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Co-Creation helps to efficiently address societal issue at 

a large scale 

A strategic lever of action 

One trend that emerges from the work of social entrepreneurs, as 

they seek to effectively address societal issues on a large scale, it that 

it is urgent to tear down barriers between the business, the social 

and the public sectors by introducing new ways of collaboration.  

 

Ashoka has identified this trend as “Co-Creation” and considers it as a 

key lever to achieve disruptive innovation with high social impact to 

address societal issues.  

When social entrepreneurs, businesses and policy makers work hand in hand, they learn 

to collaborate and combine their complementary expertise to find efficient solutions 

and meet ambitious goals 
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Innovative collaboration models that leverage each stakeholder’s 

unique strengths 

“The only thing more powerful than a new idea in the hands of an 

entrepreneur is a group of entrepreneurs working together.” Bill Drayton – 

Founder of Ashoka  

 For Ashoka, Co-Creation is defined as innovative collaboration models, which leverage 

the complementary strengths of different society stakeholders (civil society and social 

entrepreneurs, private companies and/or public institutions) based on a win-win framework. 

 

A Co-Creation project is primarily characterized by:  

Partners from different 

sectors 

who are involved from their 

core business and bring 

distinct areas of expertise. 

Creation of new value 

 Social value but also 

economic value. 

A project that brings about 

change and requires 

“changemakers” within 

partner organizations. This is 

about changing business as 

usual. 
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The win-win framework: synergies that boost impact  

• Expand social impact by 

leveraging the assets of 

corporations 

 

• Generate new sources of 

revenue to reinvest in 

social projects 

 

• Develop new skills and 

knowledge 

• New markets including 

vulnerable populations 

 

• Innovation labs for business 

models  

 

• Stronger CSR positioning and 

social footprint 

 

• Employee engagement  
• ROI of social programs 

 

• Savings on public 

spending 

 

• Reinforcing a “positive 

economy” 

BUSINESSES 

GOVERNMENT 

SOCIAL 

ENTREPRENEURS 
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End of 2012 Ashoka and Accenture conducted a 

study in order to quantify poverty in Europe, 

potential markets to activate by responding to 

these needs and social innovations addressing 

these market failures.  

 

In 2015, Ashoka launched a community of co-

creators. Accenture joined its effort to develop a 

“Co-Creation” toolkit for social entrepreneurs and 

intrapreneurs. 

This study: 

- Includes the analysis of 3 Co-Creation 

initiatives 

- Is based on over 15 interviews carried out 

with key stakeholders involved in these 

initiatives 

 

The evaluation was carried out based on 

respondents’ declarations, adding quantitative 

indicators whenever possible. 

 

The analysis framework was supplemented by 

feedback from social entrepreneurs, business 

representatives and experts attending the first 

presentation of the study in June 2015.  

 

This study was made possible thanks to a pro-bono partnership from 

Accenture France.  

Previous Ashoka-Accenture joint efforts Impact analysis of Co-Creation projects 

Accenture and Ashoka have developed a methodology to measure 

the impacts of Co-Creation projects 
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Social 

Entrepreneur 
Private 

Company 

Social 

Intrapreneur 

Social 

Enterprise 

Public 

Institutions 
Social 

Entrepreneur 

Project initiator Main partner(s) (1) 

ViE 

Co-Creation 

models 

Co-creation of a 

new solution 

Orchestration of 

numerous 

players and 

solutions  

Three initiatives, partnership types and distinct goals 

(1) Here only the key-partners are presented. See the detailed description of the 

cases (slides 20, 22 and 24). 

Implant of a 

proven solution in 

a larger 

organization   

Each project analysed is based on a specific type of Co-Creation 

model  
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The analysis is based on a value chart, jointly developed with the 

projects partners 

The impact analysis relates to societal and economic value as well as to 

the transformation of partnering organizations 

Evaluation chart 

Economic 

value 

Cost reduction 

Risk mitigation 

Intangible assets 

Increase in 

revenue  

Human 

Capital & 

Organization 

Organizationnal 

Model 

HR Strategy 

& Engagement 

Skills  

& Culture 

Assessment process 

D. Evaluation on a 

declarative basis: 
 

