areas with few research 
resources and for indicators that are often overlooked.
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a way to nudge nations into a race towards social innovation and not 
just economic growth. And also as a way to identify where change is 
needed and then make it happen.

“Let me emphasise that we’re measuring outcomes,” said Harvard 
Business School professor and Social Progress Imperative advisory board 
member Michael E Porter at the Oxford launch. “We’re not measuring 
how much you spend, how much you care, what your policies are. We’re 
measuring the actual outcomes as best as we can.” 

Clearly making the right changes means measuring the right outcomes, 
which means asking the right questions before you even begin. 
Questions like, what actually matters to people and therefore furthers 
social progress? According to the Index, this is: 1) basic human needs; 
2) foundations of wellbeing, such as information, communication, 
wellness, a healthy ecosystem; and 3) opportunity, including higher 
education, personal rights, freedom and choice. This is what they’ve 
been measuring in 50 countries so far.

The first question is, do we really need  
to measure social change? 

The answer is yes – it’s already being done in 
various countries, although not in a standardised 
way. Bhutan has been using its Gross National 
Happiness Index since the 1970s to “take a holistic 
approach towards notions of progress and give 
equal importance to non-economic aspects of 
wellbeing.” Similarly, the government of Paraguay 
has now adopted the new Social Progress Index as 
an official indicator of national performance.
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So here’s another 
good question...

BIG GREY AREAS

So far, 50 countries have 
been assessed by the 

Social Progress Index. The 
blue ones. The grey ones 

are still unknown. 

1.
2.

3.

4.
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Africa’s mobile revolution is a trending topic on the continent’s 
ever-swelling wave of cellphone use and multi-sector apps. 
But is it an actual revolution that’s driving real social change?  
Or is it just tech-happy hype and, if so, what does this mean 
for Africa’s future?

It took 10 years for The Economist to eat its words about Africa. In May 2000, the cover of the magazine blatantly  
called it “The hopeless continent”. But with six of the 10 fastest-growing nations of the last decade located in Africa,  
the continent answered back and assured everyone that it’s not hopeless, but healthy and on the rise. The Economist  
responded in December 2011 with the coverline “Africa rising”. And the continent continues to rise in many ways  
– as does its number of mobile phones.

Mobile operators 
go for the middle  

Despite the continent’s growing consumer class, many companies were 
slow to respond to the growing demands. But not the mobile operators. 
These fast-moving exceptions managed to spot the potential and secure 
sizeable chunks of the market – in particular, certain Africa-based 
operators like South Africa’s MTN and Vodacom, and Nigeria’s Glo.

Indeed, Africa’s strong middle class emergence is mirrored 
by a rapid increase in mobile phone penetration. How 
rapid? Well, rapid enough to go from a relatively negligible 
number of connections and subscribers in 2000 to nearly 
1-billion connections and an estimated 735-million 
subscribers by the end of 2012 (according to the 
Research and Markets’ report, Africa – Mobile Voice 
and Data Communications Statistics).

How mobile impacts 
the African economy

The African continent has some of 
the highest global levels of mobile 
internet use. That’s according to the 
Groupe Spéciale Mobile Association 
(GSMA) Sub-Saharan Africa Mobile 
Observatory, a monitoring initiative 
based on research by Deloitte. 

In countries like Zimbabwe and Nigeria,  
mobile Internet accounts for over 50% of  
total web traffic, while the global average  
is more like 10%.

Naturally, numbers like this have spawned 
the development of an array of commercial 

endeavours around mobile, according to  
Jon Hoehler, head of mobile at Deloitte &  
Touche in Johannesburg. 

These endeavours feed into various sectors 
and services, including: 

1.  airtime sales
2.  mobile advertising and value-added services 
3.  agricultural services
4.  education 
5.  health system tools and services 
6.  banking

“Banking in particular has benefitted with  
mobile providing a platform for the rollout of 
mobile-based banking products for the unbanked 
and those in remote areas,” says Hoehler. As a 
result, he explains, the rate of mobile proliferation 
throughout the continent has had a huge economic 
impact and will continue to do so for a while yet, 
albeit at a slower rate. 

Evidently, “huge” is not an overstatement. 
In 2011, GSMA figures put mobile’s direct 
contribution to the sub-Saharan economy at 
US$ 32-billion, or 4.4% of GDP. 

In the same year, the mobile sector  
created more than 3.5-million full-time 
equivalent jobs in the formal and informal 
sectors, and yielded US$ 12-billion in  
taxes for governments in the region.

Another Deloitte report estimates  
that a 10% increase in mobile  
phone penetration can be linked  
to a 1.2% GDP increase in a middle  
or low-income country. Why?  
Because increased connectivity leads  
to increased economic activity. Clearly 
mobile can help to boost both the  
earning and spending of money.

WHAT THE MOBILE SECTOR COULD DO NEXT (projected, 2015 to 2020)

Ghana

1.4 million

US$

1 457
million

KENya

1.9 million

US$

1 489 
million

Nigeria

9.4 million

US$

12 654
million

Senegal

0.4 million

US$

476
million

South africa

1.5 million

US$

15 929
million

Tanzania

0.3 million

US$

1 638
million

ADDITIONAL JOBS ADDITIONAL JOBS ADDITIONAL JOBS ADDITIONAL JOBS ADDITIONAL JOBS ADDITIONAL JOBS

ADDITIONAL GDP ADDITIONAL GDP ADDITIONAL GDP ADDITIONAL GDP ADDITIONAL GDP ADDITIONAL GDP

| Source: Sub-Saharan Africa Mobile Observatory, GSMA |

MORE IN THE MIDDLE: Africa’s Population by Class

 | Source: The Middle Income Pyramid: Dynamics of the Middle Class in Africa, African Development Bank |
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MORE MOBILE NUMBERS

Other trends and learnings in the Africa – 
Mobile Voice and Data Communications Statistics 
report include:

•  The growth rate in connections in sub-Saharan Africa has been 
    especially impressive in the past 10 years, outpacing that of other 
    developing regions and outstripping developed regions by far.

•  Certain mobile services, such as 3G, have grown 
    by nearly 50% each year.

•  An estimated 90% of all phones in Africa are mobiles, meaning  
    mobile operators provide an alternative for poor and absent 
    fixed-line telephone infrastructure. 

•  Mobile network operators serve as primary 
    internet service providers.

This has led to a continued frenzy of Africa- 
orientated apps for everything from mobile 
banking and education to crowd-sourcing  
and health-system support. Some have worked 
better than others, but still the app obsession 
continues undeterred. 

Perhaps it’s time to investigate which mobile 
developments are successfully innovating and 
adding to Africa’s rise. Perhaps it’s time to see 
if all this mobilisation is really worth it after all.

More people with 
more money
 
Africa’s rising has mainly been driven by 
(notoriously fickle) commodity prices. But there 
has also been a simultaneous increase in the 
purchasing power of many households, meaning 
more demand for more consumer goods.

By 2010, the African Development Bank (AfDB) 
found that Africa’s middle class had risen to 34% 
of the population. That’s 350-million people – 
roughly one in three Africans – 180-million of 
whom were securely enough in the middle class 
to face less risk of slipping back into poverty in 
the event of exogenous shocks.

How mobile 
is Africa, really?

66.34%

14.07%

13.10%

6.49%

12.59%

68.74%

14.35%

4.32%

60.84%

20.88%

13.44%

4.84%4.77%

14.58%

11.61%

69.04%

By Osiame Molefe



5.  It’s a tortoise 
     not a hare.
Despite the sense of urgency and hype, 
mobile in Africa is likely to be a marathon, 
not a sprint. Yes, “Silicon Savannah” has 
support from the Kenya government and 
other investors, but it’s yet to develop new 
products and services at the scale 
of M-Pesa and Ushahidi. 

Other tech hubs springing up around 
the continent are also grappling with 
harnessing the excitement around the 
sector into replicable, scalable results. 
That said, the potential is clearly there for 
mobile products that fill niches and meet 
real social and economic needs. Especially 
when tailored to the country and culture 
they serve.

Consider iCow, an award-winning SMS-
based app that helps small-scale Kenyan 
dairy farmers track the oestrous cycles 
of their cows, and get other relevant 
information for a healthy, productive herd.

In March 2013, The Indigo Trust, which 
has given grants to several tech hubs 
in Africa, announced a further grant to 
iCow. Director at the Trust, Loren Treisman, 
acknowledges the grappling going on in 
the sector and believes that patience is 
required in this new and changing space. 

It took 10 years for Africa to go from 
“hopeless” to “rising”. Similarly, some time 
is required for mobile costs to come down 
and handsets to catch up. It’s going to be a 
long road for the sector and its next crop of 
social and commercial innovations. As with 
all hares and tortoises, slow and steady will 
trump fast and furious in the end. 

4.  Smartphones are 
     coming, but dumb     
     phones are here.
Developing mobile-based products and services 
for the African continent is quite tricky, says 
Hoehler, particularly when it comes to adapting 
to the rate of change and inter-country 
variability. This is especially pronounced 
in hardware, with most of the market still 
comprising feature and “dumb” phones.

As it is globally, old-school mobile devices will 
certainly be overtaken by smartphones in time. 
But for now, innovations that need smartphone 
functionality are likely to fall quite flat. 

So it’s something of a limbo phase. But, says 
Hoehler, because mobile is all about scale, 
mobile-based products and services need to 
be aimed at as broad a range of devices as 
possible to really make a mark. 

Apps for Africa and 
mobile-inspired economics

So what’s 
the problem?
Well actually, there are five 

It feels like something of a mobile 
gold rush. But sometimes, too many 
miners can muddy the waters and 
spoil the spoils. Sure, it’s easy to 
make big predictions. But, cautions 
Jon Hoehler of Deloitte & Touche, 
mobile is not a panacea and despite 
the rapid growth in the sector, there 
are still some factors that could stand 
in the way of future development 
and impact. 

