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1. Introduction
Social enterprises refer to the growing number
of organizations “that have created models for
efficiently catering to basic human needs that existing
markets and institutions have failed to satisfy”
(Seelos & Mair, 2005, p.1). Their primary business
goal is to create social value without sacrificing
their economic viability.
In developing countries like the Philippines, it is
not unusual for social enterprises to operate in poor,
far-flung areas, or to cater to disadvantaged groups
such as farmers, fishers, indigenous peoples, and the
urban poor. This often results to higher operating
costs, creating added pressure for the business owners
and managers–especially of for-profit social enterprises–
who must adopt and implement appropriate business
strategies to keep their operations viable. To
successfully scale up their operations, they need to
come up with innovative business models that will
allow them to overcome tough challenges associated
with attempting to simultaneously achieve economic,
social, and environmental goals.

2. Innovative and inclusive business modelsIllustrative cases
The following cases illustrate how three for-profit

Philippine social enterprises have fulfilled their social
mission while remaining economically viable through
their innovative and inclusive business models. These
social enterprises are Bote Central, which sought to
rationalize the coffee supply chain in the Philippines
to benefit indigenous peoples in the uplands; ECHOstore,
a high-end urban retailer that empowers rural-based
women entrepreneurs; and The Circle Hostel, an
eco-hostel that champions both environmental
sustainability and community- based tourism.
2.1 Case 1 – Bote Central: Rationalizing the coffee
supply chain to benefit upland farmers
It started out with an ambitious business plan
formulated in 2007 by a Filipino couple who sought
to address the various problems that plagued the
coffee industry in the Philippines. After consulting
with various stakeholders, they were repeatedly told
how ‘complex’ and ‘impossible’ their business plan
was. Vie Reyes and her husband Basilio, however,
proceeded to pursue their vision by setting up Bote
Central, and eventually proved the cynics wrong.
Bote Central is known to its customers as a coffee
retailer. It has three main products that cater to
different market segments: Alamid Coffee, Basilio
Coffee, and 18 Days Coffee. It sources its coffee
beans from farmers based in the uplands, many of
whom are members of indigenous peoples such as
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the B’laans and the Mangyans. To date, Bote Central
sources its coffee from partner communities across
the country, including Benguet Province and Mountain
Province in Northern Luzon; Mindoro Island in
Southern Luzon; and Cotabato in Central Mindanao.
Helping the upland coffee farmers, however, was
not an easy process because in the mid-2000s, the
coffee industry, according to Vie, was “messed up”.
It was easy to blame the usual suspects – inefficient
practices of local farmers, exploitative middlemen,
limited government support, etc. – but the Reyes
couple recognized the systemic nature of the problem.
This led them to the idea of rationalizing the coffee
supply chain. “There had always been a problem
with the supply chain, especially coffee. It had always
been skewed towards the retail front-end,” Vie said
(Habaradas & Mia, n.d.).
Back when it was still a small business, Bote Central
already knew that it had to start with directly helping
the local coffee farmers through training and the transfer
of technology. One of Bote Central’s early interventions
was teaching coffee farmers basic accounting, and
teaching them how to use a computer to record their
transactions. This was done with the help of a
management consulting and professional services firm
that specialized in accounting systems. Unfortunately,
the accounting system did not work out because the
farmers were not ready for the new technology.
Unfazed by this setback, Bote Central decided
to shift its attention to providing the farmers with
more practical business knowledge. This meant
assisting the farmers in communicating with the
Department of Agriculture, proper handling of coffee
beans to minimize damage and waste, and
maximizing their earnings from their coffee.
“Through the years, we learned what to do, and
what not to do,” Vie recalled.
Departing from the usual arms-length transaction
that typically characterizes the relationship between
coffee producers and coffee buyers, the owners of
Bote Central established a close relationship with
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the local farmers. They were able to do this in Sagada,
a municipality in the Mountain Province, because
Basilio had previously lived in the community for
one year and developed a deep friendship with the
locals. As a form of goodwill, Bote Central gave
the Sagada farmers a coffee roasting machine that
Basilio himself invented. This was meant to provide
the locals the ability to roast their own coffee either
for domestic consumption or for sale to establishments
in the local community. The coffee roasting machine,
however, was initially regarded with some suspicion.
