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Social Entrepreneurship & Impact Model Canvas




y,o0cial Entrepreneurship ist...

...die Losung gesellschaftlicher Herausforderungen.

Dies wird durch kontinuierliche Nutzung unternehmerischer
Mittel erreicht und resultiert in neuen und innovativen
Losungen.

Durch steuernde und kontrollierende
Mechanismen wird sichergestellt, dass die gesellschaftlichen
Ziele intern und extern gelebt werden.”



Was ist Social Entrepreneurship? N7 SE Etens

Deutschland

. Gesellschaftliche Dimension:

GESELLSCHAFTLICHE SOCIAL Primares & ausdriickliches Ziel, eine gesellschaftliche
DIMENSION ENTREPRENEURSHIP Herausforderung (sozial / 6kologisch) zu |6sen

. Unternehmerische Dimension:
* Unternehmerische Herangehensweise

* Innovation
«  Okonomisch nachhaltige Einkommensquellen

GOVERNANCE UNTERNEHMERISCHE . Governance Dimension:

S DIMENSION * Begrenzte Gewinn- / Vermdgensverteilung

* Autonome & unabhangige Organisation

* Integrative Fihrungskultur (partizipative / demokratische
Entscheidungsprozesse)

e Verankerung der Wirkungsziele

* Rechenschaft & Transparenz

Aus: Deutscher Social Entrepreneurship Monitor 2019- SEND (http://bit.ly/DSEM2019)



http://bit.ly/DSEM2019

Drei Anspruchsgruppen N7 SE e

N D Deutschland
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Schritte der wirkungsorientierten Steuerung

7 Gesellschaft verandert sich m

Ab dieser Stufe
spricht man von

3 Zielgruppen akzeptieren Angebote

2 Zielgruppen werden erreicht

||| |
{

1 Aktivitaten finden wie geplant statt

0O Ressourcen werden investiert Input

Aus: Kursbuch Wirkung — phineo (https://www.phineo.org/kursbuch-wirkung)



https://www.phineo.org/kursbuch-wirkung

Schritte der wirkungsorientierten Steuerung

Herausforderungen
und Bedarfe

verstehen

Wirkungsziele
setzen

Wirkungslogik
erarbeiten

Aus: Kursbuch Wirkung — phineo (https://www.phineo.org/kursbuch-wirkung)
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https://www.phineo.org/kursbuch-wirkung

Business Model Canvas

Key Partners C‘?

‘Who are our Key Partners?

‘Who are our key suppliers?

‘Which Key Resources are we acquairing from partners?
Which Key Activities do partners perform?

MOTIVATIONS FOR PARTNERSHIPS

Optimization and economy

Reduction of risk and uncertainty

Acquisition of particular resources and activities

Key Activities

What Key Activities do our Value Propositions require?
Our Distribution Channels?

Customer Relationships?

Revenue streams?

CATERGORIES
Production
Problem Solving
Platform/Network

Key Resources id

What Key Resources do our Value Propositions reguire?
QOur Distribution Channels? Customer Relationships?
Revenue Streams?

TYPES OF RESOURCES

Physical

Intelfectual (brand patents, copyrights, data)

Human

Financial

Value Propositions i

What value do we deliver to the customer?
Which one of our customer’s problems are we
helping to solve?

What bundles of preducts and services are we
offering to each Customer Segment?

Which customer needs are we satisfying?

CHARACTERISTICS
Newness

Performance
Customization
*Getting the Job Done"
Design

Brand/Status

Price

Cost Reduction

Risk Reduction
Accessibility
Convenience/Usability

Customer Relationships '

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business model?

How costly are they?

EXAMPLES
Personal assistance

Dedicated Personal Assistance
Self-Service

Automated Services
Communities

Co-creation

Channels

Through which Channels do our Customer Segments
want to be reached?

How are we reaching them now?

How are our Channels integrated?

Which ones work best?

Which ones are most cost-efficient?

How are we integrating them with customer routines?

CHANNEL PHASES
1. Awareness
How do we raise awareness about our company’s products and services?

2. Evaluation

How da we help evaluate our org: ion's Value
3. Purchase

How do we alfow customers to purchase specific products and services?
4. Dellvery

Hew do we deliver a Value Proposition to customers?
5. After sales
How do we provide post-purchase customer support?

Customer Segments

For whom are we creating value?
Who are our most important customers?

Mass Market

Niche Market
Segmented
Diversified
Muiti-sided Platform

n

Cost Structure

‘What are the most important costs inherent in our business model?
Which Key Resources are most expensive?
Which Key Activities are most expensive?

IS YOUR BUSINESS MORE

Cost Driven (leanest cost structure, low price value propasition, maximum extensive
Value Driven (focused on value creation, premium vaiue proposition)

SAMPLE CHARACTERISTICS
Fixed Costs (salaries, rents, utilities)
Variable costs

Economies of scale

Economies of scope

D

For what do they currently pay?
How are they currently paying?
How would they prefer to pay?

Brokerage fees
Advertising

Revenue Streams

For what value are our customers really willing to pay?

How much does each Revenue Stream contribute to overall revenues?

TYPES FIXED PRICING DYNAMIC PRICING

Asset sale List Price Negotiation {bargaining)
Usage fee Product feature dependent Yield Management
Subscription Fees Customer segment Real-time-Market

Le i i asing

Licensing Volume dependent




Impact Model Canvas

=

Schlisselpartner im
Wirkungsmodell

Schlusselaktivitaten
im Wirkungsmodell

| & '
Schlisselressourcen
im Wirkungsmodell

Wirkung (Output-Ebene)

oo

Beziehung mit
Begunstigten

Kanale zu den
Beglinstigten

Begunstigte

Kostenstruktur im Wirkungsmodell

Umgang mit
Uberschiissen

=Y

Einnahmequellen durch Beglinstigte

Impact Model Canvas




Ansprechpartner

Birgit Heilig
Vorstand & Regionalleitung Hessen

E-Mail: birgit.heilig@send-ev.de

Web: www.send-ev.de
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