1.  Mobile costs users 
     more in Africa.
Hoehler explains that the average revenue 
per user on the continent remains lower than 
that seen globally. In Africa, people have less 
money, but each unit is more expensive.

In fact, the average revenue per 
user (ARPU) of the largest mobile 
operators in Africa, including 
Vodafone, Airtel, MTN and Tigo, 
ranges from US$ 5 to US$ 8 a month. 
That’s about a fifth of the ARPU in 
developed countries. Plus  
it’s declining in most African countries 
as competition increases.

So the biggest challenge for mobile operators is getting customers to increase their phone  
budgets, says Hoehler. Value-added services are a possible method. But the fact remains 
that mobile consumer costs in Africa are just too high. 

For instance:
•   In SOUTH AFRICA, despite several operators and a well-developed infrastructure,  

the average cost for cellular calls is US$ 0.35 per minute, according to the World  
Economic Forum’s 2013 Global Technology Report. 

•  In GHANA, the best-performing African country in this regard, calls still cost an average 
    of US$ 0.12 per minute, which is six times more than in top-ranked Hong Kong.
•   According to the Netherlands Study Centre for Technology Trends, 17% of household  

income in Africa is spent on mobile phones and connectivity. This is compared to North America 
and Western Europe where it amounts to only 2%.

3.  Mobile solutions 
     don’t always travel well.
Sometimes mobile isn’t quite as mobile as it seems. Every country 
on the continent has its own social, economic and technical set-up. 
Therefore you can’t just follow a one-app-fits-all approach.

M-Pesa might have achieved runaway success in Kenya, but in 2010 
the mobile money service failed to take off in South Africa, despite the 
country’s mobile penetration of over 100% and relatively high number 
of unbanked people. 

Why did this happen? 
•  In KENYA AND TANZANIA, when M-Pesa took off, regulation around 
    mobile money was scant. Plus the concept had regional flavour – 
    pesa is money in Swahili. 
•  In SOUTH AFRICA on the other hand, a highly regulated banking 
    system – particularly the Financial Intelligence Centre Act – added 
    complexities not present in countries where the service thrives.
 
That said, in May 2013, Vodacom announced that it would relaunch  
M-Pesa in South Africa under a new model and introduce it in 
neighbouring Lesotho and Mozambique. CEO Shameel Joosub expects  
the mobile banking platform to account for 15% of the revenue from 
southern African operations in the next three years, up from the current 
6%. The company is attempting to build on the success it has had with the 
service in Tanzania, where it accounts for 14.1% of its revenue. But this will 
call for more sensitivity and adaptation to the specifics of the local space.

Consider M-Pesa, the UK-funded, 
Kenya-developed mobile banking 
solution that’s been hailed as a 
model for financial inclusion. 
Run by mobile operator Safaricom, 
M-Pesa’s latest figures indicate that, 
with cellphone in hand, about half 
of Kenya’s 43-million people use the 
service to send money, pay bills and 
withdraw money at registered 
agents around the country.

It’s a clear example of African mobile innovation 
success – as well as of how mobile can enhance 
economic activity. Now Safaricom, working 
jointly with the Commercial Bank of Africa, has 
extended M-Pesa’s product offering to include 
M-Shwari, a loan service that has the potential 
to further grow the spending prowess of Kenya’s 
growing middle class.

With so many people and phones and growing 
disposable incomes, it’s no wonder that Africa is 
becoming something of a destination for 

mobile tech. Director of the Harvard Science, 
Technology and Globalisation Project, Professor 
Calestous Juma, says that Kenya’s nascent 
Nairobi-centred tech sector – which began as 
a collective of tech-savvy bloggers – is a test 
case that’s spurred investment in other hubs in 
South Africa, Nigeria, Madagascar, Botswana, 
Uganda and Cameroon, among others. 

It is this unrestricted, innovation-rich environment 
that birthed tools like M-Pesa and Ushahidi, a 
Kenyan crowdmapping platform that’s garnered 
global praise for its simplicity, flexibility and 
social power, 
particularly when used during a crisis, such as 
the 2007 Kenyan election when it was created to 
collate email and SMS reports of violence on 
Google maps. 

Then there’s Konza, or “Silicon Savannah”, 
a US$ 14.5-billion tech city 64km south of 
Nairobi that the Kenyan government began 
building early in 2013. The aim is to provide 
an attractive space for global tech companies 
to set up base and help spur the revolution. 

WORLD ECONOMIC FORUM AFRICA 
2013: a new mobile outlook 

A different mood pervaded the World Economic Forum Africa held in 
Cape Town in May 2013. Localisation and regionalisation emerged as a 
strong theme. Simply: large multinational companies have begun to act 
in numbers in response to plateaued demand in developed economies. 

According to CEO of Royal Phillips, Frans van Houten, global 
companies that are serious about growing and staying 

competitive are investing in a local presence in Africa and 
operating across the region to respond to the continent’s

previously under-serviced communities.

This, van Houten believes, will drive further economic 
development by providing employment opportunities and meeting 
the needs of African consumers for affordable health care, reliable 

energy supplies and a bridge for the rural-urban divide.

But it goes both ways. Having been the first to establish a presence on 
the continent, the mobile industry does stand to benefit significantly 

from this renewed rush to invest in Africa.

2.   The “capacity and 
coverage” crunch  
is coming.

Despite significant investment in expanding 
sub-Saharan network capacity, the GSMA 
warns that the region faces a “capacity 
and coverage crunch” in terms of 
available mobile spectrum. 

What does this mean?
•   ON THE DEMAND SIDE, mobile 

broadband traffic in Africa is expected 
to increase 25-fold over the next four 
years, and current network capacity  
just won’t cope. 

•  ON THE SUPPLY SIDE, mobile spectrum 
    allocations are low, with a typical 
    African country allocating as little as  
    80MHz, compared to 550MHz in high- 
    income countries.

This is a recipe for a crunch. Plus, 
according to the GSMA, limited spectrum 
availability keeps costs high, contributes 
to congestion and decreases the quality of 
service. So the association has encouraged 
African governments to use the 700 to 
800MHz spectrum freed up by the  
switch-over to digital terrestrial television 
(the so-called “Digital Dividend”), and 
the 2.6GHz band released for long-term 
evolution (LTE) mobile devices to create 
room for the mobile revolution to continue. 

Failure to do this could add as much 
as US$ 9.30 to handset costs in some 
countries, and could see the region miss 
out on a US$ 40-million addition to GDP, 
the GSMA warned. It could therefore stop 
mobile innovations from having the impact 
intended – for individuals and entire 
countries in Africa. 
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Inside | Osiame

Osiame Molefe is a chartered accountant who’s 
crunched numbers in Johannesburg, Bermuda 
and New York. But that was then. Now he’s a Cape 
Town-based writer who crafts words into news, 
opinion, analysis, public sector strategy and also 
some fiction. His interest is in, “the space where 
personal and societal ambitions intersect with 
technology, politics and economics”. Welcome to 
Osiame’s space. An interesting place to be.
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To some people technology is not as interesting  
as its ability to empower, uplift and educate  
people. This is only done when technology is 
“democratised” and available more widely and 
cheaply. When it reaches people and so has  
a purpose. Let’s think about that for a moment.

By Osiame Molefe

When Piet Strieker, a volunteer teacher at   
        Sinenjongo High School in the impoverished 
Cape Town suburb Joe Slovo Park, showed Grade 
11 learners the information cornucopia on the 
internet, they immediately knew they needed it. 

Despite being in an urbanised area, Sinenjongo 
has no library. The school’s 25 computers are 
mostly booked out by learners taking computer 
application technology as a subject. So when 
anyone wants to access the internet, often 
Wikipedia, they have to go to the local library, 
which has only two computers online.

But 90% of these learners do have WAP-enabled 
cellphones – alternative internet connection points 
that they know could instantly improve their access 
to quality education and information. There’s just 
one problem: they can’t afford airtime. 

In November 2012, the learners took a leaf from 
initiatives in other African countries and wrote an 
open letter to the big-four South African mobile 
phone operators, Vodacom, Cell C, MTN and 8ta.

“We recently heard that in some other African 
countries like Kenya and Uganda, certain cellphone 
providers are offering their customers free access 
to Wikipedia,” said the letter. “We think this is a 
wonderful idea and would really like to encourage 
you to make the same offer here in South Africa.”

This sparks several important thoughts about 
technology with a purpose…

Thought two: 

Technologically boring 
is socially interesting.
At around the same time that Sinenjongo High learners wrote their open letter to the big-four networks, universities from Spanish 
and Portuguese-speaking countries held a meeting in the coastal town of Cartagena, Colombia. 

The purpose of the gathering was to discuss the use of technology and innovation to disseminate information between institutions 
and across borders. This was where the National University of Distance Education, or UNED, unveiled UnX, a new digital 
education portal offering university-level courses and resources in Spanish and Portuguese at no cost.

The portal has the potential to democratise access to university education, says Leo Burd, a researcher at MIT’s Centre for Mobile 
Learning, which helped develop UnX. It will allow individuals in under-serviced communities to access knowledge that improves 
living conditions and contributes to social development. But, says Burd, the technology behind the portal isn’t as interesting as its 
potential to empower communities.

This is a view shared by Peter Benjamin, general manager at Cell-Life, a Cape Town-based provider of mobile health solutions.  
The technology itself is just a tool that doesn’t change power relationships or make the world any more equal, he explains.

“Communication tools don’t get socially interesting until they’re technologically boring,” says Benjamin, quoting Clay Shirky, 
a researcher and writer on internet technologies and their social and economic effects.