− Qualitative: regarding the 

impact on value creation  

− Quantitative: regarding 

the performance indicator 

to justify the score given 

B. Identification of 

stakeholders who 

are impacted 

C. Definition of key 

performance 

indicators 

A. Evaluation chart of the value created  

Note: Detailed methodology is presented from Slide 12 

Societal 

value 

Creating 

awareness  

Quality of life 

improvement 

Greater 

autonomy 

Job creation 

Environnemental 

impact 

Impact on the 

ecosystem 
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The methodology is based on a Value Chart specific to Co-Creation 

Value created 

by Co-

Creation 

Societal  

Value 

Economic 

Value 

The value chart has 3 main branches:  

Human Capital 

& Organization 

Addressing the key societal issues 

targeted by the project (direct 

impact) and induced societal impact 

Expected economic value for every 

partner and stakeholder 

internal / 

external 

internal 

tangible / 

intangible 

intangible 

Impact on each partner’s DNA, by 

incorporating positive practices in 

its HR management 

Value Dimensions Description Outreach Typology 

internal / 

external 
tangible 
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Societal 

Value 

Creating 

awareness 

Quality of life 

improvement 

Greater 

autonomy 

Job creation 

Economic 

Value 

Cost reduction 

Revenue 

increase 

Risk mitigation 

Intangible assets 

Human 

Capital & 

Organization 
Business  

Model 

HR strategy 

Skills 

& Culture 

Category Value Driver Impact 

Environmental 

Impact 

Overview of the impacts of Co-Creation 

Quantifying the impacts of Co-Creation for each value driver 

Comments 

Generic value grid – Sample scores and list of 

beneficiaries to be adjusted to each case 

Impact on the 

ecosystem 

• Time frame: Year XXX  

• Organizational scope: Across all partners 
Very  

Strong 
Average Weak Very Weak 

Quantifying the impact of Co-Creation for each value driver on a scale from 1 to 5 

Strong N/A 
Partner 2 

Public Authorities 
Beneficiary 

Partner 1 

Value generated for: 
H

y
p
o
th

e
s
e
s
 

K
e
y
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Detailed societal value chart 

Societal Value 

Description of value drivers 

Creating awareness  

Improve living 

conditions 

Gain greater 

autonomy 

Category Value driver Key impact measures Key indicators (examples) 

• Reversing current trends by 

prevention, avoiding 

difficult situations 

Number of people affected 

by the outreach effort 

• Access to essential 

products/services 

• Increase in income  

Number of beneficiaries in 

the scope of the social 

action “fund” 

• Through intervention, the 

beneficiaries reach greater  

autonomy  

Number of empowered 

beneficiaries 

Job creation 
• Jobs created through the 

Co-Creation model  
Number of jobs created 

Environmental 

impact 
• Energy efficiency 

• Savings in resources 

Number of people affected 

by indirect environmental 

effects 

Direct 

Impacts 

Indirect 

Impacts 

Impact on the 

ecosystem  
• Changes in patterns and 

societal practices 

Number of people 

affected by an induced 

effect 

Efficiency of outreach 

1. No. of people 

affected 
2. Intensity of 

impact 

Frequency of access to 

vital services 

Purchasing power 

improvement 

XX% of the beneficiaries 

are no longer dependent 

N/A 

Quantity of saved 

resources 

Intensity of change 

• Time frame: Year XXX  

• Organizational scope: Across all partners 
Very  

Strong 
Average Weak Very Weak 

Quantifying the impact of Co-Creation for each value driver on a scale from 1 to 5 

Strong N/A 
Partner 2 

Public Authorities 
Beneficiary 

Partner 1 

Value generated for: 
H

y
p
o
th

e
s
e
s
 

K
e
y
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Detailed economic value chart 

Economic value 

Description of value drivers 

Cost reduction 

Increased revenue 

for partners 

Risk mitigation 

Category Value driver Key impact measures  Key indicators (examples) 

• Productivity improvement  

• Avoided costs 
Increase in productivity by XX% 

• Socially responsible offers 

• Offers for fragile target 

groups 

Increase in revenue 

• Reduced cost of risk 

• Maintained freedom of 

action 

Social entrepreneur’s break-even point 

Intangible assets 

• Repositioning the business 

or the value proposition 

• Brand positioning/first 

mover 

• Strengthening ties with 

stakeholders 

Contribution to the brand image of a socially 

responsible position 

• Time frame: Year XXX  

• Organizational scope: Across all partners 
Very  

Strong 
Average Weak Very Weak 

Quantifying the impact of Co-Creation for each value driver on a scale from 1 to 5 

