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The project “Creative Hubs and Urban Development Goals (UK/Brazil)” was developed 
by researchers from Queen Mary University of London (QMUL) and University of Sao 
Paulo (USP), building upon the methods used by QMUL researchers on the four-year 
project “Creativeworks London”1, funded by the AHRC.  

It was aimed at two goals: (a) to map the activities of two hubs in the city of São Pau-
lo, in order to identify their impact on the local economies and territories; and (b) to 
implement creative vouchers along the same guidelines of the Creativeworks London 
(CWL) project, to foster collaboration between university and creative entrepreneurs, 
micro and small creative enterprises, aiming at the economic sustainability of Sao 
Paulo’s creative class.

This document reports on the project fi ndings: in its fi rst section, it presents the study 
on Hubs.  Two cases were selected in the project: Impact Hub, a unit in a global net-
work of co-working venues, and Ori, a building that houses a children education Initia-
tive, a small theater and a co-working space.

In the second section, it describes results from the voucher scheme. Five vouchers 
were granted: two for Impact Hub companies, and three for Ori fi rms. The hubs are 
polar cases, from two diff erent fi elds of action in Sao Paulo, which is refl ected in the 
voucher recipients.

The term “Hub” has been widely used by researchers and practitioners, and in a broad 
sense refers to a densely connected node in a network.  In logistics research, in which 
the concept has been applied for more than 25 years, a hub is a node that provides 
route connection and switching, and fl ow aggregation or disaggregation functions to 
a network.  Due to those functions, its physical location is very important as it can en-
hance network effi  ciency (Campbell & O’Kelly, 2012). A well-known application of the 
concept is the “hub and spoke” model for air transportation, where airline operators 
choose an airport as a switching point, where passengers and cargo are directed to or 
from regional planes and large carriers.

The concept has been also used in communication network design (Lee, Ro, & Tcha, 1993), 
economic geography (Currid, 2006; Markusen, 1996), urban studies (Rantisi, 2004), knowl-
edge management (Schiavone & Borzillo, 2014) and media studies (Hayden & Ball-Rokeach, 
2007). In all disciplines, hubs are contacting or meeting points for materials, information 
and people in a network, densely connected nodes where physical and informational ex-

INTRODUTION

WHAT ARE HUBS?

1_  More on 
Creativeworks 
London can be 
found at: www.
creativeworks
london.org.uk/
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changes occur. Thus, hubs are deemed as special nodes in a network, where connections 
allow both effi  cient transactions and intense exchange and co-creation initiatives.

Hubs and networks are studied at diff erent granularity levels: in global or regional scale, 
within municipalities, or in social groups. Thus, depending on the scale of analysis, a hub 
can be a region, a city, a quarter within a city, a single building or fi rm, and even one 
person. On the regional level, industrial districts where large fi rms collocate and estab-
lish connections with suppliers have been named hubs (Markusen, 1996).  Metropolitan 
areas and large cities have also been referred as hubs, especially to highlight their spe-
cialized role in global production networks (Chaminade & Vang, 2008) or its importance in 
the global economic landscape (Sidhu, Ho, & Yeoh, 2011). In the same way, quarters and 
neighborhoods are hubs when they serve as connecting and transacting points in a city 
or metropolitan area (Leon, 2008). Finally, a single fi rm that exerts project coordination 
in a production network (Lampel & Shamsie, 2003), and an infl uential person in a social 
group (Goldenberg, Han, Lehmann, & Weon Hong, 2009) have also been named hubs.

The concept of creative hubs draws upon those ideas and has been applied in Regional 
Development policy as special places that nurture connections and exchange, and as 
such are important places to boost economic activity. They are urban agglomerations, 
which promote connection between entrepreneurs, small and medium sized businesses 
in the creative sector (Virani, 2014) and where links and knowledge co-creation happen. 
They off er two types of infrastructure: the hard one, work space, internet access and of-
fi ce equipment; and the soft one, training, mentoring, guidance and networking. Creative 
hubs can be of diff erent types: lessors of physical space, collectives of entrepreneurs, 
digital relationship platforms, among others.  The concept has been used in British urban 
regeneration documents since 2003 and has since become a central concept for policy 
makers.  Creativeworks London (CWL) project applied the notion in its activities to study 
the Creative Economy in London, and the same happened in the present project.  

  

Hubs were chosen according to the following criteria: (a) location in the West region of 
São Paulo, in a prime and in a developing area and, (b) membership, either composed 
of culturally oriented or business oriented creative companies.  Location was important 
because the project aimed at understanding the relationship and impact of each hub 
on its neighborhood and membership, as it would create a diff erent organizational cul-
ture and internal dynamics. 

region
The West region of the city was chosen because it houses both the University of São Paulo 
and the city’s main creative neighborhoods. It is an administrative region established by the 
Municipality of São Paulo, which includes the subprefectures of Lapa, Pinheiros and Bu-
tantã. According to the 2000 census, it has a population of 888,623 people and consists of 
several districts, including: Vila Leopoldina, Alto de Pinheiros, Lapa, Vila Madalena, Vila dos 
Remédios, Pompéia, Vila Anglo, Perdizes, Barra Funda, Butantã, Morumbi, Vila Sônia, Rapo-
so Tavares, Jardim Paulista, Rio Pequeno, Itaim Bibi, Jaguaré, among others.

METHODOLOGY

WEST
REGION
MACRO 

TERRITORY
OF HUBS
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Figure 1 Macro – Territory for the project

Source: Authors

The area is limited to the triangle shown in Figure 1, which encompasses the region of 
USP, and the districts of infl uence of the selected hubs: Pinheiros and Vila Anglo. 

pinheiros
Pinheiros is one of the oldest districts of São Paulo, located next to Vila Madalena, a 
lively neighborhood in Sao Paulo. Pinheiros is a middle-class neighborhood with good 
public transportation, many shops and cultural venues. Over the past ten years, it has 
undergone major transformation due to real estate speculation and it is now one of the 
most expensive regions in Sao Paulo. 

ViLa angLo
Vila Anglo is a region located near Vila Pompéia, a middle-class neighborhood. Until the 
1990s, it was a poor region with high crime rate, but it has undergone transformation 
over the past ten years, especially due to artists and young professionals who, attract-
ed by aff ordable rents and property prices, and the proximity to Vila Madalena, began 
to settle in the region, transforming public spaces and creating a modern and creative 
atmosphere which attracted real estate investors. Despite that, the region is still insu-
lated from the strong real estate speculation that aff ects neighboring regions like Vila 
Pompéia, Vila Madalena and Pinheiros.

huB seLection
Two Hubs were selected for this study: Impact Hub and Ori. The choice aimed at estab-
lishing two polar cases, observing contrasts and similarities in order to enrich results. 
The criteria used to select Hubs were: size (number of entrepreneurs involved), degree 
of formalization and degree of insertion in the community, intensity of international 
relations, focus on innovation or culture, and location. Table 1 lists the characteristics 
of each hub according to the chosen criteria.

Butantã Pinheiros

Lapa
WEST

REGION
MACRO 

TERRITORY
OF HUBS
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Table 1: Comparison between Hubs

Impact Hub Ori

Size
24 startups and companies 
(120 people)

3 startups (40 people)

Degree of 
formalization

Formal companies, in more
consolidated stage

Informal or early-stage 
companies

Degree of insertion 
in the community

Community formed after
the hub opening

Community formed be-
fore the hub opening

Intensity of interna-
tional relations

Average-high Absent

Focus Business and Social innovation Cultural production

Location Pinheiros (Prime area)
Vila Anglo 
(Developing area)

Source: Authors

data coLLection
The purpose of data collection was to determine the profi le of the members of each 
hub and which activities they developed. In addition to the internal dynamics of each 
hub, the goal was to understand their engagement and impact on the community, as 
well as the relationship they establish within their territories. A qualitative approach 
was adopted in order to understand their internal dynamics, to map their commu-
nities, and each hub culture and purpose. Open ended interviews and ethnographic 
observation were used as primary data collection techniques. During the fi eld study, 17 
people were interviewed: fi ve members from each hub’s community, selected using the 
snowball sampling technique, the manager/curator of each hub; and representatives 
of selected companies, including those that received the creative vouchers. Interviews 
lasted from 20 to 40 minutes, and were fully recorded and transcribed. The fi eld study 
schedule was as follows: 

• 02/05 to 02/10 - Preparation of research instruments. 

• 02/10 to 02/24 - Interviews and ethnographic observation. 

• 03/03 to 03/20 - Data analysis.
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Interviews followed a common basic questionnaire, which was adapted to the diff erent 
hub contexts. Questions covered the following topics (detailed questions can be found 
in Appendices I and II):

• Hub profi le and its environment

• Relationship with the community

• Relationship with the territory

In addition to the interviews and observations, secondary data were also used, which 
included materials available on the Internet and academic papers, mainly for Impact Hub. 

Case analysis followed four axes: the community, its fi eld (to be later explained), the 
available funding sources and their relationship with the territory. Access to funding 
emerged as an important factor in diff erentiating hubs, and it also brings elements to 
public policy discussion. Also, the selected axes provided elements to outline a typology 
on hub organization in São Paulo.

impact huB
Impact Hub is a global network of collaborative working spaces (co-working spaces) 
populated by social entrepreneurs, among others. The hub provides workspace and 
meeting rooms, innovation labs and business incubators, and its value proposition em-
phasizes promoting social impact through the “Hub Experience”.

The fi rst Impact Hub was created in London in 2005, as “The Hub”, followed by Amster-
dam, in 2005, São Paulo, in 2006, and Rotterdam, in 2008. Many of the social entrepre-
neurs who founded those Hubs met through international associations such as Associ-
ation Internationale des Étudiants en Sciences Économiques et Commerciales (AIESEC) 
and Pioneers of Change. As of 2010, the network rapidly expanded, undergoing change 
in its governance structure, and its original name ‘The Hub’ was replaced by ‘Impact 
Hub’. It is present on fi ve continents with a total of 80 units across diff erent cities, 1,100 
investors and hub managers and 15,000 members.

The Impact Hub’s global governance structure is organized in two levels, the Members 
Network and the Owners/Investors Network, who off er the services for members (en-
trepreneurs and companies). The governance of the global network is decentralized 
and each owner or investor is responsible for fostering the innovation environment 
in the Hub and connecting members. The value proposition is based on social innova-
tion, and it provides members the opportunity to connect to their peers in other units 
around the globe. Revenues for the global company come from workspace owners 
royalties for using the brand, from fees to use the proprietary online platform (HubNet) 
and from technology support. 

CASE ANALYSIS



12

Each Impact Hub unit has its own organizational arrangement, as they have diff erent 
formal structures and investors. Units share common concepts such as the ‘Art of Host-
ing’ and ‘Holacracy’. The most common sources of revenue for local investors and own-
ers are: membership fees, space rentals, event organization sales and, sometimes, fees 
from training courses and consulting. 

At each unit workspace, members can meet and use facilities and enjoy a creative envi-
ronment for variable or fi xed periods. Workspaces are provided with coff ee machines, 
internet, telephone, printers, meeting rooms and off er the possibility to access other 
intangible resources such as knowledge, information, skills and experiences through 
their events and workshops. Impact Hub units are meant to be centers that gather peo-
ple who share a vision of the future, and seek out spaces and communities to produce 
products and services that impact society. 

