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中文摘要(Chinese Abstract)
社會企業被普遍視為一種新型態、財務獨立的組織，為許多像是貧窮、環
境汙染等的社會議題提供創新、有效的解決方案。與大多數的非營利組織一
樣，社會企業主要是受到其社會使命所驅動而成立的企業組織；但與非營利組
織不同的是，營利活動在社會企業中是被視為達成所有權自主、財務獨立和創
造永續社會價值所必要施行的手段與過程。
本研究聚焦在探索社會企業價值創造的過程。本研究首先從過去相關的文
獻歸納、整理出社會企業價值創造的概念性架構。接著再將此概念架構應用在
本研究所挑選的研究個案：黑暗對話社會企業股份有限公司，並檢視黑暗對話
社會企業為其相關的利害關係人創造共同價值來幫助社會企業達成社會使命的
過程。
從個案分析中，本研究發現價值主張 (value proposition) 與價值創造過程
(value creation process) 的兩個概念在探索社會企業價值創造的過程中扮演相當
重要的角色。本研究認為，社會企業必須要依照組織的操作模型 (operational
model) 從員工、顧客、投資人、其它利害關係人中排序其重要程度，再提出符
合彼此需要的價值主張。接著透過各價值主張的實現 (本研究定義為價值創造
過程)，來穩定社會企業的組織營運，並在這一來一往互動的過程中，取得許多
來自利害關係人的市場資源與非市場資源 (market and non-market resources) 來
幫助其創造更大的社會價值。
透過探索社會企業價值創造的過程，本研究希望可以幫助社會創業家透過
瞭解社會價值創造的過程來為社會創造更大的社會價值。

關鍵字：社會企業、社會創業家、社會價值、價值主張、價值創造
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Abstract
Social enterprise is widely viewed as the new form of a financially independent
organization providing innovative, effective solutions for a variety of social issues
such as poverty and environmental pollution, etc. Social enterprise is mainly driven
by its social mission like most of non-profit organizations (NPOs). However, the
profit-making activities are the necessary process for social enterprises to reach
autonomy, financial independence and thus generate sustainable social values.
The aim of this research is to explore the value creation process of a social
enterprise. This research firstly proposes a conceptual framework of value creation of
social enterprise based on the previous literature. Then a case study will be conducted
applying the conceptual framework to examine how the targeting social enterprise,
Dialogue in the Dark TPE (DiD TPE), creates collective benefits for each key
stakeholder in order to achieve its social mission.
From the case study, this research found the concepts of value proposition and
value creation process play pivotal roles. This research argues a social enterprise
needs to prioritize the importance of its stakeholders from employee, customer,
shareholder and other key stakeholders based on its operational model, and proposes
favorable value propositions. Next, implement actions through what this research
defined as “value creation process” to stabilize the business operation. From the
dynamic interactions with each stakeholder, a social enterprise could successfully
mobilize different market and non-market resources to generate greater social value.
By the exploration of the value creation process of a social enterprise, this
research tempts to assist social entrepreneurs to generate greater social values.
Keywords: social enterprise, social entrepreneur, social value, value proposition,
value creation
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1. Introduction
1.1. Background
Social enterprise is widely considered as the new form of an organization
providing innovative and sustainable solutions to social issues while seeking
reasonable profits for its own operation. Social enterprise is primarily driven by a
social mission and the generation of the revenue is deemed as the necessary process to
reach full autonomy and financial independence. For the past few decades, there were
numerous discussions on social enterprise, social entrepreneurship, social
entrepreneur, and relevant issues on both academic and managerial areas. Those
discussions mainly strove for comparing the definitions, historic background,
characteristics, organizational structures, function of governments, and mechanisms
of a social enterprise. However, there are limited analyses or case studies have
contributed to generate the discussions on how social enterprise creates value for each
stakeholder in order to achieve financial independence, seek and mobilize different
resources, and sustainably generate social value. If a social enterprise could not create
values for its relevant stakeholders, the resources invested in a social enterprise would
be wasted causing the negative influences on society.
Social enterprise conventionally operates in the public market as an
independent entity with the purpose for creating both economic value and social
value. Social enterprise typically reaches financial independence through the sale of
1

the products/services, hence market competitions, changing customer needs, growth
strategy, economic risk, and sustainability would be the same serious issues as other
profit-seeking businesses. More attentions and discussions on the topics are required
on how to maintain its competitive advantages, how to approach and understand the
needs of target customers or how to continuously improve the quality of
services/products.
These topics highlighted above primarily consider social enterprise more from
business perspectives. Social enterprise applies business models like other profitseeking enterprise to generate reasonable profit for its own operation. The
fundamental difference between profit-seeking enterprise and social enterprise is that
the latter intends to maximize social value instead of shareholders’ value. Since the
ultimate goals of a social enterprise are different from conventional enterprises, more
considerations to the value creation process of a social enterprise should be put to start
further discussions.
In summary, the purpose of this paper aims to explore the value creation
process of social enterprise, especially on how a social enterprise creates and captures
values from relevant stakeholders (such as target customers, governments or
communities) in order to achieve sustainability, to create economic values and most
importantly, to produce greater social value.
2

1.2. Research Questions
Considering the characteristics, mechanisms and operational models of social
enterprise which will be introduced in the later chapters, this research proposes two
research questions in order to explore the value creation process of a social enterprise.
(A) Which key stakeholders typically participate in the operation of different
kinds of social enterprises?
(B) How does a social enterprise create values and capture benefits (in terms of
tangible and intangible return) from key stakeholders in order to produce greater
social and economic value?
From the managerial perspective, this paper tends to provide insights for social
entrepreneurs who have the intention to start a social enterprise. Firstly, they will be
aware of the key stakeholders which should be taken into account. Secondly, social
entrepreneurs should recognize the needs from these stakeholders and attempt to
create collected value by a real action plan in order to stabilize the operation of the
social enterprise, and to capture and employ resources from stakeholders. By the
exploration of the value creation process of a social enterprise, this research attempts
to assist every social entrepreneur to generate greater social impact to a society.
To address the research questions, a qualitative research method is applied to
explore the dynamic value creation process between a social enterprise and its key
3

stakeholders. This research firstly reviewed the literature related to the background,
characteristics and definitions of a social enterprise. Secondly, nine fundamental
operational models of social enterprises proposed by Alter (2007) provided us the
configuration overview of how typical social enterprises create both social and
economic value in the interaction with key stakeholders. Most importantly, this
configuration overview identified several key stakeholders which usually participate
in each operational model. This research thus applied the concepts from Alter (2007)
to facilitate the research. Thirdly, the research further proposed the conceptual
framework of value creation of social enterprise based on the literature review. Next,
this conceptual framework was applied to the case this research identified to examine
how a social enterprise creates and captures values from each key stakeholder in the
configuration. An In-depth interview and secondhand data collection, which are
mainly gathered from two published books, were conducted as well. Detailed
methodological steps and procedures will be introduced in chapter three.

4

2. Literature Review
Considering the complex nature and worldwide emergence of social enterprise,
this research divided this chapter into six sections. To clarify the definition of a social
enterprise in this research, the research will begin by discussing the typical
characteristics of a social enterprise based on the previous literature. Then the
fundamental operational models of a social enterprise will be introduced to illustrate
how a social enterprise normally creates social value while generating economic value
at the same time. In the third section, the development background of social enterprise
in Western countries and how it influenced the improvement of the social welfare
system in Taiwan will be presented. Next the research discusses the business model of
a social enterprise by clarifying the core concepts of the business model and
introducing four components of a social business model (Yunus, Moingeon, &
Lehmann-Ortega, 2010). Lastly, the conceptual framework of value creation of social
enterprise will be proposed based on literatures this research reviewed. The
conceptual framework was applied for a case study in this research to explain how a
social enterprise creates value and captures benefits (in terms of tangible and
intangible returns) from key stakeholders in order to produce greater social and
economic values.

5

2.1. Defining Social Enterprise
Due to the multiple dimensions of social enterprise such as the existence of
different kinds of legal structures, historical backgrounds, economic circumstances
and cultural influences, it is difficult to reach a consensus on generally accepted
definition of social enterprise (Defourny, 2001; Kuan & Wang, 2010). Several
scholars and organizations have striven for giving the conceptual definitions of social
enterprise. For instance, Alter (2007, p. 12) defined social enterprise as “any business
venture created for a social purpose– mitigating/reducing a social problem or a market
failure–and to generate social value while operating with the financial discipline,
innovation and determination of a private sector business”. Another broad explanation
defined from the NPO perspective by Kerlin (2006, p. 1) stated that “the use of nongovernmental, market-based approaches to address social issues, social enterprise has
become an increasingly popular means of funding and supplying social initiatives in
the two regions”.
Although different definitions shared certain concepts such as social mission
and commercial elements, the ultimate definition of social enterprise is still
controversial and full of debates in the U.S. and Europe. However, the common
characteristics and fundamental factors can still be distinguished from previous
researche in order to define the definition of social enterprise for this research.
6

2.1.1. Common Characteristics of Social Enterprise
A. Social mission driven
Compared with purely commercial enterprises whose main objective is to
maximize the value for their shareholders, social enterprise is driven and established
to create social values. Achieving its social mission and objectives are always the first
priority (鄭勝分1，2007; DTI, 2002; Defourny & Nyssens, 2007). Furthermore, the
creation of social value can be applied to different sectors such as health,
environment, education, poverty, social welfare, etc. (Alter, 2007). This characteristic
is similar to the typical mission of the third sector which covers a variety of social
issues as well.
B. The creation of economic value as the necessary process
In order to be financially independent and constantly generate social value, the
creation of economic value is the necessary process to achieve the sustainability for
social enterprise (鄭勝分，2007; DTI, 2002; Yunus et al., 2010). Generating earned
income is one of the important elements of social enterprise that must be considered
(Boschee & McClurg, 2003). Alter (2007) further indicated that social and economic
value creation can be achieved by adopting entrepreneurship, innovation and market
approaches. Hence social enterprise is designed to meet both social needs and

1

This journal article was written in Chinese. The reader can check the detailed information at p. 99.
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commercial viability. Management skills and knowledge should be applied to
strengthen the organization’s core competencies and abilities to adapt different
operational models for different environments. To conclude, social enterprises can be
seen as one of the sources of social innovation since they frequently challenge the
traditional way of doing business under the circumstance of constrained resources.
They do that by employing innovative ideas and business methods to address diverse
social issues (Borzaga & Defourny, 2004; Dart, 2004, DTI, 2002; Yunus et al., 2010).
C. The emphasis on stakeholders instead of shareholders
Normally, social enterprise has a complex mixtures of goals such as social
goals, economic goals and socio-political goals at the same time (Ever, 2001,
Bacchiega & Borzaga, 2001). No doubt that each goal and its subsequent activities
from a social enterprise should be explicitly or implicitly (that depends on its
operational model) connected to its social mission. Under these circumstances, social
enterprise is generally capable of mobilizing market (goods and services) and nonmarket resources (public financing or volunteer resources) from relevant stakeholders
to support its own social mission (Borzaga & Defourny, 2004; Yunus et al., 2010).

8

2.1.2. The Social Enterprise Spectrum
The core characteristics of social enterprise as this research identified in the
previous section, can be fundamentally explained by “The Social enterprise spectrum”
(see Table 2.1) proposed by Dees et al. in 2002. Social enterprises, as a hybrid form of
organization, lie between purely philanthropic and purely commercial organizations.
Although the relationships of social and economic value creation were not
highlighted by Dees et al.(2002), the motivations and goals of a social enterprise need
to be further clarified based on the findings from previous scholars. That is, social
enterprise is driven by social missions first which could involve different kinds of
social issues such as poverty prevention, environmental problems, marginal groups,
etc. In order to achieve social missions and generate sustainable funds for social
programs, the creation of economic value is the necessary process for a social
enterprise and it is effectively accomplished by employing innovative ideas,
management know-how and business models.

