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THE CAMPUS

The Foundation is located at the Nike Headquarters
in Beaverton, Oregon. The campus is stunning, with
pristine soccer fields and beautiful Nike employees
running around fully armed in the Nike brand from
head to toe. There is a huge man-made lake in
the middle where geese flock, and my office has a
great view facing the water. Parking is always an
adventure, with a lovely 20 min walk across campus
to the building where the Foundation is located.
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WORK ENVIRONMENT

The Foundation offices are separated into smaller “studio hubs” for each
department. The Innovation Department’s area is painted bright sky blue and is
called “The Well”- a tribute to the space where most people in rural areas meet
to exchange ideas and socialize. The office itself is painted with vibrant colors,
and huge canvas posters hang with the Girl Effect Manifesto quoted all around.
When you enter, the first thing you see is the phrase “The revolution starts with a
12-year-old girl”... pretty powerful to be reminded of this every day :) There -

are also beautiful canvas prints of girls from around the world. %f'%’;‘:‘
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( % Girl Effect
Design Studio

IMPLICATIONS FOR
THE BUSINESS MODEL

Analyzing case study examples within the

current ‘social business’ landscape and festing &

ideas against their approach gave feams the
opportunity to identify viable and sustainable

business models for ir ion. Students *
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focused  opportunities based on  specific
considerations within the business model
canvas framework, which includes analyzing:
partnership  strategy, material  sourcing,
sales strafegy, value proposition creation,
monufacturing options, marketing strategy,
financial modeling, disfribution channels, and
implementation roll-out strategy.
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The overarching goal was to unleash the girl effect by generating new
thinking and radically affordable solutions with sustainable business
models that would impact and serve as leverage for the economic
advancement for girls across communities globally.

CONFIDENCE
+ CREATIVITY

<74

IMPACT CLUSTERS

Throughout the course, students  identified
important values fo dlign when designing for
girls, and what kind of impact that would hove
on their self-esteem and day-to-day lfe. It was
imporfant for ideas fo foster around building
creativity and confidence, becoming & common
thread across all feams. Diving deeper; final
projects fell within common themes such as:
skill-building /education, health/hygiene, self-
expression/play, and saving fime.

7 STUDENT TEAMS

7 trans-disciplinary teams were formed between
Yole School of Management and Art Center
College of Design. The challenge included
designing physical assets and plausible business
model options simultaneously. Working virtually
and remotely, the students shared knowledge
ond ideas through blogs, social media, and
virtual forums. Despite the inevitable moments
of bad infernet connection, there was never
a lack of passion for problem solving- with
shared goal of being researchers, designers,
strategists, and inventors alike. Together, the
teams created 7 project proposals that include

sustainable designs, and realistic business model
strategies for o global scale.

| was asked to prepare an office-wide presentation
recap of the Fall 2014 Girl Effect Sponsored Studio
course and project outcomes from all the teams. It
was important to show how this was a collaborative
trans-disciplinary process where students had to design

and create plausible business models simultaneously. |

analyzed the common threads between the seven student
projects, as well as how they evolved individually while
maintaining the overarching goal and impact on girls.
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The Asali Collective is a cooperative that feaches skills through
the art of Beekeeping. This environmentally responsible method
of income generation teaches young girls the value of learning @
tangible skill, and exposes them to a community of friendship and
mentorship. The swarm catchers and starter hives are tools used
to help start local bee colonies. Girls learn how to make goods
like candles, honey, candy, and ointments, which they sell locally.
Part of their proceeds are used to pay back for the hive in small
manageable increments as they improve their harvesting skills.

GIRL EFFECT STUDIO
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INTRODUCTION

The Asali Collective™ project stems from a University-led sponsored project at the
Art Center College of Design in Pasadena, California. We were given 14 weeks fo
research and design solufions to the following challenge:

How migh
the globe

s living in por
girl effect?

<o Studio wos held Fall 201 4
and Product Design Department ot Art Center College of Design, Yale School of
Management (SOM) Design & Innovation Club, The Nike Foundation Design &
Innovation Team, and fuseprofect. This 14-week studio was dedicated fo designing

d i e e SHrordobi hysical

assefs (products and systems) that are currently not available fo girls living in poverty.

ASALI AT A GLANCE

oW,

The Asol Collecive™ is @ cooperafive the feaches skl
of Beekeeping. This

method of income generation feaches young girls th value of

learning o tangible skill, and exposes them fo o community

THE ASAL TEAM

The Ascli feam includes 5 students from the Yale School of
Management and Arf Center College of Design. Our areas
of discipline include: Product Design, Environmental Design,
Graduate Business Administration, and Groduate Industriol
Design. Together we designed physical assefs and plousible
business model options simultaneously. Working virtually and
remotely, we shared knowledge and ideas through blogs, sociol
media, and virtual forums. Despite the inevitable moments W

of bad infernet connection, there was never o lack of passion
for problem solving- with a shared goal of being researchers,
designers, sirategists, and inventors alike.