Strong N/A 
Partner 2 

Public Authorities 
Beneficiary 

Partner 1 

Value generated for: 
H

y
p
o
th

e
s
e
s
 

K
e
y
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Detailed human capital & organization chart 

Description of value drivers 

Human Capital 

& Organization 

HR Strategy            

& Engagement 

Skills 

& Culture 

Category  Value driver Key Questions 

Governance 

Vision & Objectives 

Attractiveness 

Retention 

Human Talent 

New skills 

Innovation 

Which changes to decision-making methods? 

Has the vision and objectives of the organization evolved, in 

particular by including a societal vision?  

Has co-creation contributed to greater awareness of top 

leadership about the organization’s potential to address 

societal issues? 

Has Co-Creation been used as an argument in recruiting? 

Has employee satisfaction increased through the recognition 

Co-Creation provides? 

Have new talents been acquired as a result of a Co-Creation 

project? 

Have new skills been developed? (taking initiatives, creativity, 

collaboration, empathy) 

Has  a culture of collaboration emerged?  

Culture and values 
Have there been changes in behaviour? What type of values 

have emerged? 

Collaboration Have internal and external collaboration approaches evolved?  

Organizational 

Model 

…SKILLS & 

EXPERTISE… 

…ENGAGING VITAL 

STRENGTHS… 

…COLLABORATING 

TO SUCCEED… 

• Time frame: Year XXX  

• Organizational scope: Across all partners 
Very  

Strong 
Average Weak Very Weak 

Quantifying the impact of Co-Creation for each value driver on a scale from 1 to 5 

Strong N/A 
Partner 2 

Public Authorities 
Beneficiary 

Partner 1 

Value generated for: 
H

y
p
o
th

e
s
e
s
 

K
e
y
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Suggestions and resources to improve impact measurement 

A few recommendations:  

Additional resources suggested:  

• Wherever possible, establish an initial baseline before the start of the Co-Creation project in order 

to better isolate their impact compared to other variables (strategic orientations, cyclical effect 

related to market risks, etc.)  

• Don’t hesitate to use proxies in order to start (the 80/20 rule applies, document structural 

hypotheses)  

• Find a balance between measuring short-term and long-term benefits 

Creation of standard indicators (example from Mix Market in microfinance  

http://www.mixmarket.org) 

Societal 

value 

Economic 

value 

Human 

Capital & 

Organization 

IRIS basic indicators - www.iris.thegiin.org 

SROI – Social Value UK – www.socialvalueuk.org 

Social Impact Analysis Association SIAA – www.siaassociation.org 

Boehringer Ingelheim’s approach to measure results of collaboration 

http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-

organizational-engagement-a-practitioners-guide-2015-ashoka.pdf 

Employee engagement survey  

Tools to measure innovation ROI 

http://www.mixmarket.org
http://www.iris.thegiin.org/
http://www.socialvalueuk.org/
http://www.siaassociation.org/
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf
http://www.ashokacocreation.org/uploads/medias/actualites/documents/79-organizational-engagement-a-practitioners-guide-2015-ashoka.pdf


17 

I.   Co-Creation, a Strategic Lever for Greater Impact 

II.  How to Measure Impact? 

III. Focus on the Value Chart 

IV. Analysis of Three Co-Creation Projects 

V.  Conclusions & Next Steps 

Table of Contents  



18 

1. Overview of CRESUS & French Postal Bank collaboration (la 

Banque Postale)  

Societal issue 

Excessive debt situations  

affecting households  

Entry barriers 

Social entrepreneur: 
• Unable to detect excessive debt situations 

before a crisis hits  

• Uncertainty on the long-term financing of his 

model  

Bank: 
• Need for expertise to support clients for a 

better management of their budgets beyond 

banking services 

Co-Creation Model 

Which societal issue does the Co-Creation project intend to solve? What were the barriers that you couldn’t overcome alone? 

People facing a situation of excessive debt 
Who are the direct 

beneficiaries targeted by this 

social action? 