9

Table 2.1
The social enterprise spectrum

General Motives,
Methods, and
Goals

Purely
Philanthropic

Hybrid

Purely commercial

Appeal to
goodwill,
Mission-driven,
Social value
creation

Mixed motives,
Balance of mission
and market, Social
and economic value
creation

Appeal to selfinterest, Marketdriven, Economic
value creation

Key Stakeholders
Subsidized rates
Beneficiaries

Pay nothing

Capital

Donations and
grants

Workforce

Volunteers

and/or mix of full
payers and those

Pay full market
rates

who pay nothing
Below-market
capital and/or mix of
Market rate capital
full payers and those
who pay nothing
Below-market wages
and/or mix of
Market rate
volunteers and fully compensation
paid staff

Suppliers

Make in-kind
donations

Special discounts
and/or mix of inkind and full price

Charge market
prices

Source: Dees et al. (2002, p. 15)
2.1.3. The Working Definition from the EMES Network
European Research Network (EMES), which was founded in 1996, formed a
research network over a four-year period to study the emergence of social enterprise
and found different kinds of similar initiatives in 11 European countries (Borzaga &
Defourny, 2001). EMES research has paved the way for scholars by providing four
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comprehensive working definitions and five social initiatives of social enterprise to
conduct further researches in the field of social enterprise (Defourny & Nyssens,
2007). The four working definitions are as follows.
A. A continuous activity producing goods and/or selling services
Unlike most of the organizations from the third sector whose operations mainly
rely on government grants and public donations, social enterprise seeks financial
independence by the production of products and services.
B. A high degree of autonomy
Social enterprise would not be influenced and managed by public authorities of
any other forms of other organizations. A social enterprise usually operates as an
independent entity and makes decisions on its own.
C. A significant level of economic risk
Because economic value creation through commercial activities is the necessary
process for achieving social enterprise’s social mission and sustainability, any kind of
risks such as market risk, operational risk, production risk, and strategic risk could be
possibly faced by social enterprises.
D. A minimum amount of paid work
It is similar to profit-seeking enterprises, the activities conducted in social
enterprise would be paid at least at a minimum wage level.
11

Five social initiatives or the ideal criteria of social enterprise are summarized as
follows:
A. An explicit aim to benefit the community
Social enterprise is established to achieve its social mission targeting variety of
social issues. Hence value proposition of a social enterprise should be clearly stated to
its target group.
B. An initiative launched by a group of citizen
Social enterprise is instituted by a group of people who share the same aims and
values. Also, the importance of leadership should be considered.
C. A decision-making power not based on capital ownership
This initiative refers to the decision-making rights in social enterprises which
are not based on capital shares, but generally shared with relevant stakeholders. It can
be also interpreted as the principle of “one member, one vote” (Defourny, 2001, p. 1618).
D. A participatory nature, which involves the persons affected by the
activity
Participative management is important to a social enterprise. For this reason,
employees, customers and related stakeholders could possibly influence the decisionmaking process of a social enterprise.
12

E. Limited profit distribution
Limited profit distribution to the organization itself, employees or even
shareholders are allowed since these stakeholders could possibly be the social targets
of a social enterprise.
The common characteristics this research summarized are consistent with the
working definitions and criteria summarized by the EMES research. Thus, this
research adopts the working definitions and social initiatives proposed by the EMES
research as the definition and interpretation of a social enterprise in this research. The
same criteria will also be applied to examine the appropriateness of the case study
conducted in this research.
2.2. The Operational Models of Social Enterprise
The operational models of social enterprise are the configurations
demonstrating how a social enterprise creates social value and economic value in the
same time with different players or institutions involved (Alter, 2007). However,
operational models should not be referred as organizational and legal structures of
social enterprises since the components are not relevant. In this section, the
fundamental models proposed by Alter (2007) will be reviewed. Combined and
enhanced operational models could be further developed based on basic models.
The graphical symbols are shown in Figure 2.1 below. The players or
13

components constructing different configurations of social enterprises are social
service organizations (representing the parent organization of a social enterprise), the
target population “clients” (the social target which social enterprises are trying to
provide solutions), the market, social enterprises and private companies (representing
the profit-seeking enterprise). Different types of arrows illustrate the product/service
flow, financial flow and the synergies generated between each player/components.

Figure 2.1 Graphical symbols
Source: Alter (2007, p. 32)
A. Entrepreneur support model
A social enterprise which sells business support (or product) and financial
services to the target population or client is classified into this operational model (see
Figure 2.2 below). Then their target population or client sells products and services in
the open market. For instance, Grameen Bank provides micro-credit loans to the poor,
especially for women in Bangladesh, to start their own small business. This kind of
operational model becomes financially viable through the sales of its services or
14

business support to their client or target population (i.e. microfinance institutions,
professional services, technology and products that support entrepreneurs).

Figure 2.2 Entrepreneur Support Model
Source: Alter (2007, p. 32)
B. Market intermediary model
This type of a social enterprise provides services (added-value service and
consulting services such as product development and marketing support, intermediary
services, etc.) to its target population or client to help them access a market (See
Figure 2.3 below). The social enterprises can either act as agent between target
population and market or the buyers of client-made products to sell to a market. For
example, LeeZen (里仁 as its Chinese name) in Taiwan cooperates directly with
organic crop/food suppliers and sells their products through LeeZen’s distribution
channels. By this way, suppliers of LeeZen could have the stable demand and their
efforts invested in organic market will be continuously motivated as well. This kind of
operational model is usually developed as a fair trade organization, a handicraft
organization, marketing supply cooperative in agriculture sector, etc.

15

Figure 2.3 Market Intermediary Model
Source: Alter (2007, p. 33)
C. Employment model
This form of a social enterprise (see Figure 2.4 below) provides job
opportunities and trainings to its target population or client for those who are
considered as socially vulnerable groups like disabled, homeless, etc. Generally, this
type of social enterprises would consider the potential of these groups of people such
as skills development, work limitations, etc., and then provide or create an appropriate
job for them. In Taiwan, there are several social enterprises adopts this operational
model such as the Children Are Us Foundation (喜憨兒烘焙坊 as its Chinese name)
and Victory Potential Development Centre for the Disabled (勝利身心障礙潛能發展
中心 as its Chinese name).

Figure 2.4 Employment Model
Source: Alter (2007, p. 35)
16

D. Fee-for-service model
These social enterprises commercialize their social products or services and sell
directly to the target population or client (see Figure 2.5 below). The social
products/services could address the social issues directly from their target groups.
This operational model is also one of the most widely used model for NPOs.

Figure 2.5 Fee-for-Service Model
Source: Alter (2007, p. 37)
E. Low-income client as market model
This operational model is similar or a variation to the previous one (see Figure
2.6 below). This model emphasizes providing products or services such as healthcare
products (vaccinations, eye surgery, etc.), health and hygiene products, utility
services, etc., to poor and low-income clients with affordable price since they are
generally considered as living at the bottom of the pyramid.

17

Figure 2.6 Low-Income Client as Market Model
Source: Alter (2007, p. 38)
F. Cooperative model
This operational model provides direct benefits/services/products such as
market information, technical services, collective barging power, etc., to its target
population or client in terms of cooperative members (see Figure 2.7 below).
Basically, members have common needs and they usually function as the primary
stakeholders in a social enterprise as well.

Figure 2.7 Cooperative Model
Source: Alter (2007, p. 40)
G. Market linkage model
This operational model "facilitates trade relationships/activities between the
target population or clients, small producer, local firms and cooperative, and the
external market" (Alter, 2007, p. 42) (see Figure 2.8 below). The social enterprises
18

charge fees from the broker service. The difference between the Market Linkage
Model and the Market Intermediary Model is that the former does not sell or market
clients' products. They just connect clients to markets. This kind of operational model
usually appeared as trade associations, cooperatives, business development programs,
etc.

Figure 2.8 Market Linkage Model
Source: Alter (2007, p. 42)
H. Service subsidization model
This operational model sells products or services to an external market, and the
income generated from the market would be used to support its social program (see
Figure 2.9 below). Nonetheless the social enterprises in this operational model would
function as a financing mechanism. The business activities would still have potential
to enlarge or improve the organization's mission. It is quite common for non-profit
organizations to apply this type of operational model and it may grow into an
organizational support model if organization becomes profitable enough. Business
activities could be generated by leveraging both/either tangle assets and tangible
assets. For example, TOMS, the international shoes company, gives one pair of shoes
19

to the people in need in the developing world with every pair of shoes purchased by
the customers. The company also operates the non-profit subsidiary, Friends of Toms,
to further support its social programs.
I. Organizational support model
This operational model sells products or services to an external market,
businesses or general market (see Figure 2.10 below). Sometimes the target
population or the client could be the customer as well. Net income from social
enterprises would be provided to support the cost of their social program and
operating expenses of the non-profit parent organization. This operating model could
be seen as the funding mechanism for the nonprofit parent organization. Also,
leveraging tangible/intangible assets are needed for generating profit of social
enterprises.

Figure 2.9 Service Subsidization Model
Source: Alter (2007, p. 44)
20

Figure 2.10 Organizational Support Model
Source: Alter (2007, p. 45)
2.2.1. Brief Summary
In the fundamental operational models, the players or components could
actually be interpreted from another point of view by applying the terms of employee,
customer, shareholder, and other key stakeholders. That is, each fundamental
operational model can be explained by demonstrating the relationships of employee,
customer, shareholder, and other key stakeholders. For instance, the entrepreneur
support model in Figure 2.2 could be viewed as the social enterprises which are
selling products/services to their customers, which are presented as “target
population” in the model. The employment model in Figure 2.4 could be thought as
the social enterprises which hire “target population” as their employees. Thus the
relevant job trainings should be provided to the employees in order to make sure the
products/services that the social enterprise are providing could meet the needs of their
21

customers, which are conceptually presented as “market” in the model. The same
logics can be applied to the rest of fundamental operational models. My research also
adopted this point of view to carry on this research.
2.3. The Development Background of Social Enterprise
The non-profit sector or so called "the third sector" and "social economy" has
played a central role in reducing public cost by re-allocating resources and improving
the social welfare system (Defourny, 2001). They belong neither to the private profitoriented sector nor to the public sector. A wide range of products and services (usually
for free or almost for free) are provided to the target social groups by non-profit
sectors. Furthermore, they heavily rely on public donations and government grants as
their most important sources of both monetary and non-monetary resources.
In the tri-polar theory (Evers, 1995; Pestoff, 1992), the third sector is even
viewed as intersection of government, private enterprise and household cooperating
with each other to foster social progress. However, due to the nature of market
competition and the limitations of the non-profit sector (i.e. reaching financial and
administrative autonomy would be challenging since the non-profit sector mainly
relies on the support from a government, the public and voluntary contributions), the
third sector has experienced “voluntary failure” making the situation tough to
effectively improve the social value (Salamon, 1990; 2003; Hansmann, 2003). The
22

reasons for voluntary failure are mostly the decrease in public donations, increasing
competition on public outsourcing, lack of supporting incentives and motivations,
inefficiency of organization management (Salamon 1999; 2003). As a result, the third
sector was incapable of hiring required and stable numbers of professional volunteers,
which have significant negative influences on the quality of their services and
products. More specifically, the third sector failed to function thoroughly as the
intersection of government, private enterprise and household.
Economic recessions, and high unemployment in the U.S. and Europe during
the 1970s even made the situation worse. European countries were broadly facing the
welfare crisis resulted from economic recession and high unemployment (Borzaga &
Santuari, 2003; Defourny, 2001). While in America, the social welfare budget was
retrenched due to the severe financial deficit. To conclude, the dilemma or the so
called “state failure” faced by governments and the “voluntary failure” faced by the
third sector caused the social welfare system hard to be progressed (Milward &
Provan, 2000; Helmig, Jegers, & Lapsley, 2004; Kettl, 2000; Borzaga & Santuari,
2003). The urge and needs to be financial independence was therefore becoming more
important to the third sectors.
2.3.1. Transformation from NPO to Social Enterprise
Since the traditional sector concepts have faced difficulties for enhancing the
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social welfare system, there were strong impetuses for the non-profit sector to seek
financial autonomy and the provision of better service and products. Therefore, the
non-profit sector has been gradually undertaking more commercial activities while
retaining their original social goals. More attentions have been paid on how private
enterprise can be integrated into the third sector with the cooperation or support from
a government (Chesters, 2004; Frederickson & Johnston, 1999; Gunn, 2004; Borzaga
& Santuari, 2003; Pestoff, 1998). European governments thus started to issue
supporting legislations, policies and programs in order to motivate non-profit sector to
integrate commercial activities while generating profit and improving the social
welfare system at the same time (Kerlin, 2006). In this way, governments’ financial
burden would be decreased and all kinds of resources can be managed and redistributed much more efficiently than before. This new form of hybrid organization
or so called social enterprise is considered as the new source of social innovation and
reformation of the third sectors (Ott, 2001; Dees, Emerson & Economy, 2002;
Anheier & Ben-Ner, 2003; Borzaga & Santuari, 2003; Brinckerhoff, 2000).
Due to fact that social enterprise is the hybrid organization between the nonprofit sector and for-profit organizations, new legal frameworks have been proposed
in many European countries. For instance, the “co-operative society of collective
interest” (société coopérative d’interêt collectif) in France, the "social purpose
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company" (société à finalité sociale or vennootschap met sociaal oogmerk) in
Belgium and the pioneering legal form “social co-operatives” (cooperative sociali) in
Italy (Defourny & Nyssens, 2007, p. 9). These programs then went through a
tremendous progress, responding to the needs that required to be satisfied by public
services (Borzaga & Santuari, 2001). In the U.K., the government established the
"Social Enterprise Coalition" and "Social Enterprise Unit", in 2002, to improve and
promote the understandings of social enterprise throughout the country. Later on, a
new legal form called the "Community Interest Company", was voted by Parliament
in 2004 shaping the concept of social enterprise much clear.
Although different countries give different names to these “hybrid
organization” or social enterprise, they still share part of the common characteristics,
such as the emphasis on business management, commercial activities and pursue for
social goals (Borzaga & Defourny, 2001; 鄭勝分，2007). Also, co-operatives are
usually formed by socially disadvantaged groups. It is mentioned by Young and
Salamon (2002, p. 433) that “In Europe, the notion of social enterprise focuses more
heavily on the way an organization is governed and what its purpose is rather than on
whether it strictly adheres to the non-distribution constraint of a formal non-profit
organization”. Thus the limited profit return to disadvantaged members are allowed in
European countries, which makes social enterprise different from the third sector
25

