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Abstract 

 

The objective of this paper is to come up with a theoretical framework that would identify 

different factors that Social Entrepreneurs can use in their respective opportunity tracing processes, 

so that they can have a holistic view of looking at the opportunity in the context of introducing a 

change to an unjust equilibrium in a sustainable way.  It examines how opportunity is seen through 

five dimensions, namely (1) the goal of the Social Entrepreneur, (2) the role of the Social 

Entrepreneur, (3) business models that will sustain the social entrepreneurship processes, (4) types 

of social entrepreneurs and (5) sources of opportunity.  Further studies is needed to be able to add 

more dimensions on opportunity tracing process from the vast literature available about social 

entrepreneurship.        
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Introduction 

 

This paper presents how Social Entrepreneurs’ identify opportunities that drive change in 

an unjust social equilibrium that causes the exclusion, marginalization, or suffering of a segment 

of humanity in a sustainable way.   

It examines how opportunity is seen through three dimensions, namely (1) the goal of the 

Social Entrepreneur, (2) the role of the Social Entrepreneur, (3) business models that will sustain 

the social entrepreneurship processes, (4) types of social entrepreneurs and (5) sources of 

opportunity.   

Social Entrepreneurship make significant and diverse contributions to their communities 

and societies.  In order to ensure that they provide creative solutions in a sustainable manner, the 

social entrepreneurship should have a theoretical framework of identifying opportunities that 

matches their own personal set of beliefs, competencies and resources.  This will allow them to 

focus their energies and identify opportunities that are within their scope and align with other 

stakeholders who can complement their limitations. 

In order to ensure sustainability, the Social Entrepreneur need to understand how to sustain 

entrepreneurial success.  The Social Entrepreneur needs an appropriate business model to allow 

the proper financing, organization and delivery of the social value proposition.  The Social 

Entrepreneur also needs to align his specific set of competencies and ethical thinking and display 

the ability to put in the right governance and control to regulate their behaviors and that of the 

organization they will form in order to meet their organization’s goals. 

The opportunity also needs to be tested for relevance in relation to the Social Value 

Proposition in order to creatively renew the value proposition. 
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The objective of this paper is to come up with a theoretical framework that would identify 

different factors that Social Entrepreneurs can use in their respective opportunity tracing processes, 

so that they can have a holistic view of looking at the opportunity in the context of introducing a 

change to an unjust equilibrium in a sustainable way.  This is an expansion from three to five 

dimensions of opportunity tracing framework.  The previous study was presented in the 2nd DLSU 

Research Conference on March 2014. (Morta, 2014)   

Review of Related Literature 

 

Rather than leaving societal needs to the government or business sectors, social 

entrepreneurs find what is not working and solve the problem by changing the solution, and 

persuading entire societies to take new leaps” (Ashoka, 2010).    

Social Entrepreneurs make significant and diverse contributions to their communities and 

societies, adopting business models to offer creative solutions to complex and persistent social 

problems. (Zahra et. al, 2009)  However, according to Light, “as a field of inquiry, the study of 

social entrepreneurship is barely past its infancy.”  (Cited by Swanson & Zhang, 2010)  

It is important to review the existing and historical work on opportunity tracing so that 

Social Entrepreneurs can look at key success factors that will allow them to bridge the opportunity 

gap in a sustainable way. 

 

Factor 1: The goal of the social entrepreneur 

There are various literature that necessitates the need for a goal and mission for Social 

Entrepreneurs. 

“As pointed out by Light, although researchers have not agreed upon a definition for social 

entrepreneurship, they have generally reached consensus on its goal.  Social entrepreneurship 

strives to change the social equilibrium (Douglas; Light)”. (Cited by Swanson & Zhang, 2010) 

A similar goal was proposed by Martin and Osberg, that social entrepreneurship can be 

distinguished by having three components: (1) an ability to identify “a stable but inherently unjust 

equilibrium that causes the exclusion, marginalization, or suffering of a segment of humanity”, (2) 

an ability to identify an opportunity in this unjust equilibrium and develop a social value 

proposition, and (3) willingness to take action in order to forge “a new, stable equilibrium that 

releases rapped potential or alleviates the suffering of the targeted group… and even the society at 

large.” (Makhlouf, 2011) 

As Andy Horsnell observed, a “social enterprise is not balancing the double bottom lines 

of profit and social impact as though they are equally important.  The real bottom line for a social 

enterprise, the goal by which its success should ultimately be evaluated, is its social (or 

environmental) impact; and being profitable (or at least financially sustainable) is the entirely 

necessary means to that end.  Of course, there can be no social mission without money, but the 

first goal is mission. (Cited by Makhlouf, 2011)  

Having the goal in mind will give the Social Entrepreneur a sense of purpose in terms of 

identifying the opportunity that they will commit themselves to, and for the rest of their 

organization to believe in. 

