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Introduction. The phenomenon of social
entrepreneurship as an element of market
society acts as one of the most significant
components of a modern economy. The
attempt to solve socially significant problems
on the basis of entrepreneurship demonstrates
that such a decision may be more effective
than the use of stamped mechanisms of the
state or public organizations. Social
entrepreneurship is aimed at solving social
problems by «entrepreneurial» methods,
extenuating social tensions, initiating the
blurring of intersectoral borders, aimed at
satisfying the needs of the population and, as
a result, capable of assuming certain
functions  of  the state,  regularly
communicating with it.

Hypothesis of scientific research. It is
assumed that the scientific combination of the
three main  components of  social
entrepreneurship:  entrepreneur  activity,
public participation and solidarity will allow
a new way to solve the actual socio-
demographic and socio-psychological
problems; to reduce or prevent socio-cultural
and existential risks of social
entrepreneurship in the Ukrainian context.
The aim of this research is to explain the
most  expedient model of  social
entrepreneurship in the Ukrainian context and
the determination of the specifics of its use.
Methods of investigation: the method of
taxonomy — for the analysis of the main stage
of evolution and classifications of business
models; the method of cluster and factor

analysis — to clarify the main components and
tools of the business model of social
entrepreneurship; modeling the future based
on scenario building — to predict the likely
socio-cultural and existential risks of social
entrepreneurship.

Results: features of social entrepreneurship,
its place and role in the social-economic
system; sources and motives of the
emergence of social entrepreneurship; the
specificity of the formation of business
models in social entrepreneurship;
substantiated signs and criteria for the
development of the typology of business
models in social entrepreneurship; the
institutional features of forming different
types of business models in social
entrepreneurship are revealed.

Conclusions: the taken research on the
conceptual aspects of social entrepreneurship
has made it possible to find out the theoretical
understanding of the peculiarities of the
functioning and development of social
entrepreneurship subjects and to identify the
specifics of the formation of various types of
business models in social entrepreneurship.
Using the most optimal model will help to
improve the efficiency of management of
social entrepreneurship firms, which in turn
will contribute to the increase of the overall
social impact through replication and
dissemination of successful, sustainable
business models.

Keywords: social entrepreneurship, business-
model.
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Beryn: SlBumie  cowiadbHOTO — MigIPUEM-
HUITBA SIK €JIEMEHT PUHKOBOIO CYCIHLUJIbCTBA
BUCTYMAa€ B SKOCTI OJHIEI 13 3HAUYIIUX
CKJIAJIOBUX cy4acHOi exoHomiku. Cmpoba
BUPILIUTH COLIAJIbHO 3HAYYIli MpoOJIeMHU Ha
OCHOB1 TIANPHEMHHIITBA JAEMOHCTPYE, IO
TakKe pilIeHHS MOXKe BUSIBUTHCS
e(eKTUBHIIIIE, HIK BUKOPUCTaHHS
mrabJOHHUX ~ MEXaHIi3MiB  JepxkaBu  abo
TPOMAJICHKUX oprasizariii. ComianeHe
HiANPHUEMHUITBO CIIPSIMOBAHO HA BUPILICHHS
COIIAIbHUX MPOOJIEM «ITiIMPUEMHHUIIBKUMI)
3aco0amu, NOM'SIKIIICHHS coliaIbHOL
HaIpy>KEeHOCTI, 1HIII0€ pO3MUBaHHS
MDKCEKTOPAIIbHUX KOPJOHIB, OPIEHTOBAaHE HA
3aJIOBOJICHHS TMMOTpeO HaceleHHS 1, K
HACIIZOK, 3JaTHE B3ATH Ha cede meski
GbyHKIII Aep)KaBH, PEryJISIPHO KOHTAKTYHOUH
3 HUM.