(Borzaga & Santuari, 2003).
As proposed by Schumpeter (1934, p. 66), economic development is the
process of "carrying out new combinations in the production process". The concepts
of social economy or non-profit sector could not fully capture the dynamic nature of
commercial behavior in reference to the characteristics of this hybrid organization or
social enterprise (Defourny, 2001). Therefore, the emergence of social enterprise has
shed light on solving the dilemma of enhancing the social welfare system by
integrating social value proposition from the third sector, and profit-making methods
from the private business sector. Social enterprise, as the new form of organization, is
the worldwide growing phenomenon which aims to generate sustainable social impact
by employing different kinds of innovative business models.
2.4. Business Model of Social Enterprise
2.4.1. Definition of Business Model
Although the term "business model" is widely used nowadays, there is no
generally accepted definition (Chesbrough, 2002; Zott, Amit, & Massa, 2011; Yunus
et al., 2010). Balan-Vnuk (2013) has compared various definitions of business model
from previous literature (in the categories of the e-commerce, innovation and
technology management, strategy, and social enterprise) and found that the greatest
discussion lies in the strategy field. Relevant business model definitions from the
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strategy perspective are listed in Table 2.2 below.
Table 2.2
Relevant business model definitions from the strategy perspective
Author(s) (Year)

Definition

Amit & Zott (2001)

A business model depicts the content, structure, and
governance of transactions designed so as to create value
through the exploitation of business opportunities

Morris et al. (2005)

A business model is a concise representation of how an
interrelated set of decision variables in the areas of venture

Shafer et al. (2005)

strategy, architecture, and economics are addressed to
create sustainable competitive advantage in defined
markets
The business model represents an organization’s core
underlying logic and strategic choices for creating and
capturing value within a value network

Johnson et al. (2008)

A business model, from our point of view, consists of four
interlocking elements (customer value proposition, profit
formula, key resources, and key processes) that, taken
together, create and deliver value

Casadesus-Masanell
& Ricart (2010)

Business Model refers to the logic of the firm, the way it
operates and how it creates value for its stakeholders

Doz & Kosonen
(2010)

Business models stand as cognitive structures providing a
theory of how to set boundaries to the firm, of how to
create value, and how to organize its internal structure and
governance

Smith et al. (2010)

The design by which an organization converts a given set
of strategic choices – about markets, customers, value
propositions – into value, and uses a particular
organizational architecture –of people, competencies,
processes, culture and measurement systems – in order to
create and capture this value
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Teece (2010)

A business model articulates the logic and provides data
and other evidence that demonstrates how a business
creates and delivers value to customers. It also outlines the
architecture of revenues, costs, and profits associated with
the business enterprise delivering that value

Yunus et al. (2010)

A business model reflects the operational and output
system of a company, and as such captures the way the
firm functions and creates value

Zott & Amit

A business model is geared toward total value creation for

(2010)

all parties involved. It lays the foundations for the focal
firm’s value capture by co-defining (along with the firm’s
products and services) the overall ‘size of the value pie,’ or
the total value created in transactions, which can be
considered the upper limit of the firm’s value capture
potential

Source: Retrieved from Balan-Vnuk (2013, p. 71-73)
Instead of adopting a certain definition of a business model from the strategy
perspective, this research derived some vital elements from these definitions above to
determine the purpose of the business model. That is, value creation and value capture
processes are the core elements in the definitions listed above. Also, the realization of
this process relies on dynamic sets of strategy selection (Shafer et al., 2005; Smith et
al., 2010; Morris et al., 2005). Thus this research concludes that describing and
explaining how to create and capture value, and to develop sustainable competitive
advantages of an organization are the main purposes of a business model.
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2.4.2. The Business Model of Social Enterprise
The business model of social enterprise has been facing the same challenges as
reaching the consensus of general business model definition. There is very limited
literature providing the framework for social entrepreneurs to develop a business
model and create value for their relevant stakeholders (Thompson & MacMillan,
2010). No doubt, adopting a business model to a social enterprise is required to assure
financial sustainability by the organization's commercial activities (Certo & Miller,
2008; Liu & Ko, 2012; Zahra, Gedajlovic, Neubaum, & Shulman, 2009). These
commercial activities must fit with their social missions (Foster & Bradach, 2005;
Wilson & Post, 2011). Furthermore, applying business model can significantly
improve autonomy and flexibility of a social enterprise (Di Domenico, Tracey, &
Haugh, 2009).
Yunus et al. (2010) proposed the four components of a social business model in
the perspective of building business model innovation by exploring new combinations
of value proposition and value constellation (see Figure 2.11). The model was
developed based on the previously proposed business model and the lessons learned
from the Grameen experience. Grameen group was established in 1983 in the form of
the micro financing bank. They mainly give loans to the poor, especially women as
their primarily target, so that they can start their own small venture as the way out of
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poverty. This banking policy and service achieved tremendous success and has
redefined the meaning of enterprise, since the poor were never be a target group of
banks. Grameen bank has shown that it is possible to solve the poverty issue and
receive reasonable profits for the organization’s operation and growth at the same
time. On the other hand, as the concept of Corporate Social Responsibility (CSR) are
becoming acknowledged publicly nowadays, many enterprises ask Grameen for their
expertise on starting new social business ventures trying to provide profitable and
sustainable solutions to certain social issues (e.g. Grameen phone with Telenor
corporation, Grameen Veolia with Veolia Water corporation, and Grameen Danone
with Danone corporation).

Social Profit Equation
 Social profit
 Environmental profit
 ...
Value Proposition
 Stakeholders
 Product/service

Value Constellation
 Internal value chain
 External value chain

Economic Profit Equation
 Sales revenue
 Cost structure
 Capital employed
=> No economic loss (full
recovery of capital)
Figure 2.11 The four components of a social business model
Source: Yunus et. al., 2010, p. 319
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The four components of a social business model (Yunus et al., 2010) focuses on
the value maximization of relevant stakeholders rather than shareholders. The detailed
explanation of each component is as follows.
A. Social profit equation
Identifies the social mission and objectives which should be clearly defined and
stated at the beginning in order to generate social profits not only from the social
enterprise itself, but also from the relevant stakeholders.
B. Value proposition
Clarifies relevant stakeholders and the values offered to them though social
enterprise’s product/service. Those relevant stakeholders should also understand and
accept the company's social mission.
C. Value constellation
Establishes a company's value chain and value network with other potential
partners in order to deliver values in terms of a product/service to the customers.
D. Economic profit equation
Develops the value capturing process (through the sales of product/service and
the cost management) and turn it to the revenues. The economic profit equation
should only pursue the full recovery of cost and of capital instead of the maximization
of financial profit of shareholders.
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To generate the desired profit, each component should fit with each other in this
social business model. Also, the value proposition and the value constellation must
follow the spirit of social enterprise. That is, the ultimate goal of social enterprise is to
maximize the social value rather than individual or shareholders' financial benefit. To
innovate in both social and conventional business model, Yunus et al. (2010, p. 312318) further provide three suggestions as follows.
(A) Firstly the initial business concepts should have the capabilities to
challenge traditional wisdom and propose new strategies to modify or form the new
rules within the target industry.
(B) Secondly, a company should find complementary partners to leverage
knowledge and all kinds of resources, and to lower the economic risk. The network
then could be developed from the cooperation and partnership.
(C) Lastly, continuous experimentations or a trial and error process should be
undertaken to make sure the success of business model innovation. These dynamic
and iterative process could minimize the risk and boost organizational learning to
acquire and accumulate experiences and knowledge.
The social business model proposed by Yunus et al. (2010) provides the
conceptual framework in the perspective of business model innovation. Moreover,
two elements are also consistent with the main purposes of business model this
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research concluded in the previous section: dynamic trial and error process, and the
value creation for relevant stakeholders. Due to the multiple dimensions,
classifications and operation models of social business, this social business model
proposed by Yunus et al. (2010) leaves opportunities to be further improved.
2.5. Social Enterprise in Taiwan: From NPO to Social Enterprise
Due to the development of globalization and the increasing social issues in
Taiwan such as high unemployment and imbalanced rights among the disadvantaged
groups, the concepts of social economy or the third sector from Europe and U.S. have
grown and developed in Taiwan since 1980s (官有垣2，2007; Kuan & Wang, 2010).
More and more non-profit organizations were established to improve the social
welfare as Taiwan's economic structure, politics, population and social needs were fast
changing (官有垣，2007; 蕭新煌3，2009). However, these NPOs were in the
situation that they had to compete with each other for the resources (mainly on
financial resources) in order to achieve their social purposes. In addition, since the
serious earthquake hit in Taiwan in September 21th 1997, donations and other nonmonetary resources were significantly re-distributed from NPOs to the disaster area
causing the tremendous financial difficulties to NPOs (陳金貴4，2002). Some NPOs
such as Children Are Us Foundation and Sunshine Social Welfare Foundation hence
2
3
4

This journal article was written in Chinese. The reader can check the detailed information at p. 99.
See Footnote 2.
See Footnote 2.
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started to adopt commercial activities or launch for-profit units for the sake of being
more financial independent in 1990s (官有垣，2007; 官有垣、王仕圖5，2013).
Due to limited resources and over reliance on public donation of NPOs,
Taiwan's government then started to introduce series of social welfare policies and
laws (e.g. Handicapped Protection Law, Multi-Employment Service Program, etc.) as
the incentives or encouragement to promote the establishment or engagement of
social enterprise as one of the ways to deal with increasing social issues since the
1980s (官有垣，2007). To conclude, transforming into a social enterprise became
one of the effective channels for NPOs to obtain resources such as money and the
other non-monetary supports from society and government. NPOs are motivated and
supported to integrate and employ for-profit and commercial activities in their
operating plans.
官有垣 (2007, p. 152-157) summarized five integral reasons for the
development of social enterprise in Taiwan as follows.
A. Response to social needs
Due to the disadvantages of marginal groups such as blind, physical and mental
challenged people, etc., some NPOs decided to respond to these social needs by
implementing profit-seeking activities, and providing job training programs and

5

See Footnote 2.
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opportunities in the form of work integration social enterprise (WISE).
B. Pursuit of financial stability and autonomy
Generally speaking, NPOs' financial sources heavily rely on public donations,
government’s grants and membership fees. As the number of NPOs has been
increasing for the past two decades in Taiwan, the competition for funding and
resources are much more difficult than before. Hence, transformation into social
enterprise becomes the way out as the opportunity to achieve financial stability and
autonomy (官有垣、王仕圖，2013).
C. The influence of privatization of social welfare and paid services
Since the 1980s, the Taiwan government has been encouraging the privatization
of social welfare and paid services (fee-for-service) provided by NPOs. It is because
first, these policies are cost-saving to the government and much more efficient and
effective in terms of improving social welfare system; and second, continuous cash
flow can be created which helps NPOs achieve financial stability, thus continuously
generating social value.
D. Government incentives and funding
Although there are no specific laws and regulations for operating a social
enterprise in Taiwan, NPOs are still encouraged to engage in for-profit activities by
certain laws such as the "Method for Priority Purchase of the Goods and Services
35

provided by Institutions for the Disabled and Shelter Factories" providing NPOs with
opportunities to transform into social enterprises.
E. An increasing emphasis by the business sector on practicing social
responsibilities
As the concept of Corporate Social Responsibility (CSR) is widely accepted
nowadays, more and more Taiwanese private enterprises have been engaging with
NPOs in terms of cooperation, partnership or strategic alliance with the provision of
money, information, technology and managerial knowledge. These supporting
activities have facilitated NPOs to transform into social enterprises.
However, social enterprises transformed from NPOs are generally short of
management capabilities. In order to market their products or services, management
issues from production and quality management to marketing and distribution
management are becoming crucial challenges for social enterprises (官有垣、王仕
圖，2013; Borzaga & Solari, 2001; Smith, Gonin, & Besharov, 2013).
2.5.1. The Classifications of Social Enterprise in Taiwan
Followed by the development of social enterprise in Taiwan, 官有垣 (2007, p.
157-167) classified five types of social enterprise below.
A. Work integration social enterprise or affirmative business
Work integration social enterprise (WISE) or affirmative business is the most
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visible social enterprise model in Taiwan providing the marginal groups, which are
disadvantaged in the labor market (i.e. blind or deaf), with training programs and
employment opportunities. The public's perception toward marginal groups would be
improved and their efforts could be recognized as well. However, most of these social
enterprises are small in size, and their employees are usually low paid.
B. Local community development organizations
This type of social enterprises have usually evolved from community-based
NPOs with the goals of improving the current situation of the economy, education,
cultural and social issues. Local residents are encouraged to participate in the
organizations.
C. Social enterprises providing social services and products
They provide paid services/products which are explicitly or implicitly relevant
to their social missions to the target market. The profit generated from these
commercial activities will mostly be re-distributed to the achievement of their social
missions.
D. Venture capital social enterprise
This form of social enterprise is established between investors and even with
other social enterprises. Generally the investors will provide necessary support in
terms of monetary or non-monetary resources such as management knowledge to the
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social enterprise they invested in. The profits can be used to fund NPOs or target
socially disadvantaged groups.
E. Social cooperatives
This type of social enterprise is similar to the early stage of social enterprise in
Europe. As addressed by Borzaga and Santuari (2001), the operation of social
cooperative should be based on the shared interests of its core stakeholders (usually
they are both employees and shareholders).
However, these forms of social enterprise in Taiwan are not mutually exclusive
with each other. A social enterprise could still be operated with several characteristics
from different types of classification.
2.5.2. Work Integration Social Enterprise in Taiwan
Work integration social enterprise (WISE) is one of the mainstream idea, for
those NPOs serving all kinds of the socially disadvantaged or marginalized groups in
Taiwan (官有垣，2007). WISE provides the social and occupational integration in
terms of either or both on-the-job and structured professional trainings to those people
who are facing issues of social exclusion in the labor market. The work environment
of WISEs is commonly adapted to their disadvantaged workers. To conclude, WISE
aims to improve the employability of their target groups, and help them to recognize
their potential and be self-reliance rather than welfare reliance (Ho & Chan, 2010).
38