 

Factor 2: The role of the social entrepreneur 
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It is also important to understand the role that the Social Entrepreneur will play over the life of 

the Social Entrepreneurial process.  According to Dees (1998 & 2001), social entrepreneurs play 

the role of change agents in the social sector by: 

 Adopting a mission to create and sustain social value (not just private value); 

 Recognizing and relentlessly pursuing new opportunities to serve that mission; 

 Engaging in a process of continuous innovation, adaptation, and learning; 

 Acting boldly without being limited by resources currently in hand; and 

 Exhibiting heightened accountability to the constituencies served and for the outcomes 

created 

In this context, there is a need to continuously pursue new opportunities to serve the goal or 

mission of the Social Entrepreneur.  There is a need to continuously be on the look-out for new 

opportunities. 

 

Factor 3: Business Models that will sustain the social entrepreneurship process 

One criticism of the Dees (2001) criteria is that they do not include earned income.  

According to Boschee (2008), this oversight enables some organizations to claim to be socially 

entrepreneurial without the need to maintain sustainable or self-sufficient operations.  Boschee 

argued this is inconsistent with the view that social entrepreneurs are as passionate about their self-

sufficiency as they are about their social mission. (Cited by Swanson & Zhang, 2010) 

 

Boschee added that social entrepreneurs do not want to be perpetually dependent upon the 

generosity of others as they pursue their mission.  They view their venture’s sustainability through 

self-generated revenue as a key to protracting their socially conscious work.  Unless organizations 

with missions to fulfill social needs are also self-sustaining through their own earned income – or 

through a combination of earned income, philanthropy, and subsidies – they cannot be considered 

to be socially entrepreneurial. (Cited by Swanson & Zhang, 2010) 

The Social Entrepreneur needs to sustain its operation by lessening its dependency on 

external benefactors.  This will allow the Social Entrepreneur a greater sense of independence and 

will not be pressured unnecessarily by ulterior motives of external benefactors.  

According to Dees and Battle Anderson, that there is a “full range of business models 

available to social entrepreneurs, from purely philanthropic to purely commercial, with many 

variations in between” . (Cited by Swanson & Zhang, 2010) 

However, as Eikenberry observed, unlike philanthropic foundations that often follow the 

“transactional model” of fund-raising, social entrepreneurships have to follow the 

“transformational model” which commensurate with their nature as innovative enterprises. (Cited 

by Makhlouf, 2011) 

Aside from the financial aspect and economic sustainability of the business model, the 

operational model, strategies and organizational plan also needs to be considered to realize the 

opportunity. 

There is also a need to examine the sociological aspects behind the exploitation of social 

entrepreneurial opportunities…. (Robinson, 2006)  
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Factor 4: Main sources of Social Entrepreneurial opportunity 

Kai Hockerts identified three main sources of social entrepreneurial opportunity; activism, 

self-help, and philanthropy while describing the respective actors involved, the economic value 

propositions, and the social value propositions.  Hockerts’ framework suggests that different 

sources of opportunity might lead to different operational models and strategies and could provide 

fertile ground for further research.  (Cited by Mair, 2006)  

 

Factor 5:  The different types of Social Entrepreneurs and their respective methodologies 

Another valuable criteria would be to understand how the social entrepreneurial 

organization will be developed and how will it be able to consistently capture the opportunity. 

Social Entrepreneurship have to build dedicated teams that believe in the mission, are 

committed to the cause, and have the skills needed to: (1) build and maintain strong relations with 

all external stakeholders, (2) attract the resources required for the financial viability of the 

organization, and (3) assist in the development and implementation of strategic and operational 

plans.  The external stakeholders upon whom SE depend, and to whom they should give special 

attention, include: (1) “constituents intended to benefit from the initiative (e.g. poor and 

marginalized people); (2) resource providers, who offer financial, technical, or political resources; 

(3) allies who help carry out programs; and (4) actors who are targets of programs or campaigns” 

(Alvord, Brown, and Letts as cited by Zahra, 2009)  