Instead of forcing the machine on the locals,
however, Bote Central “let them handle it” on their
own terms. At that time, the Reyes couple frequented
the Sagada community to immerse themselves and
to get to know the locals better. To cut a long story
short, the locals eventually warmed up to Basilio
and Vie, and the coffee roasting machine. The Sagada
farmers now sell their roasted coffee beans to
restaurants in the local and neighboring communities.
As a result, the Sagada community has benefitted
in terms of increased income. This is a significant
development, considering that, just a few years
before, the people of Sagada did not even think
that their coffee trees had any commercial value
(Habaradas & Mia, n.d.).
Drawing lessons from its experience in Sagada,
Bote Central launched in 2007 the Kape’t Buhay
(Coffee and Life) Program, an incubation program
for community-based enterprises. Through this
program, coffee farmers received training in coffee
agribusiness, were given access to common-service
facilities (e.g. dehuller, solar dryer, depulper, roasting
machine, multi-purpose grinder), and learned to
process and sell the coffee they produce to local
communities. The goal was to transform poor
communities in the rural areas into local dealers
or retailers of coffee.
Bote Central later succeeded in securing a
P2-million grant to offer technical assistance for
setting up agribusiness systems and training modules
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for 10 community-based coffee enterprises (CBCEs),
as part of a CSR program of an international firm.
In 2011, the Department of Agriculture funded 10
additional CBCEs through its high-value crop
development program. An important feature of
Kape’t Buhay is the development and establishment
of community-based roasting facilities that are run,
managed, and operated by farmer clusters and
women’s groups in collaboration with existing NGOs
(as interim, case-to-case basis) in strategic target
areas (Kape’t Buhay, 2012).
Early studies done on Bote Central showed that
as of January 2016, 51 CBCEs (including those
established outside of the Kape’t Buhay Program)
with 34,221 farming households benefitted from
increased coffee margins resulting from activities
from production down to distribution. Of the 20
CBCEs developed under the program, 18 are led
by women, who occupied key positions in management,
operations, and sales (Kape’t Buhay, 2012).
Just over a decade since Vie and Basilio wrote
their ambitious business plan, Bote Central’s vision
of integrating local coffee farmers into what it calls
a “chain of happiness from soil to cup” is slowly
but surely taking shape.
2.2 Case 2 – ECHOstore: High-end urban retailer
empowering rural-based entrepreneurs
The ECHOstore Sustainable Lifestyle is the first
green retail store in the Philippines. It was founded
by Reena Francisco, Jeannie Javelosa, and Pacita
Juan (also referred to as the ECHOtrio), who brought
their collective corporate and entrepreneurial
experience to an innovative venture that advocates
sustainable living.
In September 2008, the ECHOtrio opened
ECHOstore Serendra. Targeting the high-end urban
market, the retail store provided space for home
care, fashion, and personal care products, as well
as for various gift items. It also carried natural,

organic, and non-toxic goods, ranging from home
cleaning products to staples such as organic rice,
sugar, and other produce.
The ECHOtrio subsequently opened two related
retail concepts: ECHOcafe (Culture, Community,
Coffee) and ECHOmarket. They also established
ECHOfarms, which became the primary source for
ECHOmarket’s vegetables, and for the fruits used
at the ECHOcafe. ECHOfarms’ produce are also
sold at ECHOstore, which now has branches in major
cities in the Philippines such as Makati, Mandaluyong,
Quezon City, Cebu, Davao, and Cagayan de Oro.
As a social enterprise, ECHOstore fulfills its
mission by serving as an outlet for products of
women’s groups, cultural communities, and other
marginalized groups. As stated in the ECHOstore
web site, the ECHOtrio “wanted to help small
producers, craftsmen, and artisans get to markets
they have never served” (https://echostore.ph/
pages/about-us-1). But instead of simply sourcing
from these groups and paying fair-trade prices for
their products, ECHOstore supports its suppliers by
helping them gain valuable knowledge and skills
in product design, packaging, and other important
aspects of running a business.
As the pioneering retail store that focused on
fair-trade products, ECHOstore began to attract
community-based enterprises that wanted their
products displayed for sale in the store. However,
the ECHOtrio had to reject majority of the products
because these were poorly designed and lacked visual
appeal. They eventually worked closely with national
non-government organizations (NGOs), which
requested them to assist these small producers with
their packaging and product design. The ECHOtrio
volunteered their time and expertise to serve as
mentors of these micro-entrepreneurs through the
ECHOdesign Lab (Habaradas & Aure, 2016).
