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Abstract 
The growing complexity of social and environmental challenges has exposed 

the limitations of conventional business models that prioritize economic value 

over societal well-being. In response, creative business models have emerged 

as alternative approaches that integrate technology, community engagement, 

and sustainability to generate social change. This study aims to examine how 

such creative business models are structured and how the integration of 

technological enablement, community participation, and sustainability 

principles contributes to long-term social impact. The research employs a 

qualitative and exploratory design based on secondary data analysis of peer-

reviewed literature, policy reports, and documented case studies of social 

enterprises and community-based ventures. Thematic and cross-case analysis 

was conducted to identify recurring patterns of value creation, governance, and 

innovation processes. The findings reveal that social change-oriented business 

models are most effective when technology functions as an enabling 

infrastructure, communities act as co-creators rather than beneficiaries, and 

sustainability is embedded as a core value logic. Integrated models 

demonstrate greater resilience, legitimacy, and adaptability compared to 

fragmented approaches. The study concludes that creative business models 

represent a viable pathway for aligning economic activity with social and 

environmental objectives. Strengthening integration among technology, 

community, and sustainability is essential for advancing inclusive and 

sustainable societal transformation. 
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INTRODUCTION 

Contemporary societies are confronted with interconnected social, economic, and 

environmental challenges that conventional business models increasingly fail to address. Issues 

such as social inequality, resource depletion, and climate vulnerability require approaches that 

go beyond profit maximization and short-term efficiency (Tabares et al., 2025). In response, 

creative business models have gained prominence as mechanisms for generating social value 

while maintaining economic viability. These models seek to reconfigure how organizations 

create, deliver, and capture value in ways that are responsive to societal needs (Nadeem et al., 

2025; Zhou et al., 2025). 

Advances in digital technology have further reshaped the landscape of business and 

social innovation. Technologies such as digital platforms, mobile applications, and data-driven 

tools enable new forms of collaboration, access, and scalability (Lupoae et al., 2024). At the 

same time, communities have emerged as critical actors in innovation processes, contributing 

local knowledge, social capital, and collective agency (Chen & Wu, 2023). The intersection of 

technology and community engagement has therefore become central to understanding how 

business models can drive meaningful social change (Azmat et al., 2023). 

Sustainability has become an essential dimension of this transformation. Beyond 

environmental considerations, sustainability encompasses social resilience, inclusive growth, 

and long-term value creation (Jin & Chorda, 2025). Creative business models increasingly 

attempt to integrate technological innovation with community participation and sustainability 

objectives (Chae et al., 2025). However, the effectiveness of such integration remains uneven, 

raising important questions about how these elements can be coherently aligned to support 

social change. This context frames the need for systematic examination of creative business 

models that intentionally integrate technology, community, and sustainability (Bag et al., 

2025).  

Despite growing interest in socially oriented business models, many initiatives struggle to 

translate innovative ideas into sustained social impact. A recurring problem lies in the 

fragmentation of technological innovation, community engagement, and sustainability goals. 

Business models often adopt digital technologies without adequately embedding them within 

local social contexts, resulting in solutions that are scalable but disconnected from community 

needs (Jacobsen et al., 2025; Liu et al., 2025). 

Community-based initiatives, while rich in social capital and contextual relevance, 

frequently lack robust business model structures that ensure financial sustainability and long-

term continuity. These initiatives may rely heavily on external funding or voluntary 

participation, limiting their capacity to scale or adapt (Fronzetti Colladon et al., 2023; Napier et 

al., 2024). The absence of integrated business models that balance economic viability with 

social purpose remains a critical challenge. 

Another problem concerns the conceptual treatment of sustainability within business 

model design. Sustainability is often positioned as an outcome rather than a guiding principle 

embedded within value creation logic (Newlands & Lutz, 2024; Pauwels & Aksehirli, 2025). 

This instrumental approach risks reducing social change to a secondary objective subordinate 

to market performance. Addressing these problems requires a deeper understanding of how 

creative business models can structurally integrate technology, community participation, and 

sustainability into a coherent framework for social change (Evers et al., 2023). 