I'inore3a HaykoBoro gpocjimxkenns. [lepen-
0adaeThCs, MO0 CHHEPIeTUYHE TMOETHAHHS
TPbOX TOJIOBHUX CKJIQJOBUX COIL1aTbHOTO
MiANPUEMHUNTBA: TIANPUEMHHIIBKA  TisTb-
HICTh, TPOMAJChKa YYacTh, COJIJAPHICTB,
JI03BOJISITh TIO-HOBOMY BUPILIMTU aKTyalbHI
corianpHO-IeMorpadiuai  Ta  COIIAJIBHO-
NCUXOJIOTIYHI ~ MpoOJieMu; 3HM3UTH  abo
3armo0irTi COITIOKYJIBTYPHUX Ta
CK3UCTCHIIMHUX  PHU3UKIB  COL[aJIbHOTO
MiIMTPUEMHUIITBA B YKPAiHCBKOMY KOHTEKCTI.
Metow paHoro OOIpyHTYBaTH HaHOLIbII
JOTIUTBHY MOJIeNb COL1aJIBHOTO
HiANPHUEMHUITBA B YKPaiHCBKOMY KOHTEKCTI
1 BU3HAYHUTH crieQiKy il BAKOPUCTAHHS.
MeToam DOCTIAKEHHS: METOX TAKCOHOMIT —
JUIsl TIPOBEJICHHSI aHali3y OCHOBHUX €TaIliB
eBoTIoIT Ta Knacudikaiiii 6i3Hec-Moenei;

METOJ KJIACTEPHOTO Ta (PAKTOPHOTO aHANi3y —
JUIsl YTOUHEHHSIM OCHOBHHMX KOMIIOHEHTIB 1
IHCTpyMeHTIB  Oi3Hec-MOJeli  COILiaJbHOTrO
HiANPUEMHUIITBA; MO/ICTFOBaHHS
Mail0yTHBOTO Ha OCHOBI MOOYZOBU ClLieHApiiB
- TSt MIPOTHO3YBaHHS HMOBIpHUX
COIIOKYJIBTYPHHX Ta €K3UCTEHIIMHUX
PHU3HKIB COIIATLHOTO MiAMTPUEMHUIITBA.
Pe3yabTaTu: BHU3HAYCHO O3HAKU
COIIaJILHOTO IMANPUEMHHUIITBA, HOTO MicIe 1
poIb B CYCIIJIBbHO-€KOHOMIUHINA CHCTEMI;
JoKepena 1 MOTMBH BUHMKHEHHS COLIaIbHOTO
HiANPUEMHUNTBA; crerudiky GopMyBaHHS
Oi3HEC-MO€elel B COIliaTbHOMY
HiANPUEMHUITBI; OOIPYHTOBaHI O3HAKH 1
KputTepii s po3poOKHM THUTONOTIT Oi3Hec-
MoJiesIell B COLIAJbHOMY IiIPUEMHULTBI;
PO3KpHUTO IHCTUTYIIIHHI 0COOIMBOCTI
(dbopMyBaHHS pi3HUX TUIIIB Oi3HEC-MOAETeH B
COIliaJIbHOMY ITiIMTPUEMHUIITBI.

BucHOBKH: TpoBelIeHE MOCHTIIKEHHS KOH-
HENTyaJTbHUX aCHEKTIB COIIaJbHOTO ITiApH-
E€MHUIITBA JIO3BOJIMIJIO 3’SICYBaTH TEOPETHUYHE
po3yMiHHA 0cOoOMMBOCTEH (DYHKITIOHYBaHHS 1
PO3BUTKY CYO'€KTIB COI[IAIBHOTO IiANPUEM-
HUIITBA Ta BHSBUTHU crieliudiky GhopMyBaHHS
pi3HUX TUMIB Oi3HEC-MOJIENEH B COLIATBHOMY
MIAMPUEMHUIITBI. BUKOpHCTaHHS HaWOLIBIT
OITHUMAJIBEHOI MOJENI JOIIOMOYKE IIABUIIIATH
e(eKTUBHICTb  YIPaBJIiHHA coIliabHO-
HiANPUEMHUIIBKUME  (DipMaMu, 1O B CBOIO
Yepry CHpUSATHME IiJIBUIICHHIO CyMapHOTO
ComiabHOTO e(PeKTy depe3 THpaKyBaHHS Ta