This is in part because new, potentially empowering technologies in capitalist societies are initially only available to a well-off  
few, Benjamin explains. But, as even newer technologies are created, older ones become cheaper and more widely available. 
Only then do they have the potential to have the social effects they should.

Ordinary mobile phones are now at that socially interesting place. They’ve far exceeded the accessibility of what they replaced, 
namely fixed-line telephones, and their added features compete, albeit in a reduced form, with newer technologies still only 
available to the well-heeled, such as broadband internet and laptop computers.

This has led to a surge in technology capitalism. Having seen the rapid proliferation of mobile phones and the knock-on effects 
on measures of economic development and its application in social development, hardware manufacturers started a race 
to create the best sub-$US 100 smartphone. 

Nokia, Huawei, Blackberry and a few manufacturers in the developing world have released products within this price range. 
These, however, have yet to attain the reach and scale of ordinary cellphones, which, for now, are where the most interesting 
innovations for social good have arisen.

Thought one: 

Is technology  
the great equaliser?
Sinenjongo’s bid to use cellphone technology to improve education outcomes is not that unusual. 
Neither is the drive for outcome-enhancing tech limited to education. 

The information and communication technologies (ICTs) of the past two decades have been touted 
as great levellers. It’s been said that they have the potential to remove barriers, balance power 
relationships and create a more equitable world – surprising, considering that in many cases, 
tech is only available to a privileged few.

But every sector related to human development, including health, education, food and agriculture, 
safety and security, public sector transparency and governance, civic participation and even access to 
ICTs themselves, has ICT-based initiatives aimed at improving people’s lives. 

Some are a bit zany, like when global NGO One Laptop Per Child (OLPC) dropped 1 000 
Motorola Xoom tablets preloaded with educational apps in remote Ethiopian villages to see what the 
technologically untouched kids would do (see thought three). Others are simple, but novel, such as 
Canada-based Homeless Nation, a social network of sorts for and by Vancouver’s homeless that gives 
these often-unheard members of society a voice. 

All ICT initiatives aim to innovate in how they make tech and its benefits more accessible. Yet, despite 
the excitement about ICT potential in human development, questions remain about the real impact and 
how effective any of this has been.



Work in progress…

Making mobile 
cheaper for good
Whose job is it to make mobile tools more 
accessible and affordable? The government? 
The networks? Or someone independent 
who brings them all together? South African 
grant-making foundation, DG Murray Trust 
(DGMT) is working to be the latter. 

“We’ve seen how high mobile costs can 
stifle opportunities for change,” says CEO 
David Harrison. “Particularly when young 
people miss out on developmental resources 
because they can’t afford connection fees.”

This has led DGMT to focus on “Connection 
to Opportunity” – intitially by commissioning 
an independent report on reducing user data 
costs to improve access to health, education, 
and social and employment tools. “Then 
there was a meeting of around 30 industry 
and government role-players in May 2013 to 
consider these and other possibilites,” 
says Harrison. 

Now DGMT is actively investigating 
several cost-reducing plans:

1. WIRELESS APPLICATION 
    SERVICE PROVIDER (WASP) 

Provides specific mobile services, such as 
mobile websites, SMS and unstructured 
supplementary service data (USSD).

2. ELECTRONIC COMMUNICATION 
    NETWORK SERVICE (ECNS)

Set of services negotiated at discount – such 
as cheaper ADSL, fixed-line or mobile calls.

3. ZERO-RATED 
    MOBILE APPLICATION

Chat and social media application (like 
Mxit, Whatsapp, Viber) that’s zero-rated on 
all networks for no user data charge.

4. MOBILE VIRTUAL NETWORK 
    OPERATOR (MVNO)

A network that “piggy-backs” off an  
existing operator’s network from which  
it gets all voice, messaging and data 
services wholesale. It has its own name, 
branding and SIM cards, and sets its own 
user fees – even subsidised or zero-rated.

5. INFORMAL RETAIL BROADBAND 

Wireless hotspots at “Spaza” shops for 
community mobile internet access.
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Thought five: 

Start with what’s 
there, measure 
what happens.
Sinenjongo’s learners are clearly starting 
with what’s already there. They already have 
cellphones. Wikipedia already exists as a reliable 
source of information with a team of curators 
who tend to it daily. The only thing missing is 
the airtime to connect these two already present 
resources in a useful way. 

According to Peter Benjamin, Cell-Life also  
focuses its mobile health solutions on technology 
that’s already there. They’ve used “South Africa’s 
largest social network”, MXit, to provide  
HIV-related content to the network’s mostly  
young users. They’ve also linked MXit to the 
existing National AIDS Helpline, so that users  
can send a message on the application to the 
screen of an HIV counsellor, who can then reply.

But what is often lacking, says Benjamin, are 
measurements of change and peer-reviewed 
evidence of outcomes. These cannot be replaced 
by the hype around technology with a purpose. 
The right kind of evidence is crucial to show that 
purpose is truly there.

“The number of people sending SMSs or accessing 
an information source online isn’t necessarily an 
indication that outcomes are improving,” Benjamin 
explains. “You need a clear theory of change 
that connects the dots between the problem, the 
intervention, the monitoring and the measure of 
impact. This the most important part.”

But relative newness means impact measurement 
studies are thin on the ground and good evidence 
to support interventions is simply not there. Cell-Life 
has therefore developed its own impact-evaluation 
tools over the last decade, a process that requires 
careful consideration of what exactly you’re trying 
to achieve. You can’t measure the tech 
to assess its effects.

Thought six: 

You can’t throw 
tech at every 
problem.
The dearth of impact studies hasn’t 
deterred many corporations and non-profit 
organisations from steering resources towards 
development-based tech. 

The Vodafone Foundation in Europe, along with 
AGE Platform Europe and the European Disability 
Forum recently announced €200 000 of awards 
for apps focused on mobile health care, education, 
public services and support for the disabled. In the 
UK, social enterprise The Big Issue and Nominet 
Trust are investing up to £500 000 in early-stage 
businesses that use technology to transform the 
lives of young people.

But many social sector stalwarts have warned 
against the newfound enthusiasm of technologists 
for causes. Democratisation of tech does not mean 
doling it out for every social ill. Some of these 
simply can’t be cured with techie interventions. 
And problems become particularly acute when 
technologists attempt to develop solutions to socio-
economic problems. Why? Because it’s impossible to 
address one problem separately from all the others.

Gavin Silber of the community-based Social Justice 
Coalition in Khayelitsha, Cape Town, gives the 
example of the organisation’s work around safety 
and security. He explains that working on these 
needs also led the organisation to improve access 
to sanitation and streetlights. It makes sense: too 
few working communal toilets meant that, at night, 
people had to travel great distances in the dark to 
relieve themselves. This is when most attacks would 
happen and security was compromised.

So it’s important to understand your target 
population and area, says Silber. In the same 
way a corporation wouldn’t roll out a new 
product or service without doing market research, 
technologists should work closely with the 
communities they’re developing solutions for 
if they want them to succeed.

Who would have thought?
Despite the precedent, and a promising approach, Sinenjongo teacher Pam Robertson says none 
of the mobile operators has responded to the learners’ appeal so far. Currently only FNB Connect, 
a broadband service by First National Bank, has reacted by offering customers free Wikipedia access 
between 7pm and 11pm daily. Of course only students whose parents have a computer, ADSL line and 
FNB Connect can take this up.

Writing in The Sowetan in June 2013, Stellenbosch University education researcher Nic Spaull argued that 
this would be a minimal investment for networks with potentially significant impact on millions of South 
African learners with WAP-enabled phones – plus positive economic spin-offs.

“I can’t imagine that the data revenues from South Africans accessing the (primarily text-based) Wikipedia 
Mobile are anything that would affect the bottom line,” writes Spaull. “And anyway, these miniscule losses 
couldn’t hold a flame to the positive public relations and social capital from such an important policy.”

This is not to say that development tech is the responsibility of technologists and providers (see box, right). 
But it can be to their benefit, as it benefits the country’s education system and economy in turn. 

This is truly tech with purpose. More than one purpose, in fact.

Thought three: 

Democratising technology 
means spreading it around.

Thought four: 

It has to 
be scaled.
There are more children in remote, under-
serviced areas than there are free tablets 
and organisations willing to give them away. 
That’s the other challenge faced by OLPC. 
When it comes to democratising development-
based tech, scaling is essential, but it can 
also be expensive. This conundrum has to be 
anticipated and overcome. 

From July 2012 to July 2013 in South Africa, 
the eLibrary Project ran a pilot programme 
to assess the impact and feasibility of 
distributing Kindle e-readers to school 
libraries around the country. The pilot 
assessed 60 Johannesburg learners’ reading 
levels and interests before and after giving 
each a Kindle loaded with school and other 
general books, including literary classics. 

Project founders David Ansara and Mark 
Oppenheimer say they realise that the devices 
and ebooks are not cheap, but they hope the 
results will draw interest from other NGOs 
and the government, and provide an answer 
to the country’s inadequate library system and 
perennial delays in delivering textbooks and 
other material to schools.

Thus, to effectively scale, the eLibrary  
Project needs to show that the resources  
spent on building libraries and buying  
and distributing physical books could  
be better spent on Kindles and ebooks.  
It also needs to show that serving the  
same number of learners wouldn’t cost 
significantly more.

In the September 2012 MIT Techology Review, 
he explained how solar-powered tablets in sealed 
boxes were delivered to Ethiopian villages – one 
per child, instructions not included. The tablets 
were preloaded with educational games, books, 
cartoons and movies. The aim: to see if the kids 
could teach themselves to use the tablets, and 
then to read.

“Within minutes of arrival, the tablets were 
unboxed and turned on,” writes Negroponte. 
“After the first week, on average, 47 apps  
were used per day. After week two, the kids  
were playing games to race each other in  
saying the ABCs.”