This study aims to examine how creative business models can be designed to support 

social change through the integration of technology, community engagement, and sustainability 

principles (Bonfanti et al., 2024; Kahn & Wilson, 2025). The primary objective is to analyze 

the structural characteristics of business models that successfully align economic, social, and 

environmental value creation. This analysis seeks to move beyond descriptive accounts toward 

conceptual clarity (Leone et al., 2023). 
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A further objective is to explore the role of technology as an enabling mechanism rather 

than a standalone solution (Pattinson et al., 2023). The study aims to investigate how digital 

tools and platforms can facilitate community participation, enhance inclusivity, and support 

sustainable practices within creative business models. This objective emphasizes the relational 

and contextual use of technology (Lim et al., 2024). 

The study also aims to contribute to broader debates on sustainable and social 

entrepreneurship by articulating a framework that links business model innovation with social 

transformation (de Almeida et al., 2025; Gjergji et al., 2025). By focusing on integration rather 

than isolated components, the research seeks to provide insights that are relevant to scholars, 

practitioners, and policymakers interested in leveraging business innovation for societal benefit 

(Bouncken et al., 2023; Cooke et al., 2025). 

Existing literature on business model innovation has largely focused on competitiveness, 

efficiency, and technological disruption, often within commercial contexts. While 

sustainability-oriented business models have gained attention, many studies treat sustainability 

as an add-on rather than a core design principle (Tjandra et al., 2025). This literature provides 

limited insight into how social value is systematically embedded within business models 

(Godart & Pistilli, 2024). 

Research on social entrepreneurship and community-based enterprises highlights the 

importance of social mission and local engagement. However, these studies often under-

theorize the business model dimension, focusing more on organizational identity and impact 

narratives than on value creation mechanisms. The lack of integration between business model 

theory and community-driven innovation represents a significant gap (Spörl-Wang et al., 2025; 

Wilson-Nash et al., 2024). 

Studies addressing technology for social good frequently emphasize access and 

scalability but pay insufficient attention to community governance and long-term sustainability. 

The intersection of technology, community, and sustainability within business model design 

remains underexplored. This gap underscores the need for research that synthesizes these 

domains to explain how creative business models can function as engines of social change 

(White et al., 2025). 

The novelty of this research lies in its integrative perspective on creative business models 

for social change. Rather than examining technology, community, or sustainability in isolation, 

the study conceptualizes their interaction as a unified system of value creation. This integrative 

approach challenges fragmented understandings of social innovation and offers a holistic 

framework for analysis (Bencsik et al., 2023). 

The research is justified by the growing demand for business solutions that address 

complex societal challenges without sacrificing economic viability (Wang et al., 2023). 

Creative business models that successfully integrate social and environmental objectives can 

serve as scalable alternatives to traditional development interventions. By articulating the 

mechanisms through which such models operate, the study contributes to both theoretical 

advancement and practical application (Grewal et al., 2025; Rahman et al., 2023). 

The significance of this research extends to multiple fields, including entrepreneurship, 

sustainability studies, and community development. For academics, it provides a conceptual 

bridge between business model innovation and social change literature (Lan & Song, 2025). 

For practitioners, it offers insights into designing business models that are technologically 

enabled, community-centered, and sustainability-driven. This justification underscores the 

relevance of the study in advancing knowledge and practice at the intersection of business and 

social transformation. 

 

 

 



Journal of Social Entrepreneurship and Creative Technology 

 

                                                           Page | 18  
 

RESEARCH METHOD 

Research Design 

This study employs a qualitative research design grounded in an exploratory and 

interpretive approach to examine how creative business models integrate technology, 

community engagement, and sustainability for social change. The research is positioned within 

a constructivist paradigm, recognizing that business models for social impact are socially 

embedded and shaped by contextual interactions among actors, technologies, and values. A 

qualitative design is appropriate given the study’s focus on understanding structures, 

mechanisms, and processes of value creation rather than measuring financial performance or 

causal effects. 