Based on the study of thirty nine WISEs from 10 European countries, Davister
et al. (2004, p. 4-5) listed four types of WISEs below. Combining different models
within one WISE is also possible.
A. Transitional occupation
In order to assist those disadvantaged workers to be integrated in the open labor
market, transitional occupation social enterprises provide temporary employment or
on-the-job training to improve the target group's employability (personal, social and
professional competencies).
B. Creation of permanent self-financed jobs
These WISEs basically create or offer stable and economically sustainable jobs
to their target groups which are disadvantaged in the labor market. During the initial
stage, temporary public grants are often required to support the target groups due to
its low productivity. Once WISEs are capable of productivity, they must pay their
workers mainly from the profits of the goods and services produced by social
enterprises of their own. Thus this kind of social enterprises are more market-oriented
than other types of WISE.
C. Professional integration with permanent subsidies
For certain kinds of the marginal groups, being integrated into the open labor
market is very difficult in the medium term. Hence permanently public subsidies are
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offered to the WISEs which provide trainings and jobs to severely disadvantaged
groups.
E. Socialization through a productive activity
Instead of assisting certain disadvantaged groups (e.g. alcoholics, people with
psychological and social problems, etc.) back to the open labor market, seeking and
improving their social identity or (re)socialization is usually the first consideration of
this type of WISE. These enterprises usually work with their target groups rather than
rigidly having the trainer-trainee relationships. In a few cases, target groups could
even have their own social and professional autonomy in the enterprise.
Davister, Defourny, & Grégoire (2004) also defined two types of resources
mobilized by WISEs to support their operations (see Table 2.3 below). WISEs could
employ both monetary and non-monetary resources at the same time to generate
desired benefits such as saving cost and being competitive, etc. The capabilities to
mobilize these resources greatly influence the achievement of WISEs’ social missions.
WISEs in Taiwan have difficulties of operating successfully (Kuan & Wang,
2010). They need to find the way out of relying mainly on government grants,
membership fees or public donations. Apart from providing effective training
programs or competitive products/services, complementary non-monetary resources
such as professional staff, management knowledge, supports from relevant
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stakeholders, etc., are vital as well. It is not only for being financially independent,
but also being economically sustainable.
Table 2.3
Types of resources mobilized by WISEs
Monetary resources

Non-monetary resources

Market resources
Mainly come from the sale of products
and/or services to the public market or

Volunteering
It's the supports in terms of knowledge
and/or physical contributions from

authorities.

volunteers without being paid.

Non-market resources
It's the resource generated from public

Social capital
For instance, it could be in the form of

policies in the form of subsidies or other
indirect grants. Different countries would
have diverse requirements for receiving
this kind of resources.

partnerships, networks, cooperation and
so on. Direct or indirect impacts such as
cost reduction on transaction and
production can be generated.

Donations
It could be derived from employees,
public or legal persons.
Source: Davister et al. (2004, p. 14)
2.6. The Conceptual Framework of Value Creation of Social Enterprise
This research aims to address the following two research questions:
(A) Which key stakeholders typically participate in the operation of different
kinds of social enterprises?
(B) How does a social enterprise create values and capture benefits (in terms of
tangible and intangible return) from key stakeholders in order to produce greater
social and economic values?
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To answer the research questions, this research proposed the following
framework (see Figure 2.12 below) to conceptualize the dynamic process of value
creation (both social and economic values) and value capture of a social enterprise.
Concepts from Alter (2007) and Yunus et al. (2010) were applied in the development
of the conceptual framework to identify the potential key stakeholders (employee,
shareholder, customer and other key stakeholders which depends on the industry a
social enterprise is targeting) of a social enterprise and the relationships in the value
creation process. As stated by 陳向明6 (2009, p. 121), the proposal of conceptual
framework has several purposes as follows.
(A) Identifying the important concepts, elements and their relationships of the
research questions.
(B) Forming the scope, depth and dimension of the research questions.
(C) Presenting the current assumption of the research.
This conceptual framework concluded the important elements of the research
questions and the current assumption of this research. This thesis argued that a social
enterprise needs to prioritize the importance of its stakeholders and propose favorable
value propositions them, and last fulfill these propositions in order to stabilize the
social business operation and to generate greater social impact.

6

The book was written in Chinese. The reader can check the detailed information at p. 99.
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Shareholder

Employee

Value Creation
 Value proposition
 Value creation
process

Customer

Other key
stakeholders

Figure 2.12 The conceptual framework of value creation of social enterprise
Target population “clients” which refers to the social targets in the operational
models that social enterprises are trying to provide solutions (Alter, 2007, p. 26) could
represent any of the key stakeholder in the conceptual framework t (see Table 2.4). It
is because the multi-characteristics of different target populations and hence social
enterprises need to apply different business models to achieve their social missions.
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Table 2.4
Target population “clients” in correspondence to the key stakeholders
When target population
Corresponding operation models
“clients” equals to the

Corresponding
Figures

Employee

Employment model and
Cooperative model

Figure 2.4 and 2.7

Shareholder

Market intermediary model,
Cooperative model and
Organizational support model

Figure 2.3, 2.7 and
2.10

Entrepreneur support model,
Customer

Other key stakeholders

Fees-for-service model and Lowincome client as market model
Market intermediary model,
Market linkage model, Service
subsidization model and
Organizational support model

Figure 2.2, 2.5 and
2.6

Figure 2.3, 2.8, 2.9
and 2.10

The reason why this research uses “other key stakeholder” instead of other
terms in the conceptual framework is that other potential players can be the key
“target client” of a social enterprise out of customer, employee and shareholder, which
are most widely found in any case. For instance, LeeZen (里仁), which was
introduced in the previous section, considers suppliers of organic crops/products as its
target clients. The other fair trade organizations also follow the same logic.
Furthermore, other stakeholders such as government, general public, institutions, etc.
may not be the target populations, but social enterprises should also take them into
account in the value creation process based on the context that social enterprise are
operating.
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To create and capture desired values from key stakeholders, two concepts are
important: value proposition and value creation process.
2.6.1. Value Proposition
Value proposition has played an important role in business field in recent years.
It conveys a certain kind of value and benefits that one company promises to create
and provide to target customers (Anderson, Narus, & Van Rossum, 2006). Moreover,
it gives companies a clear direction to deploy their resources efficiently. The good
value proposition could make a significant contribution to business strategy and
performance. Although the concept of value proposition is widely applied by
businesses, value propositions to relevant stakeholders are not widely considered and
less than 10 percent of companies have developed and delivered their value
propositions successfully (Frow & Payne, 2011).
Therefore, a social enterprise should clarify the needs of its key stakeholders
from the open market in order to employ their resources and generate greater social
impact by offering desired values to them. It is also beneficial for social enterprises to
achieve sustainability and financial independence. Furthermore, proposing value
propositions to the key stakeholders reflects one of the core characteristics of a social
enterprise discussed in the previous section: social enterprises have a complex
mixtures of goals at the same time since they emphasize the importance of
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stakeholders (Ever, 2001; Bachiega & Borzaga, 2001; Nyssens, 2007). As mentioned
in the four components of a social business model proposed by Yunus et al. (2010),
those relevant stakeholders should also understand and support a social enterprise’s
social missions, since social enterprise is driven and established to create social values
(鄭勝分，2007; DTI, 2002; Defourny & Nyssens, 2007).
2.6.2. Value Creation Process
This research defined the value creation process as the actions to realize value
propositions of social enterprises for their key stakeholders. Either social value or
economic value should be captured in the value creation process as well. It includes
but not limits to offer appropriate jobs and training programs to employees, propose
desired benefits to shareholders, produce valuable products/services that meet the
needs of the open market. In addition, relevant strategies and actions should be
implemented to form the value constellation indicated in the four components of a
social business model proposed by Yunus et al. (2010). Good management and
implementation of the value process by social enterprises could also assure the
efficiency of the resources deployment as well as building more stable and deeper
relationships with their key stakeholders.
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3. Research Method
3.1. Research Procedures
To explore how a social enterprise creates and captures values from its key
stakeholders to generate greater social impact, the qualitative research method is
applied. The flowchart of the research is demonstrated in Figure 3.1 below. This
research began by reviewing relevant literature of social enterprise in order to
understand its characteristics, definitions, operational models, categories, and
development background. Next the research narrowed down the research focus on the
dynamic process of value creation of a social enterprise. The concepts from nine basic
operational models of social enterprise proposed by Alter (2007) and the social
business model proposed by Yunus et al. (2010) were applied in this research to
propose the conceptual framework of value creation of social enterprise. The
representative case was identified through several criteria to proceed this research.
The in-depth interview and relevant secondary data collection from periodical books
were conducted. Through coding, examination and analysis processes on the data this
research secured, the conceptual framework was applied to the case study.
Implications will be provided as well based on the conclusion in Chapter 5. Detailed
explanations and supporting evident will be illustrated in the next chapter.
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Reviewing relevant
literature of social
enterprise

Defining research
questions and
forming the
conceptual
framework

Selecting the
representative case
and reviewing related
secondary data

Findings and
discussion

Analyzing the data
and the conceptual
framework we
identified was applied

Conducting an indepth interview

Figure 3.1 Research flowchart
3.2. The Case of Research
This research used a case study to explore the dynamic and bilateral value
creation process of a social enterprise in terms of observing how a social enterprise
creates and captures values from its key stakeholders. The case study could also help
us to build a theory rather than testing the previous theories (Bonoma, 1985;
Eisenhardt, 1989; Wilson & Vlosky, 1997).
To collect sufficient data to address the research questions and to apply the
conceptual framework, the purposive sampling method was applied (陳向明，2009).
This research attempted to search a representative social enterprise to conduct a case
study by several indicators below.
(A) They should fit in the working definition of social enterprise indicated by
the EMES Network.
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(B) They create both social and economic values and tend to reach financially
independent by the sale of products/services.
However, plenty of social enterprises in Taiwan are qualified by these
indicators. Thus this research further condensed the selection criteria by emphasizing
the development of social innovation. To be more specific, an identified case should
apply an innovative way to accomplish its social mission while creating collective
values to their employees, shareholders, stakeholders and customers in the open
market. Therefore the case this research picked to address the research questions is
called “Dialogue in the Dark TPE”, which adopts employment model as shown in
Figure 2.4.
3.2.1. Background of the Case
Dialogue in the Dark TPE (DiD TPE) was established in 2011 through the
social franchising system of its parent company in Germany: Dialogue Social
Enterprise. On 9th May 2011, “Dialogue in the Dark TPE Co. Ltd” was officially
registered in Taipei, Taiwan. DiD TPE then became one of franchising members of
Dialogue Social Enterprise out of ten in Asia. Together with some individual
investors, the Taiwan Foundation for the Blind, which is one of the largest non-profit
organization focusing on the rights and interests of blind group in Taiwan, is the
biggest shareholders of DiD TPE. In the initial era, Taiwan Foundation for the Blind
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provided both monetary and non-monetary resources to support DiD TPE until it
reaches financially independent. To date, Mr. Ben Hsieh MD (謝邦俊 as his Chinese
name), as a chairman of Taiwan Foundation for the Blind, still offers unconditional
assistance to DiD TPE with the expectation to generate more social impact. Without
the efforts of Mr. Ben Hsieh MD, DiD TPE would not have been properly operating
today.
DiD TPE provides varieties of experiential learning workshops and educational
activities to different target customers (both individuals who is 18 to 65 years old, and
business customers). In the workshops, a unique experience is created in the
completely dark room to temporarily remove participants' eyesight. The value of the
workshop is not based on the superficial and explicit fact of being in the dark to
experience a life of blind people. Instead, participants will be guided by visually
impaired trainers in the thoroughly dark room for two hours to complete some
inspiring, insightful and challenging tasks. Since participants are temporarily blind in
the dark room, they have to think out of the box, take advantage of teamwork and
explore their potential to deal with fear and uncertainties. After that, the professional
facilitator would lead the debriefing and reflection session in the lit room for 1 hour to
consolidate and develop further insights in connection with set objectives of the
workshop by sharing experiences, feedbacks, observations, and learnings from each
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participant. The detailed categories of DiD TPE product lines are presented in Table
3.1 below.
Table 3.1
Categories of DiD TPE product lines
Category

Content

Dialogue in

Individuals who
Professional and experiential learning programs are between 18 to
would be provided focusing on the
65 years old,

the Dark
Workshop

Target Customers

improvement of leadership, communication
skills, problem-solving mindset, teamwork
management and creativity.

private enterprise,
organizations,
government
sectors, students.