This is in fact an updated version of a  
1999 experiment in a New Delhi slum.  
Sugata Mitra, now professor of education 
technology at Newcastle University, gave  
street children access to internet-capable 
computers, but no instructions. There too,  
the kids taught themselves to use the  
machines unassisted. Mitra just made  
himself available to listen to their bragging  
and respond with praise, a technique he  
called the “grandmother method”.

These examples seem to confirm what is already 
known: children don’t just learn through a teacher 
or parent, but also by themselves through play. 
Whether this self-learning equips them with 
the skills a formal education and the global 
knowledge economy require is still untested.  
Until it is, we can’t say for sure whether this  
tech has achieved its purpose or not.

Leo Burd’s work at the MIT Centre for Mobile 
Learning focuses on developing tech and 
techniques for education and social empowerment. 
Take App Inventor, towards which he’s contributed, 
an application that was “built with the mission to 
democratise app creation for and by all,” blogged 
Burd in July 2013.

This clever online tool allows anyone to develop 
an Android phone app and therefore participate 
in the mobile tech democratisation process itself. 
“[It’s] being taught by universities, schools and 
community technology centres around the world,” 
Burd continues. 

“Examples of student projects include a mobile 
app to educate women about the Pap test, and 
games to foster healthy lifestyles. Outside the 
formal academic realm, App Inventor is being used 
in youth programmes to engage under-served 
girls with careers in science and technology, and 
in many other initiatives… Still, much more will 
be needed to turn App Inventor’s democratising 
potential into reality.”

This is the case with most socially developing 
tech. It has to find its way into as many hands 
as possible to achieve success. The One Laptop 
Per Child experiment is just one of many attempts 
to take high-end tech to people who might not 
otherwise encounter it. Technologist and founder 
of the organisation Nicholas Negroponte, also 
chairman emeritus of MIT’s Media Lab, has made 
claims about the experiment’s success that likely 
won’t surprise educationalists, cognitive scientists 
or anyone who’s ever raised a child.



THAT’S WHY

Info + Graphics =
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Infographics are not just pretty 
pictures. The good ones, that is. 
They are new and innovative ways 
of presenting information in an 
increasingly visual and results-
orientated world. We call it 
“innovisualisation”. Here’s
 why your data needs it now.

By Thomas Scalway
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Six trends in innovisualisation  
The world is changing. And so is the way we use information to assess and 
describe it. That’s why today’s organisations are looking for more visual 
data, and today’s infographics speak more than a thousand words. 
Thomas shares the trends behind the change…

2.  … because results pay more.
Increasingly, organisations and governments only want to pay for results. 
The driving force is likely increased transparency and a more vocal public 
asking where and how aid money is being spent. The resultant trend has 
already spawned its own set of terminology and acronyms: payment for 
performance (P4P), results-based aid (RBA), results-based management 
(RBM) and even Cash on Delivery (COD) Aid. 

It’s not simply about taking results into consideration. It’s about  
paying only for results attained and targets achieved – from a  
reduced incidence of a particular infectious disease to a defined  
increase in high school graduates.

This is happening across sectors. Large vertical health funds like the Global 
Alliance on Vaccinations and Immunisations (now GAVI Alliance) have 
successfully innovated COD Aid. In their 2010 book, Cash on Delivery: A 
New Approach to Foreign Aid, Nancy Birdsall and William D. Savedoff 
from the Center for Global Development (CGD) focus specifically on how 
COD Aid could be used to help developing countries achieve universal 
primary school education. 
 
Results-orientated aid is increasingly at the core of African development 
discourse. At a UN summit in 2010, Ibrahim Assane Mayaki, CEO of 
The New Partnership for Africa’s Development (NEPAD) said the results-
based approach will be required if African countries are to achieve the 
Millennium Development Goals. 

Already, countries like Rwanda and Burundi have payment for 
performance models within their health systems. Lesotho too – I previously 
worked with the Lesotho government to develop a results-based strategy 
for HIV prevention. This was not the first of its kind; we drew on other 
countries’ results-based examples and were encouraged by the relevant 
UN agencies to do so. In fact, when it comes to HIV, the results-based 
approach is becoming heavily entrenched within various multi-year 
strategies and frameworks.

Clearly, paying for results is an important health and development trend. 
And so is measuring and reporting those results in the best possible way.

3.  We need data, but not the disorganised kind.
While results-based interventions are now in vogue, few organisations can keep pace with the trend. 
Many still struggle to plan their work, monitor progress or evaluate results effectively. 

In 2012, I went on a Southern African field trip to investigate how organisations in this area use 
strategic information for public health. What I discovered is that, in many cases, information is handled 
with little competence and even less creativity. There are many reasons for this: poor management, 
lack of skills, insufficient resources, a difficult funding environment and more.

All of this means organisations can have serious problems setting targets and measuring results. 
Similarly, the way in which targets and results are used to shape future programming is often unclear. 
Information is just not organised or utilised enough. 

4.  Dull data is dead. 
Dull data is mute and ineffective. It doesn’t 
communicate what it’s supposed to, which is such 
a waste. And often, data is dull because those 
collecting or presenting it find it so themselves.

Through many interviews at various organisations, 
I asked people what they were doing to use data 
strategically and better. The answer, in general, 
was, “Not much”. The explanation, in general, 
was a surprising lack of passion for information. 

Data is seen as dry, dull, difficult or laborious to 
produce. This is a problem, because organisations 
need to generate information and learn from it in 
order to optimise their effectiveness and secure 
the funding they need. 

Imagine how much more effective organisations, 
governments and companies could be if they 
actively gathered, analysed and learnt from their 
results. And if they shared them. But it starts with 
making data less dull.

5.  Graphic 
data gets the 

message across.
The way the human eye sees 

and reads content makes visual 
information more effective than 

textual. There are also social and 
behavioural factors involved. We live 

in a high-speed, media-rich world with 
an ever-increasing amount of information 

in print and online. It’s unsurprising that 
attention spans are shortening, splintering and 

always seeking the quickest, easiest way forward. 

Because we have human eyes and post-modern attention 
spans, most of us probably wouldn’t read a long stream of text on 

how information is processed and absorbed. But we’d probably look at 
a visual representation of it, like the one on the previous page. And absorb it too.

Infographics, or information graphics, are useful tools and visual representations of complex data. 
They’re growing in popularity because they suit our times, but they’ve been around since the days 
of early human cave paintings and maps. They were used to illustrate the rotation of the sun in the 
1600s, and British economics in the 1700s. In 1857, Florence Nightingale used them to persuade 
Queen Victoria to improve conditions in military hospitals. 

In 1861, one of the most famous infographics (and many say one of the best ever made) was 
produced. The graph-like artwork showed Napoleon’s ill-fated march on Moscow, including the 
direction the army marched, the locations it passed through, the size of the army as it was defeated, 
and the freezing temperatures that were endured (see above). 

6.  Infographics showcase results. 
Infographics can help people to understand what the facts and figures behind their work really mean, 
and why it matters. The implications of this are often very significant, organisationally, 
socially and financially.

If organisations work to package data more innovatively, they’ll be more effective at sharing 
information about their progress, highlighting where issues are emerging, and advocating for better 
communication with staff, clients and donors. 

This is the thinking behind my agency, Lushomo, which helps health organisations to understand and 
share their information in a way that furthers their aims. It’s a process that can elevate data to benefit 
any practitioner, entrepreneur, academic, organisation, corporation or institution. It goes like this: 

Inside | Thomas

He’s a consultant, specialising in strategy and 
evaluation for public health. For more than 15 
years, he’s worked with governments and UN 
organisations on how to use data strategically 
to shape or evaluate what they do. Now he has 
an agency called Lushomo, which finds creative 
ways to present and share strategic information, 
mainly through infographics. Lushomo means 
“courage” in Tonga. It’s also the name 
of Thomas’ boat.

AN INFOGRAPHIC TOOLKIT
There are a number of tools available for innovisualisation. The simplest 
and best-known is Microsoft Excel. Other free options include:

•  Google Spreadsheets 
    https://docs.google.com 

•  Many Eyes     
    A collaborative project at the  
    IBM Visual Communication 
    Lab that provides interactive 
    and customisable options. 
    www-958.ibm.com 

•  Tableau Software
    A Windows product that 
    started at Stanford University 
    and has been gaining popularity 
    over the last couple of years. 
    www.tableausoftware.com 
    (free 30-day trial)

1.  Results count more…
In my experience and in many development fields, results (and the data required 
to assess them) have been rising higher on priority lists for some time. Within the 
UN, the focus on working with data stretches back to the ’90s, at least. 

In the Programme for Reform, presented by the UN Secretary General to 
the UN General Assembly in 1997, it was proposed that the UN “place 
greater emphasis on results in its planning, budgeting and reporting and 
that the General Assembly moves the budget of the United Nations from 
input accounting to accountability for results… shifting the focus of planning, 
budgeting, reporting and oversight from how things are done to what is 
accomplished”. 

Since then, the notion of results and “results-based management” (RBM) has 
become a central aspect within the UN system and a global trend among 
international organisations, reinforced by new commitments. 

This is even more evident today. In the world of public health, there is a 
clear move towards working for results. Many in the sector have become 
uncomfortable wasting valuable resources, for example by travelling to 
meetings or conferences with no real purpose in mind. 

Being orientated towards results helps us feel better about our projects, 
because we can clearly see what’s working as planned. Also, when well 
done, results-based strategies for public health can help even the most 
participatory and empowering approaches to achieve more holistic, 
long-term and equitable results.