The research combines conceptual analysis with multiple-case qualitative inquiry to 

capture both theoretical and empirical dimensions of creative business models. Business 

models are treated as dynamic systems of value creation, delivery, and capture that evolve 

through interaction with communities and technological infrastructures. This design allows for 

in-depth analysis of how sustainability principles are embedded within business logic rather 

than treated as external outcomes (Cunningham et al., 2024). 

An integrative analytical orientation is adopted to bridge insights from business model 

innovation, social entrepreneurship, and sustainability studies. This orientation supports the 

development of a conceptual framework that explains how technology-enabled and 

community-centered business models contribute to social change. The design prioritizes 

analytical depth and theoretical contribution over statistical generalization. 

Research Target/Subject 

The population of this study consists of documented organizations and initiatives that 

explicitly pursue social change through innovative business models integrating technology, 

community participation, and sustainability objectives. This population includes social 

enterprises, hybrid organizations, cooperatives, and community-based ventures operating in 

sectors such as digital inclusion, environmental sustainability, creative industries, and local 

economic development (Lee & Shen, 2024). 

The sample is selected using purposive sampling based on relevance to the research 

objectives. Selected cases demonstrate clear articulation of social mission, utilization of 

technological tools or platforms, and active involvement of community stakeholders in value 

creation processes. Secondary data sources include peer-reviewed journal articles, 

organizational reports, case study publications, and publicly available documentation related to 

the selected initiatives. 

Sampling emphasizes diversity of context rather than representativeness. Cases from 

different geographic regions and socio-economic settings are included to capture variation in 

how creative business models respond to social challenges. The final sample size is determined 

by theoretical saturation, achieved when recurring patterns and explanatory insights emerge 

consistently across cases. 

Research Procedure 

Data collection begins with a systematic review of relevant academic literature to 

establish conceptual foundations and identify criteria for case selection. Documented cases are 

then identified through academic databases, organizational websites, and sustainability-focused 

repositories. Selected materials are organized according to thematic relevance and analytical 

dimensions. 

Data analysis proceeds through iterative qualitative coding and cross-case comparison. 

Each case is analyzed using the analytical framework to examine how technology, community, 

and sustainability are integrated within the business model structure. Constant comparison is 

applied to identify similarities, differences, and patterns across cases. 
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The final procedure involves conceptual synthesis, in which empirical insights are 

integrated with theoretical analysis to develop a coherent explanatory framework. Findings are 

interpreted in relation to the research objectives and existing literature, ensuring analytical rigor 

and conceptual consistency. The procedure emphasizes transparency, reflexivity, and alignment 

between design, data, and interpretation (Ji et al., 2024). 

Instruments, and Data Collection Techniques 

The primary research instrument is an analytical framework designed to examine 

creative business models across three interrelated dimensions: technological integration, 

community engagement, and sustainability orientation. This framework guides systematic 

analysis of business model components, including value proposition, value creation 

mechanisms, stakeholder roles, and long-term impact orientation. 

A qualitative coding scheme is employed as a complementary instrument to organize 

and interpret data. Coding categories are developed inductively from the data while being 

informed by established literature on business model innovation and social entrepreneurship. 

This approach enables identification of recurring themes, relationships, and tensions within and 

across cases. 

Analytical memos are used to document interpretive decisions, emerging insights, and 

theoretical reflections throughout the research process. These memos enhance reflexivity and 

methodological transparency, allowing continuous critical engagement with assumptions and 

conceptual positioning. Together, the instruments ensure coherence between research 

questions, data analysis, and theoretical contribution. 

 

RESULTS AND DISCUSSION 

The data analyzed in this study consist of secondary qualitative and descriptive statistical 

sources derived from peer-reviewed journal articles, institutional reports, and documented 

cases of creative business models oriented toward social change. A total of 72 sources were 

systematically reviewed, including 40 academic journal articles, 17 organizational or policy 

reports, and 15 documented business model cases. These sources span multiple sectors such as 

digital social enterprises, community-based economic initiatives, environmental services, and 

platform-enabled cooperatives. 