PO3IMOBCIOIKEHHS YCHIITHUX, CTIAKHX
Oi3HeCc-MOJEIIEH.
Kirouosi cJIoBa: coliajibHe

M1AIPUEMHUITBO; Oi13HEC-MOJIENb.
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Formulization of the problem. Social entrepreneurship as a socio-
economic and organizational phenomenon in recent years more and more
attracts the attention of scientists, representatives of business and the state.
Under social entrepreneurship is a kind of economic activity, aimed at solving
problems of certain groups of people who, due to the failures (insolvency) of the
market and the state, do not have access to vital resources. It is difficult to call
social entrepreneurship a new phenomenon, but in recent years it has
unprecedentedly raised all over the world, including Ukraine, with the
development of social entrepreneurship as well as its scientific
conceptualization. This is due to the fact that, on the one hand, there is an
aggravation of the whole complex of social problems, on the other hand — the
obvious failure of society to effectively solve these problems by traditional
methods of market economy and the support of the state.

Analysis of recent research and unresolved part of the problem. Social
entrepreneurship is focused on improving the of society’s life quality, in view of
that the phenomenon of social entrepreneurship as a socio-economic
phenomenon is an active interest of many foreign and native researchers. In the
last decade of the XX century some practical experience and theoretical material
on social entrepreneurship began to accumulate. Review of scientific literature,
theoretical developments and periodicals indicates insufficiently deep and
diverse coverage of the activity of this concept.

Among foreign scientists is R. Cantillon [1], he was the first who
systematically described this phenomenon and the first who made a significant
contribution to the study of entrepreneurship; P. Drucker and J. Schumpeter [2, 3]
point at innovation as a category of entrepreneurship and emphasize the
importance of entrepreneurship for innovation. V. Sombart [4] identifies analyzes
as a well-known goal of entrepreneurial activity, F. Knight, 1. Kirtsner — are
essential values of entrepreneurship such as freedom, risk, uncertainty [5, 6].
Significant contribution to the study of this issue was made by G. Diz, J.-B. Sey,
P. Drucker, J. Porras, J. Collins [7, 8], whose works are devoted to the study of
the concept of social entrepreneurship and identification of its specific features.

For the first time in Ukraine, social entrepreneurship was considered by
K. Alter [9] as a nonprofit organization created exclusively for program
purposes and business approaches are part of the implementation of such goals.
Social entrepreneurship in Ukraine — is a concept, which was brought from
Western countries and is embodied at the expense of grants from international
donors. The experts-practitioners also note that none of the western approaches
derived from grant programs does not reflect the essence of the development of
social entrepreneurship in Ukraine, and emphasize that a specific scientific
approach is needed here [11]. Some scholars, such as V. Shcherbak,
O. Shcherbak, believe that uncertainty and risk in business activity affects not
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only industrial enterprises, but also the ability to carry out entrepreneurial
activities aimed at improving the lives of socially vulnerable populations [12].
Despite the existing theoretical work in the literature on the study of business
models of social entrepreneurship, the empirical studies have been presented in a
small quantity, that allow them to systematically identify their main types. The
urgency of the topic of this study is underlined by the fact that there are no
works made on materials of Ukrainian firms. The understanding of the
fundamental business models of social entrepreneurship and the institutional
features of their formation has a significant meaning both from the practical and
theoretical points of view, since it can increase the efficiency of the functionality
of organizations involved in social entrepreneurship and bring some conceptual
clarity to the development of its theory.

The aim of the study is to provide a meaningful description of the state of
social entrepreneurship in the Ukrainian context and to identify the most
appropriate forms and models of its implementation.

Results of research.The application of the business model as a unit of
analysis in the research of social entrepreneurship, as well as the study of the
peculiarities of the formation of business models in social entrepreneurship, is
becoming increasingly widespread due to the fact, that it allows us to understand
the process of creating the value, which is the most complex and controversial in
social entrepreneurship. In case when commercial organizations consider the
value as «an economic concept that describes how much a client is willing to
pay for the offered product» [12, p.28], then in social entrepreneurship,
attention is paid to the creation of «social value» which, according to [13], is
related to specific social problems and an attempt to find solutions to them. This
is caused by the very essence of social entrepreneurship, which, unlike
commercial entrepreneurship, is primarily aimed at addressing acute social
problems, while the financial sustainability of the organization is a prerequisite
for achieving its main goals.