Zahra, et. al. highlighted key ethical concerns encountered when uniting economic thinking 

with the desire to generate social wealth.  These challenges vary based upon Social Entrepreneurs’ 

motives, the resources needed to pursue their ambitions, as well as the governance and control 

mechanisms employed to regulate their behaviors.  Because the goals of social ventures are deeply 

rooted in the values of their founders, balancing the motives to create social wealth with the need 

for profits and economic efficiency can be tricky.  Applying new and untested organizational 

models also raises concerns about the accountability of the actors involved.  Furthermore, Social 

Entrepreneurs operate in domains with scant governance and oversight.  This enables some to cut 

ethical corners or place their personal agendas and economic objectives ahead of the fiduciary 

needs of their clients. (Zahra, 2009)  

Building on the work of Hayek, Kirzner and Schumpeter; Zahra, Gedajlovic, Neubaum and 

Shulman (2009) identified three types of SE’s:  (a) Social Bricoleur – usually focus on discovering 

and addressing small-scale local social needs, (b) Social Constructionalist – typically exploit 

opportunities and market failures by filling gaps to underserved clients in order to introduce 

reforms and innovations to the broader social system, and (c) Social Engineer – recognize systemic 

problems within existing social structures and address them by introducing revolutionary change.  

As a result, these entrepreneurs often destroy dated systems, and replace them with newer and 

suitable ones.  (Zahra, 2009)  

For the social bricoleur, Hayek proposes that entrepreneurial opportunities can only be 

discovered and acted upon at a very local level.  The implication is that distant actors generally 

lack the relevant facts and knowledge essential to identify, frame, and evaluate a potential 

opportunity.   This knowledge is usually tacit in nature, severely limiting outsiders’ recognition 

of opportunities.  This tacit feature leads some individuals to make informed and intuitive 

judgments based on data not easily codified or transferred between individuals or across 

organizations (Nelson and Winter, 1982; Conner and Prahalad, 1996).  These entrepreneurs 
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derive their power to act from being in the fight place at the right time, as well as possessing the 

skills to address needs not on the radar screens of larger and less proximate parties. 

Social Bricoleurs are uniquely positioned to discover local social needs where they can 

leverage their motivation, expertise and personal resources to create and enhance social wealth.  

In organizing their ventures, Social Bricoleurs typically require neither external nor specialized 

resources.  They often rely on whatever resources that are readily harnessed (Weick, 1993).  This 

characteristic differs markedly from other types of social entrepreneurs, who typically depend on 

numerous external suppliers to achieve their objectives.  Independence from others also enables 

Social Bricoleurs to operate feely from resource suppliers who sometimes attempt to constrain 

their efforts or impose their own agendas (pfeffer and Salancik, 1978).  Given their improvised 

strategies and absence of strong ties to resource suppliers, Social Bricoleurs can be effective at 

self-correction (Weick, 1993), responding quickly to changing circumstances.  However, reliance 

on readily available resources and improvisation rather than formal planning sometimes prevents 

Social Bricoleurs from addressing larger needs and scaling up their operations or expanding 

geographically.   

Social Constructionists build, launch and operate ventures which tackle those social 

needs that are inadequately addressed by existing institutions, businesses, NGO’s and 

government agencies.  In contrast to Social Bricoleurs who improvise solutions to small-scaled 

local social problems, Social Constructionists seek to remedy broader social problems by 

planning and developing formalized or systemized scalable solutions to meet growing needs or 

could be transferred to new and varied contexts (Grant, 1996) 

The scope of the social needs to be addressed usually requires developing fairly large and 

complex organizations with considerable financing and staffing needs.  Governments, NGOs and 

charitable foundations are the traditional sources of funding for these entrepreneurs (Teegen et 

al., 2004). 

Acquiring resources through collaborative ventures often helps Social Constructionists 

build, maintain and grown their organizations.  However, acquiring resources from such diverse 

sources may also constrain or even alter their missions.  Oversight and the reporting procedures 

of donor organizations can also result in outsiders having a significant voice in how their funding 

is used (Brown and Moore, 2001).  Still, Social Constructionists often have to develop and hone 

a capability to raise funds, possibly diverting their attention away from their primary mission.  

The need to staff the organization can also influence the fate of this mission as the professional 

employees and volunteers begin to exert control over its operations, strategies and activities 

(Glaeser, 2002).  

The Social Engineer often introduce dramatic changes in the social sphere, resembling 

what Shumpeter’s (1942) entrepreneurs perform in the world of business enterprise.  They act as 

prime movers of innovation and change, engendering “gales of creative destruction” to destroy 

dated systems, structures and processes to be replaced by newer and more suitable ones. 