Educational
Activities

Concert in the Dark, Education Program for
Students, Cooking in the Dark, Tasting in the
Dark, Birthday in the Dark, Blind Dating and
Party in the Dark.

Individuals who
range between 18
to 65 years old,
organizations,
students

Based on the needs and requirements of

Customized
Workshops

customers, the content of workshop can be
customized and designed to emphasize on the
improvement of leadership and communication
skills, personal growth and team spirit building,
innovation ability, cooperation on crossfunctional teams, etc.

Private enterprise,
organizations,
government
sectors.

Source: DiD TPE official website (2014)
Although every franchising member is adopting a certain level of localization
strategy, which means the product lines may not be exactly the same for each
franchising member, they are all taking the advantages of blind people's capabilities
while facilitating the social inclusion at the same time. The customers of DiD TPE
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would have several benefits.
(A) To cultivate the capabilities of communication, problem-solving,
innovation, teamwork, etc. through being immersed in the meticulous self-reflection
environment.
(B) To raise the awareness of trust, diversity, mutual respect, team spirit and
empathy (instead of sympathy for those marginal groups).
(C) To facilitate a positive mindset in the face of uncertainties and difficulties.
To sum up, DiD TPE is re-defining the value and the meaning of the blind by
transforming what is considered disadvantaged into advantaged. They created the
whole new occupation and remarkable value for blind people as other franchising
members of Dialogue in the Dark do in different countries. Blind people are therefore
capable of pursuing self-achievement and socialization while delivering positive and
insightful values to the targeting customers. What makes DiD TPE product lines
appealing is the value and benefits perceived by customers rather than a sense of
sympathy toward blind people. The public's perception toward the blind people is
improved as well due to the platform DiD TPE created.
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3.2.2. DiD TPE as a Social Enterprise
Considering the appropriateness of the case, DiD TPE meets the four working
definitions proposed by EMES. Detailed explanations are as follows.
A. A continuous activity producing goods and/or selling services
DiD TPE provides several product lines to different target customers. They
reach financial independence by the sales of these product lines instead of the grants
from the government and public donations.
B. A high degree of autonomy
The ownership and administrative rights of DiD TPE are divided. Although the
social enterprise is owned by the group of shareholders which are clearly stated on
their official website, the corporate strategies are basically formed and decided by the
management team of DiD TPE.
C. A significant level of economic risk
The financial viability of DiD TPE mainly relies on the sale of their product
lines rather than public donations and government grants. Hence the quality of the
product lines and the understandings of their target customers are crucial for DiD
TPE’s operation.
D. A minimum amount of paid work
Every visually impaired trainer of DiD TPE is paid above the minimum wage
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regulated in Taiwan. Sometimes DiD TPE would also employ volunteering workers,
but they are only temporarily recruited to assist the operation of some workshops.
DiD TPE is more than a social enterprise, they are also redefining the value of
blind people by turning their disadvantages into advantages, and make use of the
advantages to create unique experience for the public customers. To conclude, DiD
TPE is the classical example of social innovation.

3.3. Data Collection

In this research, in-depth interview was conducted in order to explore the
dynamic value creation process for customer, employee and shareholder of DiD TPE.
Together with the data from the in-depth interview, this research also reviewed two
periodical books (written in Chinese) published by the Taiwan Foundation for the
Blind (蔣筱鈺、謝邦俊7，2014; 財團法人愛盲基金會、倪汝枋8，2013). One of
the book was co-written by the general manager of DiD TPE and the chairman of the
Taiwan Foundation for the Blind. These two books cover various topics of DiD TPE
from the stories of workshop trainers to the experience-sharing of social business
operation enabling this research to examine DiD TPE from different perspectives.
Therefore, the data collection process was significantly enriched.
The in-depth interview was held in Chinese on 5th November, 2014 in
7
8

This book was written in Chinese. The reader can check the detailed information at p. 99.
See Footnote 7.
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Kaohsiung, Taiwan for 1.5 hours. Mr. Tim Chiang (蔣筱鈺 as his Chinese name), the
general manager of DiD TPE, is the interviewee of the in-depth interview. Mr. Tim
Chiang has over 30 years working experience in the IT industry as the engineer,
manager, entrepreneur and business consultant. He joined DiD TPE in 2012 as the
general manager and professional facilitator of the workshops. The permission of
recording for the interview was requested in advanced as well as the provision of the
research proposal (see appendix). The outline of the interview questions are as
follows.
(A) What product lines and values is DiD TPE providing? To what kind of
customers (age range, segments and industries)?
(B) Who are the shareholders of DiD TPE? How is relationship with them?
(C) What characteristics and skills are required to become a trainer in DiD
TPE? How do these trainers from different backgrounds with different personalities
deliver the value to customers?
(D) Is there any influence on DiD TPE’s localization strategy due to the fact
that the authorization of chief trainer can only be given from Germany with united
requirements and standards to all franchising members?
(E) What are the training and authorization process of the professional
facilitator in DiD TPE? What characteristics and professional skills are required?
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(F) How does DiD TPE explore and recognize the needs of customers from
different age range, segments and industries? How do trainers and professional
facilitator develop/customize the new product lines for the customers?
(G) How does professional facilitator decide the set goals and relevant course
activities for each workshop (especially for customized workshops)?
(H) Would DiD TPE consider to cooperate with a professional consulting
company or any other kind of organization? What cooperative relationships does DiD
TPE expect?
(I) What kinds of market competition is DiD TPE facing? What growth
strategies does DiD TPE adopt in the future?
Based on the elements of the conceptual framework and the relevant topics
mentioned in the two periodical books which could potential benefit this thesis, the
interview questions were designed to explore and to have further understandings on
the operational process, interactions, and the decision-making process between DiD
TPE and its key stakeholders. In general, the interview was conducted in a semistructural way. This research did not strictly follow the sequence of the interview
question above. Instead, this research tended to ask interviewee to describe the
experience, process and initiative (why, what and how) based on the dimension of
corresponded interview questions.
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3.4. Data Analysis

To analyze the empirical data, this research began by transcribing the in-depth
interview without any text manipulation. The transcript and the two periodical books
were studied few times first to have big picture of the company’s business operation.
Notes and comments were also written down to gain the familiarity with the data
sources.
Then every sentence of the transcript and two periodical books was reviewed
carefully in order to derive the important and prominent concepts as the first coding
process (陳向明，2009). While reviewing these data sources, the tags were also
given to the derived concepts without considering whether the meanings and insights
were repeated with each other or not. Then this research refined all tags between
different data sources and deleted the tags if there were repeated meanings and
insights. Some of the tags were renamed as well since more insights were generated
during the iterative analysis and the better tag names can therefore be given. This
research continued the process of reviewing data sources, deriving concepts, and
giving suitable tag names until the saturation point was reached.
Next these tags were grouped into different categories and the category names
were given based on the shared meaning and characteristics of the containing tags.
Last, the conceptual framework this research proposed was applied to examine the
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relationships between each category, to explore how DiD TPE creates and captures
values from its key stakeholders, and to observe how DiD TPE manages each key
stakeholder to generate greater social impact. In the next chapter, these category
names would be shown and introduced under the value proposition and the value
creation process of each key stakeholder in the conceptual framework.
The whole analyzing process was not only iterate between different data
sources, but also between each step in order to obtain insights from the dynamic value
creation process of DiD TPE.
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4. Results
In this chapter, the proposed conceptual framework was applied to examine
how DiD TPE creates and captures value from its key stakeholders (employee,
customer, shareholder and other key stakeholders) together with the corresponding
text content derived from the in-depth interview and two books from DiD TPE and
the Taiwan Foundation for the Blind. To mark the original sources of the text content,
this research will use “A” to represent the source from the in-depth interview; “B” to
represent the book written by 蔣筱鈺 & 謝邦俊 (2014), and “C” to represent the
book written by 財團法人愛盲基金會 & 倪汝枋 (2013). The line numbers (i.e. 1224) and the page numbers (i.e. p. 36) from the interview transcription and the two
selected books are also provided as the reference corresponding to the factors we
proposed in this chapter.
See Figure 4.1 below for the overview of value creation of DiD TPE. Each
subtitle, which was titled as category names in the analysis process, under every key
stakeholder in the Figure 4.1 will be explained in this Chapter. This research will first
explain how DiD TPE proposes favorable value proposition to its employees as well
as the value creation process since the company adopts employment model and the
employees are considered the most importance key stakeholders.

59

Figure 4.1 Value creation of DiD TPE
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4.1. Value Creation for Employee

4.1.1. Value Proposition for Employee
A. Creating new occupation for blind people
Generally speaking, blind people are considered as marginal groups in the labor
market of Taiwan with few suitable occupations and limited learning opportunities to
improve their employability skills. Under this circumstances, it is difficult for bind
people to be well-integrated into the labor market and their degree of confidence is
generally low.

The reasons why disabled people are viewed as the marginal groups in society
are not only because of the unfair treatments and stereotypes of publics, but also
the self-limitations disabled people set themselves……they need great
encouragement to improve self-awareness and confidence. And selfidentification is the first step to build their confidence. (B, p. 37)

Workshop trainers in DiD TPE all belong to the group of blind or partially
sighted people. To help blind people back into society and to increase public
awareness through improving their professional skills and self-identification, are the
main benefits of the new occupation created by DiD TPE.

To cultivate the professional workshop trainers and to protect rights and
interests of blind people are our first priority of operating DiD TPE. We hope
our social impact can be gradually accumulated through the self-fulfillment of
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our visually impaired trainers. (B, 3-5, p. 61)

B. Achieving self-fulfillment
What DiD TPE provides to the blind people is the platform to build self-identity
through the innovatively designed product lines which fit in their potential, and thus
the great opportunities to achieve self-fulfillment.

Mr. Lin (a workshop trainer): the best part of DiD TPE is that we don’t need
your (customers of workshop) recognition, it is us to give you recognition. Our
identity has been transformed from the disadvantaged who need help and
assistance to the advantaged who are capable of helping others. (C, 11-13, p.
92)

While providing the platform to the blind people, DiD TPE also strives for
delivering the unique value to the workshop customers by connecting the potential of
blind people and the needs of targeting customers. Therefore, DiD TPE could
perfectly combine commercial activities and social values to reach financial
independence.

On the one hand, the workshop provides our customers with a unique
opportunity for self-reflection to improve their soft skills (i.e. communication
skills), so that they are willing to pay for the workshops. This is how we are able
to reach financial independence in terms of a business perspective. On the other
hand, because we are financial independent, we are able to build better
platforms for the blind people to achieve self-fulfillment. This is the powerful
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social impact we are creating. (A, 20-24)
We do care whether our workshop could deliver the values to the customers. I
mean the activities in our workshop must highlight the talents of the blind people
while providing customers with an opportunity for self-reflection. (A, 371-372)

Thus the value propositions that DiD TPE promises to their employees, the
majority of them belong to blind or partially sighted people, are the platforms or
opportunities to achieve self-actualization through the creation of the new and
innovative occupation.
4.1.2. Value Creation Process for Employee
A. Rigorous hiring criteria for workshop trainers
To become a workshop trainer, DiD TPE has strict and comprehensive hiring
criteria for the recruitment process. Since the quality of the workshop is important for
targeting customers, DiD TPE has to carefully assess the professional potential of
each blind candidate through so called “Five forces standards” in the five day training
session. “Five forces standards” represents the capabilities of leadership,
observation and perception, inspiration, integration, and problem solving. All
candidates must participate in this training session in order to be familiar with the
professional knowledge and the operational procedure of the workshop. Their
performance is evaluated and scored by DiD TPE’s workshop trainers based on the
“Five forces standards” every day and the feedback is provided as well.
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To become the workshop trainer of DiD TPE, we provide great learning
opportunities for every candidate from applying workshop trainers, job
interview to workshop rehearsal. We care about team spirit and cooperation
among each candidate. (B, 3-4, p. 191)

The workshop trainer plays a key role in the product line of DiD TPE. The
quality of the workshop and the unique customer experience that DiD TPE tends to
deliver are mainly based on the professional performance and cooperation of every
workshop trainer. If a candidate meets the hiring criteria of DiD TPE through the
“Five days training session”, he or she will become the seeded workshop trainer,
which means they are qualified to the next stage of hiring process. Then the seeded
workshop trainers should participate in 10 workshops to observe and learn from
hands-on experience. Once they meet the professional standards set by Dialogue
Social Enterprise, these seeded workshop trainers would become official members of
DiD TPE.