In our opinion, we must agree with the definition of the concept of a business
model in social entrepreneurship proposed by J. Defourny [14] as a design that
includes two elements — the operating model and resource strategy (Figure 1).

The theory of social influence

x

. . ~A
Operating model Operating environment Resource strategy

Business model

Source: [14].
Figure 1. Business model of social entrepreneurship
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Operating model — is a set of certain actions, structures that support the
system, which should create the expected effect during the process of interaction.
The resource strategy supports the operating model by identifying and attracting the
necessary tangible and intangible resources. Due to the fact that in social
entrepreneurship resources can be attracted on a gratuitous basis (donations, work
of volunteers etc.), the resource strategy is perceived wider than just attracting
financial resources. According to the authors [15], two elements of the business
model (operating model, resource strategy) contribute to the creation of a social
effect in accordance with the theory of social influence (social impact theory),
which should be the main result of the activities of social entrepreneurship. The
authors [15] prove that in order to transform the entrepreneurial idea into a realized
opportunity, the social entrepreneur should determine the social value, which will
be created, and develop a sustainable business model. This approach for the
definition of the concept of a business model in social entrepreneurship shows the
relationship between the business model and the company’s performance in social
entrepreneurship, which according to a social mission should be expressed in the
creation of a certain social effect. Accordingly to this, Table 1 lists the methods for
identifying components of business models, which demonstrate the diversity of
existing approaches to defining and describing business models.

Table 1
Components and composite elements of the business model

Authors | The components of business model

Research of business models of non-socially entrepreneurial firms

Shafer, Smith, |Strategic decisions (clients, proposed value, competencies, revenues,

Linder, 2004 differentiation  etc.), value creation (required resources/assets,
processes/operations), value gains (costs, financial aspects, profit) and
value gains (costs, financial aspects, profit) and value creation network
(suppliers, relations with consumers, material and information flows)

Osterwalder et | Valuable offer, distribution channels, customer relations, affiliate network

al., 2005 and income generation model

Osterwalder and |Consumer segments, value propositions, sales channels, relations with

Pinie, 2014 customers, revenue streams, key resources, key activities, key partners, cost
structure)

Zott and Amit, |Elements of design ( content, structure, management) and design basis

2010 (innovation of products, creation of barriers for switching the consumer to
other goods/services, complementarity, efficiency)

Rasmussen, Valuable offer, market segments, income generation model, value chain,

2007 the structure of costs, potential profitability, value system, competitive
strategy.

Hamel, 2000 Cooperation with customers, key strategy, strategic resources, value
network.

Chesbrough and | Valuable offer, market segments, structure of internal value chain, the

Rosenbaum, structure of costs, profit model, value system, competitive strategy

2000
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Continuation of 7able 1

Research of business models of social and business firms

Mair and Interaction with clients, key strategy, strategic resources, valuable network
Schoen, 2005

Hamel, 2000

Yunus et al., Valuable offer ( interested parties and product/service), social effect
2010 formula (social and economic effect), aggregate value ( interval value

network and external value network), formula of economic effect ( revenue
from sales, cost structure, used capital)

Marquer et al., | Valuable offer, distribution channels, customer relations, affiliate network
2010 and income generation model

Osterwalder et

al., 2005

Michelini and Valuable offer, ecosystem, market, economic characteristics
Fiorentino, 2012
Osterwalder et
al., 2005

Source: complied by the author.