Table 1 presents the distribution of the analyzed sources according to primary analytical 

focus. The table shows that the largest proportion of sources addresses sustainability-oriented 

business models, followed by technology-enabled social enterprises and community-centered 

initiatives. This distribution reflects the interdisciplinary nature of the dataset and supports the 

study’s emphasis on integration across domains. 

Table 1. Distribution of Secondary Data Sources by Analytical Focus 

Analytical Focus Number of Sources Percentage (%) 

Sustainability-Oriented Business Models 29 40.3 

Technology-Enabled Social Enterprises 21 29.2 

Community-Based and Cooperative Models 16 22.2 

Integrated Technology–Community–Sustainability 6 8.3 

Total 72 100 

 

The dominance of sustainability-oriented business model studies indicates a growing 

scholarly concern with long-term value creation beyond financial performance. The data 

suggest that sustainability is increasingly treated as a strategic dimension of business models 

rather than a peripheral outcome. However, many sources still approach sustainability in 

isolation from community governance and technological design. 
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The relatively small proportion of fully integrated models highlights a conceptual and 

practical gap. While technology and community engagement are frequently discussed, their 

systematic integration with sustainability within a single business model framework remains 

limited. This pattern suggests that integrative approaches to social change are still emerging 

rather than consolidated. 

Descriptive analysis reveals recurring characteristics of creative business models for 

social change. Common features include hybrid value propositions that combine social mission 

with revenue generation, participatory governance structures, and the strategic use of digital 

platforms to connect stakeholders. These models frequently emphasize local relevance while 

leveraging technology for coordination and visibility (Eastman et al., 2024; Sinha et al., 2025). 

The data also show variation in how community participation is operationalized. Some 

models position communities as co-creators and decision-makers, while others involve 

communities primarily as beneficiaries or users. This variation reflects differing interpretations 

of community integration within business model design. 

Inferential analysis suggests a strong association between the depth of community 

involvement and the sustainability orientation of business models. Cases demonstrating active 

community governance and co-creation tend to articulate broader social and environmental 

value propositions. This inference indicates that sustainability outcomes are closely linked to 

participatory business structures. 

 
Figure 1. Distribution of Secondary Data Sources by Analytical Focus 

 

The analysis further infers that technology functions as an enabling rather than 

determining factor. Business models that rely heavily on digital tools without strong 

community embedding show weaker alignment with social change objectives. This pattern 

implies that technological sophistication alone does not guarantee sustainable social impact. 

Relational analysis highlights interdependencies among technology use, community 

engagement, and sustainability goals. Business models that align digital platforms with 

community needs demonstrate stronger coherence between value creation and social mission. 

These models often use technology to facilitate transparency, coordination, and shared 

learning. 

Weaker relational coherence is observed in cases where technology adoption precedes 

community integration. Such models tend to prioritize scalability over contextual sensitivity, 

resulting in limited social embeddedness. The relational data suggest that balanced integration 

is critical for effective social change (Foggetti et al., 2025; Mion et al., 2023). 

A focused case study analysis was conducted on selected creative business models 

operating in community-based renewable energy, digital cooperative platforms, and social 

service delivery. These cases illustrate diverse strategies for integrating technology with 

community participation and sustainability objectives. Each case demonstrates a hybrid 

organizational structure that blends entrepreneurial practices with social purpose. 
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The case descriptions reveal that successful models articulate clear value propositions for 

multiple stakeholders. Technology is used to coordinate activities, while community members 

actively participate in governance and service delivery. Sustainability is embedded through 

long-term resource management and social accountability mechanisms. 

Explanatory analysis of the case studies shows that integration emerges through iterative 

adaptation rather than predefined design. Business models evolve by responding to community 

feedback and contextual constraints. This process-oriented explanation highlights the dynamic 

nature of creative business models for social change. 

The cases also explain how tensions between economic viability and social mission are 

negotiated. Transparent governance and shared value narratives help align stakeholder 

expectations. This explanation underscores the importance of institutional trust in sustaining 

integrated business models. 

The results indicate that creative business models for social change are most effective 

when technology, community, and sustainability are treated as interdependent components of 

value creation. Fragmented approaches limit the transformative potential of business 

innovation. Integration functions as a strategic condition rather than an optional enhancement. 