The literature is fragmented and lacking a coherent theoretical framework.  Thus, 

requiring the need to undertake this study. 

 

Literature on Social Entrepreneurship 

Table 1 shows the available literature on social entrepreneurship, and it contains the various 

definitions of social entrepreneurship and the characteristics of social entrepreneurs.  The majority 

of the articles focus on descriptive research and case studies research.  What is common across all 

definitions of social entrepreneurship is the creation and sustaining social value (Dees, 1998; 
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Austin, Stevenson & Wei-Skillern, 2006; Peredo & McLean, 2006; Sommerrock, 2010, and Londo 

& Morfopoulos, 2010).  Addressing the social needs (Leadbeater, 1997; Boshchee, 2003; Seelos 

& Mair, 2005 and Weerawardena & Mort, 2006), social wealth (Venkataraman, 1997, Zahra, 

Gedajlovic, Neubaum & Shulman, 2009; and Dacin, Dacin & Matear, 2010), social mission (Dees, 

2001; Seelos & Mair, 2005; Zahra, Gedajlovic, Neubaum & Shulman, 2009; and Horsnell, 2010), 

sustainability (Weerawardena & Mort, 2006; Schwab Foundation, 2007; Neck, Brush & Allen; 

2009) and Makhlouf, 2011), and social value proposition (Martin & Osberg 2007) are major 

concerns that the social entrepreneurs focus on.  Others consider innovation (Dees, 1998; Sherman, 

2005; Peredo & McLean, 2006); Zahra, Gedajlovic, Neubaum & Shulman, 2009) as another factor 

that can contribute to social entrepreneurship.      

  

 

Table 1 

Evolution of the Social Entrepreneurship and Social Entrepreneurs (Contributor, Year) 

Contributor  Definition 

Leadbeater (1997) Social entrepreneurs combine approaches of business and social 

welfare.  They identify under-utilized resources – people, 

buildings, equipment—and find ways of putting them to use to 

satisfy unmet social needs.  (London & Morfopoulos, 2010)  

Venkataraman (1997) Entrepreneurship is particularly productive from a social welfare 

perspective when, in the process of pursuing selfish ends, 

entrepreneurs also enhance social wealth by creating new 

markets, new industries, new technology, new institutional forms, 

new jobs, and net increases in real productivity. (London & 

Morfopoulos, 2010) 

Thake & Zadek (1997) Social entrepreneurs are driven by a desire for social justice.  They 

seek direct link between their actions and an improvement in the 

quality of life for the people with whom they work and those that 

they seek to serve.  They aim to produce solutions which are 

sustainable financially, organizationally, socially and 

environmentally. (Zahra et. Al, 2009) 

Dees 

 

 

 

(1998) The following definition combines an emphasis on discipline and 

accountability with the notions of value creation taken from Say, 

innovation and change agents from Schumpeter, pursuit of 

opportunity from Drucker, and resourcefulness from Stevenson. 

Social entrepreneurs play the role of change agents in the social 

sector, by: (1) Adopting a mission to create and sustain social 

value (not just private value), (2) Recognizing and relentlessly 

pursuing new opportunities to serve that mission,  (3) Engaging 

in a process of continuous innovation, adaptation, and learning,  

(4) Acting boldly without being limited by resources currently in 

hand, and (5) Exhibiting a heightened sense of accountability to 

the constituencies served and for the outcomes created.   

Reis (1999) Social entrepreneurs create social value through innovation and 

leveraging financial resources… for social, economic and 

community yield and sustain social benefits. 
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Contributor  Definition 

Brinkerhoff (2001) Individuals constantly looking for new ways to serve their 

constituencies and add value to existing services. 

Dees  (2001) Social entrepreneurs are one species in the genus entrepreneur.  

They are entrepreneurs with a social mission.  (Dacin, Dacin, & 

Matear, 2010) 

Seelos & Mair (2005) Social Entrepreneurship is used to refer to the rapidly growing 

number of organizations that have created models for efficiently 

catering to basic human needs that existing markets and 

institutions have failed to satisfy.  Social entrepreneurship 

combines the resourcefulness of traditional entrepreneurship with 

a mission to change society. 

