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ABSTRACT 

 Social entrepreneurs are visionary individuals with creative solutions for solving some of the 

world’s most perplexing social problems. These people have the ability to identify the 

problem, develop a way to change the system, and disseminate the ideas so that entire 

societies work together to raise themselves above crisis. They are ambitious, driven, 

resourceful, and results-oriented. Social entrepreneurship is the art of creating a socially 

responsible business that aims to generate profit, while solving social and environmental 

problems. Social entrepreneurs start and run social enterprises – commercial businesses that 

often come with a “triple bottom line” mandate. The triple bottom line refers to people, 

profits, and the planet. Triple Bottom Lines means business should run in a financially, 

socially, and environmentally responsible manner. 

A social entrepreneur identifies practical solutions to social problems by combining 

innovation, resourcefulness and opportunity. Committed to producing social value, these 

entrepreneurs identify new processes, services and products, or unique ways of combining 

proven practice with innovation to address complex social problems. Whether the focus of 

their work is on enterprise development, health, education, environment, labour conditions or 

human rights, social entrepreneurs are people who seize on the problems created by change 

as opportunities to transform societies. 

This paper focuses on different challenges faced by the social entrepreneurs while doing 

something for the welfare of the society. What are the different factors that restrict them to do 

their work smoothly? What are the different challenges in arranging resources for their 

project towards society? How they transform opportunities into the social change. How they 

are committed to social value creation, so finance is a means to an end for them, never the 

end in itself. Personal reward, risk and cost become secondary concerns; and they typically 

take little for themselves. 
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The paper focuses on social entrepreneurs and entrepreneurship. The objective of the paper 

is to study about the different challenges of social entrepreneurship. How social 

entrepreneurs work for the benefits of the society?  

Exploratory research method is used for doing the research. For analyzing the data factor 

analysis is used and for collecting the data from the respondents five point scale is used in 

questionnaire. 

 

The result consists of identification of all the factors that create challenges for social 

entrepreneurship according to the importance of their influence on social entrepreneurs 

work. These factors have influenced the working of social entrepreneurs in Nagpur region. 
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1. OVERVIEW OF SOCIAL ENTREPRENEURSHIP 

1.1 What is Social Entrepreneurship? 

The idea of Social Entrepreneurship has become increasingly popular as social problems 

in our complex modern society have grown. In a way, it is a reaction to the ‘bottom line’ 

philosophy of modern big business with its emphasis on short-term profit to the 

detriment of any long-term benefit to society as a whole or the human component of 

the business itself. Social Entrepreneurship seeks to harness the practical dynamism of 

the successful businessman to enrich and help society, especially in countries where the 

individual is beset with problems of dire poverty and lack of opportunity. 

Peter Drucker argues that social entrepreneurs “...change the performance capacity of 

society” (Gendron, 1996, p. 37) while Henton et al. (1997) speak of ‘civic 

entrepreneurs’ as “...a new generation of leaders who forge new, powerfully productive 

linkages at the intersection of business, government, education and community”. 

In spite of the varying definitions of social entrepreneurship, one commonality emerges 

in almost every description:  the ‘problem-solving nature’ of social entrepreneurship is 

prominent, and the corresponding emphasis on developing and implementing initiatives 

that produce measurable results in the form of changed social outcomes and/or impacts.  

For example, McLeod (1996) quotes one social entrepreneur who criticized his own 

organization’s earlier ineffective approach, noting they originally asked “...’how many 

people walked in the door’ rather than ‘how many people are better off for having 

walked in the door?” (p. 103).   

What business entrepreneurs are to the economy, social entrepreneurs are to society? 

They may, like business entrepreneurs, be interested in profit, but their emphasis is on 

social change. They are often driven, creative individuals who exploit new opportunities, 

question accepted norms, and refuse to give up until they have remade the world for the 

better. Social entrepreneurs have the same core temperament as their business peers but 

use their talents to solve global social problems, such as why children are not learning, 

and why available technology is not widely used. 

William Drayton, founder of the world’s first organization to promote social 

entrepreneurship, ‘Ashoka’, is credited with coining the phrase “Social Entrepreneur”, to 

describe a person who recognizes logjams in society and finds ways to free them. This 

type of person envisages a universal change, and figures out how to heave whole 
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societies on to new, rewarding paths. This type of entrepreneur strains and shoves until 

the job is done, identifying and solving large-scale social problems. Only an 

entrepreneur has the vision and determination to complete the huge tasks involved, and 

social entrepreneurs are agents of fundamental change. 