Social 

entrepreneur Partner 

• Jean-Louis Kiehl (CRESUS) 

• Mouna Aoun (La Banque Postale) 

• Enable bank clients to regain social, 

familial and economic dependency 

• Early prevention and sustainable way out 

of excessive debt 

• Reduction of the number of loan defaults 

and better management of clients’ debt 

situations 

• Banks gain a socially responsible image 

• Bring expertise, tools and personalized support 

to fragile clients of La Banque Postale 

Financement 

Value Proposition 

Leaders 

Impact 

• Be able to prevent and identify beforehand 

people with financial difficulties 

• Find a durable source of funding for the model 

Challenge 

Role 

• Create a system to identify fragile clients as well 

as an intermediary platform through which they can 

receive personalized support from CRESUS 

• Support individual clients facing a fragile 

financial situation towards a better management 

of their budget 

Role 

Challenge 
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0
1
2
3
4
5

Augmentation
des revenus

Réduction
des coûts

Réduction
des risques

Actifs
Intangibles

0
1
2
3
4
5

Sensibilisation

Amélioration de la qualité
de vie

Sortie du besoin
d'assistance

Création d'emploi

Impact environnemental

CRESUS creates value beyond the partnership and sustains its social 

action through its widely replicated business model 

98% of  interventions led 

to a sustainable 

improvement for the 

affected households 

43,850  new 

households 

supported  in 2014 

250 jobs created or 

maintained 

Societal Value Economic Value 

+100% turnover in 2 years 

for CRESUS 
La Banque Postale 
CRESUS 

Beneficiary 
Public Authorities 

Value generated for: 

9 K€ saved per 

case submitted to 

CRESUS 

1 K€ saved per file per 

public sector (over-

indebtment commission)  

30% of CRESUS revenues put into cash reserves 

Each partner limited to 5% of total turnover 

Human Capital & Organization 

Credibility and expertise from an independent external player. 

Reinforcement of La Banque Postale’s banking inclusion strategy 

with an expanded offering. 

Alignment with its brand promise being a “Citizen Bank”. 

Motivation also visible through volunteering and mentoring of 

employees. 

Involvement in lobbying actions for banking inclusion through 

education alongside CRESUS. 

La Banque Postale 

Organizational 

Model 

HR Strategy 

& Engagement 

Skills 

& Culture 

Implementation of trainings and new processes. 

Organizational flexibility. Agility to adapt to the partners’ 

culture while respecting its own values. 

Attraction and recruitment of finance experts. Synergies 

among field employees. 

Motivation driven by work satisfaction over wages.  

Enrichment of the knowledge base.  

Reinforcement of governance and professionalism.  

Transition from a passive treatment to a proactive treatment. 

CRESUS 

Co-Creation impact 

declared from 1 to 5 

4 

4 

5 

4 

4 

3 

x Awareness 

Job creation Greater autonomy  

Quality of life 

improvement 
Environmental Impact 

Revenue 

increase 

Intangible 

Assets 

Cost 

reduction 

Risk 

mitigation 
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What societal problem does the Co-Creation project intend to solve? 

Societal issue 

Societal issue: 
Overweight/ obesity among children and 

their families, particularly affecting socially 

vulnerable households  

Estimated scope: 
16% of the population in France, but over-

representation among blue collars, with 

21.4% against 8.5% among executives 

(Figures from the Ministry of Health 2013) Entry barriers 

Social entrepreneur: 
• Difficulties to overcome the prejudices that only experts 

and large NGOs can tackle nutrition issues 
• Do not limit yourself to short-term actions only  dealing 

with raising awareness 
Public partner: 
• Need to make health and nutrition information more 

accessible, too often spread with medical terms. 
• Need to have tools and methodologies to efficiently take 

action against overweight among children 

Co-Creation Model 

What were the obstacles that you couldn’t overcome alone? 

Who are the direct beneficiaries 

targeted by this social action? 