Sherman 

 

 

 

Sherman 

continuation 

 

(2005) Pattern-changing social entrepreneurs are more concerned with 

scaling their impact than with growing their enterprises….  Social 

entrepreneurship is not a linear process; rather it is one of 

discovery, evolution, growth, learning and reinforcement…. The 

most successful social entrepreneurs discovered innovative ways 

to improve the profitability and mission-focus of key activities 

and once they had refined their model, they focused their energies 

to exploit the opportunity and scale their impact.  A critical 

success factor for scale was moving from individual-level skills 

to the building of core organizational-level competencies.   

Peredo & McLean (2006) Social entrepreneurship is exercised were some person or group: 

(1) aim(s) at creating social value, either exclusively or at least in 

some prominent way; (2) show(s) a capacity to recognize and take 

advantage of opportunities to create that value (“envision”); 

(3) employ(s) innovation, ranging from outright invention to 

adapting someone else’s novelty, in creating and/or distributing 

social value; (4) is/are willing to accept an above-average degree 

of risk in creating and disseminating social value; and  (5) is/are 

unusually resourceful in being relatively undaunted by scarce 

assets in pursuing their social venture. 

Mair and Marti  

 

 

 

(2006) Social entrepreneurship as a process of creating value by 

combining resources in new ways.  Second, these resource 

combinations are intended primarily to explore and exploit 

opportunities to create social value by stimulating social change 

or meeting social needs.  And third, when viewed as a process, SE 

involves the offering of services and products but can also refer 

to the creation of new organizations.  Importantly, SE, as viewed 

in this article, can occur equally well in new organization or in an 

established organization, where it may be labeled ‘social 

intrapreneurship’.  Like intrapreneurship in the business sector, 

social intrapreneurship can refer to either new venture creation or 

entrepreneurial process innovation.” 
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Contributor  Definition 

Weerawardena & 

Mort 

(2006) Social entrepreneurship results in an organization achieving a 

sustainable competitive advantage, allowing it to achieve its 

social mission.  

Light (2008) … a target (the status quo), and actor (an individual or a pair with 

inspiration, courage, and so forth), and an outcome (a new stable 

equilibrium that secures permanent benefits).  It also involves an 

idea for changing the status quo and opportunity for taking action 

and an organization.)  (London & Morfopoulos, 2010) 

Neck, Brush & 

Allen 

(2009) Similar to Mair et al (2006), the environment is one of the many 

social problems facing the work today; therefore, issues related to 

the environment and sustainability are considered part of the 

larger domain of social entrepreneurship. 

Horsnell (2010) “social enterprise is not balancing the double bottom lines of 

profit and social impact as though they are equally important.  The 

real bottom line for a social enterprise, the goal by which its 

success should ultimately be evaluated, is its social (or 

environmental) impact; and being profitable (or at least 

financially sustainable) is the entirely necessary means to that 

end.  Of course, there can be no social mission without money, 

but the first goal is mission” (p.2) (Makhlouf, 2011) 

Sommerrock (2010) SE organizations either create social value with their target group, 

for their target group or in a hybrid model combining these two 

strategies. 

Dacin, Dacin & 

Matear 

(2010) A social entrepreneur is an actor who applies business principles 

to solving social problems that involves wealth distribution 

among shareholders and/or stakeholders.   

Ashoka (2010) Social Entrepreneurs are individuals with innovative solutions to 

social problems.  They are ambitious and persistent, taking major 

social issues and offering new ideas for wide-scale change.  

Rather than leaving societal needs to the government or business 

sectors, social entrepreneurs find what is not working and solve 

the problem by changing the solution, and persuading entire 

societies to take new leaps”. 

 

Innovation is the specific tool of entrepreneurs, the means by which they exploit change as 

an opportunity for a different business or a different service.    Entrepreneurs always searches for 

change, responds to it, and exploits it as an opportunity.   

Adapted from Shane, people discover opportunities that others do not identify for two 

reasons: first they have better access to information about the existence of the opportunity.  Second, 

they are better able than others to recognize opportunities, given the same amount of information 

about it, because they have superior cognitive capabilities.  There are three mechanisms for gaining 

access to information, namely, life experiences, social networks, search processes.  And there are 

two factors that influence the ability to recognize opportunities in information: absorptive capacity 

and cognitive process.  Prior knowledge provides absorptive capacity that facilitates the acquisition 

of additional information about markets, technologies, production process, which enhances the 
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ability to formulate new means-ends frameworks in response to new information (Cohen and 

Levinthal, 1990).  