Each unit has a community manager, who is available on site during working hours, 
and is responsible for the maintenance, welcoming and connection between mem-
bers and guests. Those managers play a key role in fostering the “Hub experience”, 
making it recognizable by users.  The “experience” is an important element in pro-
moting innovation and the “social impact economy”, core concepts for the Impact 
Hub. Managers are responsible for encouraging connection between the members, 
organizing events, workshops and courses that are used as tools for activating the 
“Hub experience”. 

impact huB sÃo pauLo 
The Impact Hub São Paulo (IHSP) was founded with investment from a venture capital 
fund. The fi rst action towards opening IHSP was taken in 2006, when a network of social 
innovators that involved activists, employees of foundations and social business entre-
preneurs was built to understand their needs and aspirations. An IHSP “prototype” was 
launched in 2007, and the fi rst proper unit and the Hub School (school for social innova-
tion) were opened in 2008 at Bela Cintra street, near Paulista Avenue. In 2010, a Consult-
ing service was created to assist large companies and organizations that wanted to de-
velop services and products with social impact, and in 2011, the Fellowship was created, 
a program focused on the incubation of innovative projects with social impact potential. 
In 2012, a second unit was opened in São Paulo, in Vila Madalena. In December 2016, a 
third unit was opened in Pinheiros, and the activities of Vila Madalena and the co-working 
of Bela Cintra were transferred to that unit. In March 2017, the activities in the fi rst two 
units were closed, and now the unit in Pinheiros is the only one remaining. 

The new building of the Impact Hub has two fl oors: the ground level – which accom-
modates the co-working room with rotating positions, a room for events, four meeting 
rooms and an auditorium for 80 people; and the upper fl oor – which accommodates 
fi xed positions with desks for four people and 11 offi  ce rooms of various sizes, ranging 
from 8 to 25 seats. In total, there are 24 leases with diff erent small, medium and large 
enterprises, totaling a community of 120 people2. 

Despite the social innovation concept, not all companies participating in the community 
are related to that goal. According to the Community Manager, most of the companies 
are regular businesses, with activities related to communication and advertising, HR 
management, video production and design. There are also nonprofi t associations, indi-
vidual entrepreneurs, and innovation units from large companies. According to her, the 
cost is a determining factor to the low presence of social impact companies: 

2_ Data 
collected in 
February 2017
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Even for those that earn some revenue, to have an offi  ce room, it is still a high cost ... 
an offi  ce for 8 people costs R$ 6,000.00 a month, the desk for up to four people costs 
R$ 2,500.00 a month. (host Impact Hub Pinheiros)

_ huB actiVities
Interviews were conducted at the recently opened unit located in Pinheiros. Due to this 
fact, there was still no regular activity schedule, as the manager was focused on orga-
nizing the use of spaces and dealing with demands of the new tenants. One month af-
ter the interviews, the unit still faced problems related to the site infrastructure and the 
engagement events schedule was still compromised. She reported that IHSP activities 
were under redesign and many of them were related to issues regarding the collective 
use of the space with companies, and new members’ integration. 

According to the manager, at the former unit at Bela Cintra, there were weekly hap-
py hours organized by the companies, a monthly schedule of courses, and some 
specifi c events, such as the Fuck up Night – an event held with entrepreneurs who 
talked about their unsuccessful initiatives, an essential knowledge for early stage 
companies – and Impact Woman – an event about women’s participation in social 
impact activities. 

As for the courses, the Community Manager picked topics of interest related to the 
companies’ daily activities and challenges. There are also some online tools to promote 
group engagement, including: a group on Google Plus where services and tips are ex-
changed, the Hub Net, which provides connection with the global community, in addi-
tion to Facebook and internal mailing for institutional communication. 

_ impact huB communities
There are three communities in the Impact Hub: the global communities of users, 
the community of investors and workspace owners, and the community of local 
hubbers – the users of co-working spaces. The community of hubbers has physical 
ties at the work spaces, while the global user community and the community of in-
vestors and workspace owners are both virtual, based on the Hub Net, where narra-
tives related to the Impact Hub brand are constructed. The interviews revealed how 
the process of opening a unit off ers the opportunity for establishing a relationship 
between those communities.

In order to create an Impact Hub you have to go through various processes... the fi rst 
phase is the engagement phase, where you need to survey people who want to open 
an Impact Hub in the city and fi nd out their needs, build connections and structure an 
initial community. As soon as you get all this, you pay a fee, and you hire a consultant 
to help you understand the Hub’s philosophy and organize the process for fi nding 
investors, and from that moment on you are allowed to use the Impact Hub brand. 
The third stage is when you get the investment, establish a work facility, and integrate 
it with the global community. After going through the processes, the maker/investor is 
entitled to vote in the decisions of the global owners’ company and can apply for posi-
tions in it. (host Impact Hub Pinheiros). 

To emphasize that the community is the core element for the creation of the Hub, 
which is based on personal and purposeful relationships that foster a sense of belong-
ing, she reported two experiences she had during her work with the Network, one in 
Curitiba, where community engagement was a success factor for the opening of the 
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Hub, and another in Belém, where precisely the opposite happened. For her, engage-
ment translates into a sense of belonging to the community, as the happy hours pro-
moted by the Hub in Curitiba demonstrate: 

In Curitiba, the events are organized by the community itself. These events are often 
promoted to discuss the problems experienced in the day-to-day of each company, 
and to look for answers and solutions collaboratively... That did not happen in Belém. 
In the surveys I promoted with the social entrepreneurs to open the Impact Hub, I 
found that one of the main reasons why a co-working experience would fail was that 
the community lacked this sense of belonging. Coming to this realization along with 
other professional issues caused me to drop the idea of opening the Impact Hub 
there. (host Impact Hub Pinheiros) 

_ some companies at the impact huB 

Social Impact companies

Instituto Quintessa, in operation for seven years, is a nonprofi t organization that of-
fers an acceleration program for social impact companies. It off ers mentoring and dif-
ferent management programs for entrepreneurs, and brings them closer to investors.  
http://quintessa.org.br/portfolio/ 

Instituto Fonte, in operation for 20 years, is a nonprofi t organization that provides 
consulting services and training for nonprofi t civil society organizations in project man-
agement, administrative issues and process management. Check out some projects at 
http://institutofonte.org.br/node/1190.

Taba, in operation for two years, is a children’s bookstore. Formed by a group of ex-
perts in children’s literature, teachers, parents, librarians and storytellers, it aims to 
build a network of people who enjoy reading experiences. It off ers curatorship of 
books, and book distribution to places in Brazil with little access to books. Visit the web-
site https://loja.ataba.com.br/#como-funciona.

Instituto Lumiar, in operation for 16 years, is a non-profi t organization focused on 
developing the educational planning for the Lumiar schools. Founded by Ricardo Sem-
ler, a former industrial tycoon and current philanthropist, Lumiar School educational 
planning became a model that has been implemented in several Brazilian schools. Visit 
http://lumiar.org.br/index.php/a-escola/.

Individual Entrepreneurs 

Teraví travel designer, in activity for a year, off ers travel planning and travel services 
for studying abroad and for cultural exchange experiences. 

Communication companies 

PbW Comunicações, in operation for fi ve years, is an animation and video produc-
er and editing service provider. It works with digital institutional and educational 
projects. Its main client is another Impact Hub company, Clube Green. http://pbw-
mograph.com/  
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Big companies

Three large corporations use the Impact Hub: Nissan, BRF and Maciça. Nissan and BRF 
have teams working on site, while Maciça has a startup incubation program within the 
Impact Hub. 

Companies that participated in the Creative Vouchers

Mobicity, in operation for two years, offers mobility management and a carpool-
ing system for organizations using a mobile application. http://www.mobicity.
com.br/.

WorkinHub, in operation for two years, off ers co-working space management services 
using a mobile booking platform for working spaces and co-working management sup-
port. http://www.workinhub.com.br/

the ori huB
Ori is a community where parents promote collective actions for early childhood 
development of their children. The hub was conceived and is managed by a group 
of parents residing in the districts of São Paulo’s West region. The group was initially 
formed by women who were pregnant in the same period and chose natural birth 
at home, as opposed to the widespread practice of cesarean deliveries. That choice 
created identifi cation among those mothers, who after childbirth kept gathering to 
think about their children’s care and to share doubts and information about the fi rst 
stages of motherhood. 

The fi rst call for mothers was made in 2013 on the internet and the fi rst meeting took 
place at the house of the Founder of Ori, which brought together more than 20 moth-
ers. These meetings gave rise to a discussion group on Active Education and on reinte-
gration of those mothers into the labor market. 

The group grew between 2014 and 2015 and the meetings started to happen in public 
spaces in Pompéia. As time passed by, the discussion group on Active Education includ-
ed some educators, and the Barro Molhado project took shape, with families living in 
Vila Anglo, Pompéia and Lapa. 

In 2015, the founder invested in a property and opened a child education facility to 
serve the Barro Molhado families. The house opened in the second half of 2015 and was 
named Ori. The house has three areas: the area for the children education Initiative, a 
theater, and a co-working space. Managing the children education Initiative  takes up a 
large part of the founder’s time, and the remaining spaces, the theater and the co-work-
ing space, are managed by other Ori parents. Both spaces provide no fi nancial return to 
the house, but they support the professional activities of the Ori community parents.
 

_ the ori: chiLdren education initiatiVe 
The community was built from the Active Education group (Barro Molhado) and was 
formed prior to the opening of the house where the current activities take place. The 
Ori, the children education initiative, involves families through weekly and monthly ac-
tivities, including the use of nearby public spaces and the local community’s participa-
tion. In total, 16 families take part in the education Initiative, along with other fi ve edu-
cators (three men and two women). Each day, two or three parents share the children’s 
care and activities with the fi ve educators.



16

All activities and meetings are open to all families, but not all of them actively participate.  
Activities include: monthly community meals, discussion meetings on the educational 
practices, and coordination group meetings. In addition to the internal activities, the group 
also promotes community activities, such as: Cine Ori (children movie sessions), Água Preta 
Carnival Party, Rolezinhos do Ori (children’s walking tours around the neighborhood).

_the theater 
The theater is used by a group of parents who experiment on artistic languages. It is 
also in this space that some events such as Cine Ori take place. It does not contribute 
fi nancially to the house revenues.

_ the co-WorKing space
The upper fl oor of the property has two rooms and a kitchen, with shared desks used 
by parents who need work space, such as the companies Maternativa and Multidão, 
which participated in the Creative Vouchers. The companies pay for the working space 
according to their possibilities (one of them still cannot aff ord to pay for it).

_ companies that integrate ori 
The hub off ers a structure that is important to companies such as Maternativa 
(https://maternativa.com.br/) and Multidão. Maternativa, a company created by two 
mothers, is a network of mothers which facilitates the purchase and sale of products 
and services from and to mothers, and also fosters discussions on maternity, family, 
work, feminism and society. This company and Ori (the educational Initiative) have a 
direct relationship: sharing the same house is strategic for the female entrepreneurs, 
as their children stay in Ori and both entrepreneurs are active in it.  Ori also fosters 
the network of mothers. 

The company Multidão designed a co-created festival model with collaborative curator-
ship, redistribution of resources, and training of cultural agents, and is connected to a 
large network of cultural and creative agents in the city of São Paulo. It is also formed 
by parents from Ori, who occasionally use the co-working space as a meeting point and 
work space. Although its activity is not related to child development, family and mater-
nity, they share the same space and the ideology of the parents from Ori.

After understanding the characteristics of each Hub and their communities, a compara-
tive analysis was conducted to highlight similarities and diff erences. Both communities 
operate in the creative economy of the city of São Paulo, and have a desire to trans-
form society. Their communities are connected by their physical spaces, which off er 
hard and soft infrastructure. 

ANALYSIS AND DISCUSSION
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Impact Hub aims at off ering a creative environment for entrepreneurs and companies 
that wish to create products and services to promote social transformation.  Compa-
nies operate several activities, but they are always focused on creating new businesses, 
that is, on innovation. Ori is a community that proposes rethinking and transforming 
society through education, family and work. Entrepreneurs mainly work in activities 
related to cultural production. 

Figure 2 :  Similarity and diff erences between the hubs

Source: Authors

Hubs diff er in their purposes, which is refl ected in their business models and community, 
and how their participants access funding sources and interact with their communities 
and territories. 