The majority of authors focus on defining the concept of «business model»
on the following components [15]: value offer; value creation; income
generation. To the above mentioned components different authors add others.
For example, H. Hamel [16], as a business model component, highlights a value
network, a core strategy, procurement of strategic resources and management of
customer interfaces, and B. Demyle and H. Lecock [17] — resources and
competences, organizational structure and propositions for value delivery. Some
researchers distinguish other components for the analysis of the business model.
For example, A. Shatalov [11] analyzes the interconnection between the
business model and the results of the firm, distinguishes the following blocks
«Operational model» (includes the proposed value, a network of value creation
and market), «growth model» and «economic model». Depending on definite
characteristics of each component, the author identifies clusters of business
models, and then shows the interconnection between each type of business
model and the results of the firm. Despite the fact that this approach made it
possible to solve the research problems facing the author, it is difficult to call it
universal and suitable for use in the analysis of business models of social
entrepreneurship, in connection with the lack of such important components for
social entrepreneurship, as «customer relationshipy», «consumer segmentsy.

The peculiarities of formation and development of social entrepreneurship
are revealed. It has been established that the active development of social
enterprise all around the world has become a logical response to institutional
changes that manifested themselves differently in different regions of the world,
but led to an increase of social contradictions in society as a whole and to the
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necessity of emergency of new socio-economic agents, who would be able to fill
the failures of the market and the state. The analysis of existing approaches
allows us to offer our own typology of the sources of social entrepreneurship,
depending on two parameters: the level of occurrence (organizational and
individual) and orientation on the creation of value (social value shared by
value, economic value). This approach allows us to understand the complex and
specific process of creation and attribution of value typical to the firms.

Features of the formation of business models of social entrepreneurship in
two ways: the status of the recipient of the chain of value creation and source of
income. Based on the distinguished features and criteria, an empirically
grounded typology of business models in social entrepreneurship has been
developed: five basic types of business models that are basic and can be used to
construct more complex business models that are marked: «Platform», model
«Access to the market», model «Employment», model «Access to the product /
service», model «Charity»:

1. In the «Platform model», the social entrepreneur acts as an intermediary
between the beneficiary and the buyer, realizing the main goal — ensuring access
of the beneficiary to the market (Figure 2). Usually, a social entrepreneur in this
model performs the role of a broker, who does not buy the goods from the
beneficiary. As a rule, organizations that provide information services through
the creation of platforms for the exchange of information and commercial
activities, both in real format (trading platforms, exhibitions) and online
(informational internet platforms), can work on such a principle. In this model,
the beneficiary pays for the service, gaining access to the resources and services
provided to him by a social entrepreneur.

At the Inside Atthe end

heoinnino

B s CR > E

| i)

Sources: [14; 16; 17].

Figure 2. Model «Platform»

2. The «Access to the market» model is also a model where a social
entrepreneur is an intermediary, providing access to the market beneficiary, but
unlike the «Platform» model in this model, the source of revenue is the third
party, not the beneficiary (Figure 3). In the «Access to the market» the
beneficiary does not serve as a source of income, and the social entrepreneur, as
a rule, provides not only the platform for the exchange of information, but also
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acquires products from the saver or for resale, or as a raw material for the
production of products. If the main activity of social entrepreneur is related to
the production of products, and he buys raw materials, components from
beneficiary, then his financial model is based on the margin, which he obtains as
a result of creating additional value for the product. In the case, where the main
activity of the social entrepreneur is related to marketing and sales, and the
social entrepreneur is the distributor of the goods of beneficiary, his income is a
percentage of the final value of the goods.

At the In the middle At the end
beginning

(-----cr <-----F
B R S

Sources: [14; 16; 17].

Figure 3. Model «Access to the market»

3. The business model «Employment» is a model in which the beneficiary
1s within the value chain. It reflects the idea of employment, employment of
«affected» groups of people (for example, people with disabilities, people
without permanent residence, children’s graduates etc.) (Figure4). The
«Employment» model is one of the most widespread models in social
entrepreneurship, whose main goal is integration, social adaptation and
improvement of the economic situation of certain groups of people, so-called
«affected-groups».

4. The «Access to the product/service» model covers market or state
failures due to the lack or inability to access a product or service in a definite
group of people. In this model, the source of income is the beneficiary. The
model «Access to the product/service» (Figure 5) covers market or state failures
associated with the lack or inability to access a product or service of a definite
group of people.