Social 

entrepreneur 
Partner 

• Sandrine Raffin / Linkup Board 

• ViF Association Representative 

• Local Project Manager appointed by the 

mayor of each partner city  

Prevent overweight and obesity situations 

among children, promote well-being and 

access to healthcare, and help to eventually 

reduce social inequalities related to health 

Within a few years, dramatic decline in 

overweight and obesity among children from 

13% to 51% in the pilot cities 

Value proposition 

Leaders 

Impact 

• Turn local stakeholders into permanent 

channels to reach the population and increase 

the impact  

• Legitimize the action of mayors and city 

council teams on health prevention 

Challenge 

• Enhance a Collective Impact approach based 

on community mobilization  

• Use social marketing techniques to guarantee 

the impact of the actions undertaken  

Role 

• Taking action to effectively prevent and fight 

overweight and obesity among children 

• Reach the population on various fields (food, 

physical activity, education, sleep, health …) 

• Encourage and facilitate the involvement of all 

local stakeholders at the very heart of the city 

Role 

Challenge 

Families with children of 0-12 years old 

ViF Association supported 

by Linkup Cities of France – Town Halls 

2. Overview of “Healthy Living” (Vivons en Forme)  working along 

cities & local governments 
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0
1
2
3
4
5

Augmentatio
n des…

Réduction
des coûts

Réduction
des risques

Actifs
Intangibles

0
1
2
3
4
5

“Healthly Living” increases its social impact and generates 

significant savings in public expenditure 

Societal Value Economic Value 

Value generated for: 

More than 10,000 
people reached 

Human Capital & Organization 

Ongoing commitment from partners. Expanding scope of 

action. Improvement of social marketing and collective impact 

methods.  

Interest in the subject and in the underlying values. 

Participation in concrete projects with visible results in the 

field. 

Work in co-construction and with experts in various fields. 

Energizing effect from the partnership, cohesion, 

establishment of a steering group. 

Innovative methods and tools supporting social action. Getting 

used to the private sector marketing  methods. 

The partnership is maintained even with changes in political 

leadership. 

Employee satisfaction improvement. 

Efforts to gather local stakeholders usually not involved in city 

council matters. Alignment of the city’s health measures with the 

National Nutrition Health Plan.  

Vivons en Forme City council  

Private Sponsor 
Vivons En Forme 

Bemeficiary 
City council 

-13 to -50% 
decrease in obesity 

250 “field” 

advocates 

150 jobs directly 

created(1) 

250 partner cities generating an average annual income of 

320 € so up to 80K € to fund the program. Each new city 

or suburban area partners contributing up to 5K € 

87 K€ avoided per 

person permanently 

getting out of 

obesity 

5 

3 

5 

4 

2 

5 

Co-Creation impact 

declared from 1 to 5 
x 

Organizational 

Model 

HR Strategy 

& Engagement 

Skills 

& Culture 

Awareness 

Quality of life 

improvement  

Greater autonomy Job Creation 

Environmental Impact 

Revenue 

increase 

Intangible 

Assets 

Cost 

reduction 

Risk 

mitigation 
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Societal issue Entry barriers 

VINCI: 
- Constrained by increased regulatory requirements of hiring long term 

unemployed people 

- Need to fill legal requirements to recruit such profiles by law (clause 

d’insertion)  

- No consistent career path for people back to work as most social 

enterprises struggle to target the right profiles for construction sites  

- Social enterprises 
- Lack of understanding of how companies operate 

- Not used to interacting with the private sector 

Co-Creation Model 

What societal problem does the Co-Creation project intend to solve? What were the obstacles that you couldn’t overcome alone? 

Who are the direct 

beneficiaries targeted by this 

social action?  

Social 

intrapreneur 

• Arnaud Habert, intrapreneur with Vinci  

• Representatives of social enterprises 

 

• Ensure tailored back to work programs for 

populations struggling with employment 

• Facilitate dialogue between social 

enterprises and employers 

• Ensure that social employment clauses 

become assets instead of constraints 

• 632,000 social work hours in 2014 

• 1,737 people helped in the process in 2014 

• 400 social enterprises rallied 

Value Proposition 

Leaders 

Impact 

• For VIE: improving collaboration between the 

commercial sector and the social sector  

• For VINCI: challenge to comply with  

increasing legal requirements in tender bids 

Challenge 

• Help VINCI subsidiaries meet social employment 

requirements 

• Increase social enterprises skillset 

• Ensure a sustainable path toward employment 

for back to work recruits 

Role 

Long-term unemployed people back to work  

Partner 

• Understand and interact efficiently with 

employers to help excluded populations get 

back to work sustainably  

• Source social employment workers for 

corporate employers 

• Respond to their social needs 

Role 

Challenge 

ARES 
and several other 

social 

enterprises 

VIE 

Societal problem: 
Existing solutions for employability and professional 

integration are working in siloes and are inadequate 

to solve complex back to work issues. 