Business modeLs 
The business model is one of the most evident diff erences between hubs: Impact Hub 
uses a global business model, with defi ned revenue sources and an established brand, 
managed by the workspace investors. The international network operates a franchise 
system, with units in diff erent cities of the world. It is internationally recognized and its 
practices have been subject of study by diff erent researchers. For example, the Impact 
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Hub’s discourse and its impact on public policy in Europe and other continents were an-
alysed by Avelino et al. (2015). Revenues of the global licensing company come from roy-
alties and the consulting services for creating new co-working spaces and their manage-
ment models. The main revenue source for local Impact Hub units is workspace rents. 

The Ori Hub, on the other hand, is still building its business model, which is being created 
alongside its shared management.  Parents themselves are responsible for the collabo-
rative administration of the educational Initiative, and some of them manage the theater 
and the co-working space. Revenues come from parents involved in the educational 
Initiative, who make a monthly contribution to pay for expenses.  Companies in the hub, 
like Maternativa and Multidão, have mainly sought public funding sources to date. 

the communities
Both hub communities are motivated to provide collective experience and social trans-
formation, although they have diff erent ideologies and diff erent participant profi les. As 
for their origin, they represent two types of community: the exogenous one, constitut-
ed after the opening of the space (the Impact Hub’s case), in which eff ort is required to 
gain member engagement; and the endogenous one, constituted before the opening of 
the house (the Ori case), in which community engagement was not only already present 
it was actually central and intrinsic to the proposal.

_ the impact huB communitY
The importance of the social impact purpose is present in the participating companies’ rea-
soning, and constitutes an important factor for engagement. As one company reports: 

I found the Impact Hub through the Hub School and I started creating an image of the 
hub in my head. I decided to start a business and join a co-working space, and the 
Impact Hub was the fi rst one that came to mind. It is as if I felt that there were sev-
eral people here who wanted to make an impact on the world. The main expectation 
is building relationships. I want to establish relationships, I want to get to know new 
businesses... (company from the Impact Hub)

Much like for the community, the relationships and the possibility of exchanging experi-
ences and knowledge is an important factor for companies:  

Having a privileged space, a physical space that puts us in direct contact with other 
organizations, allowing them to fi nd out what we do but also us to learn diff erent and 
new things, that is what we expect. (company from the Impact Hub)

However, due to the unit relocation and the short time since its opening, the community 
was in the middle of a transition, with old and new members with their specifi c needs:

Everyone here is a startup, we are always in chaos. Last week, we had a happy hour, 
but people did not come, they stayed working. But everything is so new, they are all 
getting organized. Everything is new here, and it’s much bigger than the other hub. 
(company from the Impact Hub)

The manager sees her intervention as crucial to members’ engagement: 

…at the Bela Cintra unit, there was a community, personal relationships outside 
work, people felt they belonged, felt welcomed, felt part of a group. Bela Cintra 
had all that, and the community was almost entirely transferred to Pinheiros, but 
transformations will happen with the arrival of new members. The challenge will be 



19

making them feel welcomed. I strive to bring everyone together, but the routine is 
still being established ... the group must form as a unit and the connections must go 
beyond the hub and that’s what everyone wants. (host Impact Hub Pinheiros). 

However, the task is made easier because part of the engagement and sense of com-
munity is built on preexisting foundations: 

I feel I’m in a community because I’ve been around these people since 2009. It’s easier 
for me because I know several people. (company from the Impact Hub)

 We have known the Hub since 2009. The integration is still being made through old 
relationships. If you know organizations and people, it gets easier. (company from the 
Impact Hub)

Although the location change brought some negative aspects, some people perceived 
advantages from it to community development.  As reported by one of the companies:

My expectation is that, since people do not know each other, it will be easier to 
build a community. It is more difficult than entering a pre-existing community, 
which happened to me at Bela Cintra, I was unable to fit in. (company from the 
Impact Hub)

However, it is clear that the interest and the community sense is diff erent according to 
each participant:

In practice, regarding community, we notice eff ort from some participants and ne-
glect from others. In practice, there is a clear proposal to build a community and 
the challenge of making it happen. This hub is a new proposition for everyone, not 
just a co-working space. Companies are coming to settle in this space. The chal-
lenge of being a hubber and a company at the same time. Two dynamic identities 
that work within this space. It also has large corporations. I love being here be-
cause of it. The challenge of being not just an organization or just a hubber. (com-
pany from the Impact Hub)

There is an interesting phenomenon, already reported: the transfer of units of large 
companies to the co-working space, such as Nissan and BRF, which poses further chal-
lenges related to organizational behavior and culture:

Some people who are used to a corporate environment fi nd it diffi  cult to take on col-
laborative habits, such as washing their own cups. People also seem to have diffi  cul-
ties in relating to people outside their group… It’s interesting to see that the problem 
is not age. Some older people are more cordial. Some young people do not even say 
‘good morning’. I say good morning; we want a sharing organizational culture, a ‘good 
morning’ culture. Also, when planning the activities we have to consider that some 
people and companies are used to more formal environments. How can we balance 
the events and community activities to integrate those people? Everything is being 
experienced at this moment. (host Impact Hub Pinheiros) 

Finally, although brand reputation and recognition are associated with social innova-
tion, only 30% of the companies that occupy the space eff ectively aim at social impact, 
which may also explain the diversity in people’s engagement. 
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the ori communitY
Ori is a hub in which the community was built before the physical space existed. It was 
actually established to meet the group needs, which foresaw the opportunity to imple-
ment the children educational Initiative it had devised in its early years. 

These people fi rst met in the virtual network of mothers who experienced natural 
childbirth, and then they began to participate in the discussion group – Barro Molha-
do – to talk about an alternative educational model. The meetings of Barro Molhado 
formed the community for discussing unschooling and non-traditional education... 
those experiences were carried out in public spaces.... The interaction with children, 
parents and educators gave rise to the need to have a space. When the balloon went 
up, the group did not want to purchase the house, she [Ori’s founder] did it herself. 
But this group was formed before the Ori. (parents from the Ori)

The community consists of approximately 16 families, approximately 40 members, 
mostly middle-class couples aged 30-40 years old with two children up to 5 years, Cau-
casians and with higher education. Those families are from São Paulo’s West region, 
from the districts of Perdizes, Pompéia, Lapa, Vila Anglo, Vila Madalena, Butantã, who 
have lived and studied in schools of the area and are mostly self-employed profession-
als and artists.  That translates into critical posture and a desire for autonomy: 

There are many self-employed parents; most of the parents are artists, and what mo-
tivates me to be self-employed is to be able to have control of time, organize internal-
ly, a certain autonomy of life. (parents from the Ori)

They are entrepreneurs and creative agents... in the fi eld of the arts, people who have a 
more critical attitude towards society, such as consumption, food, diff erent ways of thinking 
society, politics, associated with a more left-wing political view. (parents from the Ori)

All of them share the same ideology, have similar habits and values, and Ori is a pos-
sibility for family development and to search for new ways of living in society. As one 
member reported:

What we have in common is our dissatisfaction with the system as a whole – the 
school system, the education model we received, to challenge the model, can we do 
it diff erently? Those people get together to do it diff erently. There’s a restlessness in 
relation to the economic and social model, the way of looking at motherhood, male 
domination. (parents from the Ori)

They share the same ideology, they are people who are not in the corporate environ-
ment, and this creates a series of diff erent habits, there are many people involved 
with the arts, and they create alternative consuming habits. (parents from the Ori)

Ideology is a strong bond for group identity, as well as social habits. Even though the 
fi rst connections were made on the internet, after face-to-face meetings at the found-
er’s house, ties became personal and reached their families. They created friendship 
and trust that fostered idea sharing and cooperative action. This is important because 
the activities promoted by Ori require time and dedication from families and it is not 
uncommon for one parent, usually the mother, to dedicate herself to the educational 
Initiative and have no other activities. Meetings and activities keep many of the parents 
united and the experience with the educational Initiative impacts the families:
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There is a spirit of community. People meet at the square, parents share their time; 
many parents live nearby. The educational Initiative [is what] brings parents together, 
not necessarily personal and professional interests. (parents from the Ori)

All these parents who are here are connected by their concern with early childhood. 
Everyone is involved with Ori as a place focused on early childhood development. Our 
family project becomes the Ori, both of the mother and the father. This involves the 
family and connects the community. The community gets stronger because everyone 
shares the same view on the early childhood of their children. (parents from the Ori)

However, there is the challenge of the proposal itself, which is new and brings the 
need for learning: 

We are doing something that is very new. We need to exchange knowledge to know 
what to do. No one knows how it is like, and we are building this model together. It is 
an experience, and if there was no such exchange from the community this experience 
would not exist. (parents from the Ori)

Therefore, the ideological identifi cation and the challenge from the proposal ended up 
creating identifi cation and sense of community: 

The Initiative invites parents to participate in the community and made us engaged 
with the Initiative, constant work and internal discovery. A place that changes and 
transforms people, dissolving the concept of education, a place where the family par-
ticipates; an experimental space, alive. And for those who are willing, it is a place for 
transformation. (parents from the Ori)

It is a construction that belongs to everyone, to provide for children and adults, and 
when we realized, the community was created. (parents from the Ori)

People trust each other. It’s really a community. It impacts positively; we are integrated. 
You meet others who experience the same thing as you. (parents from the Ori). 

The interaction between families and shared childcare activities are the strengths of 
the community. Parents relate to each other outside Ori and maintain aff ective bonds, 
which break down barriers between family, school and work environment. The similar 
profi le of members allows families to have activities together, in cultural activities, and 
the occupation of the urban space.

Children know the families because they share their attention. Families interact with 
the children. With some people and relationships outside Ori, families go on trips to-
gether. Everyone knows everyone...there were several groups of friends, family mem-
bers, acquaintances of their networks; there are groups that are closer, but everyone 
knows everyone and builds relationships. (parents from the Ori)

The community is also my life. Another example is that my husband is recording an 
album while the educator, who is my friend, stayed with me, and helped me with the 
children. We spend New Year’s Eve together. My daughter interacts with people from 
Ori all the time, and on the weekend we are all together. It’s a big family that lives to-
gether. (parents from the Ori)

Unlike the Impact Hub, Ori does not require a community manager. It is self-managed, 
by its own dynamics. Members have strong interpersonal relationships under the same 
value system. There is a sense of belonging. The exchange and sharing of ideas impact 
the lives of its members. The identity of the group is rooted in the collaborative experi-
ence of challenging assumptions and changing them through their children’s education.  
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As a hub, the support Ori off ers to its community is not only a meeting place for fami-
lies or a physical space for the educational Initiative, but a new proposal and vision for 
education, work and society. 

The term “Field” used here follows Anand & Peterson (2000) and DiMaggio & Powell 
(1983), that is, a set of organizations that interact in common markets and areas of 
activity, share perspectives and information sources that infl uence their interpretations 
and decisions, but have access to diff erent resources and possess diff erent degrees 
of infl uence and power.  The concept of Field is particularly useful to understand how 
companies in each hub share perspectives and modes of action which refl ect their so-
cial and economic contexts. Each hub studied in the project represents a diff erent fi eld, 
with its particular perspective, its access to resources, and information fl ow regimes.

the impact huB and the innoVation FieLd 
Impact Hub exemplifi es the Innovation Field, the one in which growth and business 
development are the focuses, companies aim to expand their market, and mass 
produce services or products, reaching substantial fi nancial returns. Frequent ex-
pressions in the Innovation Field are: prototyping, user pain, incubation, accelera-
tion, etc. which express ideas related to markets and consumerism, business and 
economic growth.