The ECHOtrio eventually set up the ECHOsi
(Enabling Communities with Hope and Opportunities
Sustainable Initiatives) Foundation, which received
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funds from individuals and institutions that wanted
to support their advocacy and social mission. The
establishment of the foundation allowed the
ECHOtrio to receive support from government, and
to work in partnership with various groups, especially
NGOs, that are similarly concerned with developing
communities. For example, they have worked with
the Peace and Equity Foundation (PEF) and the
Partnership and Access Center Consortium, Inc.
(PACCI) in setting up ECHOVILLAGE stores
throughout the country; and also with the Department
of Trade and Industry (DTI) and the Philippine
Commission on Women (PCW) for the GREAT
Women Program. These partnerships allowed
ECHOstore to spread its advocacy for sustainable
living across the supply chain (Habaradas, 2016).
As was stated in the company’s web site,
ECHOstore carries at least 3,400 products in various
distribution points throughout the country. Working
with more than 80 organizations and foundations,
it has reached at least 131 micro-entrepreneurs, 8,000
households, and 34,420 beneficiaries (ECHOstore,
2011, as cited by Habaradas, 2016).
2.3 Case 3 – The Circle Hostel: Sustainable tourism
for the common good
The Circle Hostel (TCH) was established in 2011
by childhood friends Julio Jose Gabriel Gonzalez
and Rafael Dionisio. The idea for the eco-hostel
occurred to Gonzalez while he was on a backpacking
trip in Southeast Asia, during which he came across
a business model that he thought can work as well in
the Philippine setting: offering affordable accommodation
where guests can freely interact with each other.
Because of Gonzalez’s love for surfing, he thought
of setting up TCH in a surfing destination that is
close to Manila. Thus, the first TCH branch was
built in Sitio Liwliwa, San Felipe, Zambales, which
is less than three hours away by public transportation
from the Philippine capital. Today, TCH also has

74

branches in two other surfing destinations – La Union
and Baler, Quezon.
TCH provides basic accommodation – bunk beds
(PhP550/US$10.55), hammocks (PhP450/US$8.70), tents
(PhP350/US$6.72), and daytrip use (PhP150/US$2.88)to a diverse group of guests. By offering accommodations
without walls and making communal areas colorful
and inviting, the hostel encourages its guests to interact
with other guests so they can make new friends
(Habaradas & Baquillas, n.d.).
When TCH was established in Sitio Liwliwa, the
community mainly relied on fishing and surfing
lessons for livelihood. Covering an area of 361,110
hectares, Liwliwa is a small area in the coastal town
of San Felipe, which, along with other nearby
municipalities, was buried in a meter-deep volcanic
ash after Mt. Pinatubo erupted in 1991. In 2008,
surfers started coming for the waves, boosting
tourism activity in the area. Thus, a demand for
accommodations emerged, an opportunity that TCH
grabbed soon after.
The locals of Liwliwa were initially apprehensive,
thinking that TCH will take away business from
them. Instead, TCH decided to link up with members
of the local community, opening up opportunities
for micro enterprises to offer their products and
services to its guests. Among those that have
benefitted from the business brought in by TCH
are locals who provide surfing lessons, neighboring
restaurants that offer meals, local tricycle drivers
who provide arranged trips to the waterfalls, and
a local vendor who sells souvenir items.
Aside from encouraging economic activity in the
area, TCH also promotes environmental sustainability.
The hostel, for example, was designed to maximize
ventilation, thus eliminating the need for
air-conditioning. Guests are also constantly reminded
to conserve water and energy.
One noteworthy initiative of TCH is The Plastic
Solution (TPS), which encourages the public to fill
plastic bottles with clean non-biodegradable waste
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materials, turning them into eco-bricks. These
eco-bricks are used as substitute for hollow blocks
in construction projects, and are used in non-load
bearing structures such as perimeter fences, compost
pits, and benches. TCH in Zambales itself is fenced with
eco-bricks, and serves as a showcase for those who are
curious about how eco-bricks are utilized. This sets it
apart from other hotels and accommodations in the area.
In addition, TPS is generating its own income
by selling environment-friendly products such as
bamboo straws and reusable bottles, and by offering
consultancy services on waste management to
corporate clients. This is all part of their attempt
to encourage people to avoid single-use products.