 

Table 2 

Social Entrepreneurship Definitions Literature Map 

 
 

Social Entrepreneurship Models 

The social enterprise spectrum “shows the range of commercialization in terms of non-

profit’s relationships with its key stakeholders’ (Dees, 1998, p.60). This construct describes the 

full range of business models available to purely philanthropic to purely commercial, with many 

variations in between.  

 
Figure 1. Bounded multidimensional model of SE (Weerawardena & Mort, 2006) Investigating 

social entrepreneurship: A multidimensional model. Journal of World Business, 41, 21-

35. 

Social Entrepreneurship strives to achieve social value creation and this requires the 

display of innovativeness, proactiveness and risk management behaviour.  This can be 

conceptualized in terms of a constrained optimization model (Figure 1).  This relationship can be 

stated in the following way: 

SVC = f (I, P, RM) subject to S, SM, E; where:  SVC: social value creation; I: innovativeness; P: 

proactiveness; RM: risk management; S: sustainability; SM: social mission; E: environment. This 

multidimensional model helps the entrepreneur identify the outcome of social entrepreneurship, 

social value-creation. Majority of social entrepreneurship organizations are innovative in their 

social value creating and are proactive in order to continue existing in the market.  They also 

manage the risk by generating funds from operations and not limited to access to bank borrowings, 

or other possible sources of funds. The constraints, namely, sustainability, environment and social 
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mission and create the organization’s vision and value proposition.  The environmental dynamics 

includes the impact of changing social and business contexts, competitiveness, and complexity 

including government policies will affect the social organization.  The sustainability of the 

organization, particularly in the fund-raising and service delivery are critically important for their 

growth within a competitive environment.  Its social mission is a priority differentiator than the 

profitability of the organization.  Once the social entrepreneur identified the social opportunity, 

the social-value creation captures the essence of a social entrepreneur’s ability to identify the social 

opportunity based on this model.  This model identified the core behavioural dimensions of 

innovativeness, pro-activeness and risk management, identified the optimization constrains within 

which social entrepreneurs operate and the social value as the outcome of social entrepreneurship. 

(Weerawardena & Mort, 2006)   

 

 
Figure 2. PCDO framework (Sahlman, 1996) 

 

Austin, Stevenson, and Wei-Skillern, (2006) presented a comparative analysis between 

social and commercial entrepreneurship was made using the existing analytical model from 

commercial entrepreneurship.  They presented a framework on how to approach the social 

entrepreneurial process by applying the PCDO (People, Context, Deal, Opportunity) framework 

(Sahlman, 1996) from commercial entrepreneurship.  The People consist of the human attributes 

such as skills, attitudes, knowledge, contracts, goals and values.  The Deals are mutually beneficial 

contractual relationship between the entrepreneurial venture and all resource provides.  Financial 

resources are primarily important to have a return on investment, either financial or social.  “Deals 

involve the exchange of value. (Austin, Stevenson, & Wei-Skillern, 2006).  The Context is the 

socio-political environment, regulatory structure, macroeconomy, tax, social movements and risks.         

The entrepreneur works within the environmental constraints.   This includes the tax, 

regulatory, political, macroeconomy, sociocultural, and demographics.  “Leaders must know the 

specific types of laws and regulations affecting their ability to function.  Laws regulating the tax-

exempt status or operations of nonprofits, tax policies that influence the amount of giving to the 

sector, and special social policies affect the needs or resources for certain types of social issued 

such as education, environment, health and housing.”  (Austin, Stevenson, & Wei-Skillern, 2006) 

“The impact of dynamic environmental constraint is the potentially large effect of environmental 

changes and challenges, such as changing social needs, government policy or competition from 

for-profit providers, is likely to have on the maximization of social value.  Social Entrepreneurship 

is likely to be strongly influence by environmental dynamics, policy decisions and management 

initiatives should be directed towards understanding and managing environmental dynamics.  

(Weerawardena & Mort, 2006)  Shane defined “demographic characteristics such as age or 

education or the psychological make-up, such as motivations, personalities, core self-evaluation 

or cognitive processing.” (Shane, 2003)     
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The Opportunity is an activity requiring the investment of scarce resources hopes of a 

future return.  (Sahlman, 1996).  Opportunity is defined as the desired future state that is different 

from the present and the belief that the achievement of that state is possible. (Austin, Stevenson, 

& Wei-Skillern, 2006)  For Social Sector, the primary focus is to have social returns while in the 

commercial sector, the future economic returns is the priority.  Growth can be an indicated to have 

the greatest social impact, but this is on a case to case basis since there is a limitation in terms of 

the available resources.  As the organization plans to expand, there will be additional resources 

required.  