In the case of the Impact Hub, innovation has, in principle, a social nature, although 
many companies and entrepreneurs using the space do not share this idea. Never-
theless, it is undeniable that Impact Hub, in its various Brazilian units, off ers space for 
social innovation. The company SGB Campus (Florianópolis unit) is an accelerator of 
social impact companies. Quintessa, another accelerator of social impact companies, 
is housed in the São Paulo unit, just as Artemisia, another important social business 
accelerator. The relationship between innovation and social impact is implicit in the 
discourses of some of the companies: 

We talked to Quintessa and they said that we needed to structure ourselves as an 
impact company. Then, SGB Campus selected 10 impact companies and we were 
one of the companies selected to participate ... it was a turning point for us to un-
derstand and structure ourselves as an impact company... There we were guided by 
several impact managers, fi nancial management, we started getting structured and 
identifying ourselves as an impact company, and mapping what impacts we had 
already achieved... that was the moment we structured our value proposition. (com-
pany from the Impact Hub) 

Social impact theses would be those that point out the real problems we have in Brazil 
and the tools available to help us solve the problems. To prospect business in the area 
of social impact, theses are important. They need to establish a dialogue with the core 
challenges we face in Brazil. (company from the Impact Hub)

THE HUB AND THEIR FIELDS
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Thus, for the sake of clarity, Impact Hub represents the subfi eld of social innovation, in 
which companies combine concepts of business innovation, management processes 
and tools to social impact. 

ori and the FieLd oF cuLture
The Field of Culture, as defi ned by Bordieu, consisting of habits, behaviors and ide-
ologies that fi ght for power in the social space, and produce symbolic structures and 
values that are refl ected in the relations with other fi elds, such as education, law, reli-
gion and the arts (Hesmondhalgh, 2006). Unlike the Innovation Field, in which agents 
off er technical or market solutions, and actively seek for revenue sources, the Field of 
Culture is formed by entrepreneurs who produce symbolic value, are able to achieve 
strong engagement with their communities, but in Brazil are heavily dependent on 
public funding. Agents in the Field of Culture have strong commitment to their goals, 
rooted in their ideology beliefs, but little ability with business tools. For example, Ori 
has developed its own way to deal with children development and family dynam-
ics, rooted in personal and emotional connections, based not only on friendship but 
also on common ideological principles. Those symbolic values created the sense of 
belonging and identity; managing the business is not the most important activity.  In 
fact, “business” is even seen with resistance by some members, who are not adept to 
concepts such as market or consumerism. However, while aiming at promoting social 
change and producing symbolic and cultural value, Ori has to face mundane tasks and 
pay bills, and, thus strive to achieve fi nancial self-suffi  ciency.

One aspect that emerged from fi eld observation, related to the concept of Field discussed 
before, is the access to funding. They present signifi cant diff erences, strongly infl uence the 
behavior of entrepreneurs, and set the some of the key distinctions between Fields. 

access to Funding at the impact huB
Funding sources that support companies in Impact Hub are mostly private: personal
reserve, angel investors capital, funds from parent institutions, or parent units in the 
case of large corporations. Of the interviewed companies, one started with the entre-
preneur’s personal reserve, two are funded by capitalist entrepreneurs and two re-
ceived capital from angel investors. Venture capital funds were not identifi ed in fi rms 
at Impact Hub, but they are present among the accelerators connected to the Hub. The 
funding sources companies from Impact Hub access represent a distinguishing feature 
of the Innovation Field, and shape the behavior of its agents. Funding comes mainly 
from private sources, which seek return on investment, and, therefore, their recipients 
must generate surplus in order to guarantee them. Market share and profi t are thus a 
central concern to those companies. Fast revenue ramp up is also a major concern, as 
investors want to quickly assess the prospects of the money they have applied.

ACCESS TO FUNDING
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access to Funding at ori 
Ori’s companies had access to a diff erent set of funding sources: personal reserve, 
crowdfunding, and public funds. The use of incentive laws with tax break (Lei de Incentivo 
à Cultura), a common practice among cultural companies in Brazil, was not identifi ed. Ori 
educational Initiative is the one that mostly resembles the funding system described for 
the Impact Hub: it received investment from its founder, for the real state acquisition and 
renovation. After two years of operation, it is self-sustaining, funded by parents who pay 
a monthly fee. All parents have access to fi nancial information on the initiative.

Maternativa started with crowdfunding and then got funding from a São Paulo City 
public notice, a common source for cultural projects.  However, it is yet to reach a 
sustainable business model. Multidão began its activities without private funding, and 
only in the third edition of its festival did it manage to receive public funding through a 
public notice from the State of São Paulo Department of Culture. Following, it obtained 
funds from a City parliamentary amendment. It tried to make use of federal and state 
tax break laws for cultural projects, but failed to attract corporate sponsorship.

 
The relationship with the surroundings reveals the degree of insertion each hub has in 
its local community, and in order to refl ect on urban transformation, it is fundamental, 
as it discloses the potential impact a hub can have on its territory. 

impact huB and pinheiros 
Pinheiros is a district in the West region of the city of São Paulo, known for its many 
shops and night entertainment. It is located near Vila Madalena, a place that brings 
together artists, galleries, and cultural venues. Those two neighborhoods off er today 
a great variety of bars and restaurants and culture-oriented enterprises: fi lmmakers, 
video makers, studios and craft stores, clothing and toy shops. It has a good off er of 
public transportation and it is a highly valued area in the city. Real estate speculation 
keeps transforming the local landscape. 

No clear reasons were stated by Impact Hub managers for choosing the region of Pin-
heiros for the construction of the new unit, and a direct relationship with the territory 
and its internal community development was also not evident. The location is associat-
ed with a good off er of services, good facilities and convenience. However, interviews 
with companies and entrepreneurs showed that, for them, the region’s image as being 
trendy and cool, and the concentration of creative agents were attractive elements for 
choosing the hub: 

We needed to move, and the opportunity to move to the Impact Hub emerged. Other 
opportunities also emerged, but the off er of social interaction was crucial. The loca-
tion in Pinheiros is very important. I live far away, but for me it’s important. This place 
is close to the subway and it is wonderful, and some of us live here. This is close to 
everything. (company from the Impact Hub)

RELATIONSHIP WITH THE TERRITORY
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Everyone considered Pinheiros positively due to the current entrepreneurial 
vibe, and Pinheiros has this vibe. And for us it made sense; some entrepreneurs 
of our network are in this neighborhood or in Vila Madalena. (company from 
the Impact Hub)

For me, Pinheiros makes all the diff erence. It is the best neighborhood, not only for 
the services and mobility but also for what the neighborhood inspires. It’s a very cul-
tural neighborhood with people on the streets. You fi nd cool people here. (company 
from the Impact Hub)

The unit has just recently moved to the neighborhood, and its location is important 
for its sustainability, as some tenants were attracted to it by the region’s image. 
However, it seems that its relationship with its surroundings will be more oppor-
tunistic: entrepreneurs and companies will take advantage of the existing infra-
structure and services off ered, and the impact will not be deliberate, but indirect:  a 
place with a strong international brand as Impact Hub will create positive externali-
ties on the neighborhood.   

ori and ViLa angLo 
Vila Anglo is a region in the West zone of the city, between two traditional neighbor-
hoods, Pompéia and Lapa. During the 1990s, the area was considered dangerous due 
to the presence of drug traffi  c. However, it off ers easy access to a wide range of cultural 
venues and food places due to its proximity to prime areas of the city. Sesc Pompéia, a 
multipurpose cultural and sports facility that off ers a lively cultural program, is among 
the venues in the vicinity, and it is widely used by the Ori group.

Most members of the group live in the region, and they have a strong relationship with 
the territory, both in terms of aff ective bonds, since most of them were born in the re-
gion, and in the use of public spaces and consumption of local entertainment. Ori also 
develops activities for the local community, and integrates its members by using public 
squares for activities, promoting outdoor events, such as the Carnival, and gatherings 
at local cultural venues, restaurants and cafes.

We go to the bars, public squares, Praça da Nascente, Sabesp, and we often go to 
SESC Pompéia. (parents from Ori)

The territory was very important for the consolidation of the community, and the edu-
cators and the people who participated in the meetings at the public squares partici-
pate in the Initiative today (parents from Ori)

The relationship of Ori members with the territory is much more intense than in the 
Impact Hub case.  The group promotes events that have a clear impact on the neigh-
borhood, and their presence is a sign of urban renovation. 
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The Impact Hub community was created after the opening of venue. The Hub governance 
is established by the partners and, as part of a global network, it has a set of tools for its 
management and to facilitate member engagement. Transformation by social innovation is 
a goal, but the community is still incipient; there is still little engagement among members. 
Companies and organizations of diff erent profi les use the space, which creates a distinctive 
culture, generated by their interaction in the venue. Its community has business skills and 
access to various types of investments. Members keep professional relationships with each 
other, and the Hub was selected by them due to the brand’s reputation and the opportuni-
ties of engagement with an innovation community. The relationship with the territory is not 
signifi cant and members have little contact with the neighborhood. 

The Ori community, in turn, was established before the venue itself, and its manage-
ment is collaborative and horizontal. Members have strong personal bonds to each 
other, based on trust and strong ideological identifi cation, and the venue was devised 
to house a collective initiative and promote idea sharing. Its members are mostly artists 
and cultural producers who have access to public funding for culture, and its economic 
sustainability depends on those sources. They have little knowledge of business man-
agement and the relationship with the territory is intrinsic to the group, with activities 
involving the occupation of public spaces and engagement with the surrounding com-
munity. Table 2 summarizes the main characteristics of each hub.

Table 2: Comparison between Hub 

COMPARISON BETWEEN HUBS

 Business 
Model Community Field Funding Territory

Impact 
Hub 

Co-working 
franchise

1) Community 
created after the 
construction of the 
Hub, promoted by a 
professional      

 2) Social transfor-
mation through 
innovation – dis-
course

3) Little engagement

4) Creation of a new 
organizational culture

5) Governed by 
market principles

1) Companies at 
the level of accel-
eration and scale, 
skills with manage-
ment tools        

  2) Presence of 
companies related 
to the innovation 
fi eld 

1) Personal 
funding 

2) Angel investor

3)  Sponsoring 
member         

1) Little relation 
between the 
territory and the 
community      

 2) Territory cho-
sen for being a 
prime area and 
off ering facilities 
and conveni-
ence 
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Source: Authors

The Field of Culture and the Innovation Field, as briefl y discussed before, refer to dif-
ferent participants, connections, know-how and tools, and access to resources. Impact 
Hub represents the Innovation Field. It provides participants with an environment in 
which it is possible to: interact with diff erent organizational cultures (individual entre-
preneurs, small, medium and large businesses, not for profi t organizations). It also 
fosters proximity between economic agents: successful entrepreneurs, incubators, 
accelerators, national and international investors, which leads to increased learning 
and business opportunities. The Impact Hub community is composed of fi rms with 
management know-how, the majority driven by profi t. Therefore, its agents are better 
prepared to develop their business models and access the available funding sources in 
the current startup environment.

Ori represents the Field of culture. It created an environment that allows the ex-
change of knowledge and experiences about education, maternity and family.  It 
fosters the creation of personal bonds, a sense of belonging and identity among its 
members by discussing day-to-day issues and citizenship. It has a great insertion in 
its territory and local community, promoting the occupation and resignifi cation of 
public spaces. Its group is formed by artists who were fi rst connected by ideology. 
Their know-how is related to art production and are less prepared to develop their 
business models. Resources come mainly from public funding.

As a common element of both hubs, their participants, individual entrepreneurs or mi-
cro-enterprises are mostly starting their ventures, facing risks, and found in each hub 
an opportunity to expand their contacts and their market presence. However, there is 
an important diff erence related to their connections: one is global, part of an interna-
tional network, while the other is purely local, focused on its local surroundings. Table 3 
summarizes the comparison between Fields.