Collect information

Innovisualise it
Present, share 
and enjoy

Spotlight on the most famous infographic ever made, 
an 1861 depiction of Napoleon’s 

march on Moscow. 



by Aunnie Patton

            n 2012, Jim Clifford knew that the Consortium of Voluntary 
           Adoption Agencies (CVAA) in the UK was extremely effective 
          at placing challenging children with adoptive parents. More 
effective than government programmes that wait for aspirant 
parents to approach them. As head of the not-for-profit advisory at 
accounting firm Baker Tilly, and an adoptive parent himself, Clifford 
also knew that if the CVAA programmes were scaled up, they could 
help thousands of children and save the government millions of 
pounds. There just wasn’t enough grant funding to reach the scale 
they desired. So Clifford and the CVAA went to the UK government 
with a proposal: 

The answer? In a word, yes.

“If we find private investors to fund the scale-up of proactive adoption 
organisations, will you agree to pay us a portion of the cost-savings 
you realise with fewer children in foster care?”  

What does this mean?
It means that SIBs can help to motivate real social results. By paying  
out at the successful conclusion of the pilot, the government is clearly 
rewarding outcomes, as opposed to processes or promises. 

Here’s how they work…

One:   a government, foundation or other funder contracts 
    an intermediary to administer the bond.

Two:   this intermediary – an asset manager, incubator, venture capital 
    or private equity fund – raises funds from private investors.
 

Three:  the money is distributed to service providers, such as charities,  
    social enterprises and SMEs, who coordinate their efforts 
    to scale up the work they’re already doing, hopefully   
    increasing impact across a community.
 

Four:   evaluation advisors help to make mid-course improvements. 

Five:   after independent assessment by a third-party assessor –   
    and only if certain previously agreed outcome metrics are   
    met – the government repays investors with interest.   
    Returns to investors (and service providers) are funded on   
    a tiered basis – the more successful the intervention, the 
    greater the return.  

So there it is… 

Five steps from investment to impact and return. Well, in a simple world and 
an ideal SIB. But most things are neither simple nor ideal. In fact, despite the 
best intentions, SIBs as instruments are still costly, time-intensive and unproven. 
They’re also evolving into ever-more complex entities – from predominantly 
equity investments in small social enterprises into sophisticated financial 
structures constituting a true social investment market. 

The result, hopefully, will be a space where investors and investees can choose 
the social-finance instruments that fit their risk-return profile and capital needs. 
But will SIBs successfully deliver financial and social returns as they continue to 
evolve? And will they ultimately ensure social benefit within the countries and 
communities that need it most? Yes, initial projects have already been launched 
in the UK, US and Australia, but how should they be adapted for use in other 
areas, such as Africa?

That’s a whole different story. Read on.

This is the story of Social Impact Bonds 
(SIBs) – innovative financial products 
that use private investments to fund 
the scaling of social interventions. The 
Consortium of Voluntary Adoption 
Agencies SIB was the first one initiated 
by the voluntary sector. It took nine 
months to get to market. Investors, 
including foundations and corporate 
businesses, invested £5-million, which 
they expected the government to pay 
back with interest if the programme 
achieved success. The result? Today, a 
network of 18 organisations is securing 
an additional 300 adoptions in the UK 
each year. So far, a good investment 
for all concerned. 

That’s how SIBs work. Contractually, the 
government agrees to repay investors if, and  
only if, certain previously defined outcome targets 
are met. This is a change from the historical 
approach that sees social aid organisations 
powered by donations and government contracts 
granted on the basis of future plans. Money is 
given upfront with no promise of return and often 
little accountability if the project doesn’t perform 
according to plan.  

This means proven and unproven interventions 
rely on an organisation’s ability to secure funding 
from willing donors. As a result, even a successful 
organisation can have an unstable cash flow,  
and even a beneficial programme can be forced 
to fold when donations run dry. But now, in 
addition to traditional grant capital, organisations 
can explore outcome-based financial products  
to fund further growth.    

WHY NOT JUST GET A 
REGULAR LOAN?

SIBs are very new. They’re new enough 
to be highly innovative, but also to be 
stirring up some criticism and concern. 
The Economist has called them “a 
big financial experiment”, and many 
even question the need for this kind of 
investment structure when a government 
could simply take a bank loan to fund 
social projects and then pay it back with 
interest when the job is done. 

But it’s not quite the same thing. Why? 
In one word: incentives. In other words…

•  DATA: Since outcome-based payments rely on outcomes 
    measurement, service providers, investors and governments are  
    incentivised to create realistic, rigorous metrics for assessing the 
    intervention. Bonus: often this data can lead to benchmarks for 
    similar government programmes to come.
•   DILIGENCE: Government in essence outsources the due diligence  

of the service provider to private investors, who risk losing their 
capital if the provider fails (hence, again, an incentive).

•  RISK: Investors are used to putting risk capital on the line for a 
    reward commiserate with that risk. Governments are used to  
    spending capital to provide public services. But SIBs shift the risk 
    of a new approach, allowing governments to pay only when   
    outcomes are delivered and investors to be rewarded for taking 
    on the risk of the pilot (once again, incentives all around).
•  COORDINATION: Often the structure of a SIB requires multiple  
    service providers to coordinate their activities into a “total      
    intervention”. But individual service providers are only rewarded if 
    this total intervention works (one last time, an incentive for all).

They are called many things: Social 
Impact Bonds (SIBs), Pay for Success (or 
Performance) Bonds, Social Benefit Bonds 
(SBBs) and the newly coined Development 
Impact Bonds (DIBs). 

In addition to the voluntary-led, there are also 
government-led SIBs and even Social Impact 
Funds, which use private investment to fund a 
range of diverse interventions, from homeless 
youth projects to care of the elderly. 

The underlying goal is to use private “risk” 
capital to fund a pilot programme for 
proven, small-scale social interventions. 
Why? Because these interventions are often 
preventative and involve the coordination of 
multiple service providers, meaning they’re 
too risky for governments to direct capital 
towards without a track record.  

Inside | Aunnie

First she was an investment banker. Then 
she was a social investment banker. Now 
she’s a Dean’s Fellow at the Saïd Business 
School, Oxford. She’s consulted with the UK 
government, Big Society Capital, the Skoll 
Centre for Social Entrepreneurship and 
social enterprises the world over. In June 
2013, she moved to Cape Town to be a Fellow 
at the Bertha Centre for Social Innovation 
and Entrepreneurship, Aunnie’s social 
investment in Africa. 

Read more about her work at: 
www.apsocialfinance.com

A definition:

“Social Impact Bonds are based 
on a commitment from government 
to use a proportion of the savings 
that result from improved 
social outcomes to reward non-
government investors that fund 
the early intervention activities.” 

– Social Finance, 2009 
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* Portions of this story have been adapted from The Social Investment Market: The Role of Public Policy 
   in Innovation and Execution Development Impact Bond Working Group Report 2013.



IMPACT BONDS IN AFRICA 
A whole different story
 

So far, the story of SIBs has been unfolding in the UK, US and, more recently, Australia. But 
now, as intermediaries look to bring SIB structures to Africa, Asia and Latin America, a 
whole new chapter of innovation is under way. 

Recognising the pivotal role that 
development finance institutions, 
corporations and other private 
organisations play in social interventions 
within developing economies, Social 
Finance and the Center for Global 
Development convened a May 2013 
working group. Their aim: to investigate 
how Development Impact Bonds,  
or DIBs, could affect aid and 
development finance. Their conclusion: 
very much indeed. 

The group’s report, released in June 2013 
highlights the fact that DIBs can “transform social 
problems into ‘investible’ opportunities and 
create incentives for investors to put in place the 
necessary feedback loops, data collection and 
performance-management systems required to 
achieve desired outcomes”.  

Additionally, the report acknowledges that by 
having “investors provide working capital – and 
assume risk – for interventions…. DIBs could attract 
funding for interventions that donor agencies and 
governments might not be able to fund under 
existing models”.

Sounds promising. And as donor and finance 
communities begin to engage with these ideas, 
intermediaries are already hard at work in 
Africa creating public-private coalitions to fund 
interventions through outcome-based payments.

The Mozambique Malaria 
Performance Bond (MMPB) 

BACKGROUND 
It’s an initiative led by the Mozambique  
Ministry of Health in partnership with Anglo 
American, Nando’s and Dalberg Global 
Development Advisors. 

THE AIM
By raising US$ 500-million to US$ 700-million  
in capital from corporates, donors, government 
and investors, the MMPB plans to fund 12 years  
of malaria interventions reaching up to 8-million  
people in Mozambique.  

THE PLAN 
This intervention will be based on a highly 
successful malaria programme piloted in Ghana. 
But, by using the DIB structure, this raise looks very 
different from traditional aid programmes. 

•   Firstly, investors will provide the capital  
upfront throughout the 12 years, receiving 
outcome-based repayments from corporates, 
donors and governments if the program 
performs according to outcome goals. 

•   Corporates have an interest in providing 
outcome-based payments because they  
can realise real cost-savings from the 
programme operations through reduced 
incidents of malaria. 

•   Finally, if the programme does not meet  
its goals, it can be terminated, with  
investors getting only a portion of their  
principal back.  

The South African Reconciliation SIB 
(in-progress)

BACKGROUND: South African NGO Khulisa 
Social Solutions, in partnership with the Impact 
Trust and social business and advisory firm 
Nexii, has spent the past 18 months lobbying 
the local Department of Justice (DOJ) to 
engage in a feasibility study for a SIB to fund  
a reconciliatory justice intervention. 

THE PLAN: this April, a commitment from 
government allowed them to move forward 
with a pilot supported by the DOJ, the 
Department of Correctional Services and the 
National Prosecuting Authority.

What next for African Impact Bonds?
In the above cases, and those that will follow, 
it seems that outcome-based structures have 
the potential to upend the social intervention 
funding process – from government procurement 
and commissioning to donor and Development 
Finance Institution (DFI) grant-making and even 
the overall corporate CSI approach.  