Apart from imparting a friendly vibe, stimulating
the local economy, and raising environmental
consciousness, TCH also promotes communitybased tourism through Tribes and Treks. Offered
every Saturday in partnership with MAD (Make A
Difference) Travel, Tribes and Treks is a whole-day
activity that brings guests to the Yangil Aeta
community to plant trees, and to interact with the
locals. The goal is to provide a meaningful and
interactive encounter between the hostel guests and
the Aeta community.
After an hour of walking through the lahar-covered
valley and crossing a few rivers, guests get to interact
with the Aetas by sharing a meal with them, and by
learning native archery, among others. They also
participate in the community’s singing and dancing,
which serves to revive and preserve the traditional
songs and dances of the Aetas. When the community
was hit with extreme poverty after Mt. Pinatubo erupted,
the indigenous people stopped singing and dancing
altogether – because they were too caught up surviving.
Because of Tribe and Treks, younger Aetas are
relearning their community’s culture and heritage, and
are sharing these with others through their songs and
dances (Habaradas & Baquillas, n.d.).
Because of the weekly visits, the Aetas are able
to showcase their produce and handicrafts for sale

– honey, organically grown fruits, bamboo straws,
handmade bracelets, bamboo whistles, mini
bow-and-arrow sets. With the help of TCH and MAD
Travel, the Aetas get access to urban markets, especially
corporate accounts, for their bamboo straws (Baquillas,
2019). This provides a steady source of income for
the community, and perhaps a stronger reason to hope
for a better tomorrow for the younger generation.

3. Cross-case analysis
As we assess the effectiveness and innovativeness
of the business models adopted by the abovementioned social enterprises, let us be guided by
the business model canvas of Osterwalder and
Pigneur, who defined a business model as “the
rationale of how an organization creates, delivers,
and captures value” (2010, p. 14). In the business
model canvas, the four general components are: (a)
value proposition, (b) value creation, (c) value
delivery, and (d) value capture. Briefly, the value
proposition is drawn from a product or service that
satisfies customers’ needs and wants. Value is created
and delivered by utilizing organization resources (e.g.
people, equipment, facilities, distribution channels,
cash, brands), and subjecting them to work processes
that eventually become part of the organization’s
culture. Value is captured through the returns
generated by the organization (Chambers &
Patrocinio, 2012).
3.1 Value proposition
For all three social enterprises, their social mission
seems to be integral to their value proposition. Bote
Central, for instance, is known for its efforts in
rationalizing the coffee supply chain in the country,
which is captured in its slogan: “Revolutionizing
the Philippine coffee landscape.” Therefore, the value
proposition for its customers is more than being
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able to consume coffee, but knowing that these are
fair trade coffee grown and produced by Filipino
farmers all over the Philippines.
ECHOstore, on the other hand, is closely associated
with “sustainable lifestyle”, which is translated into
its line of eco-friendly and natural products sourced
from small producers, craftsmen, and artisans all
over the country. The value proposition it offers
its customers, therefore, is more than being able
to consume these eco-friendly products they buy
from ECHOstore or consuming delicious food in
ECHOcafe. By patronizing ECHOstore products,
they take part in the ECHOtrio’s advocacy, which
is caring for the Environment, helping the Community,
promoting Health, and working with Organizations
– ECHO, for short. This could explain why buyers
are willing to pay a premium for these products.
Similarly, The Circle Hostel offers multiple value
for its target customers. That it offers reasonablypriced accommodations might be enough for
budget-conscious tourists; but it offers more in terms
of providing meaningful experiences for its guests.
As stated in its web site, “we are a sanctuary for
the artsy as well as the adventurous and encourage
our guests to express themselves amongst each other
and on our walls” (http://thecirclehostel.com/). This
is captured in its slogan: “There are no strangers.”
Moreover, its commitment to environmental
sustainability, which is evident in the hostel’s
physical design, gives it a distinct image easily
recognizable to its target market.
3.2 Value creation and value delivery
For two of these social enterprises (Bote Central
and ECHOstore), the value creation and value delivery
processes are complex because these are directed not
only to their target customers but also to their target
beneficiaries, who happen to belong to marginalized
communities; and since the target beneficiaries also
happen to be their suppliers, they are also involved
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in the value creation process as key partners.
