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 Academische opleidingen
* Economie en Managem

e Taal en Letteren
e Rechten

* Professionele opleidinge

* Handelswetenschappen en
Bedrijfskunde

* Gezondheidszorg
* Lerarenopleiding




1. Focus => breed of geconcentreerd?

2. een interne “mini scan”
e kernteam

3. vervolgens de officiele audit
e 2 managers - 7 docenten - 4 studenten

=> Strenger tijdens de mini scan dan door




p
1.1 Visie
12 Beleid
1.3 Communicatie
14 Interne milieuzorg

PLAN 37 Netwerk
El Expert-groep
23 Ontwiklkelingsplan personeel
2.4 Onderzoek, externe dienstverlening
3.1 Profiel van de afgestudeerde
3.2 Onderwijsmethodologie
33 Eol van de docent
34 Toetsing
DO 7 Curriculum

4.2 Geintegreerde probleemaanpalkc
43 Stages, afstuderen
4.4 Specialisme
5.1 Waardering door medewerkers
5.2 Waardering door studenten

CHECK 5.3 Waardering door werkveld
54 Waardering door maatschappiy

b <0

@ Huidige siruatie Keurmerk **

e Gewenste situatie

% Prionteiten

K eurmerle ***
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2 sterren betekent concreet

1.

2
3.
4.
5

Activiteiten-georienteerd

Proces- georiénteerd -
Systeem- georiénteerd

Keten- georiénteerd

Maatschappij- georiénteerdgeorienteerd

Onze aandachtspunten :

Milieuzorgsysteem en rapportering

Bevragen, meten en trends




nuttig instrument :

* Dbiedt een houvast, geeft integraal
overzicht van Plan-Do-Act-Check
methodiek

« top down & bottom up engagement
nodig om te blijven groeien

* compatibel & erkend : met
kwaliteitszorg, voor accreditatie

(bi'|zonder kwaliteitskenmerk =



* uitgevoerd op Milieu en Preventie
Management,

* quick win, snel uit de startb

e automatisch een transversa
op organisatie

okken

e Impact

e potentieel risico op valse start bij de
andere opleidingen die (nog) niet

kunnen aanhaken.



* Op korte termijn

* Evaluatie uitbreiding naar Faculteit
Economie & Management (Accreditatie)

* Op lange termijn

* Alle academische & professionele
opleidingen



‘v LAB

INNOVATION
% OSTIRN AR



Propelling Social Business
Innovation

[ ]
¥ PROPELLER

OPEN INNOVATION

Innovation Services

VN

Yo? Research

SELUga

Social
Business
Innovation

INNOVATION
& ACTION LAB

Incubator for
Social Entreprene

Hosts Social Innova
Projects & Researcn»
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The [ ]
Global ﬁ A
Institute : [ S
ESsT thehub
I-propeller has unique access to and intelligence

about social entrepreneurs and social business
Innovation
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1. Incubator for social entrepreneurs

* Selection of +/- 5 social entrepreneurs per
year

 Stimulating environment

> Four new Social Enterprise initiatives have

been launched at the |& A Lab: Produrb, The
Hub, Groovy Green, Sunthing

> About a dozen Social Enterprises prospects
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Meesterproeven studenten 2008-2009

* SOCIAL ENTERPRISE START-UPS AND INVESTMENT
CAPITAL: THEORY AND EVIDENCE

* FIGHTING POVERTY IN AN ENTREPRENEURIAL WAY:
EVIDENCE FROM BELGIUM

* SOCIAL MARKETING AND SOCIAL CHANGE: EVIDENCE
FROM SOCIAL ENTREPRENEURS AND EXPERIMENTS

* HRM AND SOCIAL ENTREPRENEURSHIP:WHAT’S MISSION
GOT TO DO WITH IT?

 DESIGN A BUSINESS PLAN DESIGN
ENTERPRISE: “EXIT & STRESS” SUPPOR
ENTREPRENEURS

* OPEN INNOVATION IN BELGIUM

FOR A NEW SOCIAL
T FOR FAILING



Business cases

Cambio,

Max Havelaar,

Ello Mobile,

BUSINESS CASE BRIEF NR. 3: CAMBIO

By Marieke Huysentruyt and Kris Moonen*

KEY WORDS: SOCIAL MARKETING, PAY FER USE VEHITLES, BEHAVIOURAL CHANGE.

Taxistop and Cambio
Back in 1978, a nonprofit called the “Cen-
tre for Pasitive Use,” today better known as
“Tanistop,” was founded with the ambition
to devise new services that enable us, the
consumer, o mmprove the poe of existng
goads and means. Spurred by the motto
“more is brss,” Tasistop has since launchead
0 wide range of popular initiztives finitally
Ini Fianders ocaly, but today in the whole of
Belgium], induding schodipooling, event
pocling, home exchange, homesizing,
zirstop, homesthing, and =urostop. For all
these intiatives, Taxstop criticalfy s=t up
the "mizsing” interface or platform whers
demand for 2nd supply of each of thes=
servicas [eg, international hitchhiking and
pick-up service for people with limeted
mohility) can meet and affectely rans
act The car-sharing service iz one of the
more recent intiatives launched by Tass
top, this time n partrershio with the Ger
man Cambio-group.