Actually we have multi-dimensioned hiring criteria for workshop trainers.
Those five forces standards are designed to maintain the quality of our
workshops. Hence when they participate our five day training session, we would
continuously evaluate their performance and potential. We also suggest them
what needs to be improved and provide them with a mentor to guide them. After
the training session, we will review each participant’s scores. Some of the skills
are necessary to every participant such as orientation and mobility ability. If
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they cannot reach the basic score of these necessary skills, they won’t get our
qualification. (A, 114-122)

However, the seeded workshop trainers would still face other challenges in their
hands-on trainings, which are quite different from what they have experienced in their
daily life. To lead the team and to create inspiring and insightful experience in the
workshop, these visually impaired trainers also need to think and act in a different
manner first.

Ms. Chu (a workshop trainer): In the very beginning, I even found I had no
qualification to be the blind since I could not locate others well, and failed to
make a use of my hearing to distinguish the changing of environment in the
workshop. Not to mention whether I can move freely in the workshop (which is
the one of the basic requirements for a workshop trainer). (C, 1-2, p. 62)

Up to date (June, 2014), DiD TPE has selected almost 60 visually impaired
people to participate in the five days training. 36 of them passed the standards and
acquired the qualification to become a paid workshop trainer of DiD TPE. In general,
all workshop trainers should be equipped with professional competencies to ensure
the safety and effective guidance in the dark room.
B. Diversified employee training programs
To keep improving the professional skills of workshop trainers, and to provide
better quality of workshops and new product lines, DiD TPE has invested huge effort
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in employee training programs.

Mr. Chang (a workshop trainer): DiD TPE provides not just work opportunities
to the blind, but also offers different kinds of educational training programs.
The most unforgettable one to me is the rope walking activity (which a
participant can experience walking on the long rope above the ground) held for
workshop trainers. We got the chance to challenge ourselves and to break our
limitations through this outdoor activity. (C, 9-11, p. 114)

DiD TPE also encourages employees to form a study group. Employees can
decide the topic by their own and if it is needed, DiD TPE would assist them to find
the suitable guest speakers to give the speech or course in the study group.
Our study group is called “學時會” (xue shi hui). In Chinese it means that once
you learn, then you know how to apply and use right away. Hence you
(employees) are more willing to participate our study group, because you won’t
have pressure and burden. You don’t need to read a book beforehand or buy a
specific book. You just need to attend the study group and you will know how to
practice the relevant skills taught in the study group. So actually we got help
from lots of guest speakers, and our workshop trainers’ capabilities are
improved significantly. For instance, how to analyze logically and
systematically, how to write mind maps, how to communicate with others in an
effective way……Actually these learning programs are even beneficial for their
other jobs. To us, it’s like a win-win learning and improving process for both
employees and DiD TPE. (A, 589-600)
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DiD TPE has high expectations for employees; so the company is willing to
invest resources in training programs. Employees even share autonomy in the
company that they can hold and run a study group to improve their own capabilities.
They also form the committee to discuss the improvement of operation procedures in
the workshops. Senior workshop trainers would share their hands-on experiences with
others in the committee and some new ideas may be generated to improve the quality
of workshops.

Some chief workshop trainers formed the committee to encourage selfdisciplined to generate better customer experience. They would give feedback
to each other such as whether other workshop trainers forgot some standard
operational procedures or whether the set activities are relevant to the set
objectives of customers, etc. Actually they (workshop trainers) have strict
requirements to evaluate with each other. This is quite special and perhaps only
happened in Taiwan. Our workshop trainers are probably the most hardworking
ones since they have strong research and development capabilities, and high
standards toward the course quality. Most importantly, they feel honored here.
(A, 209-219)

Hence employees are self-motivated to gradually build their self-identity. They
start to learn from each other, share with each other, and as the result, they have better
life in society and the quality of DiD TPE’s workshops is dramatically improved as
well. Workshop trainers perceive their value and potential in the company so they are
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willing to contribute more. When these workshop trainers accumulate certain level of
professional skills and experience, they would have the opportunity to become chief
workshop trainers which must be examined and approved by Dialogue Social
Enterprise in Germany. Up to date (Nov., 2014), DiD TPE has 47 workshop trainers
and five of them have been authorized to be the chief workshop trainers. See Figure
4.1 below for the career planning of workshop trainers in DiD TPE.

Blind people who are
qualified to participated
in “Five days training
session”

Being constantly examined
by the hiring criteria of DiD TPE
such as “Five forces standards”

Become seeded
workshop trainers

When workshops trainers
accumulate certain level of
Become chief
Become the official
professional skills and experience workshop trainers
workshop trainers of DiD
approved by the
TPE
parent company
Figure 4.2 The career planning of workshop trainers in DiD TPE
C. Organizational culture
In DiD TPE, team spirit matters and everyone should have great passion to
deliver value to customers. The first step to encourage team spirit is to have an
appropriate attitude towards the blind people. In the company, everyone is equal no
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matter whether you are visually impaired or not.

Your attitude has to be right. You need to be aware in advanced that you are coworking with blind people in DiD TPE. You are not here to help and to serve
them. This is the key issue otherwise inequity would have arisen in the very
beginning and no one could really accept each other. (A, 289-291)

In addition to the attitude, employees all take DiD TPE’s product lines seriously
since they acknowledge they are capable of contributing or delivering value to the
customers. This also facilitates team spirit.

When we works with the shared goal, thinks from company’s point of views, and
commits ourselves to deliver values to customers, our group cohesion would be
strengthened unconsciously. This is how we can achieve impossible missions
every time. (B, 1-3, p. 104)
When I see how my colleagues concentrate on the preparation of workshops,
how senior workshops trainers demonstrate useful skills, how we share positive
feedbacks with each other after workshops, and how we have improved to be
the better workshop trainers, I am deeply appreciative of Tim’s (general
manager and professional facilitator of DiD TPE) efforts and unconditional
openness among our colleagues. I feel touched also since my role has been
changed from the disadvantaged to the advantaged who contributes value to
DiD TPE. (B, 4-8, p. 204)

In DiD TPE, delivering the unique experience to the targeting customers are the
main mission for every employee. They can build their self-identity and thus self69

achievement through the transformation of the roles from the disadvantaged to the
advantaged in the workshop. They are motivated to keep improving themselves in
terms of professional skills and mental maturity while the quality of workshops can
hence be improved as well.

4.2. Value Creation for Customer

4.2.1. Value Proposition for Customer
DiD TPE delivers inspiring and insightful experiences by creating a selfreflection environment which is developed in the dark room and lit room to the
targeting customers. Through the experience-based workshops of DiD TPE, you
would acknowledge that the heart-blinded people, which refers to the ones who are
not aware of the fact towards certain issues, is indeed blindness instead of physical
blindness.

In DiD TPE’s workshops, heart-blinded people would follow physical-blinded
people to learn how to find the “light”. The light contains trust, liberates, senses
and communication. Furthermore, because of the acknowledgement of selfreflection and the following changes, sympathy and the problem-solving
abilities would be developed. The blind people would gain confidence and
respect through the interactions with the workshop participants. (B, 11-14, p.
72)

Blindness of the heart is indeed a stumbling block for cultivating the abilities of
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leadership, communication, problem-solving, team spirit, creativity, etc. Hence what
DiD TPE is offering to the customers is a self-reflection environment to make a
change in their life.

We are building a self-reflection environment. The purpose is to expect that the
result of the workshop can bring expected changes to the customers. This is the
value we are delivering to our customers. Hence if a company ask us to provide
a customized workshop and their goal is to facilitate teamwork or to break
sectionalism, or to be more innovative, we will create a relevant set of activities
in the workshop. And through this kind of context, all the participants could be
involved in the self-reflection environment. Because of the self-reflection
environment, participants could actually change to meet company’s
expectations. This is the value we are delivering to our customers. (A, 13-19)

After accomplishing the set activities in the dark room, all workshop
participants will go to the lit room. The professional facilitator will lead the debriefing
and reflection session to consolidate and to develop further insights in connection
with set activities completed in the dark room by sharing experiences, feedbacks,
observations, and learnings from each participant.
To the business customers, the debriefing and reflection session would highlight
the connections to the working context and relevant difficulties which customers are
facing.

We actually think that the problems of our customers are not related to the
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profession itself. If they faced the professional problems, they will go to the
professional skill training course. We are not providing them with professional
skill training. Instead, we are providing educational trainings. We are more like
educational company rather than a professional training company. What
matters in an educational training is the willingness to make a change and you
should know the origins of the problems. This is what we are doing. (A, 657659)
The key point is that you (customers) have to know and to admit that you have
some problems, because of the blindness of the heart. Therefore, once they
(customers) are willing to make a change from the bottom of their heart, they
will change by themselves and you don’t even need to teach them. Because the
problem does not come from their professional skills. It’s for you to decide to
face the darkness or the blindness of your heart and to challenge it. (A, 669676)

To sum up, DiD TPE’s value proposition for customer is to provide them the
inspiring and insightful environment to make a change in terms of exploring the other
side of ourselves. Through the accomplishment of set tasks in the dark room, and the
debriefing and reflection session in the lit room, customer could potentially improve
the abilities of leadership, communication, problem-solving, creativity, etc.
4.2.2. Value Creation Process for Customer
A. Distinguishing the targeting customer

There are two options for us to approach the customers from the business
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perspective, one is to create the demand while the other one is to satisfy the
existed demand. What we are doing is to satisfy the existed demand which comes
from our target customers. They propose their needs and if we find it has
potential for creating both economic and social value, we will do it. (A, 347349)

Individuals who are between 18 to 65 years old, private enterprises,
organizations, government sectors and students can potentially be the targeting
customers, but only if they are willing to make a change through the unique
experience offered by DiD TPE. Individual customers can participate “Dialogue in the
Dark Workshop” and other educational activities such as “Concert in the Dark”,
“Cooking in the Dark”, “Blind Dating and Party in the Dark”, etc. The topics of
“Dialogue in the Dark Workshop” ranges from leadership, communication skills,
problem-solving mindset, teamwork management, and creativity.
In general, since “Dialogue in the Dark Workshop” and educational activities
mainly target to the public individuals, thus the content doesn’t need to be customized
to meet their specific needs.
For customized workshops, it is generally offered to organization, institutions
or private enterprises.

In some industries, it is common to have budget planning on education training
programs due to the needs of their positions. Companies have to employ
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different ways to motivate employees in order to adapt the changing business
environment. Employees are expected to be more flexible and effective than
before to face challenges. (A, 35-37)
We don’t have to prioritize our customers to target, but among our current
customers, foreign companies, international companies or boutiques are our
main customers. Also, more and more insurance companies, direct selling
companies, educational institutions and schools are interested in our
workshops. (A, 28-30)

To provide the workshops to the group of people such as private companies and
institutions, the sales of DiD TPE would contact them first to generally understand
their needs and requirements for the workshop. If these needs and requirements can
only be satisfied by customized workshops, then the professional facilitator would
visit the customer for an interview. During the interview, the professional facilitator
would tend to clarify the objectives of the customized workshop which directly and
effectively meets the requirements and needs of the customer. Based on these
objectives, DiD TPE could provide customized workshops to them (see Figure 4.2
below for the order receiving process of DiD TPE).

Detailed explanations of developing of customized workshops will be provided
in the next section.
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Standard “Dialogue in
the Dark Workshop” will
be offered to the
customers
Sales would approach
customers to see
whether current product
lines could meet the
needs of customers

The professional
facilitator would visit
customers to understand
their needs and decide
whether customized
workshop can be
provided

Start
development
project for the
customized
workshop

Drop the deal

Figure 4.3 Order receiving process of DiD TPE
B. Defining appropriate objectives for workshops
Defining appropriate workshop objectives is the first step to build insightful
learning experience, especially the provision of customized workshops. The
customized workshops are not like standard “Dialogue in the Dark Workshop” or
other educational activities, which the operational procedures are basically the same
as well as the workshop objectives, because the professional facilitators should be
capable of clarifying customer’s needs deeply in the interview and to offer
corresponding activities in the customized workshop. In this situation, the
professional facilitators would be like consultants doing analysis and providing
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effective solutions to their customers.