 Business 
Model Community Field Funding Territory

Ori Early 
childhood 
school 

1) Community 
created before the 
hub, self-managed

2) Social transfor-
mation through 
education

3) High 
engagement 

4) Governed
by ideological 
principles 

1) Companies at 
the ideation and 
prototyping level, 
little ability with 
business manage-
ment tools     

2) Presence of com-
panies related to 
the fi eld of culture 

1) Public funding 
through public 
notice     

 2) Crowdfunding     

1) Strong rela-
tionship between 
the territory and 
the community - 
personal bonds

 2) Territory cho-
sen for the rela-
tionship with the 
community 
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Table 3: Comparison between the Innovation Field and Field of culture

Source: Authors

The comparison between Hubs, their similarities and diff erences (Table 4), allows some 
conclusions regarding the participation of agents, access to funding, engagement with 
the community and the territory, which translate into diff erent consequences for urban 
development and the creative economy in the city. 

The innovation and culture hubs have complementary characteristics: innovation hubs 
have agents who are better prepared for the creation of new businesses and business 
models, exploring more diversifi ed sources of funding, while culture hubs establish a 
deeper bond with the territory and engagement with the local community. Therefore, 
both are essential and actions that promote the exchange between the two types of 
hubs are important for urban development and the Creative Economy. Table 4 pres-
ents a brief summary of each hub.

Table 4: Main aspects of comparison between hubs

Fields Innovation Field Field of culture

Similarities Individual entrepreneurs and 
micro enterprises that are 
starting their activities and 
face risks. 

Individual entrepreneurs and 
micro enterprises that are 
starting their activities and face 
risks.

Diff erences Agents better prepared to 
develop business models

 Agents less prepared to develop 
business models, with greater 
access to symbolic and aesthetic 
instruments and contents.

Greater access to interna-
tional technology, manage-
ment and business environ-
ments, resources and tools

Greater sense of identity and be-
longing, with the community, the 
territory and its surroundings

Nature of 
Creative Hubs 

Innovation Culture

Origin of 
Communities

Exogenous - community built from 
a local agent, or community man-
ager, who creates an environment 
and connections, through dialogue 
tools, online platforms, events and 
activities that activate relationships 
between members

Endogenous – The identity 
is formed through values, 
habits, behaviors and ideol-
ogies common to a group of 
people;

CREATIVE HUBS IN SÃO PAULO
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Source: Authors

Creative Vouchers are similar to the Innovation Vouchers off ered by several countries 
in Europe -- public initiatives that aim to support and help the growth of cultural and 
creative enterprises.  The main rationale supporting vouchers is that they are a “light” 
form of public intervention in the economy, in which both voucher recipients selec-
tion and accountability are less rigorous than in other public funding schemes.  This 
rationale follows the idea that creative entrepreneurs and SMEs have a pace that does 
not match heavy administrative processes, which could prevent them from having ac-
cess to public funds and actually hamper their development. Creative vouchers aim to 
support the growth of Creative SMEs, allowing them to tap into the knowledge from 
Universities and Research Institutions that otherwise would not be accessible for them, 
either because they do not have funds or and do not know how to approach them.  
Vouchers have become a frequent policy instrument, under diff erent denominations 
such as creative credits and creative innovation prizes, to establish sustainable co-cre-
ation mechanisms between universities and Creative SMEs. 

Nature of 
Creative Hubs Innovation Culture

Life cycle and 
maturity of 
companies 
that integrate 
the hubs

Companies in more advanced 
stages in the life cycle under 
transition, and interacting 
with large companies and 
technology companies.

Companies in early stages of 
prototyping with little familiar-
ity with business management 
tools and their processes, oper-
ate through an exercise of col-
laboration and sharing

Access to 
funding

Use of access to sources of 
refundable risk fi nancing

Use of non-refundable public 
funding sources

Relationship
with the 
Territory

Not part of the creation of the 
community; territory chosen 
taking into account the ur-
ban value, image and conve-
nience

The territory is part of the cre-
ation of the community, the ex-
istence of friendship bonds and 
the use of the public space

Location and 
identity

The physical space defi nes the 
identity 

The physical space is not as im-
portant for the Identity, which 
is established by the  social 
group and by the territory

CREATIVE VOUCHERS
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The project began on October 17, 2016, with the selection of hubs to which the 
voucher recipients would belong.  The selection followed the criteria:  size (number 
of entrepreneurs involved), degree of formalization and degree of insertion in the 
community, intensity of international relations, focus on innovation or culture, and 
geographical location. The fi rst hub selected was the Impact Hub, which is part of an 
international network and attracts social innovation and technology startups. In con-
trast, the second one was Ori, an informal hub, which houses entrepreneurs in the 
fi eld of culture. To add diversity to the study, a third hub was selected, the Entrepre-
neurship Student Club of USP (NEU), a student association that fosters entrepreneur-
ship at the university, based in Inovalab@Poli, an innovation lab and maker space in 
the Polytechnic School. 

The companies that received the vouchers were selected in the second phase, which 
started in November 2016, after a prospection in each hub.  Three technical visits were 
conducted to interview startups, identify their needs and collect information on the se-
lection process. During those visits, the methodology used in CWL was explained to the 
companies, and they presented their demands. Six companies were selected:  two from 
the Impact Hub, one from NEU, and three from Ori (see Table 5). 

Table 5: Selected companies

Source: authors

VOUCHER IMPLEMENTATION

Hub Company Activity

Impact 
Hub

Mobicity Platform for urban mobility, carpooling promotion 
and management for company employees 

Impact 
Hub

WorkinHub Co-working spaces booking app and website

Ori Maternativa Marketplace for entrepreneurial mothers (products 
and services), network for discussing motherhood, 
labor market for women and feminism

Ori Multidão/CaosArte Platform for events and arts festival content co-cre-
ation, associated with a network of artists from dif-
ferent artistic fi elds

Ori Ori Mirim Early childhood education project

NEU Grabit Platform for entertainment events recommenda-
tions and ticket sales in São Paulo



31

the Voucher curatoriaL process
The curatorial process took place since the beginning of the project in October until De-
cember, and aimed at identifying researchers to interact with the selected companies.  
In this respect, the method was diff erent from the one that was applied in London, at 
the CWL. In that project, an invitation was made to several companies (from diff erent 
hubs) and to several researchers from diff erent institutions, all instructed about the 
project goals and methods. Those interested in participating then had the opportunity 
to meet each other in a meeting, when the companies’ demands were aligned with the 
researchers’ expertise. The company-researcher pairing was, therefore, defi ned directly 
by the interested parties.

In this project, companies’ needs were identifi ed by the research team, which looked for 
researchers who had both the knowledge required to assist them and also a personal 
profi le fi t to interact with entrepreneurs and microenterprises. Therefore, the adopted 
curating process was more intrusive than in the CWL project. The researchers chosen 
were from the School of Engineering, School of Communications and Arts, and School of 
Business Administration and Accounting of the University of São Paulo – USP: 

• Prof. André Fleury, PhD:  Professor of the Engineering School of USP (Polytechnic 
School), advisor to USP Innovation Agency and specialist in entrepreneurship 
with experience in distance-education courses

• Prof. Eduardo Zancul, PhD:  Professor of the Engineering School of USP (Polytech-
nic School), founder of Inovalab@Poli and specialist in innovation processes and 
product development

• Prof. Leonardo Gomes, PhD:  Professor of the School of Economics and Business 
Administration, specialist in entrepreneurship and innovation

• Julia Taunay – PhD student at the Engineering School (Polytechnic School) in the 
fi eld of cultural fi nancing 

• Erick Rosa – PhD student at the School of Communications and Arts in the fi eld of 
network analysis

• Ricardo Jacomini – PhD student at the Engineering School (Polytechnic School) in 
the fi eld of artifi cial intelligence. 

preparatorY meetings
After identifying the researchers, two meetings were organized with all participants. 
The fi rst, the Ideas Pool, took place on December 7, 2016 and was attended by approx-
imately 20 people, including the representatives of the six selected companies, the six 
researchers, managers and participants from other hubs, government representatives, 
and representatives of organizations that, despite having not received the vouchers, 
were part of the project network.

The main concepts and methods of the project were presented at the meeting, and 
companies and researchers were introduced to each other for the fi rst talks about the 
project. The participation and research directives were presented, but as for that mo-
ment there was no commitment to participate. A social event was held at the end to 
integrate the entire group. 
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On December 9, 2016, a second meeting was held with only the researchers and com-
panies, when the participation in the project was confi rmed and detailed instructions 
and documents were given. The projects and signed forms were sent to the research 
team at the end of December, and the activities kickoff  was scheduled for January 15, 
2017. The fi nal pairing of companies and researchers is described in Table 6:

Table 6: Companies and researchers paired for the Vouchers

Source: authors

incidents during the proJect deFinition phase
Two relevant incidents took place between the second meeting, on December 9, and 
the beginning of the projects, on January 15. The fi rst was Grabit’s closing down.  At the 
end of December, due to divergences between partners, the company announced that 
it was going to terminate its activities after more than 1.5 years of existence, which evi-
dently excluded it from the project, reducing it down to fi ve vouchers.

The second was the delay in the transfer of funds from the United Kingdom to Brazil, 
which only became available in February, nearly 30 days after the expected start date 
of the projects. The delay in vouchers payment had a negative impact only on one of 
them: Mobicity/Erick Rosa, causing them not to begin interaction as planned. All other 
vouchers started the project without delays, on January 15th.

Company Researcher

1 Mobicity Erick Rosa

2 WorkinHub Prof. Eduardo Zancul, PhD

3 Maternativa Prof. André Fleury, PhD

4 Multidão CaosArte Julia Taunay

5 Ori Mirim Prof. Leonardo Gomes, PhD

6 Grabit Ricardo Jacomini
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Vouchers ran from January 15th to April 15th. The projects follow-up took place 
through fortnightly meetings with the parties. In addition, all activities carried out be-
tween researchers and companies, such as discussion and training workshops promot-
ed by some vouchers, were monitored. In March, a meeting with all participants was 
held with the presence of the English coordinator of the project. Also, semi-structured 
interviews were conducted with the companies and researchers at the initial stage (Feb-
ruary 2017) and at the fi nal stage of the Project (April 2017).  Interviews lasted between 
15-20 minutes, and were recorded and transcribed (the interview guide can be found in 
Appendix 1). A detailed description of each voucher is presented in this section.

maternatiVa
It is a platform for communication and knowledge dissemination, and a marketplace 
for entrepreneurial mothers, created in 2015 by two female entrepreneurs. The compa-
ny was formalized in 2017 and currently it is run by four people, all of them volunteers.  
It has built a network of 17,000 mothers, and organizes face-to-face meetings and talks 
to discuss the relationship between motherhood and the labor market. The company’s 
goals are explained by one of the founders:

Rede Maternativa is the answer to our questions about the relationship between 
motherhood and the labor market, using the combination of our personal principles 
and our professional experiences. Our mission and purpose is to transform with 
activism the relationship between mothers and the labor market. Maternativa is ma-
ternity as a locomotive for life. We are active on four specifi c fronts: marketplace for 
purchase and sale of products and services produced by entrepreneurial mothers; 
face-to-face meetings focusing on training; workshops and talks for network users and 
enterprises; content development for network users and enterprises. (entrepreneurs) 

In its fi rst year, the company, still informal, was funded by a crowdfunding campaign, 
and in the second year, its founders got public funding through the public tender VAI 
(Program for the Enhancement of Cultural Initiatives promoted by the Secretariat of 
Culture of the City of São Paulo, 2015).  

The initial voucher objective was to defi ne the business model for a distance-education 
course on the Maternativa platform, detailing its value proposition and defi ning its target 
audience. In January, the fi rst meetings between the founding members and the research-
er took place and there was a clash between the naïve view of the entrepreneurs and the 
pragmatism of the researcher, used to dealing with startups and their challenges. 