Successful coalitions between the above players 
could also catalyse large-scale social change 
across the continent. That said, it could bring 
with it some unique complexities, dangers and 
costs, most of which still remain to be seen.  

The message is that intermediaries working 
on building these coalitions will have to `
draw on experiences from a variety of 
sectors, including development, consulting, 
finance, corporate strategy, data analytics, 
monitoring and evaluation, and more.  
Plus, just as data collection and sharing is  
a key benefit to outcome-based products,  
the blending of talent from these sectors  
will likely strengthen and benefit a range  
of social interventions themselves.

“Innovative financing mechanisms such 
as SIBs stand to improve the efficiency of 
development assistance in the coming years,” 
writes Elizabeth Littlefield in the May 2012 
Development Impact Bond Working Group 
Report. “As a vital component of the impact 
investing sector, outcome-based finance 
can be a powerful means of enhancing the 
effectiveness of aid and development finance.” 

Clearly the story of Impact Bonds in Africa 
is still largely unwritten. There might not be 
a happily ever after on the page just yet, but 
with the level of enthusiasm for SIBs, DIBs 
and Pay for Success Bonds at an all-time 
global high, we will soon be able to judge the 
outcomes of these innovative financial products 
for ourselves. And that is innovation in itself.

Peterborough 
The first SIB ever

Background 
launched officially in September 2010 
with the Ministry of Justice in the UK. The 
aim was to prevent recidivism by working 
with 3 000 male short-sentence prisoners 
leaving Peterborough prison.

The plan 
UK firm Social Finance raised £5-million 
from 17 social investors, to be drawn 
over six years by various organisations 
supporting prisoner reintegration and 
support. Ministry of Justice and Big Lottery 
Fund will pay investors from savings due 
to reduced number of reoffences – but 
only if there is a measured reduction in 
reconviction events of 7.5%.

Time to market 
Two years.

“The needs of prisoners were so complex 
that cooperation between multiple delivery 
organisations was required.” 
- Rebecca Endean, Ministry of Justice

“As we’ve begun to gather data we’ve 
found that if someone expresses a need to 
be met at the gate, they’re significantly less 
likely to reoffend. That’s not a statement 
of causality, it’s a correlation, but it has 
affected the way we spend our money.” 
- David Hutchison, Social Finance UK

For SIBs to work, 
interventions need to be…

1.  Proven to be effective, and  
      supported by data

2.  More beneficial than existing services

3.  Scalable and reproducible

4.  Meeting the needs of a meaningful 
      number of people.

“One of the key attractions of SIBs is their ability to facilitate 
collaboration and align incentives between organisations that haven’t 
always worked well together.”

– Dr. Alex Nicholls, 
  Saïd Business School
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THE SOCIAL IMPACT BOND MODEL

 | CONCEPT BY: Dr Alex Nicholls, Saïd Business School, Oxford |



What works, 
what doesn’t  

SIB BENEFITS

Increased private funding 
for welfare programmes 
Meaning? Effective innovations can  
be rapidly scaled.

Reduced state spending 
Because financial innovation leads  
to government savings.

Transfer of outcomes risk
This is achieved through more 
effective state expenditure.  

Co-operation across sectors
How? By aligning the interests 
of all stakeholders.

Diligent measurement
SIBs call for evidence-based methods 
and outcomes prized above outputs.

Enhanced net present social value
Why? Because focus and resources 
shift towards prevention and early 
interventions. 

SIB CHALLENGES 

Realising real savings 
Why? Because payment is for results, 
not the process towards them. 

A distorted market 
Increased power of funders could 
lead to narrowing of focus, and 
exclusion of difficult or unattractive 
service areas.  

Undermining the role of the state
Outsourcing can reduce the 
legitimacy of the state.

Effective measurement
High transaction costs, baselines and 
adjustments all add to this challenge.  

Allocating risk and return
SIBs need to be priced correctly  
in order to attract investors but  
avoid risk dumping.

Exits for service providers
SIBs need to ensure continuity of 
funding, even (and especially) after 
achieving success.

Setting goals for  
Impact Bonds
In November 2012, the UK Cabinet Office and 
Saïd Business School co-hosted a symposium 
on social investment. In attendance were over 
70 field leaders, including keynote speakers 
Nick Hurd, the UK Minister for Civil Society, 
and Jonathan Greenblatt, Special Assistant to 
President Obama.

SIBs were high on the agenda. The message: 
just as a SIB requires clear goals in order to 
perform, so too does the general development 
of SIBs as financial instruments. 

Goal one:  simplify, measure, assess, prove 

A simpler approach is needed to drive down transaction costs and time to 
market. At the symposium, partner and head of social sector funds at Bridges 
Ventures Antony Ross also felt that gathering the right data is crucial, as is 
setting the right metrics that everyone agrees upon. 

“Are SIBs for innovation or execution?” he asked, noting that as an investor, 
the easiest SIBs to invest in are those that employ proven concepts. “Since SIBs 
are not an easy way to access capital,” he said, “philanthropy should be used 
to prove concepts before approaching investors.”

Also, to streamline measurement, one final outcome should be chosen when 
assessing success. “If you pick intermediate outcomes, you will be at risk of 
paying for processes,” said Rebecca Endean of the UK Ministry of Justice. 
Nick Hurd agreed, noting that it’s “difficult to talk about outcomes 
when you have to wait five years to have robust data”.  
 

Goal two:  address privatisation concerns

The risk of public backlash towards privatisation of public services is certainly 
a concern, although this does vary with the perceived social contract between 
governments and their populations. 

To avoid the perception of outsourcing the responsibilities of government, 
well-developed welfare states such as France and the UK need to be 
more conscious of how they frame the move towards outcomes payments. 
Conversely, countries where social services are routinely provided by 
private entities may face fewer privatisation concerns, but potentially 
greater challenges renegotiating contracts with larger, more powerful 
private service providers.

It’s a delicate balancing act. Government involvement in social investment 
should therefore be framed as an adjunct to public services, and not 
a replacement. Additionally, a cultural shift towards paying for 
performance must occur. 

“To promote understanding, we don’t call them SIBs… 
we refer to them as Pay for Success Bonds instead.”  
– Jonathan Greenblatt, Special Assistant to President Obama

Goal three: get more data in more places

More data. Better data. A common language of reference outcomes. 
Standardisation in reporting. All of this is on the outcomes list for more 
effective SIBs. But it’s not just about releasing new data: “We need more 
access to existing data sets,” said Matt Robinson of Big Society Capital. 
“We need to understand what we have and what we need.” 

But we also need to understand the big picture. Jim Robinson from 
the Cabinet Office’s Social Investment and Finance Team noted that 
“measuring and capturing costs and benefits accruing across multiple 
parts of the public sector is one of the biggest barriers to the roll-out 
of SIBs across the UK.” Emma Tomkinson from the Cabinet Office 
Centre for Social Impact Bonds agreed, saying that, “Previously, 
the data requested were snapshots within silos of government.” 
But, evidently, this is no longer enough. 

To this end, the US government is increasing accessibility of IRS data 
on non-profits and corporations, said Greenblatt. And this type of 
benchmarking data is exactly what Social Finance director Louise Savell 
called one of the greatest needs for social finance practitioners: “When 
you go in to talk to the government, they don’t know what it costs for an 
outcome,” she explained. “They tend to pull off the shelf a programme 
that did very well, while the average is about 30% lower than that.” 

Goal four:  pay for success, 
         pursue innovation

“There’s been too much payment for mediocrity and failure in the past,” 
said Nick Hurd. “The way forward is to reward only quantified success, 
clearly a sign of the burgeoning revolution in public-service delivery 
in the UK.”

There’s also a need to design ever more innovative approaches,  
such as social impact funds – for instance the DWP Innovation Fund, 
created by the UK Department for Work and Pensions (DWP) in 2012  
to deliver support to disadvantaged people over age 14 and test the 
welfare benefits generated. 

The DWP distributed a list of outcomes they were willing to pay for  
and completed a two-round procurement process that yielded a total  
of 10 SIBs. “We set a maximum amount we were willing to pay for each 
outcome… [Then] bidders could pick and mix the outcomes they were 
working towards,” said Aisha Riaz from the DWP. 

In social finance circles, SIBs are a topic of hot debate. 
Most debaters do buy into the concept. But, because 
they are still in their infancy, many are waiting for 
evidence as opposed to anecdotes – tested models 
and impact-confirming outcomes to convince them 
that these instruments really work. 

In the meantime, debate continues…
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In the 2014 budget, President 
Obama requested nearly 
$500-million to support 
SIB programs, including a 
$300-million fund (inspired by 
the UK Department of Work 
and Pension Outcomes Fund) 
to incentivise state and local 
governments to develop SIBs.
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Social and commercial franchising share the goal 
of achieving quality-consistent business quicker, easier 
and with less risk. But can social enterprises truly be 
replicated and franchised like commercial chains? 
And if so, will the result be (finger-lickin') good?
By Heather Parker

Kentucky Fried Chicken and Nando's are like birds that  
migrate to new and distant lands. Not just any birds, but 
chickens. They may not be on your gastronomic radar,  
but sure as chips, they’re on your social landscape – and  
on the street corner down the road. 

KFC started in the US and swooped into SA in 1968, where 
it now has more than 500 outlets nationwide. Nando’s was 
founded in Johannesburg in 1987 and travelled swiftly the 
other way to roost in 30 countries on five continents. National 
and international franchising is an integral part of the business 
and branding process – certainly for these two fast-foodies 
who are among the most successful franchise operations in 
South Africa and the world.

Yes, social and commercial franchising share the goal of achieving quality-consistent business faster and with less risk. 
But where they fundamentally differ is in the emotions that drive the business… in other words, their intent. 
Where else do they meet and part ways?  