 
Figure 3. SE Framework (Austin, Stevenson, & Wei-Skillern, 2006)  Social and Commercial 

Entrepreneurship: Same, Different, or Both? Entrepreneurship Theory and Practice, 1-22. 

Retrieved September 2013  

 

The Social Entrepreneurship framework on Figure 3 has the Opportunity circle on top, 

because that is the initiating point for entrepreneurship.  The two enabling variables: people and 

capital resources are at the bottom of circles.  The union of the three variables is the Social Value 

Proposition (SVP) it is the integrating variable.  Surrounding the Venn diagram are the six dynamic 

contextual forces shaping the other variables that needs to be addressed by the entrepreneur. 

(Austin, Stevenson, & Wei-Skillern, 2006)   It is the task of the social entrepreneur to determine 

the appropriate scope of the opportunity that can be pursued effectively.  This is dependent on the 

availability of resources in the organization.  The social entrepreneurial venture can be 

conceptualized as a vehicle for creating social value, either directly or through facilitating the 

creation of social value with and by others.  (Austin, Stevenson, & Wei-Skillern, 2006) 

There are similarities between the Multidimensional Model of Social Entrepreneurship by 

Weerawardena & Mort and the Social Entrepreneurship Framework of Austin, Stevenson & Wei-

Skillern (2006).  For instance, the environment variable in the multidimensional model is the outer 

ring of the Venn Diagram that includes: tax, regulatory, sociocultural, demographics, political and 

macroeconomy.  The SVP is the internal scope of the organization with the combination of the 

limited human and financial resources.  SVP is an achievable goal of the organization that was 

taken from the societal demand for social-value creation.  With Weerawardena & Mort Multi-

dimensional Social entrepreneurship model, the opportunity is inclusive in the social value creation 

and for Austin, Stevenson, & Wei-Skillern Social Entrepreneurship Model, opportunity is the 

initiating point of entrepreneurship. Both of the articles have not fully discussed the opportunity  

tracing process. 
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Figure 4:  Entrepreneurial Process (Sherman, 2005), Social entrepreneurship: patter-changing 

entrepreneurs and the scaling of social impact. Weatherhead School of Management. 

 

Dee’s presentation of the Social Enterprise Spectrum on Figure 5 provides a view at the 

level of organization and enables the SE lab to emphasize that there is a broad continuum of 

available options for organizational design rather than starkly differentiated categories. (Dees as 

cited by Bloom, 2006)  
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Suppliers Make in-kind 

donations 
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in-kind and full-price 

donations 

Market-rate prices 

 

Figure 5:  The Social Enterprise Spectrum (Dees, 1998b), Enterprising Non-profits. Harvard 

Business Review, 55-66. 

 

“In the spectrum, value creation and innovation through local business development are 

essential means to alleviate poverty and preserve the natural environment.”  (Peredo & 

Chrisman, 2006, p.309)  They proposed a theory of community-based enterprise (CBE) that it 

provides a potential for sustainable local development in poor populations by integrating the 
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community culture, natural and social capital from economic considerations.  (Peredo & 

Chrisman, 2006) 

The ‘Opportunity Creation Process’ developed in ‘The Process of Social 

Entrepreneurship: Creating Opportunities Worthy of Serious Pursuit’ provides an introduction 

and overview of the social-entrepreneurial process and its component parts (Guclu, Dees, & 

Battle Anderson 2002) (see Figure 6).  The two main parts of the process involves: (a) generating 

a promising idea and (b) attempting to develop that idea into an attractive opportunity.  The 

process depicted aims at the level of the individual student/social entrepreneur rather than the 

organization or economy and helps to clarify the process and commitment required to achieve an 

impact.  (Bloom, 2006) 

 

Figure 6, however did not elaborate on the role of the social entrepreneur as a change agent, 

and its importance on the opportunity creation process.   

 
Figure 6:  The opportunity creation process (Guclu, Dees & Battle Anderson as cited by 

Bloom, 2006). The Social Entrepreneurship Collaboratory (SE Lab): A University 

Incubator for a Rising Generation of Social Entrepreneurs. In A. Nicholls, & A. Nicholls 

(Ed.), Social Entrepreneurship New Models of Sustainable Social Change (pp. 270-305). 

Oxford University Press. Retrieved November 2013 

 

 Figure 7 shown below is the initial Social Entrepreneurship: Dimensions of Opportunity 

Tracing Framework (Morta, 2014) presented in the 2014 DLSU Conference in Manila.   