We were dreaming, believing that it would work out simply because we wish it would, 
and he was very straightforward with us, brought us clarity as to a reality we were not 
prepared to face, but it was crucial for us to decide where we were going to invest our 
time and our money. (entrepreneurs)

The confrontation soon made it clear to the entrepreneurs that it was necessary to 
change goals, that the idea of the distance-education course, according to the research-
er’s experience, needed to be re-assessed:

CREATIVE VOUCHERS RESULTS
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We spoke with André [the researcher], and he knew a lot about distance education 
and he told us to think about other possibilities; he already had experience, he had 
gone through a lot of things, he emphasized a lot of issues... (entrepreneurs)

The researcher’s deep questioning brought both restlessness and refl ection, and the 
existing plans to launch the platform were postponed. The entrepreneurs became in-
secure about how to reconcile what they had already defi ned and developed with the 
new perspectives they were acquiring.  A meeting was then held between the entrepre-
neurs, the researcher and the research team, at the university. The discussion led to 
a change in vision: the recognition of the entrepreneurial mothers’ key importance in 
the network, and, therefore, an e-commerce platform would be the main value that the 
company could deliver. 

The fi rst discussion poured cold water on us. His view made us see what we did not 
see.  “What is bound to bear fruit is the marketplace,” he said. And he made us notice 
that our network is of saleswomen..., and he made us change the logic of our website. 
(entrepreneurs) 

Thus, the entrepreneurs redefi ned their plans, placed the e-commerce platform as the 
priority, and recognized that technical and programming skills were required to put it 
into operation, which made them look for a specialist:

We noticed that the website was being built in the wrong way; after we talked to An-
dré [the researcher] we managed to change the website. He knows how to do it very 
well! He said the ideal was to have a partner who is also a programmer, otherwise 
we were screwed, and we switched over to Carol. We noticed we could not just start 
programming... (entrepreneurs)

By the end of the project, the company had developed its target audience profi le, per-
formed tests of both the service and its related tools, and prepared the e-commerce 
platform launch. The entrepreneurs recognized the importance of the interaction in 
their change of plans, and how the knowledge transferred was important to the redefi -
nition of their business:  

The expectation was completely diff erent from the outcome. We thought we were go-
ing to work with our distance-education courses. Our expectation was diff erent and 
we ended up changing directions, focusing on the marketplace, on technology...

If this project had not happened, if it wasn’t for Andre [the researcher], we would 
have gone in the opposite direction, and we would have failed. We would have 
lost money, energy! I think André came with a pragmatism that we did not have. 
(entrepreneurs) 

The entrepreneurs’ assessment of the voucher was widely positive, as it resulted in the 
business proposal change. Another highlight was the interaction between the entrepre-
neurs and the researcher, which led them not only to acquire knowledge, but to experi-
ence a way of thinking that was not usual for them:

... We began to understand that he [the researcher] thinks diff erently, before learning 
about hard sciences, we would think that he was super cold... he is very agile in con-
ducting the project... he is very straightforward, objective... 

And his logical structure, this startup methodology, the numbers, we do not do 
that. He showed us that we need to evaluate our actions.  Look at what to build 
to know where it goes.... Being close to these objective people, with that way of 
thinking, did not even cross our minds. This thing of evaluating our actions, now 
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we know what we have to do, and as soon as our website is online, we will do it 
frequently.  All this made a difference, having these numbers helps us make deci-
sions. (entrepreneurs)

The opportunity to contact the university and other early stage companies and profes-
sionals was also highlighted as positive, not only because of the immediate learning 
context, but also because of the prospects of keeping in touch and of future learning:

The people he introduced us to, and the cases he showed us. In addition to making 
contacts, he guided relations, he introduced us to several people; we were able to 
present our project and have many tips. For us, this support is something like:  
Wow! It couldn’t be any better. Things are going very well! 

It was a successful experience and I think it will not end in this project. I think we’ll be 
able to maintain that bond, especially related to contacts... we established a relation-
ship with him. (entrepreneurs)

For the researcher, used to dealing with entrepreneurs from the technology fi eld, 
the evaluation was also positive, both for the opportunity to apply his knowledge 
in an area he had not yet explored, and also for the possibility of reaching ventures 
outside the university: 

This is the fi rst time that we have brought this methodology out of our world. The 
companies usually come to work here, they are the ones that come in, and this is the 
fi rst time that we went outside. It has the idea of strengthening entrepreneurship in 
the city of São Paulo through mentoring, and it’s very nice to be part of it. (researcher)

The impact and results of the voucher were very positive and well evaluated for both 
the company and the researcher. The pragmatic view of the researcher and his knowl-
edge enabled the entrepreneurs to make important decisions about their business, and 
the new contacts allowed access to technology solutions and new points of view. One 
month after the end of the voucher, the company has eff ectively launched the e-com-
merce platform, and keeps in touch with the researcher.

muLtidÃo CaosArte
The Company was founded in 2013, by three entrepreneurs, two men and one woman.  
Two of them met while working for the company ItsNOON, a platform that allows the 
development of collaborative projects and provides that service to companies.  Multi-
dão CaosArte3 adapted this concept to produce a multi-language co-created festival, 
aimed at discussing the city’s problems.  The festival was conceived collaboratively, 
through internet call notices (using the ItsNOON platform), inviting artists to produce 
material on the proposed theme.  The platform allowed crowdfunding and sponsor-
ships which were distributed to the participating artists. The purpose of the initiative 
was to foster a cultural production chain by providing opportunity for creation, circula-
tion and exhibition of artistic production, or in the words of the founders:

We are a creative content producer. Created in 2013, Multidão has specialized in cre-
ating multisensory experiences and cultural content through social networking. It is 
based on the multitude of people and their creativity, connecting creative people from 
all over the country.  Multidão invests on innovation to propose cultural projects, cor-
porate events, festivals, etc. The digital platform - www.multidao.com - focuses on social 
technology to manage networks and creative communities, projects in crowdsourcing, 

3_ Multidão 
means big 
crowd, and 
CaosArte is 
the fusion of 
the words 
Chaos and Arts.
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digital content and design. On the other hand, CaosArte focuses on the production of 
corporate events, exhibition, activation, promotion, incentive and entertainment. 

Our purpose is to work with culture, innovation and technology, believing that culture 
is able to foster social transformation. Based on culture, in several languages, and its 
network communication, a vector of social transformation is formed…. We are pretty 
much of what we believe in - transforming relationships and creating new ways of 
working with culture as a vector. (entrepreneurs)

The model was used in three editions of the CaosArte Festival. Two of these were fund-
ed using the platform (crowdfunding and sponsorships), while the third raised public 
funding. It reached an audience of 30,000 people, with more than 5,000 artistic exhibi-
tions, including performances, drama, dancing, music, visual arts, food and crafts.

In 2016, the team started a project to provide training to festival producers in the East 
region of São Paulo4, with public funding. The idea was to use the CaosArte Festival as 
a model to train young people in cultural production and encourage them to promote 
festivals.  From May to August 2016, workshops on cultural production were organized 
in the suburbs of the East region of São Paulo to train young producers, in preparation 
for the Pericentro5 Festival, which took place in August 2016, with exhibitions of local 
artistic works.

The initial demand of Multidão CaosArte was to defi ne its business model, with the 
identifi cation of its niche market and pricing of its services. There was also the expecta-
tion of developing its organizational structure, which would establish clear roles for the 
three entrepreneurs and other collaborators.

...it was after the third edition [of the Festival] that we realized that we could have a 
business model. We believe that by combining various skills, culture, arts, production 
and communication we will be able to off er something diff erent to the market, but we 
fi nd it diffi  cult to understand our business model.  (entrepreneurs)

The meetings between entrepreneurs and the researcher began early, in December 
2016, and, except for the Holiday Season and the Carnival, they were held on a week-
ly basis. Since the initial demand was to develop the business model, the researcher 
suggested they apply the Canvas model, which was prepared in January and present-
ed to the research team and invited researchers in February. Several questions were 
raised, which made evident the need to rethink what they had done. According to the 
researcher, the questioning indicated that the task involved more than just redoing the 
model, it was necessary to change the very expectations of the entrepreneurs:

We had designed the project in three stages: Outlining the business model, fi lling out 
the Canvas and validating this model with researchers from the Polytechnic School. 
And one thing we found out was that both the value proposition and the business 
model were not clear. We needed to take a few steps back.  I felt that for them the 
meeting with the researchers made them realize what would it be to transform Multi-
dão CaosArte into a business, because they had a pretty romantic view of it all. They 
realized that to reach the market, it would be necessary to change their mindset. Now, 
we have to see if they are willing to make these changes. (researcher)

The process caused distress among the entrepreneurs, but they remained willing to 
continue. Thus, a new round of meetings began, with workshops to train the entrepre-
neurs to rethink their product off ering, their customer profi le and how they could serve 
them. At each meeting, the entrepreneurs had tasks to help redefi ne their business, 
such as talking to their potential customers, analyzing other similar businesses, and de-

4_ The East 
side of São 
Paulo is one 
of the most 
populated
 and poorer 
regions of 
the city.

5_ Pericentro 
is the con-
traction of the 
words Periph-
ery and Center 
in Portuguese.
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fi ning the value diff erential of their proposals. At the end of the voucher, the entrepre-
neurs had formulated a new value proposition for their company, and were planning to 
perform feasibility tests.

Despite the stressful process, both the entrepreneurs and the researcher evaluated the 
experience as positive. According to the entrepreneurs, it not only helped them design 
their business, but also made them rethink their assumptions and perspectives:

The experience took us out of our comfort zone, and we thought of things we had 
never thought before. 

Our experience was tense because we had expectations, but throughout the project 
we ended up rethinking the entire project. It was a whirlwind of reevaluation that 
put us on track and now we believe it is possible to build something much more sus-
tainable. (entrepreneurs)

The researcher of this voucher is a PhD candidate, and the project helped her contextu-
alize and provided a practical view of the subject she studies. It has grounded her re-
search on the reality of creative entrepreneurs and she expects it will contribute to the 
development of her dissertation: 

I learned a lot about the dynamics of cultural production and who these players are, 
about the profi le, the needs... they brought the reality of what I’m studying.

“What I realized is that this exchange has changed the way I looked methodologically 
at my research subject. It showed me practical perspectives of the creative economy. It 
has changed the way I look at my research. (researcher)

The contact and exchange with the university was also evaluated as very positive by the 
entrepreneurs. One of them has no higher education, and being at a well-regarded uni-
versity, in an applied science school, one of the top engineering schools in the country, 
helped him to broaden his vision:

Being in close contact with the university for me was incredible, since I have never 
been at a university, especially Poli. It was an incredible experience…. This experience 
of putting an engineer to think about the company’s culture was incredible.  It was 
incredible to have a university researcher working with us. (entrepreneur)

As in the previous project, the entrepreneurs come from the arts community and net-
working with people from diff erent areas, particularly technology, has also been evalu-
ated as positive, as it changed their perspective and allowed access to knowledge and 
experiences that will enrich the company in the future.

