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1. Social Business Modelling  

1.1 Social Business Model Defined 

Social problems are addressed by social enterprises through certain business solutions. 

Social enterprises generate both social value (measurable impact) and economic value 

(revenue). 

Due to its purpose, the social business model differs from a typical company. In contrast to 

a traditional business, a social enterprise's goal is to address a social or environmental 

issue. This is often accomplished through a market-based strategy that relies on the selling 

of goods to bring in money. Profit is not the end objective for a social enterprise; rather, it 

is a tool for fulfilling a mission. Consequently, a social business model is a framework, 

design, or structure that adheres to effect good change and provide profitably sound 

results.   

Three criteria determine whether a business concept is good or not: 

1. It's capacity to bring in money for its owners; 

2. It's capacity to bring change in the world; 

3. It's capacity to balance between these two factors above. 

According to a study by Wolfgang Grassl concerning business models of social enterprises, 

there are 9 types of social enterprises to consider (Grassl, 2012); (Muhonen, 2018): 

1. The entrepreneur support model sells business support services directly to the 

entrepreneurs in its target population   

2. The market intermediary model that assists their clients by marketing or selling 

their clients’ products or services for them 

3. The employment model through which a social enterprise provides its clients with 

work opportunities and training 

4. The fee-for-service model where a social enterprise charges the customer directly 

for the socially beneficial services they have provided 

5. The low-income client model where a social enterprise generally offers social 

services directly (as in the fee-for-service model) but focuses on low-income clients 

6. The cooperative model is a fee-based membership organization that provides 

member services to a group that shares a common need or goal 

7. The market linkage model focus on building relationships and connecting their 

clients with markets for their client's products and services 
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8. The service subsidization model funds social programs by selling products or 

services in the marketplace 

9. The organization support model also sells products or services to fund social 

programs, however, the social initiatives they support are managed by a different 

parent organization. 

Table 1 

Business Models of Social Enterprises (MaRS, 2010) 

Business model How it works Examples Key success factors 

Entrepreneur 

support 

Sells business support to 

its target population. 

Microfinance 

organizations, consulting, 

or tech support. 

Appropriate training 

for the entrepreneur. 

Market 

intermediary 

Provide services to clients 

to help them access 

markets. 

Supply cooperatives like 

fair trade, agriculture, 

and handicraft 

organizations. 

Low start-up costs, 

allow clients to stay 

and work in their 

community. 

Employment Provide work 

opportunities and job 

training to clients and 

then sells its products or 

services on the open 

market. 

Disabilities or youth 

organizations provide 

work opportunities in the 

landscape, cafes, 

printing, or other 

business. 

Job training 

appropriateness and 

commercial viability. 

Free-for-service Selling social services 

directly to clients or a 

third-party payer. 

Membership 

organizations, museums, 

and clinics. 

Establishing the 

appropriate fee 

structure for the 

benefits. 

Low-income 

client 

Similar to fee-for-service 

in terms of offering 

services to clients but 

focuses on providing 

access to those who 

couldn’t otherwise afford 

it. 

Healthcare (prescriptions, 

eyeglasses), utility 

programs. 

Creative distribution 

systems, lower 

production, and 

marketing costs, and 

high operating 

efficiencies. 



 5 

Cooperative Provides members with 

benefits through 

collective services. 

Bulk purchasing, 

collective bargaining 

(union), agricultural 

coops, credit unions. 

Members have 

common 

interests/needs and 

are key stakeholders, 

and investors. 

Market linkage Facilitates trade 

relationships between 

clients and the external 

market. 

Import-export, market 

research, and broker 

services. 

Does not sell clients’ 

products but 

connects clients to 

markets. 

Service 

subsidization 

Sells products or services 

to an external market to 

help fund other social 

programs. This model is 

integrated with the non-

profit organization; the 

business activities and 

social programs overlap. 

Consulting, counseling, 

employment training, 

leasing, printing services, 

and so forth. 

Can leverage tangible 

assets (buildings, 

land, employees) or 

intangible (expertise, 

methodologies, or 

relationships). 

Organizational 

support 

Similar to service 

subsidization, but 

applying the external 

model; business activities 

are separate from social 

programs. 

Similar to service 

subsidization– implement 

any type of business that 

leverages its assets. 

Similar to service 

subsidization. 

 

Entrepreneurs can examine what type of social business model is suitable for them with 

specific tools. The Social Business Model Canvas was created by Social Innovation Lab in 

2013, and was based on Alex Osterwalder’s idea – he first presented the Business Model 

Canvas in 2005, a one-page tool to visualize business models of for-profit enterprises. In 

time, the Social Business Model Canvas was cultivated as an alternative template 

specifically designed for social businesses/enterprises with a mission to generate a lasting, 

positive impact on the community, country, and world.  