In the case of Bote Central, the activities involved
in the production and selling of its coffee products
(Alamid, Basilio, and 18 Days Coffee) include the
sourcing of coffee beans directly from various upland
communities since the company does not want to
get its raw materials from middle men. These coffee
beans are then transported to its processing facility
in Las Pinas City, Metro Manila, where the beans
are sorted, dried, roasted, and packaged. Finished
products can be bought in its retail outlet in
Muntinlupa City, Metro Manila, or delivered to those
who purchase online. Basilio Coffee, in particular,
is also available in major stores and supermarkets
throughout the country. Alamid Coffee, on the other
hand, can be found in several specialty stores and
cafes in the Philippines, and in a couple of stores
in Paris, France and Tokyo, Japan.
For its target beneficiaries, Bote Central undertakes
a different set of activities that complement the one
described above. These activities involve several key
partners and stakeholders. Bote Central, for example,
seeks support from the Department of Agriculture
(DA), especially the municipal agricultural officers,
to help farmers improve their agricultural practices.
It also works closely with several NGOs in the
provision of training and technical assistance to
coffee farmers, particularly those who are part of
the Kape’t Buhay Program. These NGOs assist
participating farmer cooperatives or women’s groups
in managing their community-based coffee
enterprises, even as Bote Central provides the target
areas with its patented coffee roasting machines.
In the case of ECHOstore, there are activities that
are within its direct control, given its farm-to-fork
approach (vertical integration). Through ECHOfarms,
it is able to produce vegetables sold in its ECHOmarket
and the fruits that are used in ECHOcafe. The farm’s
produce must, of course, be regularly transported to
its retail outlets to ensure their freshness, consistent
with the expectations of the enterprise’s target market.
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For its target beneficiaries-cum-suppliers, ECHOstore
undertakes a different set of activities, mostly done
under the auspices of ECHOsi Foundation. Worth
mentioning is its involvement in the GREAT Women
Project, a collaboration of national and local government
agencies, women’s groups and private sector groups
that seek to improve local business policy, projects
and services for women businesses. It receives
technical and funding assistance from the Canadian
International Development Agency (CIDA).
GREAT Women, also known as Gender Responsive
Economic Actions for the Transformation of Women,
is an integrated platform that addresses gender issues
by developing microenterprises, and by helping
women entrepreneurs move up the supply and value
chain. With support from Department of Trade and
Industry (DTI) and the Philippine Commission on
Women (PCW), the lead government agencies,
ECHOsi took the lead on program design, preparing
small producers for market access, and brand development
(retrieved from www.echosi.org.ph/programs-great.asp, as of
May 22, 2015).
In 2012, the GREAT Women Project provided
training to participating micro-entrepreneurs in
Bohol, Camarines Sur, Davao del Sur, Iloilo, Leyte,
North Cotabato, and Quezon. With the technical
assistance of product and design experts, the products
of these women entrepreneurs were upgraded, and
reached markets outside the municipalities in which
they were produced (Philippine Commission on
Women, 2013). Many of these products are sold
in ECHOstore.
The case of The Circle Hostel is different because
its value creation and value delivery processes are
largely meant for its target clientele. As a budgetfriendly eco-hostel, its activities are not much different
from other providers of accommodations. These include
guest reception, housekeeping services, and the
maintenance of its facilities. While TCH is also
involved in community-based tourism in its Zambales
branch, through Tribes and Trek, the logistics involved

in bringing guests to the Aeta community is largely
done by its partner social enterprise MAD Travel.
3.3 Value capture
As for-profit ventures, all three social enterprises
depend on the revenues that they generate from their
products and services. It is important for them to
turn in a surplus to sustain their operations. Working
in favor of Bote Central and ECHOstore is that
they are able to leverage on the resources of their
partner institutions to support their respective
advocacies. Because of this, they don’t have to draw
heavily from their internal funds to finance their
community development efforts.
It is worth noting, though, that Bote Central and
ECHOstore take a slightly different stance towards
their target beneficiaries-cum-suppliers, something
that conceivably affect their ability to appropriate
optimal value from their business operations.
In the case of Bote Central, it decided to buy
both high-quality and low-quality coffee beans from
its suppliers because it wanted to encourage the
indigenous peoples in target communities to sustain
their coffee farming activities. Because of the variable
quality of coffee beans that it procures, Bote Central
decided to introduce a wider product line that caters
to different market segments. For its Basilio Coffee,
for example, it offers three variants – Dalisay Blend
(100% pure Arabica); Tinatangi Blend (60% Arabica,
30% Robusta, 10% Exelsa); and Muni-Muni Blend
(90% Robusta, 10% Arabica) – each one sold at
different price levels. Also, by providing target
communities with coffee roasting machines under
the Kape’t Buhay Program, Bote Central is foregoing
additional business in local communities in favor
of the community-based coffee enterprises.