It’s a diff erent audience, and before the project we were unable to fi nd these startup, 
innovation, technology people. Knowing these people who understand these areas 
and work in this environment is very important for us. (entrepreneurs)

As will be discussed later, this voucher involved a company whose business model was 
developed based on a cultural production point of view, in which ideology and a critical 
perspective on society were present. Also, cultural producers in Brazil are used to de-
pending on public funding, and as a result they are not used to thinking about fi nancial 
self-suffi  ciency or private funding sources, which requires the development of a mar-
ket-oriented mindset. The clash between that perspective and a more fi nancially-orient-
ed one brought by the researcher created tension that resulted, due to the openness of 
the entrepreneurs, in positive outcomes.
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ori mirim 
Ori Mirim is a children’s education initiative founded in 2015. It cannot be considered 
a company, since its status still remains as informal, and it will be referred therein as a 
“project”, a common designation for this kind of initiative in Brazil6. It is managed by six 
voluntary collaborators and reaches 16 families. The founder was responsible for the 
investment in the house where the project is located and manages the property, which 
also accommodates two more activities. The founder defi nes Ori as a participatory edu-
cational project:

Ori Mirim is an active education project that works with children from 1.5 to 6 years 
old and their families, and has the participation of parents in the refl ection and prac-
tice with children. We aim at creating a new reference for education, in close contact 
with parents, to bring families closer to think about education... (founder)

Ori is fi nancially self-suffi  cient, but it lacks better organizational structure and a more 
detailed vision and practice, especially with respect to the balance between its diff erent 
perspectives: educational, economic and social. Collaborative management made deci-
sion-making especially problematic. According to the founder:

For me, all this is very good, but it’s diffi  cult to make decisions. Management issues get 
stuck when handled collectively. Each person understands things through her ideology 
and references. The problem is each one understanding the whole picture. It is too 
open; on the one hand, we create everything together; on the other hand, some things 
get stuck. (founder)

The meetings between the founder and the researcher began in the end of January.  
They decided to keep meetings not only between them, but open it to the various par-
ticipants of the project. Meetings took place from February to March, on a weekly basis, 
and were held at the house of the project, rather than at the university, allowing the 
researcher to interact with the group in their own environment.

The fi rst barrier was making the founder and the parents group understand the educa-
tional project as a business, since they rejected that idea to a certain extent. The project 
was conceived as a collective action and an alternative society initiative, and referring 
to it, and managing it as a business, was already a challenge:

Leo [the researcher] came up with this vibe of seeing it as a business. And this has a lot to 
do with my decisions. I feel very closely connected to the project, I was the one who made 
the investment, bought the house, which already is taboo to the group, the issue of invest-
ment, the money… This discussion is very important to me, and we need to bring it to the 
group, and that could help raising an issue that is hard to raise over here. (founder)

Therefore, the project began with the tension between the founder’s fear of appropri-
ating new concepts, some of which might clash with some of her convictions, and her 
perception that she needed those concepts:

Whenever this fi nancial issue is present, it is a hindrance...  Organizing this is very 
important.  But I’m afraid of whether we can fi t it into something. This business plan 
thing, I don’t know what that is. (founder)

Despite that, the researcher faced the interaction with the founder and the group as a 
challenge and an opportunity to apply his knowledge and develop his research:

6_ Project, the 
term used to 
defi ne Ori, is 
a temporary 
endeavor but 
it does not 
imply Ori is 
a temporary 
initiative.
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 In my line of research, it is very common to use action research as a method. This 
method has two objectives: to contribute to scientifi c knowledge, and to solve a real 
problem in an organization.  Understanding a real problem, understanding the 
limitations of knowledge and trying to move on forward in that knowledge, making 
your action improve what you are observing.” “This is how I work as a researcher, 
and it’s always an opportunity to enrich the application of the knowledge I develop 
at the university while seeing the reality of an enterprise being transformed by its 
implementation. (researcher)

The confrontation between the group, strongly oriented to ideological and social trans-
formation issues, and which put up a strong resistance to traditional models in society, 
especially business management models, and the researcher, more adept to a business 
oriented approach (he is a professor at the School of Economics and Business Admin-
istration) led to the deconstruction and reconstruction of discourses in both sides, the 
adjustment in language, and the translation of the fi nancial jargon into a language that 
was accepted by the founder and her group:

First, it was necessary to guide the language. Opening our view to a specifi c language 
we did not look at as a group. There was something new, there was an initial awk-
wardness, but he gave us a lot of freedom and we translated some things to try to 
understand what that business environment may have to do with us. Creating a fi eld 
for a new language to enter our world. A space for us to stop to think and to listen...  it 
was very productive  (founder)

For this adjustment to happen, the researcher’s attitude was essential. He was very 
open to dialogue, willing to face the challenge of overcoming the diff erent points of 
view, valuing the contact with the founder and the people involved in the project:

[the founder] comes from a world quite diff erent from mine, and we are going to 
create common ground so we can think of the business from the perspective of Ori.  
Working in collaboration, it is not always peaceful. The cool thing about a project 
like this is that it takes us out of the comfort zone, working with people who have 
another repertoire, think diff erently, and just for that, it’s already worth it being in 
this project. (researcher)

After that initial adjustment, the project took place without any setbacks, and some 
positive impacts were identifi ed by Ori’s founder, such as the adaptation of operational 
and fi nancial management tools so that they could be understood, accepted and used 
by her, and the discussion of controversial topics among the parents group:

 We have been intensely thinking about Ori for two years and this project reached the 
right moment... In that last meeting, he gave me a lot of things to do, but it was a chal-
lenge again.  Placing processes on a table, questioning about the bureaucratization of 
processes, a systematization that gave rise to important questions about our subjec-
tivities and some things about the processes that we already carry out became clear...
Going through this process of systematization...was very constructive, and we were 
able to open up on taboo subjects, such as money. (founder)

As already mentioned, the researcher’s attitude was crucial to the success of the proj-
ect. His perception was that there were barriers of ideas and language to be overcome 
and make it possible to bring results to the group:

Once I understood the specifi cities, my objective with Anahi changed. My key role 
started to facilitate her transition between the two worlds: from the social one to the 
world in which she seeks to manage and to make the project economically feasible. 
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The group had to begin to understand the dilemmas and how to approach them to 
use the tools. The group started understanding things and so they mapped and set 
boundaries for the processes... The university’s commitment is not to sell a service, but 
to transform the enterprise and increase knowledge, and this is not always done in 
consensus. I think Anahi has changed. (researcher) 

The founder herself realized she had changed and, interestingly, related it, as well as 
the whole process of language translation and adaptation of the researcher, to Ori’s 
transformation proposal:

 I feel in a re-creation relationship, I have absorbed the knowledge transmitted by 
Leo and re-created the tools... this is what is called a translation, making me un-
derstand the terms he brought. We don’t like the concept of control, but we believe 
that we have to analyze our actions and be open to change actions... Leo had to 
deconstruct himself to talk to us, that’s Ori’s idea. It is always a poetic re-creation. 
Allowing the meeting to happen required both sides to be open, and that hap-
pened! (founder)

The researcher also recognized he learned from the voucher, not about concepts and 
tools, but about how to adapt them to a context diff erent from the one he is used to: 

The experience was positive. It was an opportunity to try my research subject in 
another context, it brought unexpected insights. From the research perspective, the 
main contribution was the interaction with Ori’s processes, which made me think of 
what I hadn’t thought of. The type of project that Ori [is]... experiences a transition 
between two worlds... (researcher)

In addition, the researcher also saw the potential to move forward with his research, both 
in Ori and in the Maternativa voucher, which he followed up in the general meetings:

At the beginning I had an understanding, and as I moved forward in the experience 
with them this understanding changed and it shed some light allowing me to think 
about some things from an academic perspective. Anahi’s entrepreneurship process 
and other collective projects seem diff erent from what is described in the literature... I 
had already studied this in the context of established fi rms, but never associated this 
with this form of undertaking. The nature of Ori and that of Maternativa gave the idea 
that there is something new... (researcher)

WorKinHuB
WorkinHub was founded two years ago by two young entrepreneurs.  It off ers a 
co-working space management system and a booking platform for co-working spaces.  
It has a structured business model and its partners are familiar with the entire startup 
environment, its diff erent funding mechanisms, and the management processes and 
tools applied by the companies.

At the beginning of the voucher, the company was located at the Impact Hub, and today 
it is based in another hub. The change is related to the company´s strategic action of 
experiencing diff erent co-working spaces, seeking to have fi rst-hand knowledge on diff er-
ent working environments. The company joined the voucher with a specifi c purpose: to 
generate content to be off ered to its clients, in order to be recognized not only as a book-
ing platform, but also as a knowledge provider about new working environments.
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After the December meetings, the researcher and the entrepreneurs agreed that they 
were going to develop a research project to identify the business opportunities gener-
ated by large companies that are choosing to place their teams in co-working spaces 
and to assess employee motivation. The company’s expectation was to open up busi-
ness opportunities with the study:

I think this research will create a large gateway in well-structured co-working spaces 
which are our niche of operation. We will also be able to better understand the profi le 
of these clients, who are the most profi table, and create a map of how and why com-
panies are looking for co-working spaces... The research will provide a basis to struc-
ture a sales pitch… (entrepreneur)

The research instruments were prepared and the fi rst pre-tests were carried out in 
February, and in March, the interviews were conducted, after which a meeting was held 
at the university to present the preliminary results to other researchers in the project. 
In parallel, the company catalogued many of the co-working spaces in the city of São 
Paulo, identifying a well-developed market, and the trend of large companies to move 
some units to those spaces. Entrepreneurs emphasized their learning of the research 
project they had in mind, and the researcher’s contribution to its success:

 We have already defi ned the methodology for the interviews and now I will conduct 
the fi eld research... Eduardo [the researcher] surveyed some articles and shared them 
with us to support us theoretically. We have been going to Poli, and we are working 
together with Edu and we have prepared the research instrument... I think he’s con-
tributing a lot. (entrepreneurs)

In addition to the results of the survey on large companies, the communities in the 
co-working spaces were identifi ed. The entrepreneurs highlighted the understanding of 
their dynamics:

It was very interesting and allowed us to learn more about the communities working 
at the co-working spaces. Now we have a clear understanding of what these commu-
nities are. We talked to the managers of the co-working spaces and we understand 
the co-working space as an environment of innovation.... and we opened doors in 
co-working spaces that we had not been able to enter before and managed to with 
this research. (entrepreneurs)

In addition, new contacts have been established by the entrepreneurs, which were also 
valued:  

The impacts, the main impact in my opinion was the networking. I made several 
contacts after participating in the project. The impacts were pretty cool. Edu [the 
researcher] has market experience and this was very cool, and he understood our 
dynamics and summarized the research so that we would be able to do everything... 
I enjoyed it so much I wish I had time to do more... I found it very good from the very 
beginning, especially everyone’s attention to ensure the research would have an im-
pact on our business. (entrepreneurs)

After the end of the voucher, the company and the researcher started a discussion 
for the submission of a proposal to the FAPESP Innovation Research in Small Business 
(PIPE) program. 
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moBicitY
The company was created in 2015, and off ers an urban mobility platform designed for 
medium and large companies which aggregates employee location, mobility informa-
tion and carpooling management. According to the managing partner: 

Mobicity is a startup focused on Shared Corporate Mobility, currently targeting 
organizations with more than 500 employees. With web/mobile/content/advisory 
solutions, the main goal is to off er daily commuting options by sharing information, 
means of transportation, and affi  nities.  (entrepreneur)

The company’s goal with the voucher was to increase the value of the tangible and 
intangible benefi ts generated by the Mobicity solution for its customers, in order to 
strengthen sales pitches and legitimize the product eff ectiveness. The researcher rec-
ommended for the project was a PhD student from the School of Communications and 
Arts, of the Department of Public Relations, Advertising and Tourism, a specialist in 
measuring and evaluating networks, since the service off ered by Mobicity creates an 
internal network focused on urban mobility.

This voucher was not successful. There was no engagement between the researcher 
and the company. Among the factors identifi ed for the failure, there was, fi rst of all, 
the delay in the initial contact between researcher and the company. Although they 
had participated in the project launch meetings, unlike the other vouchers, the scope 
and subject of study were not well defi ned, especially with regard to the measurement 
of intangible values, and there were no early meetings to provide a focal point for the 
voucher. The lack of eff ort to make contact can be attributed, in part, to the delay in the 
payment of vouchers, which discouraged especially the company.

In February, when the research team identifi ed the problem, it was decided that the 
scope of the project would be narrowed down, since no activity had yet been carried 
out. In March, a meeting was held in a new attempt to develop the project, when the re-
searcher reported a problem in contacting companies that use the services provided by 
Mobicity, and until the fi nal interviews in April, no project activity had been carried out.  
There was a clear mismatch between the company and the researcher, both in terms of 
vision and work pace.  