DIFFERENCE:  
Social franchises prioritise progress over profit.

Much as a social entrepreneur is an entrepreneur who puts social change 
at the heart of his or her activities, so does social franchising. Rather than 
creating profits for shareholders and owner-stakeholders, the aim of social 
franchising is to create social “profits” in the form of benefits or upliftment. 

But can you treat social change like chicken?

A SORT-OF DIFFERENCE: 
Social franchising amplifies process AND passion.

Like its commercial cousin, social franchising “exports” solutions. But perhaps 
more importantly, it creates a network of motivated “franchisees”, all focused 
on the same solutions and issues. 

“Think of the Freemasons,” says Marcus Coetzee, National Coordinator for 
the African Social Entrepreneurs Network. “They fit the definition of a social 
franchise: freemasonry has a precise set of values aimed at improving the 
human condition… plus it’s replicable. And it’s thousands of years old.” 

Clearly, critical mass has its own momentum, and a loose association with this 
kind of energy has infinitely more impetus than unconnected individuals, each 
approaching the issue independently, without a network off which to leverage.

A social franchise case study
HIPPY SA, or Home Instruction for Parents of Pre-school 
Youngsters in South Africa, is an interesting illustration of the 
process around social benefit and scalability.

The organisation started in Israel in 1969 and focuses on three- 
to five-year-old children, their parents and the broader home 
environment. The core philosophy is that parents need to be 
supported in their critical role as a child’s first teacher. But HIPPY 
also aims to build social cohesion, as it works to equip 
youngsters with the cognitive, motor, social and behavioural 
skills they need on entering school. 

The franchising formula is simple and compelling. Companies that have 
survived their trial-and-error phase to find a comfy niche with commercial 
charisma, package the template and then sell it on. Great. The seller’s 
company grows further and the buyer or franchisee has a proven 
template to work from, plus the benefit of a family relationship that brings 
significant support and procurement economies of scale.

And social franchising works in much the same way. In essence, a 
proven social change project is turned into a “franchise”: the core 
elements of the programme or resource are codified into a “template” 
that can be quickly and cost-effectively shared where there is demand. 
Then other organisations or communities – the “franchisees” – are given 
the support they need to achieve the same successful outcomes. And the 
social change spreads as a result.

to KFC or 

not to KFC

SIMILARITY:  
A proven method is repeated… and repeated. 

Commercial franchising uses tried-and-tested methods to drive a  
product or brand into new territories. Social franchising offers a way  
of disseminating social problem-solving processes to meet the needs  
of more communities, over a wider geographical area (at lower  
financial and opportunity cost). In short, it may provide an answer  
to Bill Clinton’s frustrated plaint: “Nearly every problem has been  
solved by someone, somewhere. The frustration is that we can’t seem  
to replicate [those solutions] anywhere else.” 

SIMILARITY:  
Both kind of franchises help to simplify and save. 

Commercial franchises can share and therefore spare resources. But social 
franchises can too. According to HIPPY SA (Home Instruction for Parents of 
Pre-school Youngsters in South Africa), daily management and running costs 
can be amortised and, on every level, it also makes management sense:  
“A professional central unit can focus on the bigger picture of general 
adherence, quality, scale and community-level dynamics at a more macro 
level. It’s also more affordable to have a smaller multi-disciplinary professional 
team supporting larger groups of paraprofessionals.”

Social 
franchising

HOW DOES IT WORK?
Families enroll in a two-year programme the year before formal schooling 
begins. Home tutors come in to role-play and work through HIPPY activities 
with parents and kids – these tutors are trained and paid employees, but 
also local parents and former programme participants themselves. First-year 
activities focus on supporting pre-literacy and pre-numeracy skills. Second-
year activities take learning and development even further. 

HIPPY IN NUMBERS
• The organisation has been active in South Africa for over 20 years.
•  It claims to have served more than 18 000 vulnerable families across 

South Africa through its home visitor network. 
•  It operates in Israel, South Africa, America, Canada, Australia,  

New Zealand, Argentina and several countries in Europe.
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HOW IS IT SPREAD?
While partner-based implementation is the route followed by HIPPY  
in other parts of the world, social franchising is key to the development  
strategy in South Africa. 

In a study brief published by the DGMT Confluence of Ideas and Practice portal 
(www.dgmt-community.co.za), which explains the process that led to the adoption 
of the social franchising model, HIPPY SA makes it clear that it was motivated by 
the tension between social need and diminishing funding. How could it reach 
more families without inflating management costs at the same time? 

“The demands of daily supervisory management are high when working with 
community-based care-workers of varying degrees of professionalisation,” the 
brief explains. “It can only be undertaken by a community-based organisation 
that is physically present in the location where the programme is delivered.”

So social franchising can allow an organisation’s micro and macro needs to be 
addressed. The big, central managing unit will focus on quality, scale, general 
adherence and other macro-level dynamics, while individual “franchises” will 
provide micro attention and the ears on the ground presence the central unit can’t.

THE BALANCING ACTS ALONG THE WAY
Franchising generally involves moving an already existing concept into a new 
geographical area or community. Therefore, many social franchises – including 
HIPPY SA – have had to find a balance between several conflicting needs. 

• CORE ELEMENTS vs EVOLUTION 
   This refers to the need to develop an implementation model that 
   accounts for culturally and geographically varying contexts, and allows 
   for appropriate innovation and adaptation without diluting or skewing 
   the core HIPPY elements. 

• EFFICIENCY vs EASE-OF-USE 
   The organisation must have fair and useful monitoring and evaluation 
   protocols, yet remain transparent and user-friendly for the vastly differing 
   skill bases of the partner organisations. 

• COMMUNITY CLOUT vs OVERALL CONTROL 
    This is a delicate balancing act with which many in the non-profit space 

struggle. “We had to identify appropriate implementation partners with 
enough local footprint and community credibility, while at the same time 
presenting sufficient governance and management controls to assure the 
licence-holder that the brand would remain reliable,” the HIPPY brief explains.

THE CONCLUSION?
Over several years and many iterations, HIPPY SA determined – largely by a 
process of elimination – which outcomes were non-negotiable, and which were 
nice-to-have. Then they worked backwards to develop a codified programme 
implementation process.  

Still, there were some painful and expensive missteps involving over-promising, 
under-planning and initially underestimating the importance of legal minutiae. 
Importantly, “we failed to adequately appreciate the impact that scaling up 
would have on our internal capacity.” 

Nevertheless, HIPPY SA concludes that social franchising can and does 
make idiosyncratic operations – which by definition are dependent on the 
motivation and experience of individuals – scalable into something that is 
both systematic and replicable. 

Plus, it answers a fundamental need: “There is simply not enough money,” says 
National Coordinator for the African Social Entrepreneurs Network, Marcus 
Coetzee. “The developmental need way outstrips the money supply. So this is 
both an expedient and a logical answer.”

US$ 500-million 

The amount, as an asset class, that  
JP Morgan estimates social businesses 
will be valued at in the next five years.

THE AFRICAN SOCIAL 
ENTREPRENEURS 

NETWORK AT WORK

Social franchisers and entrepreneurs 
need to network as much as their 

commercial counterparts. Perhaps even 
more so – in a socially driven business, 
people are a critical source of support, 
inspiration and operational know-how.

You’ll find plenty though the African 
Social Entrepreneurs Network (ASEN), 

a community of people who are 
passionate about addressing social and 

environmental challenges. 

Join or get details at 
www.asenetwork.org.

Social franchise 
in a box

Another case study:

In a world with no landline phones, mobile phones are 
a big part of life. But if there’s also no national power 
grid, finding ways to charge those phones can become 
an even bigger part of life. 

Among the consequences are the fact that people 
choose phones according to battery life, passing 
on power-hungry smartphones and thus excluding 
themselves from the many smartphone benefits in an 
unwired world. They’re also often forced to make do 
without connectivity for long periods if they don’t 
find a charge-source – which can make an already 
challenging life more challenging indeed.

THE NEED 
To offer a simple, affordable solution… ideally one that’s more 
practical than taking a phone to a charging station – often a spaza 
shop with a generator – and waiting for it to power up. 

THE INNOVATION 
The solar-powered, portable (less than 10kg) eChaja, which is both 
a mobile-charging solution and a scalable business opportunity. 

THE DETAILS
An eChaja can be rented or bought by an individual vendor, and set 
up wherever the sun is shining. The vendor can then start charging 
up to six mobile phones simultaneously – and charging users for the 
service. It’s an instant source of income. The pack includes branded 
gear (apron and cap) for vendor visibility, colour-coded charging 
stations and “receipt” tokens, and other guidelines and safety nets.

THE VERDICT 
While eChaja appears not to have defined a set of values, its role in 
helping people stay connected and generating opportunities for micro-
entrepreneurs means it ticks the social franchising box.

www.echaja.com

Inside | Heather

Heather Parker is a journalist, 
editor, UCT MBA-graduate 
and lover of her home city, 
Cape Town. She’s also the 
Legacy Officer in the World 
Design Capital 2014 team at 
the City of Cape Town. The 
team is working with the 
City to identify and further 
develop design-thinking 
culture within City structures. 
Heather clearly loves her job. “There is simply not enough money… 

  The developmental need way outstrips the money  
  supply. So [social franchising] is both an  
  expedient and a logical answer.” 
               – Marcus Coetzee, 
   National Coordinator, 
   African Social Entrepreneurs Network
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Total:

1.  Is the social impact proven and evaluated?     

     If you’re not sure that your project is creating good social value, your time and

        scarce funding may be better spent elsewhere. How do you know? “Ideally, this 

        would involve independent evaluation, but at the very least you need great case 

        studies, stories, surveys… measure key outputs and benchmark against other   

        similar projects where possible,” writes Berelowitz.2.  Has a sustainable business model been 
       developed and demonstrated? 
       Or, what is the long-term money plan?  