Interviewing the customers is very important (to provide customized
workshops), because these customers may not be able to deeply clarify their
needs. When it is needed, the professional facilitators should be able to
distinguish the core problems behind (explore their needs clearly) and reach a
consensus based on the excellent communication skills. (B, 5-14, p. 102)
You (professional facilitators) should know how to ask the right question to
clarify their needs accurately (for the interview), especially it is common that
HR managers and general managers have different acknowledgement of their
needs. We don’t want to provide irrelevant customized workshops just for
making money without meeting their (customers) actual needs. Hence we should
be able to integrate different opinions and clarify customers’ needs……To be
capable of providing effective and desired results, it is needed (for professional
facilitators) to have sufficient working experience. (A, 319-328)

For the issues of business ethics, the content of the interviews is confidential,
even to the workshop trainers. After the interview, the professional facilitator should
internalized the problems and requirements of the customers into few practical and
executable objectives. Sometimes DiD TPE would even invite other customers to join
standard “Dialogue in the Dark Workshop”, who are from the same industries as the
interview customers, to carefully review which activities touched most during the
debriefing session. To DiD TPE, these feedbacks are the valuable references for future
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customers. Together with the information gathered from the interview, it is easier for
professional facilitators to define more suitable and accurate workshop objectives for
the customers. Then based on these objectives, DiD TPE would call a committee to
discuss the preparation works of a customized workshop.
C. Developing a customized workshop
To develop appropriate and suitable customized workshop for the customers,
the professional facilitator would call a committee first online and post the objectives
of a customized workshop. Then all committee members (usually one professional
facilitator and four or five workshop trainers) would start brainstorming for one or
two weeks before the project meeting. During the meeting, committee members
would discuss the feasibility and safety of the ideas and the connections with the
workshop objectives.

Although we may disagree or argue with each other, we all understand that we
just do our best to offer better workshop for our customers. We keep
brainstorming to design and develop new activities which can be implemented
in our workshops and better meets customers’ needs. Our sense of achievements
come from the great and positive changes of our customers through a selfreflection environment we created for them. (B, 3-6, p. 199)
We need to choose something related, something interesting to the industries
they are working in. Take customers from cosmetics industry for example, we
may ask them to put the make up for each participant in the darkroom; for the
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customers in banking system, we may ask them to count coins in the dark room.
Some of the coins are fake so the participants need to distinguish by themselves.
So these activities we lead in the dark room should be relevant to their
professions as well the elements of entertainment. But where do these ideas
come from? These are actually from our work trainers, who are invited to the
committee. Every member is working to design and develop the customized
workshop. (A, 430-435)

In summary, DiD TPE would have the comprehensive survey and preparations
to offer a customized workshop for their customers. They have standardized and
effective procedures for the development process of customized workshops. Also
some activities developed from the customized workshops may become the new
product lines of DiD TPE if the feedback is highly positive. See Figure 4.3 below for
the whole process for the development process of a customized workshop.
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Development
project for the
customized
workshop

Call the project meeting
to examine the ideas
from participated
trainers and professional
facilitator (5~6 people in
total)

Invite customers
from targeting
industries and
carefully review
their feedbacks as
the reference for the
development project
Professional
facilitator would
deconstruct the
needs of customers
into few executive
objectives based on
the understandings
from the interview

Examine the
feasibility, safety of
the selected ideas
and the connections
with the workshop
objectives

Post these
objectives into the
internal forum to
generate
brainstorming
among the trainers

Implement the idea
in the offered
workshop and
review the feedback
from the customers

Figure 4.4 The development process of a customized workshop
D. Implementing standard operating procedures
Dialogue in the Dark is the international social enterprise with plenty of
franchising members in over 160 cities all around the world. There are several
standard operating procedures need to be followed for workshop trainers in the dark
room in order to reach certain level of customer experience. These standard operating
procedures can effectively and efficiently facilitate the successful activities in the dark
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room. However, it is still not enough for DiD TPE since they need to provide deeper
insights and more connections to the topics of innovation, commutation skills, etc.,
which are relevant to all working environments or problems.

Customers in Taiwan are different since they want to feel and see “change”.
Hence the courses (workshop) in Taiwan should be more connected to their
work and change. And the changes are supposed to be tracked. So customers in
Taiwan…are asking more than other customers from other countries. This is
also the reason why there are more requirements and SOP for our workshop
trainers. For instance, the skills in debriefing sessions may be the same as other
member countries, but in the perspective of the workshop objectives, how should
workshop trainers provide the appropriate hints or connections, which would
be analyzed or deconstructed during a debriefing session, to both participants
and me (professional facilitator). These processes are quite different (from other
franchising members). (A, 197-201)

Hence building more SOPs and implementing them effectively could
significantly improve the quality of DiD TPE’s workshops. When there is a new
workshop trainer, being familiar with these SOPs can assist him or her to guide
participants in the dark room properly and to make relevant connections to the
debriefing session.

It is easy for just one workshop trainer to perform well. But how about 10
workshop trainers reaching the same standard at the same time? It is much more
difficult. How to deal with it? You need to have more SOPs (Standard Operation
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Procedures) and less focus (personalization) on individual workshop trainer.
(A, 548-550)

DiD TPE would also record the feedbacks and communications from customers
both in the dark room and lit room as the examples to demonstrate successful
implementation of SOPs as well the fail ones.

We recorded (feedbacks and communications) and pick some typical situations
for new workshop trainers to demonstrate how to respond properly, how to give
them right feedbacks, and how to share effective insights in the debriefing
session corresponding to participants’ behavior in the dark room. The more
examples we collected, the more chances for them (new workshop trainer) to
practice. (A, 563-566)

In short, through following the holistic SOPs and practicing the recorded
examples, DiD TPE workshop trainers’ confidence could be greatly improved as well
the average quality of the workshops.
E. Defining clear work divisions
To create insightful and inspiring experience for the workshop customers,
teamwork is another key successful factors for value creation process. The work
divisions must be clearly defined between workshop trainers themselves, and between
workshop trainers and the professional facilitator.

The chief workshop trainer is responsible for the operational process in the dark
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room, including time management, operational procedures and the key points
which need to be shared in the lit room. Perhaps three workshop trainers
observed different insights in the dark room, but time is limited in the debriefing
session. So you (chief workshop trainer) need to examine and integrate different
insights to accurately meet the workshop objectives. (A, 157-161)
I (Mr. Tim as the professional facilitator) would also ask workshop trainers in
advance to specially observe some behaviors of participants in each activities.
I want to share these observations in order to better meet the workshop
objectives. But I may not tell them why. (Because these details are not just
related to workshop objectives, but also possibly related to the problems that
customers are facing which were identified in the private interview)

The tasks of the professional facilitator are different. Although in the debriefing
session, workshop trainers also need to share some feedback with participants, the
feedback is more like the direct observations which are shared as the same priority as
the activities played in the dark room. However, the professional facilitator should be
able to organize these observations and share from different point of view, which
refers to the connections to the workshop objectives and perhaps the needs identified
in the private interview.

The professional facilitator provides the happy ending for educational
workshops. He or she needs to achieve the workshop objectives. But what really
touched people are from our workshop trainers. (A, 292-295)
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What our professional facilitator is doing is to build connections between
workshop activities and working environments. Customers are not just here for
fun or to release their emotions and every other thing remains the same when
they get back. Instead, we encourage them to examine themselves, and be
willing to make a change. (A, 174-178)

Through the clear work division and cooperation between workshop trainers
and the professional facilitator, DiD TPE could effectively offer the self-reflection
environment and encouragements for their customers to make a change.
F. Evaluating customer satisfaction
Since what DiD TPE is selling is the educational experience through a selfreflection environment, evaluating customer satisfaction becomes an important
criteria. However, the traditional customer feedback form could not effectively
identify whether customers are willing to make a change and thus generate real action.
Thus, DiD TPE developed their own evaluation criteria to measure customer
satisfaction.

Some people (customers) are touched, but they may not have real change (in
their daily life). It is possible to have high customer satisfaction but customers
actually make no real change. Thus our evaluation criteria are like “whether
customers are willing to share more their feelings after workshops?”, “whether
customers are willing to invite workshop trainers to give a speech or to share
(their experience)?”, and “whether customers are willing to ask our salesman
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the price of other product lines? When it is available?” Actually these criteria
are much more accurate. (A, 620-625)
We may ask (our customers) “whether you are willing to introduce our
workshops to your friends. If yes, please leave their name.” If they are willing
to write down their friends’ name, we score five in our evaluation system. If they
are willing to introduce others but didn’t write down their names, we score four.
We are using the accurate numbers to evaluate our performance as well as
customer satisfaction. (A, 636-639)

Except developing their own evaluation criteria to measure customer
satisfaction, they also keep in touch with organizations or enterprises which
participated customized workshops to track whether they have observed the expected
changes. Up to June 2014, 42% to 48 % of these customers have achieved the
expected changes (蔣筱鈺、謝邦俊，2014, p. 139). Although it is difficult to
measure the performance objectively by these numbers because there is no similar
competitor in Taiwan, DiD TPE is truly motivated by this indicator due to the huge
progress the company has achieved and the positive feedback gained from the
customer.

4.3. Value Creation for Shareholder

4.3.1. Value Proposition for Shareholder
DiD TPE provides shareholders with the opportunity to contribute to society in
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terms of enhancing the professional skills of blind people, improving the public's
perception toward marginal groups with sense of sympathy, and creating new
occupation for blind people. Shareholders could gain tangible and intangible returns
such as reasonable dividends (although this is usually not the first priority for a social
enterprise) and good reputation. Also, some individuals decided to invest in DiD TPE
due to the strong sense of mission. They may not have much time to contribute to
society or simply do not know how and what to do, hence investing in a social
enterprise is becoming a new way for them to contribute to society and not merely
donating money to NPOs or being a volunteer. All shareholders of DiD TPE are listed
on the official website of the company.
To conclude, the social missions of DiD TPE are not only recognized by their
employees and customers, but also shareholders who are willing to invest in the
company without requiring “monetary return” as their main motivation. The
unconditional supports from these shareholders have become an important growth
momentum for DiD TPE to generate greater social values, and this is also what
shareholders expect from the company.
4.3.2. Value Creation Process for Shareholders
A. Searching for the supports
As the investors of social enterprise, very few of them are motivated by profit85

makings. Instead, they have a great passion to support (both monetary and nonmonetary) social entrepreneurs to achieve their social missions. This is also the case
in DiD TPE.

The Taiwan Foundation for the Blind (the biggest shareholder of DiD TPE)
provides the most resources to us. For instance, in the very beginning they
offered us the office room at a cheaper rent. And they shared (paid) part of the
labor cost. Even until today, they still share (pay) one salary of our employee.
Also, they pay to participate in our workshops as well. Actually the whole
foundation is supporting us. (A, 104-108)

Although the Taiwan Foundation for the Blind owns the biggest amount of
shares, they never intervene in the business operation of DiD TPE.

Based on the legal relationships, DiD TPE and the Taiwan Foundation for the
Blind are that of independent units with different ownerships. Our relationship
is simply investor and investee. (B, 11-12, p. 35)

B. Profit allocation
Like other private companies invested by investors, shareholders' agreement is
required to regulate the relationships between DiD TPE and their shareholders,
including the sharing of profits issues. What is different from other shareholders'
agreements of private companies is that DiD TPE has its own priority for the profit
allocation.
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On the shareholders' agreement, we clarify the profit allocation precisely. We
divide our profits into three portions: the first portion would be left to the
company itself, the second portion would be donated to the assigned NPOs and
the third, if profits are still remaining, to issue dividends to shareholders. So we
are a typical social enterprise. Maximization of shareholders’ value is not our
first priority. They (shareholders) just follow the shareholders' agreement. So
they have more expectation of social impact rather than their individual
interests. (A, 81-87)

See Figure 4.4 below for the illustration of profit allocation of DiD TPE. In
summary, the best return or value that DiD TPE can offer to its shareholders is to
generate greater social values and create a better world.

If there is
Internal operation remaining
as the first priority
of profit allocation

Donate to the
assigned NPOs

If there is
remaining

Issue dividend to
shareholders

Figure 4.5 Profit allocation of DiD TPE

4.4. Value Creation for Other Key Stakeholders

4.4.1. Value Proposition for Other Key Stakeholders
This research concluded that blind people in general, local communities,
potential partners are also the stakeholders of DiD TPE since they have direct and
indirect interests and relationships with the company.
A. Promoting empathy instead of sympathy
87

One of the messages that DiD TPE is delivering is actually promoting the
empathy on marginal groups, especially the blind people, rather than sympathy. For
some marginal groups, their mentality is actually the same as other people although
they may have limited physical mobility due to the blindness or other reasons. Hence
DiD TPE is also educating the general publics to have the right attitude to the blind,
and to other marginal groups.

Mr. Yang (a professional workshop trainer): since we are considered as the
marginal group, we have to do two thing: the first one, to accept ourselves. We
are not different. The second one, we need to stand up to improve our worth. (C,
10-11, p. 254)
In DiD TPE, she (Ms. Chang, a workshop trainer) knows she is equal to others.
No one will give her a doubt or disagree with her without reasons just because
of the fact that she is visually impaired. She starts learning to express her
opinions with an open and positive attitude. (C, 5-9, p. 170)

Due to the product lines offered by DiD TPE, and the message they are
delivering and educating to their customers and general publics, more and more
private companies are willing to hire people who are visually blind or the one from
other marginal groups.
B. Generating social impact
To the blind people, DiD TPE created a whole new occupation with reasonable
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salary, varieties of employee training programs and equal working environment. It
does motivate and encourage the blind people to stand up and improve themselves.