 
Figure 7.  Social Entrepreneurship: Dimensions of Opportunity Tracing Framework, (Morta, 

2014) 
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Proposed Theoretical Framework 

 

The proposed theoretical framework is presented in Figure 8.  This is an improvement of 

Figure 7.  This is an integrated approach in identifying the social entrepreneurs’ opportunity using 

the various models presented by scholars in the review of related literature.  Although there are 

much mention of opportunity recognition in the literature, there are scarcely few opportunity 

tracing frameworks available.  There are five factors that helps identify the opportunity, namely:  

(1) role of the social entrepreneur as a change agent (Dees, 1998), (2) the goal of the social 

entrepreneur (Martin & Osberg, 2007 and Weerawardena & Mort, 2006), (3) business models 

(Mair & Marti, 2006 and Weerawardena & Mort, 2006), (4) sources of opportunity (Mair, 

Robinson, & Hockerts, 2006), and (5) types of social entrepreneurs (Zahra, et. al., 2009).   

 

 
Figure 8.  Proposed Five Dimensions of Opportunity Tracing Theoretical Framework 

 

The goal of the social entrepreneur as defined by Martin & Osberg, 2007, are as follows:  

identify a stable but inherently unjust equilibrium, develop a social value proposition and 

willingness to act and forge a new, stable equilibrium.  In the second goal, various authors supports 

the importance of social value proposition in opportunity tracing.  (Mort et al. 2002, Weerawardena 

& Mort, 2006, Mair & Marti, 2006, Peredo & Mclean, 2006, Zahra et al., 2009).   

All of the articles cited Dee’s definition, one way or another in most of the articles available 

in Social entrepreneurship.  The role of the social entrepreneurs as a change agent.  The adoption 

of a mission is a primarily important in the opportunity tracing process.  This is supported by 

Peredo & Mclean, 2006, Seelos & Mair, 2005, Sherman, 2005, and Horsnell, 2010.  In order to 

recognize and pursue new opportunities to serve the mission, it is important to know new ways of 

combining resources in order to create social value by social change stimulation.  As described by 

Sherman, the opportunity in his entrepreneurial process framework, there are three stages by which 

a social entrepreneur identifies opportunity, namely: for start-up, development and scale stage.  

They have adapted Shane’s framework for two type of opportunities, Kirznerian and 

Schumpeterian.  Identification of the social problem will be easily determined when the 
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entrepreneur have a better access to information and knowledgeable on the long-term 

developments in the environment.        

Continuous innovation is a major role of a social entrepreneur that is highly supported by 

literature.  (Dees, 1998, Reis, 1999, Brikkerhoff, 2001, Mort et al, 2002, Anderson, 2004, Wei-

Skillern, 2004, Weerawardena & Mort, 2006, NYU Stern, 2005, Sherman, 2005, Tan et.al, 2005, 

Swab Foundation, 2005,  Peredo & McLean, 2006; Zahra et al, 2009, Ashoka, 2010).  Employing 

innovation, ranging from outright invention to adapting various processes that would address the 

social needs would help create social value for targeted organizations or people.  

In any organization, there are always limited resources and the challenge for social 

entrepreneurs is to find creative ways in order to maximize the sourcing and uses of resources, 

including volunteered services that is much needed.  Community involvement is a challenge for 

the social entrepreneurs because without their support, it would be very difficult to move forward.  

With a heighted accountability, the total wealth standard presented by Zahra, would be helpful for 

donors to monitor and account for the results of the social entrepreneur.  Transparency between 

key stakeholders is important so that the organization will be able to achieve their social objectives. 

There are various business models that can be applied in order to create social wealth.  By 

properly organizing and managing an organization, this will help in the sustainability of the 

identified opportunity or social concern that the organization wishes to address.    

 

Conclusion and Future Research 

 

The study is limited to the available literature upon the writing of this paper.  Indeed, there 

are a lot of dimensions in opportunity tracing in the study of Social entrepreneurship.  Future 

research is needed to be able to integrate other possible dimensions of opportunity tracing and its 

integration to processes.  A review of business models, particularly the governance framework 

would address the ethical concerns of social entrepreneurship.  Furthermore, regarding the 

effectiveness of the proposed theoretical framework is necessary, leaving a need for empirical 

examination.  I hope that this model can become a useful framework for other scholars to initiate 

further studies. 
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