In the case of ECHOstore, it took a hard stance
that it will only carry products from communitybased enterprises only if these meet their quality
standards. This meant that not all of the recipients
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of their technical assistance on product design and
packaging were able to get shelf space in ECHOstore.
This was essential for a business that sold products
to a high-end market.
For The Circle Hostel, it only needs to ensure
that it is able to attract a certain number of guests
every month so that it will be able to generate revenue
that will be sufficient to cover its costs. It helps
that TCH only offers basic amenities for its guests,
which means that it has a relatively smaller overhead
compared to its competitors.

4. Key insights
Our cross-case analysis in the previous section
has allowed us to generate valuable insights on how
for-profit social enterprises can overcome the
challenges of simultaneously achieving their economic,
social, and environmental goals through innovative
business models. Among these insights are the
following: (a) that a social enterprise must create
a brand identity that will distinguish it from its
competitors; (b) that a social enterprise can enhance
its value proposition by co-creating value with
multiple stakeholders; and (c) that a social enterprise
can augment its ability to achieve its social mission
through cross-sector collaborations.
4.1 Insight 1: Creating a distinct brand identity
anchored on its social mission
The classic differentiation strategy calls on a
business to offer a product or service that is distinct
from one’s competitors so that it can capture a
particular segment of a market. For social enterprises,
the differentiation can be derived from creating a
brand identity that is anchored on one’s social
mission. The products and services can then be used
as vehicles to communicate this distinct brand
identity. This is evident in all three social enterprises
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that we examined – Bote Central as the champion
of an inclusive coffee supply chain; ECHOstore as
the primary advocate of a sustainable lifestyle; and
The Circle Hostel as an eco-friendly place where
“there are no strangers”. Needless to say, social
enterprises that bank on their brand identity must
be able to deliver on their brand promise. Otherwise,
their target markets will see through their false claims,
and their business models will fall apart.
4.2 Insight 2: Co-creating value with multiple
stakeholders
This departs from the dominant view that value
creation happens only within the confines of an
individual business through the production of its
products and services. The experiences of our three
social enterprises, clearly illustrated by the use of the
business model canvas, tell us that creating value for
customers and target beneficiaries can be done jointly
with concerned stakeholders. The Circle Hostel’s brand
promise of “There are no strangers”, for example, is
actualized by the collective behavior of its guests,
even if TCH itself set the stage through a
smartly-designed hostel. The relaxed and friendly vibe
is also reinforced by the behavior of the
micro-entrepreneurs in Sitio Liwliwa, who serve as
TCH’s partners in providing the visitors an overall
pleasant experience during their stay in the community.
4.3 Insight 3: Leveraging resources through
cross-sector collaborations
For social enterprises to achieve their social
objectives, they need not depend solely on their own
resources. Working with government and NGOs,
as well as other social enterprises, enables them
to leverage on the resources and expertise of other
institutions. A good example is how ECHOstore
(through the ECHOsi Foundation) took an active
role in the GREAT Women Project, which was
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spearheaded by DTI and PCW with funds provided
by the Canadian International Development Agency
(CIDA). Under this cross-sector collaboration,
government mobilized the vast resources at its
disposal to provide women entrepreneurs with access
to credit, information, and skills training; LGUs
expedite the business registration process and provide
local support; while the private sector (including
ECHOstore) contributed by offering their technical
expertise, and by providing market access to the
products of these micro-entrepreneurs.

5. Policy recommendations
The lesson is clear for government agencies tasked
with formulating policies and establishing
mechanisms that support small- and medium-scale
enterprises (SMEs), including the increasing number
of social enterprises in the Philippines. Providing
support for cross-sector collaboration is the way to
go if it wants to scale up interventions for poverty
alleviation and microenterprise development in the
country.
For social business incubators and other groups
that seek to strengthen social enterprises in the
country, it would help to introduce programs that
will develop the competencies of owners of these
social enterprises not only to manage resources of
their individual businesses but also to engage
business partners and other stakeholders in
co-creating value for (and with) their customers and
their target beneficiaries. Organizing in the 21st
century can go beyond the parochial and self-limiting
premises of “competitive advantage” and “profit
maximization”. It is time for innovative business
models that adopt a systemic and inclusive mindset
consistent with the general principles of “human
dignity” and the “common good”.
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