3.  Can your project succeed in another place 

       without its main assets?       Without your passion and the commitment of your team, would your project     

        still have momentum? And do you have assets – such as access to buildings 

        – that are not easily replicated in another context? If you can’t easily replicate 

        assets, any potential franchise might be unsustainable.4.  Can your project flourish in other cultures and conditions?
5.  Are there processes, systems, training and procedures 

       developed for delivery and quality?
       This is an essential element of any franchise, commercial or social.

6.  Does everyone from staff to board, 
       and external stakeholders support replication?

       “Replicating your organisation is a significant undertaking,” says Berelowitz,

        “and having all the right people on board is vital.”7.  Are the legal arrangements in place?
       You need proper contracts, especially with regard to your financial affairs. 

8.  Are your brand and values clear?
       Commercial entities are fiercely protective of their brands, 

        and so should you be. If your franchisees don’t share your values, 

        you’re risking everything.
9. Does a significant market exist?10. Is there a supply of willing and able franchisees?

For more, visit www.the-icsf.org.

Got a social enterprise you want to scale up? Dan Berelowitz, 

co-founder and chief executive of the International Centre for Social 

Franchising (ICSF), suggests this 10-point checklist for self-assessing 

your project’s readiness. Sharing this list in UK daily newspaper The Guardian, he proposed 

giving a score out of 10 for each question, where 1 is “not at all ready” 

and 10 is “completely ready”. Then tally them up and consider 

a total of  75 the “pass rate”.
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Lessons from an online 
innovation course 
By Sarah-Anne Arnold

These are the questions asked in the introduction to the  
edX online course, The Challenges of Global Poverty. 
They’re also questions that most citizens of the world and 
students of social innovation would like to answer, or at 
least explore. Including me. That’s how it all began.

My interest in social innovation started during my MBA and grew further 
through the Acumen Fund Leadership Essentials course and its very active 
online community. 

Then, early in 2013, I read a review of Poor Economics: A Radical 
Rethinking of the Way to Fight Global Poverty by Esther Duflo and Abhijit 
Banerjee. The book had won the 2011 Financial Times/Goldman Sachs 
Business Book of the Year Award, and a new course by the two author 
economists was being piloted online at edX for the first time.

This was the course for me.

edX is a non-profit created by Harvard and Massachusetts Institute  
of Technology (MIT) to spread higher education to interested students 
around the world. You sign up if you want to, and complete the course  
if you care to. In some ways, that’s the best way to learn.

I was attracted to the 12-week edX Challenges of Global Poverty  
course because it offers an introduction to development economics, 
starting with the issues of global poverty and the economic models 
that try to explain them, and progressing all the way to the policy 
implications of these models. 

It covers the same topics as the undergraduate MIT course by professors 
Duflo and Banerjee, except it takes place online in a global classroom  
with 40 000 students, many of whom live and work in the areas of the 
cases being studied.

I like that. I also like the methodology and randomised-control trial 
approach to poverty that the two economists have pioneered. I was 
interested in further understanding their in-depth research into health, 
education, entrepreneurship and evidence-based recommendations across 
the board. I signed up to do just that.

Click to start.
 
As with most Massive Open Online Courses (MOOCs), there are no pre-
requisites and sign-up is free. The only cost is your time – about six hours a 
week for watching video lectures (in eight- to 10-minute segments), doing 
readings and completing multiple-choice assignments. 

It works well. A background in economics and statistics is recommended, 
but staff and peers are supportive in filling gaps as the course progresses. 
Material is uploaded weekly and assignments must be completed by a 
set deadline to be officially graded. Forum discussions between students, 
teacher assistants (TAs) and professors centre on the weekly topic. 

The biggest challenge is staying committed to a programme that you 
haven’t paid for and aren’t actually required to complete. It’s easy to forget 
or neglect it. Hence the massive drop-out rate. But if you do complete it, 
you get knowledge for nothing. Some of the best knowledge in the world.
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12 LESSONS 
FROM MY MOOC

edX 14.73x | The Challenges Of Global Poverty

Week 1:  INTRODUCTION 
Ideology, inertia and ignorance. Three factors 
that frequently explain why policies fail and 
interventions don’t have the desired effect. 

#decisionmaking #wrongmodels

Week 2:  FOOD
Even among the very poor, improved 

economic wellbeing has a positive (but not huge) 
impact on calories consumed. 

#nutritioninvestment #returnslargerthancosts

Week 3:  HEALTH
Preventative care, such as bed nets 

and immunisation, lead to costs now, 
but benefits later. 

#lowhangingfruit #choicearchitecture #policy #trustiskey
 

Week 4:  EDUCATION
Poor parents tend to believe that education 

is a lottery ticket and are sensitive to 
actual job opportunities. 

#elitebias #despondentstudents

Week 5:  FAMILY
The unitary versus individual model of the family 
impacts design of interventions like social grants 

or contraceptives. 
#bargainingpower #householdmodel

  
Week 6:  MIDTERM BREAK

Online students take MIT’s spring break too. 
#catchupforumreading

Week 7:  RISK AND INSURANCE
Risk is a central part of life for the poor. 

But stress can actually exacerbate poverty.  
#cortisoldecisions #cortisolbabies

Week 8:  CREDIT
The peril and promise of microfinance – a basic 
model of the credit market tests the not-so-simple 

economics of lending to the poor.
#institutionalform

Week 9:  SAVINGS
Hope has an impact on savings. The challenge is 

building houses, one brick at a time.  
#nothingtolose

 
Week 10:  THE POOR AND THEIR BUSINESSES

Half of the urban poor run their own 
businesses. But the most common dream is that 

their children will work for government. 
#forcedentrepreneurship

Week 11:  INSTITUTIONS
Corruption and inefficiencies are more likely due 
to lack of understanding and attention to detail 

than conspiracy against the poor. 
#ideology #ignorance #inertia

Week 12:  IN PLACE OF A SWEEPING 
CONCLUSION

Big open questions are hard to answer.  
Better to focus on smaller questions and analyse 

what works and how to make it work. 
#randomcontroltrials #evidencebased #progress

SOCIAL INNOVATION COURSES 
COMING UP ONLINE

I N S I D E  |  L E A R N I N G

Inside | Sarah-Anne

Sarah-Anne Arnold is the Programme Manager at the Bertha Centre for Social 
Innovation and Entrepreneurship. In 2011, she completed an MBA at the UCT 
Graduate School of Business, with a thesis on Innovation Adoption in Higher 
Education. She’s also been a graphic designer, a lecturer and a volunteer on an 
expedition to live and work in the jungles of Borneo. In no particular order. 

Online education: 
the massive debate

  50 000 students 
  enroll for the 
  average MOOC  
   (although enrollment numbers can reach 
    up to 180 000)

But fewer than 5 000 
usually complete 
the course  
(completion can approach 20%, but on 
average it’s as low as 7.5%)

These are not great odds. That said, 5 000 students is nothing to sniff at – it’s 20% of the 
students enrolled at the University of Cape Town, but all on one course. According to the New 
Media Consortium (NMC) Horizon Report 2013, MOOCs are the technology trend of the year. 
So online learning clearly has a place in our educational future, even though MOOCs are still 
getting mixed reviews. 

In February 2013, The Chronicle of Higher Education sent an online survey to 184 professors 
who have taught MOOCs. From the 103 responses received, they report that a prof typically 
spends over 100 hours recording lectures and preparing for a course, and then eight to 10 
hours a week running it. That’s a big investment of energy, time, manpower and therefore 
money. Do they think it’s worth it? Once again the answers are mixed:

YES
79%

NO
21%

YES
28%

NO
72%

NO 15% MARGINALLY 41% SIGNIFICANTLY 45%

The internet is not just an information 
highway. It’s an education highway with 
endless lanes and almost unlimited (and 
free) resources on everything from artificial 
intelligence to creating a start-up for 
students to drive their own learning. 

That’s why they’re called Massive Open Online Courses or MOOCs. A massive number 
of people sign up. But a massive number don’t finish what they start. Educational researcher 
Katy Jordan is investigating MOOC completion for her PhD at the Open University’s Institute 
of Educational Technology. Here’s what Katy says:

Are MOOCs worth the hype?
But do you believe that students who  
succeed in your MOOC deserve credit  

from your home institutions?

Do you believe MOOCs could eventually reduce the costs of getting a traditional degree? 

edX | www.edx.org
•  The Challenges of Global Poverty. 
    Starts again in Spring 2014. 
•  Innovation and Commercialisation. Covers 
    from human process of innovating to 
    innovation ecosystems. 
    Starts 16 September 2013.
•  Globalisation’s Winners and Losers: Challenges for 
    Developed and Developing Countries. What should 
    be done to improve outcomes for all? 
    Starts 1 October 2013.
•  Health and Society. Introduces major social 
    variables that affect population health. 
    Starts 15 November 2013.

Udacity | www.udacity.com
•  How to Build a Start-up. Learn key tools for 
    building a successful start-up (or at least 
    reduce the risk of failure). Runs at all times. 

Coursera | www.coursera.org
•  Creativity, Innovation, Change. Explore your  
    unique brand of creativity. Learn techniques to  
    make innovative contributions in your own world. 
    Starts 1 September 2013.

+Acumen | http://plusacumen.org 
•   Among others: Lean for Social Impact,  

Storytelling for Change, Human-Centred  
Design for Social Innovation,  
Acumen Leadership Essentials
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Thinking outside the box means realising that there is no box. It also means asking the right questions that yield better 
answers. The question is, what are you thinking right now? Write it down here. Or innovisualise it. 

Then send it to insideout@gsb.uct.ac.za. INSIDE|OUT is all about getting people to think  
and do things differently to create change. Like changing boxes to triangles.
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