Inanutshell, the car-sharing servics ezsen-

tially consists of & Baet of well-masntzined
cars, parked at fxed, especally reserved
and readily accessible car stands spread
across major dtes soross the country, so
that these cars can be used by the system’s
members whenever and for how lang the
latter want The serice = prmarily tar
geted at people who only need 2 cr from
time to tme, or occasionally need o sec.
ond car, or reqularly drive a small city car
‘but at times need 2 larges one. Apart from
the comfort, Beablity and cost-savings it
can bring, the service also discourages im-
pukive drving and can thus helo reduce

car emissions and pollution

Cambic has only & mited
markating strategy &= one of the oritical

= Develon 2 3807 markeding stratsgy aimed at gettng more
paaple an hozed in cties that already have | or more Cam.
bio Incationis). Eo., evaluate to which deagres = role for the
mﬂimckmn&ndmmrl}mrﬂls.pmﬂ*urhﬂﬁu

Busines: Model

To jain the carsharing syst=m, members
mast pay a Eat one-time registration fee
deposit, and monthly adminstration fze
Then, they simply pay for their isage of 2
car. Prices vary by type of carn by duration
{hoarly rate, daily rate or weekly razel by
distancs traveled (peskm)

In recent years, Camhio has also scught to
diversify its service offering and =xpand
its custoemer base by partnenng with sew
eral Public Transport companies. De Lijn
ard MIVE, for instance, two public trans-
port companies operating in respectively
Flanders and Brussels, are shareholders of
Cambig, and have committed to praomaote
the Cambéo-concept through its comimu-
nication channels Cambio has simiarly
partnered with their Walloon counterpart,
TEC. Furthermore, in neary swery city
whers Cambnc is active, owness of s=ason
tickets for publc transport are offered 2
reduced price for Cambic’s car-sharing
seTvice,

C ication with Candid

Members

In its communications (=.g. via its websitel,
Cambio emphasizes primarily the S
ity and mmfw’t that its service offers.
Members can make 2 reservation 2407 via
phane or website, book 1 carby the hoor,
an a daily or weekly basis, spontanecusly
ar much in advance. Furthermare, all cars
are regularly maintained and fulfy insured
And, srce there & spedel dediceied
parking space in sach major dty, members
need nat worry 25 much 2 boat Ending 2
parking slot — this is no trivial benefit goven
that 10 to 20 percent of 2l city traffic = ap-

jio is curmently up against.

hmhnrsmbelndshumirﬂkzq:mmlnd&b
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pa!:na' due to people irying o find an
= parking space.

Diespite the various benefits that Cambio
car-ghaning it remains 2 niche serece phe-
riomencon. Lacking an in-depth analyss of
the customer profile, we noticed that the
share of mainstream customers, &g cor
porations, Universties Ekm Gent Leuven
‘Wlenck management school. . is growing.
The concept still mainty appeals to 2 spe-
cific consumer segment, in parboular the
alternative, grassrool consumess. Wari
ous factors underlie ths, of which several
are listed below. First, the mainstream car
owner is otill unfamifar with the car-sharing
concept — a concept, which because of its
niowelty, tends 10 unleash consumer suspi-
cion. An additioral difficulty relates to dit-
fizult to effectively provoke 2 “behavioural
change”: of those who appreciate the ap-
parent consurner benefits that c2rsharng
can bring, only & small fraction also acts
upon those beliefs and joins the Cambio
system. Indeed. it is hard to overestimate
thes drew of the “status qua.” Furthermore,
many perceive & car as 8 status symbaol or
ameans ta experience indvidual reedom
Relatedly, carshanng is often still thought
of as “=mergency solution” for those who
cannot afford ‘& car of ther own. Finally,
the emiranmental berebts of not ownng
= car are far l=ss visible than p

a fuel-efficient and technically innovative
“gre=n car”. Again, thisimplies 2 particular
challenge to the marketing of the Cambio
car-sharing service. Finally, because fusure
financial, environmertal and tme savings
due to less impalsive drivng Behavigur are
difficult to prove towsrds potential cus
tomers and may even not be perceived 25
an advantage.

budgat at its disposal. In spita of this constraint, devising and implamenting an innawative
challanges

» Less dencely popidated areas or dties are more dificult2reas
1 panetrate with o pay per Use business modsls, like ther af
Cambin. M.uhﬂlzmg & critiza] mass is crudial for the profitshle

of its mmdluum‘ﬁn,pmnfhw
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INNOVATIE
CHALLENGE

Develop your innovative business-
concept on eco-design and energy use

Two subcategories
e design sustainable housing for the poor
e design a sustainable campus for the HUB

INNOVATION info: wwwi-propeller.com/ lab
& ACTION LAB Contact: kris.moonen@hubrussel.be|
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Trend ?

In EU is +- 16% arm = 72
miljoen mensen (Brussel

20% armoede ) Tot 30% van inkomen
s aan energie ten koste
: van gezondheid,
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Think !

Nieuwe

businessconcept

en
Hogere
efficientie

]




Trend ?

Van 6 HUB

campussen -
naar ... P
Sustainabil
00 oo
e LONDON SCHOOL @

oF ECONOMICS anp
POLITICAL SCIENCE
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* |Integratie van het businessplan traject
In het curriculum

* Diverse :
e Catering (campagne duurzame voeding)
* Energie (dikketruiendag)
* Interne professionalisering
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