At the beginning In the middle At the end

R C-R é————>E

Sources: [14; 16; 17].
Figure 4. Model «<Employment»
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Sources: [14; 16; 17].
Figure 5. Model «Access to the product/service»

This model is often used in cases where the needs of beneficiaries in
geographically remote areas are satisfied, where there is no service or product
due to underdeveloped infrastructure. By using an innovative, pioneering
approach for the salvation of this problem, a social entrepreneur is able to
develop a business model, which can create value at achieving financial
stability. The source of income in this model is the beneficiary who is ready to
pay for the good/service.

5.In the «Charity» model the beneficiary receives the goods/services
absolutely for free. Typically, such a model is used in cases where the
beneficiary can’t pay for goods/services (Figure 6). Unlike the previous model,
the beneficiary is not even partly a source of income, he receives the
product/service for free. For a full subsidization of the beneficiary, the social
entrepreneur actively uses various tools (for example: cross-subsidization, use of
non-market instruments of attraction of resources, etc.), allowing to receive
income not from the beneficiary, but from the third party.

At the In the At the end
beginning middle

CR ———> g

Sources: [14; 16; 17].
Figure 6. Model «Charity»

Institutional peculiarities of the emergence of models aimed at solving
social problems through the provision of goods/services are the lack of a
required market offer for certain groups of people. As it has been said before,
the reluctance of the business and the inability of the state to meet the demand of
certain groups of consumers creates market failures that can satisfy social
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entrepreneurship not only through the movement of the main mission related to
the solution of social problems, but also due to the possibility of using different
instruments and creation of business models that allow you to achieve results in
low marginal areas and for insolvent consumers. It is important to note that the
basic models are considered fundamental, forming mixed (hybrid types), which
are quite common in social entrepreneurship. Thus, the study showed that the
most frequently used model is a model of combination of two models —
«Employment» and «Charity», that is, when the beneficiary is within the chain
of value creation and is a consumer. Moreover, it may be the same client
segments, which provide an opportunity to find out the institutional features of
each type of business models, which, on the one hand, reflect global trends, and,
on the other hand, regional features of the emergence and development of
distinct types of business models.

In this way, the peculiarities of the formation and use of business models in
social entrepreneurship are the need for the preliminary analysis of the main
business processes of firms involved in social entrepreneurship. This allows not
only better understanding of the specifics of business models in social
entrepreneurship but also deeper insight into social entrepreneurship as a socio-
economic and organizational phenomenon. The developed empirically-based
typology of business models in social entrepreneurship makes it possible to
clarify the managerial aspects of firms engaged in social entrepreneurship as
well as making a definite step in conceptual clarification of the phenomenon of
«social entrepreneurship» through the logic of studying of basic business
models.

Conclusions and suggestions for further research. Shifting the emphasis
from studying a particular organization to studying a business model in research
on social entrepreneurship has firstly let us understand the complex and specific
processes of creating and appropriating the value inherent in social
entrepreneurship, and secondly, give a more coherent understanding of how
socio-entrepreneur firm acts and reaches sustainability in a complex system of
interaction with partners, suppliers, clients, and thirdly, bring us closer to
understanding the most typical type of business model «social
entrepreneurshipy, its boundaries and features.

On the basis of the empirical research, it was concluded that the study of
social entrepreneurship through an analysis of the peculiarities of the formation of
its business models is important and well-grounded. The results of the research
show that there are certain, specific aspects of the business model that distinguish
social entrepreneurship from other forms of economic activity. Certainly, the need
for further qualitative research in this direction, which will allow a significant
breakthrough in the theory of social entrepreneurship, may be able to clarify the
conceptual uncertainties in this sphere, putting researchers to the conclusion of
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many important issues — what is social entrepreneurship and where the boundaries
of this phenomenon lie. Of course, the study of business models in social
entrepreneurship can be an important step for the construction and development of
the theory of social entrepreneurship, because the business model helps to
understand the logic of creating and assigning value, to reveal the architecture of
business of such organizations. Thus, the identification of basic business models
and the peculiarities of their formation could bring us not only to the understanding
of the functioning of firms involved in social entrepreneurship, but also to clarify
the phenomenon «social entrepreneurshipy itself.
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