 

 



 6 

Today, thanks to the Social Business Model Canvas, it’s possible to (Cornetto, 2021): 

 Quickly design, describe, assess and discuss how a social enterprise creates, 

delivers, and captures value from their activities 

 Analyze existing business models 

 Sketch out new ones, since the tool encourages the business model design process  

 Simplify communications among team members, advisors, and stakeholders 

 Make it easier to create a common understanding of the various components of a 

business model  

Although designing or analyzing a business model alone is conceivable, a team's efforts will 

be far more successful. We advise getting your team together to exchange and debate 

project ideas as a result. The Social Business Model Canvas may be printed or digitalized 

for your brainstorming session. 

Use the Social Business Model Canvas template to structure your conversation: 

 Spend 30 to 60 minutes in total to fill in the building blocks of the Canvas 

 When adding objects to the Canvas's various parts, think about utilizing sticky notes 

so that you can quickly alter, delete, or add items to other blocks as needed 

 Fill it from right to left, beginning with the Impact Mission and the Beneficiaries 

 Encourage team members to contribute their thoughts and build off of each other's 

 After everything is finished, look at the big picture. Are there any missing linkages 

or connections? Is it probable that everything you wrote is accurate? What proof is 

required to support your claims? 

1.2. Social Business Model Building Blocks 

Some believe that a business model (BM) is nothing more than a showing of how a business 

generates money - simply putting it as costs vs. revenues. Yet, the "business model” is a 

much wider concept, which professionals have long argued about (Social Business Design, 

2020). However, it is widely described as “the rationale of how an organization creates, 

delivers, and captures value“.  

As you can see, the idea of "value" is important in this situation. And revenue generation, 

often known as "value capture," is but one element of the business model. The Business 

Model Canvas was a useful tool for modeling profit-focused enterprises, but socially 

oriented organizations were not covered by it, as practitioners discovered over time. Key 

elements of nonprofit activities, particularly those relating to their beneficiaries and their 

objectives, were not highlighted by The Canvas. 
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Social Business Model Canvas  (see Figure 1) was created by Social Innovation Lab in 2013, 

this Canvas expands on the original and is often used by social businesses, as it takes into 

concern all the necessary elements needed to achieve 

both social and economic sustainability. Twelve building pieces make up the Canvas, and 

each one is firmly related to the others since organizations are ecosystems made up of 

tangled, interdependent parts. 

 

Figure 1.1. Social Business Model Canvas Template (Social Business Design, 2020) 

     1.2.1.“Value Creation” Section 

 Social Impact Mission. All socially conscious businesses strive to improve society. 

The organization's ultimate social change goal is to be highlighted in this block. 

 Beneficiaries. The targets most impacted by the social issue being addressed are 

typically referred to as "beneficiaries." Target groups should be identified in this 

block using segmentation criteria including demographics, geography, 

psychographics, and behaviors (Social Business Design, 2020).  

 Core Intervention(s). The main good, service, or remedy provided. When 

beneficiaries and consumers differ, a corporation may have one or more key offers, 

thus it's crucial to list them. 

 Value For Beneficiaries. Value often refers to the primary advantages of utilizing a 

certain item, service, or solution. Therefore, all the benefits and painkillers that 

recipients received as a result of the primary intervention are mentioned here. 

 Customers. Beneficiaries who are financially capable of purchasing the good or 

service are then considered to be true clients of the social business. Beneficiaries, 

however, can rarely afford to do that. As a result, additional (paying) parties are 
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required, including organizations, people, foundations, and governmental bodies. 

This block reveals who are the actual payers (Social Business Design, 2020).  

 Value For Customers. Similar to the value for beneficiaries, but solely for customers 

this time. We thus emphasize all the benefits and pain reliefs that customers 

received as a result of the primary intervention in this block. 

 Channels. The company's primary channels for selling and delivering its solution to 

customers as well as for interacting with the public are all included in this section. 

They may be direct or owned, tangible or digital. 

     1.2.2. “Value Delivery” Section 

 Key Activities. All of the mission-critical tasks necessary to keep the firm operating 

are highlighted in this section. Like production, marketing, research and 

development, and community involvement, each business has its own. 

 Key Resources. Fundamental resources can, in general, be either physical, 

intellectual, human, technical, or financial. The business won't be able to do any of 

the aforementioned tasks without them. 

 Key Partners and Stakeholders. Those participants (public and private) who offer 

essential outside resources or assistance for the business model to function. 