of friendship and mentorship. The swarm caichers and starfer
hives are fools used fo help start local bee colonies. Girls learn
how fo make goods like candles, honey, candy, and ointments,
which they sel locally. Part of their proceeds are used fo pay \
back for the hive in small manageable increments as they Annie Shin, Loura Onelio, Ong Wengnawo,  Rebecca Blum,
improve their harvesting skills. Environmentol MBA Product Design MBA

Design Yale SOM Yale SOM

Mariona Sommo,
Grad Industriol
Design + MBA

THE ASAL MODULAR HIVE THE ASALI MODULAR SWARM CATCHER PRODUCT BENEFITS 'SWARM CATCHER TO BEEKEEPER

infoknowledgeable and experienced I! I! ! !
beekeepers. Girls are infroduced fo As their swarm grows so
swarm  cofching and does their hive, and the
5 learn cbout the bee girls learn the skills of
lifecycle managing o bigger hive /

STUDIO PROJECT FOLLOW-UP

The project | was a part of during the sponsored studio course was the Asali Collective- a concept

$36/Hive

Inspired by Kenyan Top Bar Hive

$15/Catcher

Designed four younger girls os a learning

tool to engage with beekeeping The Asali hives and Swarm Catchers
are engaging educational fools for
girls that teaches o fangible income-

Combination of manufactured & locally

sourced materials Portable, lightweight, can be easily hung

= ~ generating skill. The physical structure
is modularly designed so it evolves
ond grows as the young girls mature

focused on environmentally responsible methods of income generation for young girls, by means of
a community-based cooperative program that teaches various skills through the art of beekeeping.
During the research phase, we had made valuable connections with several NGOs working to
bring beekeeping techniques to rural populations around the world. Post-studio, and as a part of
my work at the fellowship, | would be following-up with these organizations to see if our concept
and beekeeping product solutions could be tested within the communities they currently serve.
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Through collaboration with Conrad Bérubé, Founder
of NGO Bees For Babar, and technical trainer with
NGO The Bee World Project, the Asali Collective
was given the opportunity to send two swarm catcher
prototypes to Conrad for field research and testing
during his visit to Uganda in January 2015.

ASALI FIELD TESTING
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WHY ARE THERE
SO MANY IMPACT
PROJECT THAT FAIL
LIVELHOODS TO REACH THEIR
PENTAGON - MAXIMUM SCALE
Sao P ’ POTENTAL?

Another objective of my fellowship research was
to examine the global landscape of social impact
projects with a focus on physical tools and assets. Due

s with a focus on physical 1 "
MAIN RESEARCH 1. lc toncrer care avatable, 1 woud iy

the projects that have successfully scaled, analyze the
findings, and determine the key factors relevant to
why they reached maximum scale potential.
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OUT OF THE FEW
s e | = EXAMPLES THAT SCALED

: =T | OVER 7-MILLION IT WAS
tigat f
The research prom.p’red o.n investigation o INCREDIBLE TO SEE JUST
market-based and international development HOW MUCH THEY SCALED
solutions within lean economies, through in- WITH SOME EVEN REACH//\}G

depth analysis across multiple business sectors. OVER 7-BILLION

The information was so extensive and diverse, :

there needed to be a way to organize and r

make sense of it. | began with filters focused #
on different sectors, varying parts of the .\Q
business model canvas, and project types. |

h ized the findi based I
fors of <10K, <14 and >1 M 10 get o red APPROACH

sense of how many projects were scaling.
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Key Resources

Value Propositon
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CLUSTER MAPPING SYSTEMS
DIAGRAMS, BUSINESS MODEL

CANVASING EXPERT
£ 2 A 2 INTERVIEWS, AND AFFINITY
DECEATRAL (2 PIVOAL = PIAGRAMMING WERE USED

INFRASTRODR

"\ THROUGHOUT THE PROCESS
SN . TO UNCOVER INSIGHTS

| DISHIBUDHO
PremoBkiPs

ITERATIVE PROCESS

The research process was not about getting to an
anticipated result, but rather letting the research
guide us as we explored the data. This encouraged
a flexible and dynamic process fueled by curiosity
and a deep analytical approach at every step.
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GREAT PEOPLE

It was wonderful to work alongside such talented
and motivated individuals within the Foundation.
| was blown away by the collective passion,
expertise, and dedication to tackle global issues
of poverty, education, and financial literacy- all
through the lens of the 12-year-old girl.
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SPECIAL THANKS

A warm thank you to the following who brought insight, perspective, and
mentorship throughout the fellowship journey:

Tom De Blasis, Design Innovation Director, Nike Foundation
Mara Abrams, Global Partnerships Manager, Nike Foundation

Mariana Amatullo, Vice President, Designmatters Department, ACCD
Stephanie Sigg, Creative Director, Bloomberg LP + DM Fellowship Mentor

Thank you to the Designmatters Department staff and administration for
supporting me throughout my 2015 fellowship opportunity, as well as the
Nike Foundation for welcoming me to their workspace.
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