Estimation: 
3-4 million “back to work” hours to be offered (French 

program of “insertion through work”)  

4 million unemployed people 

3 million unfilled positions  

3. Overview of VINCI Insertion Emploi (VIE) and Back to Work 

Programs 
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qualité de vie

Sortie du besoin
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Création d'emploi

Impact
environnemental

VIE fosters collaboration between social enterprises and the Construction 

industry 

Societal Value Economic Value 

Value generated for: 
+ 1500 € average 

revenue per person 

enrolled in the Back to 

Work program(**) 

(*) Full-time equivalent 

(**)Based on a minimum wage integration salary and on a VINCI net salary of 1600 €, excluding the social employment enterprise coefficient  

Human Capital & Organization 

Professionalization of ARES. Transition from selling back to 

work hours to adapting the model to other sectors (logistics & 

waste management). 

High-quality job opportunities for beneficiaries, 

professionalizing  career paths, providing pride in working for 

a leader in the construction industry. 

VIE makes the access to new clients from the VINCI group 

easier for ARES. Processes are well structured in order to win 

new markets. 

Reinforcement of the HR department. Having an innovative back to 

work program is a competitive advantage for the VINCI group. 

Pride of VINCI employees to be associated to VIE. 

Internal integration with the back to work program 

ARES VINCI Insertion Emploi 

ARES 

Beneficiary 
Public Authorities 

ViE 

26% of people enrolled in the 2014 

program hired by VINCI or its partners 

and the majority of other people 

pursuing their career 

+ 330% turnover 
between 2012 and 2014 

+ 65% of back to work 

hours assigned by VINCI 

between 2012 and 2014 

- 25% workforce 

costs  

3% turnover among back 

to work recruits in 2014 

5 

2 

4 

5 

4 

5 

Co-Creation impact 

declared from 1 to 5 x 

Skills 

& Culture 

Organizational 

Model 

HR Strategy 

& Engagement 

Greater 

autonomy  

Awareness 

Quality of life 

improvement 

Job Creation 

Environmental Impact 

Revenue increase 

Cost 

reduction 

Risk 

mitigation 

Intangible 

Assets 

420 full time back 

to work jobs at 

VINCI in 2014 and 450 

hires(*) 
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Co-Creation models generate tangible societal and economic 

results and value human capital 

Additional value is created by the 

development of new highly-

valuable competencies, high 

engagement and transformation 

of organizations 

Jobs are created 

Securing the financing 

of their social mission 

is crucial for social 

entrepreneurs 

Societal impact is sustainably 

created and benefits everyone. It 

leverages the co-creation model 

to spread further.  

A relationship of trust between 

parties and the recognition of 

one another’s objectives are 

essential 

The establishment of clear 

governance and a dedicated 

reporting system are a 

prerequisite to create and 

sustain partnerships 

Assumptions confirmed by the study Key success factors 
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Next steps: improving evaluation methods in order to support and 

facilitate the development of Co-Creation initiatives 

Improving the quantitative 

impact assessment  

 

• Provide co-creators with 

the tools to increase their 

analytical abilities 

 

• Develop and manage 

indicators of performance 

applied to Co-Creation 

projects 

 

• Develop up-to-date 

methods of impact 

assessment 

Broadening the scope of 

Co-Creation 

Sharing a common 

analytical framework for 

Co-Creation projects 

 

• With the help of the co-

creators community, refine 

the analysis framework of 

the value created in three 

key areas: 

- Societal 

- Economic 

- Human Resources & 

Organization 

 

• Publish a common 

framework for assessment 

 

• Move from a financial 

sponsorship to a Co-

Creation partnership  

 

• Engage public authorities as 

full partners of social 

innovation projects 

 

• Broaden the scope by 

collaborating with other 

companies  
 
 

Three main dimensions should be further researched:  

Medium term Long term Short term 
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We want your feedback  

We hope that this study will be useful. Co-Creation is still an 

evolving practices and the tools also need to evolve. If you have 

read or used this study, we would love to hear from you at 

sschmidt@Ashoka.org.  

 

• What did you like best?  

• Any suggestion for clarification, additions or topics that should 

be further developed?  

 

Thank you! 

  

 

 

  

 

 

mailto:sschmidt@Ashoka.org