The findings suggest that social change-oriented business models require continuous 

alignment between technological design, community participation, and sustainability 

principles. This interpretation reinforces the view that creative business models can serve as 

viable instruments for addressing complex societal challenges when integration is achieved 

structurally rather than symbolically. 

The findings of this study demonstrate that creative business models generate social 

change most effectively when technology, community engagement, and sustainability are 

structurally integrated rather than treated as separate or sequential elements. The results 

indicate that business models combining participatory governance, digital facilitation, and 

long-term value orientation are better positioned to address complex social challenges. 

Integration emerges as a defining characteristic of resilient and impactful business models. 

The analysis shows that technology functions primarily as an enabler of coordination, 

transparency, and scalability rather than as a driver of social change in isolation. Business 

models that embed technology within community-based value creation processes demonstrate 

stronger alignment with sustainability goals. This finding underscores the importance of 

contextualized technological adoption. 

Community participation is identified as a central mechanism linking economic activity 

with social and environmental objectives. Models that involve communities as co-creators and 

decision-makers exhibit higher levels of legitimacy, adaptability, and long-term commitment. 

These outcomes suggest that social change-oriented business models depend on relational 

rather than transactional logics. 

The findings collectively indicate that sustainability is not an outcome external to 

business operations but an organizing principle embedded within value creation logic. Creative 

business models that internalize sustainability across economic, social, and environmental 

dimensions demonstrate greater coherence and durability. This integration reframes business 

innovation as a vehicle for systemic social transformation. 

The findings are consistent with literature on sustainable and social entrepreneurship that 

emphasizes hybrid value creation and stakeholder engagement. Prior studies have highlighted 

the importance of balancing social mission and financial viability. This study extends those 

insights by demonstrating that integration across technology, community, and sustainability is a 

structural requirement rather than a strategic choice. 

Differences emerge when compared with business model innovation research that 

prioritizes technological disruption and scalability. While existing research often celebrates 

digital platforms as transformative forces, the present findings caution against technology-

centered models that lack community embedding. This distinction challenges techno-
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deterministic assumptions prevalent in innovation studies (Bals et al., 2023; Isakova & Stroila, 

2025). 

The results also diverge from social enterprise literature that foregrounds mission and 

impact narratives without systematically examining business model architecture. The present 

study contributes by revealing how social change is operationalized through concrete 

mechanisms of value creation, governance, and resource flows. This focus strengthens 

analytical precision in social entrepreneurship research. 

The findings resonate with emerging scholarship on embedded and place-based 

innovation, which emphasizes contextual sensitivity and relational governance. By integrating 

these perspectives with business model theory, the study positions creative business models as 

intermediaries between global sustainability agendas and local social realities. This 

contribution bridges fragmented strands of existing research. 

The findings reflect a broader shift in how business is conceptualized in relation to 

society. The prominence of integration signals growing recognition that social and 

environmental challenges cannot be addressed through isolated interventions. Business models 

increasingly function as socio-technical systems rather than purely economic mechanisms. 

The results also suggest that social change requires rethinking the role of communities 

from passive recipients to active agents. Community-centered business models reflect a 

normative shift toward participatory and democratic value creation. This shift challenges 

conventional hierarchies between producers, consumers, and beneficiaries. 

The findings indicate that sustainability has evolved from a compliance-oriented concept 

to a strategic and ethical foundation of business innovation. Creative business models embody 

sustainability as a continuous process of balancing competing values and interests. This 

evolution reflects changing expectations of business responsibility in contemporary societies. 

The study further reveals that integration is a dynamic achievement rather than a fixed 

design outcome. Creative business models adapt through iterative learning and negotiation 

among stakeholders. This reflection highlights the importance of flexibility and reflexivity in 

sustaining social change initiatives. 

 
Figure 2. Integration Cycle 

 

The findings have significant implications for entrepreneurs and practitioners seeking to 

design business models for social impact. Integrating technology, community, and 

sustainability enhances legitimacy, resilience, and long-term viability. Practitioners are 
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encouraged to prioritize participatory design and governance alongside technological 

innovation. 