 ... The researcher is focusing on the methodology and I’m focusing on the prac-
tice.... the amount of time that some things take could be shorter. Between ‘Ok, 
let’s do it’ and actually doing it, nothing happens. I think everything is very slow... 
(entrepreneur)

The researcher reported his diffi  culty in keeping up with the activities, the lack of moti-
vation on both sides for the project to be carried out and fi nished:

 The four months were a little bit truncated -- the vacation period, the delay in the 
payment -- and during those four months we had trouble putting the proposals into 
practice, and as time passed by we realized that the initial proposal was getting fur-
ther and further away. And even the other plans ended up not happening. The imple-
mentation of the proposals did not happen. The main problem was the willingness 
to put this project into action. I think that this engagement was far from what was 
expected to happen for the project. (researcher)

One of the factors that we can attribute to the lack of engagement of the research-
er and the company was the diff erence in the perspective between researcher and 
entrepreneur: on the one hand, the pragmatism of a startup in the growth phase, 
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with short-term demands, and on the other hand, the attitude of a researcher in the 
communications area, more theory-oriented, not focused on the needs and pace of 
operations of a startup. 

Despite operating in diff erent areas, all companies are new -- less than two years in op-
eration -- and heavily reliant on the Internet and mobile technologies.  Even in the case 
of Ori, which, despite not making use of the digital network for day-to-day activities, 
relies on the world wide web to promote its activities to the community and manage 
contacts.  All companies are heavy users of digital technology, and most of the business 
propositions use mobile apps.

The application of the creative vouchers had immediate results for all those that com-
pleted their projects, both directly and indirectly related to the activities developed.  
Maternativa launched its e-commerce platform, and at the time of project completion, 
it had off ered a partnership with a programmer, a student of the university, to enhance 
tis technical capabilities. Multidão CaosArte launched a Facebook page to test its new 
business proposal, opened up discussion for a joint project with the Student Entrepre-
neurship Club of USP, and, in the meantime, was again contemplated with funds from a 
public tender. Ori developed a clearer and less confl icting view of its business and start-
ed to reformulate its management and administrative processes. WorkinHub gathered 
data on co-working in São Paulo, developed an understanding of why large fi rms are 
using co-working, managed to attract, among partners of the university, the interest of 
companies in its services, and plans to submit a proposal to the FAPESP PIPE program 
together with the researcher. The establishment of contacts, both inside and outside 
the university, was recognized as positive by the companies.

Therefore, the application of the vouchers has resulted in immediate benefi ts for the 
companies, and can be considered very successful. Table 7 highlights the companies 
and the results achieved.

Table 7: Voucher Results

CREATIVE VOUCHERS IMPLICATIONS

Company Direct Results

Maternativa Launch of e-commerce platform, partnership 
with programmer 

Multidão
CaosArte

Launch of Facebook page with the new business proposal, pos-
sible project with USP’s Entrepreneurship Center, funding from 
public tender
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Source: authors

In addition to the companies’ results, researchers also had personal gains: the con-
textualization of their research studies in the cultural sector, the opening of new con-
ceptual discussion avenues, especially in the voucher with Ori, and the possibility for 
new research projects. Another important gain was the support to studies: one of the 
researchers is a PhD student, and she reported that the project helped her in the de-
velopment of her research, off ering her support to ground and understand her subject 
through the daily activity of the companies.

It is also worth mentioning that two vouchers produced primary data: More than 50 
interviews on demand with cultural producers in the city of São Paulo, by Multidão 
CaosArte, and the survey of co-working spaces conducted by the company WorkinHub, 
with the identifi cation of more than 80 co-working spaces in the city. These data have 
the potential to support academic studies for the researchers involved.

To the university, the incentive had a strong outcome from a multidisciplinary point of 
view: some projects promoted discussion forums at the university, with the participa-
tion of researchers who were not involved in the vouchers, which led them to under-
stand and become interested in the culture production chain. As for the contribution 
for theory, the vouchers showed that the companies involved are from two diff erent 
fi elds7: Innovation (WorkinHub) and Culture (Maternativa, Multidão CaosArte and Ori). 

The companies in the fi eld of innovation are better prepared to defi ne their business mod-
el and are looking for rapid growth, while the companies in the fi eld of culture focus on 
building communities and on fi nancial sustainability, even without signifi cant growth.  The 
vouchers allowed contact between these two fi elds, which does not happen easily, and, 
despite the initial discomfort and the need for adaptation, led to quite positive results.

In the Ori hub vouchers, the companies were from the Field of Culture, and the re-
searchers from the Field of Innovation. That fact was caused by the need declared by 
the companies at the beginning of the project: they all declared interest in developing 
their own business models, which led to researchers used to this type of activity, more 
related to the Field of Innovation, being assigned to them.

The initial demand and the voucher development evidenced that companies from the 
Field of Culture were unfamiliar with tools and methods well consolidated in the Field 
of Innovation which facilitate the business development, such as Business Canvas, 
Design Thinking, Lean Startup. These tools help companies defi ne products and pro-
cesses to achieve greater competitiveness, goals that are not usually pursued by the 
companies from the Field of Culture. For them, the notion of market is quite distant as 

Company Direct Results

Ori Clear business proposition, administrative 
processes reformulation

WorkinHub Knowledge on large fi rms in co-working, contact with potential 
clients, proposal to participate with a project 
in the FAPESP PIPE program  

7_ The term fi eld 
is used accord-
ing to Anand & 
Peterson (2000) 
and DiMaggio & 
Powell (1983), 
to whom a fi eld 
refers to a set 
of organizations 
that interact in 
markets and 
common areas 
of operation, 
share perspec-
tives, common 
sources of 
information that 
infl uence their 
interpretations 
and decisions, 
but have varying 
access to re-
sources and dif-
ferent degrees 
of infl uence and 
power.
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they tend to focus more on the aesthetic and artistic aspects of their production. Also, 
in Brazil, entrepreneurs of the Field of Culture usually adopt a critical view on notions 
such as business, competition and profi t, which also helps to keep the distance be-
tween them and those tools and methods.

Despite that fact, the dialogue between researchers from the Field of Innovation and 
companies from the Field of Culture was extremely rich, as shown by the vouchers 
Maternativa, Multidão CaosArte and Ori. After an adaptation phase, a language and 
perspective adjustment, all the companies used the proposed tools and were able to 
take advantage of them. The fact that they were suggested by academics also helped 
them to be more easily accepted by the companies. If consultants had presented them, 
there could have been greater rejection, since they could have been viewed as “market” 
methods, and therefore opposed to the entrepreneurs’ convictions. In this case, the im-
age of the university as a neutral and in many cases critical knowledge-producing entity 
lent legitimacy to the tools. 

The reverse path, in the only voucher between a company from the Field of Innovation 
and a researcher from the Field of Culture, proved to be problematic. The mismatch be-
tween their paces of action was decisive for the voucher’s failure to succeed: while the 
company, with a pragmatic position, expected results in the short term, the researcher, 
more congenial to conceptual discussions and used to longer and looser deadlines, was 
unable to establish a fruitful dialogue. It also evidenced that the researcher especially 
had a low capability to adapt to the context and demand of the voucher.

The only voucher that brought together the same perspective on both sides, Work-
inHub, occurred without the need for language adjustment and adaptation of the 
researcher and the company. The results were very positive, and, as it would be expect-
ed, the engagement occurred without any problems.

The construction of dialogue between the two fi elds can be extremely fruitful, but it re-
quires adaptability, which, in the experience of the vouchers conducted, must come fi rst 
from the researcher, who should take the fi rst step to cross the distance between the 
perspectives.  In the vouchers, the researcher acted both as knowledge provider, the one 
who has the expertise to solve the problem, and knowledge intermediary, the one who 
can bridge the gap between views. This evidences the importance of the later role as the 
one who has the ability to speak the language of the two fi elds, and is able, as a transla-
tor, to eff ectively communicate to both sides, ease the tension and facilitate results.

In future projects, when the vouchers involve companies and researchers from diff er-
ent fi elds, the training of researchers in the specifi c aspect of intermediation should 
contribute to more consistent results of the various projects. One should also consider 
people who are able to play this role, even if they do not have specifi c knowledge, be-
cause they can act as “translators” between researchers and companies.
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Questionnaire of the Impact Hub interviews  

1. What are your company’s purpose and values?

2. Tell us the story of your company. How long has it been in operation? 
And at which stage is it?

3. How do you believe your business can impact society? 

4. What do you understand by social innovation? 

5. How did you get to the Impact Hub? Why did you choose the Impact Hub? 
How long have you been in the Impact Hub?

6. Do you consider the Impact Hub a community? If so, in what respect, if not, why?

7. Do you think there is a common behavior/habit/value 
among Impact Hub members? Which? 

8. Do the values of this community impact your personal choices?

9. Does the community contribute to the development of your business?

10. How do the activities and infrastructure of the Impact Hub collaborate with 
your company? Do you use the services or provide services to other companies 
of the Hub? 

11. Do you relate to other companies of the Hub? 

12. Are you engaged in the national and international online network off ered
 by the Impact Hub? How do you use it?

13. Do you socialize with the Impact Hub community outside the co-working 
space? In what other environment do the members socialize with each other
and which places do they usually go to?

14. How important is the location of the Impact Hub for the people in your company 
and for the business?

APPENDIX 1
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Questionnaire of the Ori interviews 

1. What is your educational background? 

2. What do you currently do for a living? Are you self-employed? Are you self-em-
ployed by choice? What is your motivation for being self-employed? How do your 
values contribute to that motivation? 

3. Do you live in the area? Where? 

4. Were you born in the area? What is your relationship with the neighborhood? 
What high school and college did you attend? 

5. How old are you? 

6. How did you get to Ori? 

7. How long has your son been in Ori? 

8. What is your opinion, and how do you participate in the development 
of Ori’s educational Initiative?

9. Does participating in the Ori community impact your professional life? 
Does the Ori community help you articulate with your work? How?

10. Does participating in the Ori community impact your family life? 

11. Do you think there is any common behavior/habit/values shared by the Ori 
families? Which? 

12. Do you socialize with the other parents who are members of Ori? Tell us 
about this relationship. Do you go to other places in the neighborhood with the 
Ori community? 

13. Was the location a determining factor for you to enroll your child in Ori? 
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Questionnaire - Companies 

1. Do you believe this methodology could help in any of your company’s needs? 

2. What are your impressions and expectations in relation to this research project? 

3. How is the contact and exchange being established in the research? 

4. How did you and the company’s representatives come up with the project’s 
research questions? How is your development?

5. Tell us a bit about your experience with the methodology of the project and how 
did you establish your relationship with the researcher?

6. And how do you evaluate your experience in this academic project?   

7. Tell us about the process of development of the project and its results.

8. What is the main impact of this research on your business?

9. What kind of knowledge has been exchanged in the collaboration? 

10. Will you use this knowledge on other occasions? 

11. How will this knowledge contribute to your work and your business?

12. Has the access to university researchers contributed to your development as 
an entrepreneur? In what respect? 

APPENDIX 2
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Questionnaire – Researcher

1. Do you believe this methodology could help small and medium creative 
economy businesses develop? In what respects? 

2. What are your impressions and expectations in relation to this research project? 

3. How do you believe this project, overall, can help small and medium creative 
economy businesses? 

4. How did you and the company’s representatives come up with the project’s 
research questions? 

5. Did the project contribute to the development of your studies as a researcher? 
What kind of contribution did it bring to you?  

6. Do you believe that this project impacted the partner company?   

7. How was the contact and exchange between you and the company estab-
lished, did the dialogue take place? Did you have diffi  culties? Was the exchange 
successful in your opinion? 

8. Can you talk a little bit about the development of the project  and the results? 

9. What kind of knowledge has been exchanged in the collaboration?

10. In your opinion, did the project contribute to the approximation and ex-
change between the university and the creative companies?  In what respects? 