Mr. Lai (a workshop trainer): Due to the resources and acceptance we
received from the public, we got the opportunities to learn professional skills.
However, blind people should never just be a role of being helped, we also need
to stand up to make contributions. (C, 7-8, p. 285)

The missions of DiD TPE are becoming powerful and appealing since DiD TPE
is spreading hopes to the blind or other marginal groups, and most importantly
offering opportunities for them to stand up, to improve, and thus to generate greater
social impact.
4.4.2. Value Creation Process for Other Key Stakeholders
A. Fulfilling corporate social responsibility
Although DiD TPE is a social enterprise and has not paid any dividends for the
shareholders, the company is still actively dealing with corporate social responsibility
(CSR). DiD TPE uses their holidays to hold “experiencing the darkness” workshops
for the children from rural area of Taiwan.

We haven’t paid any dividend to our shareholders, but we have started to do it
(corporate social responsibility). For instance, although we haven’t reached the
breakeven point, we still take our team to assist children (in terms of offering
free and special designed workshops) in rural area. (A, 92-95)
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As an enterprise, no matter the ultimate goal is to maximize social value or
shareholders’ value, paying attention to the CSR issues are needed. For DiD TPE,
they are more than a social enterprise creating a new occupation for the blind people,
they also make use of their professional workshop trainers to give back to the
community and society.
B. Building the value network or being part of it
Except for the “Dialogue in the Dark” workshops, there are still other product
lines from Dialogue Social Enterprise which have not been introduced in Taiwan. For
example, “Dialogue in Silence” which offers the educational experience led by deaf
and hearing impaired trainers, and “Dialogue with Time” which provides educational
experience led by aged people who are aged 70 and above. Although these product
lines may have potential in Taiwan, DiD TPE tends to grow step by step and
cooperates with potential partners rather than taking great risks to introduce these
product lines by their own.

We are considering to cooperate with Hon-Dao Senior Citizen’s Welfare
Foundation to offer “Dialogue with Time” workshops. Because Hon-Dao has
experienced courses already, but they couldn’t make further connections to
working environment, to deconstruct (the insights), and to encourage customers
to make a change. On the one hand, Hon-Dao is familiar with elderly people as
well as the relevant experienced courses. But on the other hand, Hon-Dao
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doesn’t know how to start making profit, how to do marketing and sale. Hence
they couldn’t survive. To us, we are good at the latter part (making profit,
marketing and sales), so we are thinking to work with them. (A, 769-773)

These new product lines from Dialogue Social Enterprise are actually quite
similar with the “Dialogue in the Dark” workshop in terms of cultivating empathy
instead of sympathy on marginal groups. Through the creation of a self-reflection
environment, workshop participants could gain insights more effectively and thus
make a real change. Also, DiD TPE is willing to be in the part of value network (i.e.
cooperate with consulting companies and help them to find the problems of
consultees) rather than the one who builds and integrates.

We are invited to be an ice-breaker by organizations which offer educational
trainings to their customers. For instance, the Pei-Li workshops, held for the
school principals of Taipei city and New Taipei city, invited us to give a course
in their first workshop and the principals should participate all in the Pei-Li
training workshops for four months. Also, the first class of mini EMBA
(Executive Master of Business Administration) of National Sun Yat-sen
University is held by DiD TPE as well. (A, 709-712)

In summary, DiD TPE creates cooperation opportunities for potential partners
which are considered as other key stakeholders. However, DiD TPE would only work
with them with thorough evaluations and strategic considerations since they are
looking for the stable and long term growth to generate sustainable social values.
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5. Conclusion and Implications
5.1. The Key Stakeholders in the Operation of Social Enterprise
To address the first research question, this research proposed the conceptual
framework based on the previous literatures. Precisely, the operational models of
social enterprises proposed by Alter (2007) provided us the configuration overview of
how different kinds of social enterprises create both social and economic value in the
interaction with certain key stakeholders. Based on the operational models, we argued
that the models could actually be understood from another point of view by
demonstrating the relationships of employee, customer, shareholder, and other key
stakeholders. Therefore this research considered employee, customer, shareholder,
and other key stakeholders as the main stakeholders in the operation of different kinds
of social enterprise.
Although this research listed employee, customer, shareholder and other key
stakeholders as the main stakeholders in the proposed conceptual framework which
might be similar to the typical participants in the configuration of private enterprises,
the definition of social enterprise proposed by EMES Network and the ultimate goal
of maximizing social values make the framework different from what we perceived
before.
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5.2. Value Creation of Social Enterprise
This research highlights the importance of value proposition and the value
creation process based on the concepts from the four components of a social business
model (Yunus et al., 2010). This research argued that in order to capture benefits from
key stakeholders, social enterprises need to prioritize the importance of each
stakeholder based on the operational models they applied and propose desired value
propositions. As a social enterprises, the value propositions should be direct/indirect
connected to its social mission in order to maximize social value.
The proposed conceptual framework was applied for a case study in order to
explore how a social enterprise creates values and capture benefits (in terms of
tangible and intangible return) from key stakeholders in order to achieve financial
independence, seek and mobilize different resources, and produce greater social
values. In the case study, this research identified that DiD TPE, which is the targeting
research social enterprise, considers employees as their first priority to propose
desired value propositions since DiD TPE aims to recreate the value of the blind
people and adopts the employment model for its operation. The company developed a
whole new occupation and variety kinds of training programs to employees and
achieved financial independence through the sale of DiD TPE product lines to public
customers.
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To generate greater social values, DiD TPE proposed value propositions as well
to other stakeholders (including shareholders, customers and other key stakeholders)
and successfully created mutual values for each other through what this research
defined as value creation process in the conceptual framework. On one hand, DiD
TPE could mobilize market resources (i.e. Taiwan Foundation for the Blind as the
biggest shareholder has been sharing the salary of few employees) and non-market
resources (i.e. some customers become their guest speakers to give lectures in
employee’s study group) from relevant stakeholders to support its own social mission
and generate greater social value. On the other hand, these stakeholders could make a
real change through the participation in DiD TPE’s workshops, fulfilment of their
sense of mission, acquiring partnerships, etc.
To conclude, providing desired value propositions to shareholders, employees
and customers paved the way for DiD TPE to deepen the mutual relationships with
each other and to employ their resources to achieve its social missions. Shared
benefits, sustainability and the greater social value would be created through the
accomplishment of value propositions and the dynamic interactions with each
stakeholder. This research suggests that social entrepreneurs should have clear social
missions and decide which operational models proposed by Alter (2007) they could
apply. It can be the basic ones or the combined and enhanced operational models
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based on the social issues, business ideas, etc. Next, social entrepreneurs should
identify key stakeholders and take them into account in terms of prioritizing and
proposing desired value propositions. Lastly, implement real actions in order to fulfil
the value propositions, stabilize the operation of social enterprises, and to capture and
employ resources from stakeholders. By the exploration of the value creation process
of a social enterprise, this research tempts to assist social entrepreneurs to generate
greater social value to a society.
5.3. Other Factors on Value Creation of Social Enterprise
5.3.1. The Participation and Autonomy of Employee
Work integration social enterprise (WISE) or affirmative business is the most
visible social enterprise model in Taiwan providing marginal groups such as
intellectual disability, individuals with multiple disabilities, autism, and physically
impaired with training programs and employment opportunities (官有垣，2007). Due
to the characteristics of WISE, the employment model (Alter, 2007) in Figure 2.4 is
the most prevailing operational model for WISE. In order to be financially
independent and constantly generate social value, the economic value is created
through the sales of WISE’s products/services in the open market. In general, they
aim to assist their employees to be self-reliant rather than welfare reliance by
improving their employability and social abilities (Ho et al, 2010). DiD TPE is
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considered a WISE since the company created the new occupation for the blind,
which is usually difficult to be integrated in the labor market, and provides them with
the opportunities to cultivate professional skills, build self-identity and hence achieve
self-fulfillment.
The case this research has studied on DiD TPE could provide new perspectives
on the results concluded by Davister et al. (2004), which addressed that socially
disadvantaged workers in WISEs show very limited participation in decision-making
process. Generally speaking, it is because of the fact of disabled or marginal groups
usually do not stay in the social enterprise for a long time. However, the possibilities
should not be excluded that some certain types of socially disadvantaged workers
such as the blind, the deaf or ageing group could actually show high participation in
decision-making process and even improve the quality of WISE’s product/service.
DiD TPE is not just providing job opportunities to the blind people, they are
also re-defining the value and meaning of the blind by proactively employing
potential blind people, and providing them the opportunity to cultivate professional
capabilities, to build self-identity and to achieve self-fulfillment. Most importantly,
the quality of DiD TPE’s workshops have been significantly improved due to the
active participations and high autonomy of these visually impaired employees. Hence
for those operators of WISEs, this research provided them with a new way of thinking
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to positively recreate the value of their employees.
5.3.2. Connections in Social Profit Equation and Economic Profit Equation
As shown in the four components of a social business model proposed by Yunus
et al. (2010), social profit equation, a social enterprise should define its social mission
and objectives clearly at the beginning in order to generate social profits from itself
and the relevant stakeholders, it has no direct relationships with the economic profit
equation, but to the value capturing process of a social enterprise related to the sales
of product/service and how it turns to the revenues. However, in the case study, DiD
TPE has successfully achieved greater economic profit equation by strongly
connecting to its social profit equation. The key is that DiD TPE proposed clear and
desired values propositions for each stakeholder in order to acquire resources and
generate greater social values.
Hence in the proposed conceptual framework, this research highlighted the
importance of value proposition and that is the reason why it is put to the center of the
framework. This research argued that a social enterprise should proposed desired
value propositions to its relevant stakeholders and start real actions through the value
creation process. The concept is actually similar to value constellation in the four
components of a social business model proposed by Yunus et al. (2010).
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5.4. Limitations and Future Research Suggestions

Considering research limitations, this research only collected the empirical data
from one in-depth interview with the general manager of DiD TPE and two periodical
books issued by the company and Taiwan Foundation for the Blind. However, if this
research can arrange a focus group interview with the workshops trainers of DiD TPE,
the data can be enriched significantly. More insights and findings could be potentially
discovered for the research questions.
This research suggests that more case studies can be conducted by applying the
conceptual framework this research proposed to discuss the value creation process of
a social enterprise. In this research, the conceptual framework of value creation of
social enterprise was proposed based on the literature and the four components of a
social business model proposed by Yunus et al. (2010). Then this conceptual
framework was applied to discover how DiD TPE creates values and captures benefits
(in terms of tangible and intangible return) from each stakeholder to generate greater
social value. However, more cases studies are needed to support and modify the
conceptual framework. This research also expects future researchers can further
develop practical indicators or checkpoints under each element of the conceptual
framework to assist social entrepreneurs more effectively to start their own social
enterprises.
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Appendix
Appendix 1: Interview Proposal (in Chinese)
黑暗對話社會企業您好,

感謝貴公司願意撥空接受本研究的訪談，讓我們得以深入了解貴公司同時創造視
障培訓師、社會價值、客戶價值的過程。
本研究動機主要考量於現階段的學術、實務討論，較傾向於討論不同社會企業的
商業模式，但對於社會企業的成長策略和新服務/產品開發過程等關於「社會企
業競爭力維持」等的議題著墨較少。而貴公司的專業經營模式，將盲人培訓師的
生命歷程創造獨特價值給客戶的過程，對於未來社會企業在思考如何維持競爭優
勢上，有其獨特的指標意義。
此次訪談的內容主要為學術用途，若之中有任何關於營運資訊、客戶資料等需要
保密或匿名，本研究均會特別加以保密處理。最後再次感謝貴公司的協助與分享，
並請參照附件的訪談大綱，謝謝。
研究生：國立中山大學國際經營管理碩士學程 范宸瑜
指導教授：國立中山大學人力資源管理研究所 溫金豐老師
敬上
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Appendix 2: Interview Questions (in Chinese)
1. 貴公司目前所傳遞的價值與提供的課程主要為何? 提供給哪些年齡、階層或
產業的客戶?
2. 目前的股東有哪些? 關係如何?
3. 盲人培訓師需要什麼樣的人格特質? 這些不同背景、特色的盲人培訓師如何
讓客戶有所影響與改變?
4. 貴公司的顧問定位與其他的 DiD 會員很不一樣，但盲人培訓師的認證卻是需
要國際考核，這對貴公司有什麼樣的影響?
5. 分享師的培訓、認證過程為何? 需要什麼樣的人格特質與專業能力?
6. 貴公司通常都是如何發掘/開發不同年齡、階層或產業客戶的需求? 盲人培
訓師、分享師是如何開發新的課程?
7. 當分享師在瞭解客戶問題後，是如何決定提供哪些課程或服務給客戶?
8. 會不會與其他專業顧問團隊或其他任何組織合作? 希望有什麼樣的合作關
係?
9. 目前貴公司有遇到什麼樣的競爭?未來有什麼策略來維持公司的成長?
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