The results imply that policymakers and support institutions should move beyond 

funding isolated technological solutions. Support mechanisms should incentivize business 

models that embed community participation and sustainability within their core logic. This 

implication calls for more holistic evaluation criteria for social innovation initiatives. 

The study also has implications for entrepreneurship education and capacity building. 

Training programs should emphasize systems thinking, community engagement, and ethical 

reflection alongside technical and managerial skills. Creative business models require 

competencies that extend beyond traditional business education. 

The findings further suggest that sustainability transitions depend on business models 

capable of mediating between market forces and social values. Creative business models offer a 

pragmatic pathway for aligning economic activity with social change objectives. This 

implication positions business model innovation as a strategic lever for sustainable 

development. 

The nature of the findings can be explained by the interdependence of social, 

technological, and environmental systems. Social change challenges are characterized by 

complexity and uncertainty, which require integrated and adaptive responses. Fragmented 

business models are ill-equipped to navigate these conditions (Hass et al., 2025; Palmié et al., 

2023). 

The findings also reflect the social embeddedness of economic activity. Business models 

that align with community norms and aspirations benefit from trust, legitimacy, and collective 

commitment. These social resources explain why community-centered models demonstrate 

stronger sustainability orientation. 

The effectiveness of integrated models is further explained by the complementary roles 

of technology and community. Technology enhances efficiency and connectivity, while 

community engagement provides contextual knowledge and moral grounding. Their interaction 

produces synergistic effects not achievable in isolation. 

The findings are also shaped by evolving societal expectations of business responsibility. 

Stakeholders increasingly demand accountability for social and environmental impacts. 

Creative business models respond to these expectations by embedding sustainability within 

their operational logic rather than treating it as external obligation. 

Future research should examine the long-term performance and impact of integrated 

creative business models through longitudinal and mixed-methods studies. Empirical evidence 

on durability, scalability, and systemic impact would strengthen theoretical claims. Such 

research could clarify conditions under which integration is most effective. 

Comparative studies across cultural, institutional, and sectoral contexts are needed to 

explore how integration strategies vary. Understanding contextual influences will support the 

development of adaptable rather than universal business model frameworks. This direction 

aligns with the diversity of social change challenges. 

Further investigation is required into governance mechanisms that enable sustained 

community participation. Research on power dynamics, inclusivity, and conflict management 

within creative business models would deepen understanding of social embeddedness. 

Governance remains a critical but underexplored dimension. 

The study ultimately points toward a redefinition of business innovation for social 

change. Creative business models that integrate technology, community, and sustainability 

offer a viable alternative to extractive and short-term approaches. Future action should focus on 

institutionalizing such models within broader economic and policy systems. 
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CONCLUSION 

The most significant and distinctive finding of this study is that creative business models 

generate social change most effectively when technology, community participation, and 

sustainability are integrated as interdependent components of value creation rather than treated 

as separate strategic elements. The analysis demonstrates that social impact and long-term 

viability emerge from structural integration, particularly through participatory governance, 

context-sensitive use of digital technologies, and sustainability-oriented value propositions. 

This finding differentiates the study from prior research that emphasizes isolated innovation 

drivers, highlighting integration as the critical condition for durable social change. 

The primary contribution of this research is conceptual. The study advances an 

integrative framework that links business model innovation with social change by 

systematically connecting technological enablement, community embeddedness, and 

sustainability orientation. This conceptual contribution extends existing literature in social 

entrepreneurship and sustainability by reframing creative business models as socio-technical 

systems rather than purely economic constructs. Methodologically, the study also contributes 

an analytical approach for examining how social, technological, and environmental logics 

interact within business models. 

The study is limited by its reliance on qualitative secondary data and documented case 

analyses, which restricts the ability to assess causal relationships and quantify social impact 

outcomes. The absence of longitudinal empirical evidence limits generalizability across 

different institutional and cultural contexts. Future research should address these limitations 

through mixed-methods and longitudinal designs, incorporating primary data, comparative case 

studies, and impact measurement to examine how integrated creative business models evolve 

over time and contribute to sustainable social transformation. 
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