However, partners and stakeholders should not be confused because they are two 

different groups. 

      1.2.3. “Value Capture” Section 

 Cost Structure. Costs and expenditures are incurred throughout the production and 

delivery of a good or service. We examine the key cost factors affecting the firm in 

this block. Personnel, technology, infrastructure, and advertising are a few 

examples. 

 Revenue Engines. For social businesses to become (and continue to be) financially 

sustainable, a variety of different income streams are often used. This section 

outlines all of the many "revenue engines," as these sources of income are known 

within the organization. For example, a business may offer its solutions through 

either one-time purchases or recurring ones (i.e. subscription, rental). Once more, 

additional engines might come in the form of middleman fees, sponsorships, or 

even donation-based streams. 
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 Surplus. Finally, this block describes the company's plans for the excess, if and when 

it is produced. Some examples of that may be reinvested to broaden the effect or 

even donated to similar organizations. 

Although filling in the Canvas may look easy, you should watch out for common mistakes 

to avoid when developing your own. These include: 

 Identifying targets (beneficiaries/customers) too broadly, without a segmentation 

 Being unclear about what the solution is all about, what the actual value provided 

 Listing irrelevant channels, telling you nothing useful about the marketing strategy 

behind them 

 Providing numbers instead of cost/revenue structures (Canvas is a qualitative, not 

a quantitative tool) 

 Mixing "as-is" and "to-be" (for that, consider using sticky notes of different colors) 

 Forgetting to identify, list, and test critical assumptions behind the model 

 Not updating the Canvas at every major step of your business model design process 

Example 1 

 

Example 2 

 

 

 



 10 

2. Social Business Value Proposition Creation  

2.1 Social Business Value Proposition Defined 

A social value proposition is just a fancy way of saying that your providing of goods or 

services benefits your target market. It responds to the underlying queries, "So what?" and 

"What's in it for me?" that every prospective client has while learning about your goods 

and services. 

There are various ways to deliver value and provide meaningful benefits to your customers; 

the famous Strategyzer’s Value Proposition Canvas (which is the heart of the Business 

Model Canvas) provides a combination of: 

 Reduction of ‘pain’ points that cause frustration or discomfort; 

 Creation of ‘gains’ or positive improvements that the customer is seeking; 

 The accomplishment of important 'jobs' or roles in the customer's life. 

 
Figure 2.1. Why Use The Value Proposition Canvas? (Strategyzer, 2022) 

 

 
Figure 2.2. The Value Proposition Canvas (Strategyzer, 2022) 
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Several videos explaining the Value Proposition Canvas are available online, such as the 

video on Strategyzer’s web page here: https://www.strategyzer.com/canvas/value-

proposition-canvas  

 

Or there are some on YouTube, where preferred language’s subtitles may be added by 

pressing on a button CC, here: https://www.youtube.com/watch?v=ReM1uqmVfP0 and 

here: https://www.youtube.com/watch?v=r0mtUQnny94 

 

The Business Model Canvas has a plug-in tool called the Value Proposition Canvas. It 

enables you to more fully characterize your value propositions and the target customer 

segments and assess how well your intended value creation aligns with the expectations of 

your target market (Strategyzer, 2022).  

Steps for filling out the Value Proposition Canvas: 

1. Draw the map and explain the tasks that one of your customers is trying to 

complete. Create a Statty in the Client Job(s) box for each primary task and any 

supporting tasks that you plan to assist your customer with. Don't limit your 

thoughts to completing necessary tasks. Include social (collaborating with people) 

and emotional (managing feelings) tasks as well 

2. Create a Statty in the Pains box for each pain your customer has had or might 

experience before, during, or following the completion of the task. What obstructs 

people from doing their tasks?  

https://www.strategyzer.com/canvas/value-proposition-canvas
https://www.strategyzer.com/canvas/value-proposition-canvas
https://www.youtube.com/watch?v=ReM1uqmVfP0
https://www.youtube.com/watch?v=r0mtUQnny94
https://www.youtube.com/embed/ReM1uqmVfP0?feature=oembed
https://www.youtube.com/embed/r0mtUQnny94?feature=oembed


 12 

3. Add gains - create a Statty in the Gains box for every benefit your customer expects, 

would want, or would be surprised by. Gains are NOT only hurt' the exact opposite. 

Instead, gains are people's secret aspirations, life objectives, and happy-making 

activities. 

4. Describe your products and services - name all the products and services your value 

proposition is a mode by creating a Statty for each item in the Products & Services 

box. 

5. Outline how you intend to create value - describe how your products and services 

create value by either addressing customer pains or creating customer gains. 

