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A Case Study for the Social Ventures through
using TLBMC(Triple Layered Business Model
Canvas)

Jeon Hye Jin" - Park Jae Whan™

Abstract

The purpose of this study is to seek ways to enhance sustainability by understanding the busi-
ness model of social ventures that should be accompanied by social and environmental missions as
well as economic missions. To achieve this purpose, We seek to enhance sustainability by analyz-
ing the business model of social venture entreprencurs. The analysis tool used TLBMC (Triple
Layered Business Model Canvas). It is extended from a business model canvas that is widely uti-
lized and recognized in economical terms. The TLBMC is proposed by Alexandre & Raymond
(2016) to help achieve a holistic view with horizontal and vertical associations.

Based on the TLBMC, we found that each of the social ventures needed additional factors or
unnecessary factors, and that they were approaching a different meaning from the beginning to sta-
bilizing phase. And social entrepreneurs have concluded that using TLBMC to provide stakeholder
and staff basic understanding of economic, social, environmental and environmental factors, en-
abling rapid and accurate communication and collaboration.

This study will help people who prepare and study social ventures to have economic, environ-
mental, and social perspectives. t could also be used to redefine the direction and value of en-
trepreneurs operating social ventures, such as vision and mission to help clarify the roles of the

organization.

Keywords - TLBMC(Triple Layered Business Model Canvas), Social Enterprise,
Social ventures, Case Study, Social Business Model Canvas,
Environmental Business Model Canvas, Substainabilty, Entrepreneur
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