6. For each item in the Gain Creators or Pain Relievers box, make a sticky note. 

As for analyzing the concept itself, whether your offers have fallen short of the social value 

and effect you'd hoped for, or you're still battling to define your offer precisely, asking 

yourself the questions below will help you come up with ideas: 

1. Are my offerings truly serving my ideal customer? 

If you aren't 100% certain of your ideal client profile, it could be difficult to provide the best 

solution for them. Understand your customers, including who they are, what they desire, 

and what obstacles they face. You create the ideal answer for them in this way. 

2. How do my service offerings fit along the ideal customer journey? 

We have now established that you have been developing your services by your true 

understanding of your ideal consumer. Whether those offerings give your consumer a clear 

route they can take on their journey with you is now determined by this question. You can 

comprehend your customers' growth and development if you know them inside and out. 

3. Am I doing too many things? 

Consider the commencement of your company. You were probably in a fun, imaginative 

era where ideas were abundant. For a range of customer problems and client profiles, you 

may probably see several solutions. You were eager to assist your ideal clients with all of 

the solutions you were producing, you looked forward to partnerships and collaborations, 

and you could see the potential in everything. 
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Example 1 

In this example, you may notice the match with a different customer segment. A customer 

with different needs and a smaller budget (Van Der Pijl, 2017).  

Example 2 

The right side and the left side in this instance fit together. Tesla had a clear understanding 

of the potential market for electric vehicles. You can see that the necessary task is traveling 

to work. Being unique and projecting an image of success are also significant social aspects 

of the work that has to be done for this consumer category. In addition, the person desires 

to travel comfortably across long distances. The pain is that there is a lack of charging 

stations. Gains in this scenario include design, being recognized for good taste, and 

receiving comments from friends. Safe trips and advanced battery technology are further 

benefits (Van Der Pijl, 2017).  
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3. Digital Tools For Business Modelling 

3.1. MIRO 

MIRO is the online collaborative whiteboard platform to bring teams together, anytime, 

anywhere, ensuring the most productive work is done yet.  

We've been hearing for a while that remote work, and consequently remote employment, 

are the future trend. On any given day in 2020, however, there will be enough individuals 

working in various offices, satellite hubs, coworking spaces, cafés, home offices, and 

backyard sheds that it will be evident that "remote work" accurately represents how the 

majority of us are now functioning (Kool, 2020). You may send your co-worker an instant 

message rather than going to their desk, even if you're both physically in the same 

workplace. Update the status of a project in a spreadsheet. Share your thoughts in a 

comment. Create a virtual sticky note with your thoughts. "Remote collaboration" is what 

you're practicing. 

Despite this expanding tendency, many people still consider being a member of a 

productive remote or distributed team to be a Herculean task. MIRO thinks that workers 

don't necessarily need to be in the same place to collaborate and accomplish their best 

work. Whether you like it or not, virtual work is here to stay, therefore MIRO can assist you 

in effectively collaborating with your team remotely (Kool, 2022). 

3.2. Collaboration Tool Canva.com 

Canva.com is not the only tool for graphic design. It is good to work and co-work with 

colleagues, teammates, and other partners to get creative solutions (Canva, 2022).  

What is Canva? The finest free browser-based creative tool available is by far Canva. You 

can design anything with it, including infographics, flyers, eBooks, and social media posts. 

Additionally, it is built in a very intuitive manner and will make you appear to be the next 

great designer even if you have little to no knowledge of graphic design. Canva's many 

templates make it simple for anyone who isn't skilled in arts and crafts to generate designs 

from scratch that seems professional. You may brighten up your projects using their 

extensive inventory of graphic components and stock pictures. 

Here’s what you can create on Canva.com: 

 Logos 

 Social media post designs and header images 

 Newsletters for Mailchimp 
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 Restaurant menus 

 Flyers 

 Art for your merch 

 Presentations 

How To Use Canva In A Collaborative Settings. The first tip for encouraging collaboration 

using this medium is rather straightforward. Simply go through the enormous selection of 

pre-made layouts to see if anything strikes your eye. Using a Kanban template, for instance, 

might assist coordinate the work of your team! 

 

3.3. The Value Proposition Canvas and Platform  

Please visit this great web page https://www.strategyzer.com/canvas/value-proposition-

canvas to learn how to develop a value proposition. 

Also, you may register free of charge at  https://platform.strategyzer.com/register  to 

access 30 free downloads to design, test, and assess your business ideas.  

 

 

 

 

 

https://www.strategyzer.com/canvas/value-proposition-canvas
https://www.strategyzer.com/canvas/value-proposition-canvas
https://platform.strategyzer.com/register
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