When Muhammad Yunus, 2006 Nobel Peace Prize awardees and founder of Grameen 

Bank, was contacted by the Nobel Foundation for the customary winner interview, he 

remarked, “...poverty is an artificial creation. It doesn’t belong to human civilization, and 

we can change that, we can make people come out of poverty (sic). The only thing we 

have to do is to redesign our institutions and policies.”  

That’s what social entrepreneurship is about: creating business models revolving around 

low-cost products and services to resolve social inequities. And the realisation that social 

progress and profit aren’t mutually exclusive has led to many social ventures taking root 

in India as well.  

Examples of successful social projects like Amul or SEWA were few and far between. 

However, with the slowdown taking the shine off urban, higher-income target markets, 

organisations focusing on ‘bottom of the pyramid’ audiences have become a reality. But 

the days of easy funding are over. Given the employment squeeze, it would be natural 

for aspiring social entrepreneurs to stick to their secure jobs instead. Surprisingly, they 

continue to launch social enterprises with a vengeance.  

 

       1.2 What Separates Social Entrepreneurship from Social Corporate Responsibility 

Social corporate responsibility involves a business making a profit while doing 

something ethical based on the needs of multiple stakeholders. A social 

entrepreneurship, on the other hand, exists with the goal of reaching out to those in need. 

According to Martin & Osberg, in Social Entrepreneurship, three main components are 

the basis for true social entrepreneurship. 

a. An Existing imbalance subjugates an impoverished segment of the population. 

b. Someone notices the imbalance and uses creativity and action to help. 

c. A new balance develops and life is better for the formerly impoverished group 

as well as, often, society as a whole. 
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1.3 Can a For-Profit Organization Develop Social Entrepreneurship? 

The opportunity exists for a business to create a socially responsible entrepreneurship 

plan, but a great deal of commitment, at all levels of the organization, will be required to 

implement the new plan. A business leader who is inspired to begin such a course of 

action will not be able to engage in 'business as usual' and expect to succeed as a social 

entrepreneur. 

A company that is doing one positive thing while still doing multiple other unethical 

things is not likely to reach the esteemed height of an organization that exists solely to 

help people. By examining a societal problem, business leaders can explore ways 

to develop products and programs that fit into the realm of social entrepreneurship. 

 

1.4 Social Entrepreneurship helps 

 

� NGO’s need to find more sustainable ways of growing their business, particularly 

while facing decreasing external support. Adopting a social enterprise approach 

is a workable model for NGOs. 

� Entrepreneurs are looking for opportunities to develop their business ideas and 

meet their need to bring positive social change to their communities. 

� International Foundations are moving away from traditional service funding for 

social services. Organisations such as the Gates Foundation are placing greater 

scrutiny on business models to improve sustainability. 

� Companies are looking for new ways to make impact with their CSR investments 

and achieve their objectives at a time when they are under ever greater scrutiny 

over their social and environmental practices. 

� Governments are keen to explore different models beyond public/private 

partnerships for more efficient, sustainable ways of delivering services, which 

clearly demonstrate social returns on investment. 

� Young people want to work for themselves, in less formal structures; and are 

more aware of social and climate issues. Building their capacity is a priority. 

 

1.5 Directions in Social Entrepreneurship 
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In recent years, social entrepreneurs have looked beyond the traditional philanthropic 

and charitable approaches in order to find more effective and sustainable solutions to 

social problems. They are working with many tools from the world of business, and this 

shift in the character of social entrepreneurship is evident in a few trends that have 

emerged over the past twenty years. 

Many societies have become less inclined to see big government or big business as 

providing solutions for problems besetting the world, and there has been a shift from 

throwing money at large problems to systemic solutions and social investment. Across 

all types of government there is increased emphasis on privatization of public services, 

and experimentation with for-profit and hybrid forms of organization to deliver socially 

important goods and services, such as education and health care. There is greater 

scrutiny of social sector funding, and more attention to issues of impact, scale, and 

sustainability with the hopes of increasing the social return on investment. These trends 

are creating major changes in how societies around the world are dealing with social 

issues. They are opening the door to new forms of entrepreneurial behavior in the social 

sector. 

The world is changing at an ever-increasing pace. We are poised to benefit from huge 

scientific advances in areas from medicine to microbiology to quantum mechanics. We 

need social entrepreneurs to help guide us through these tumultuous times so that we can 

enjoy and live with the brave new world that is emerging in this twenty-first century. 

 

2. REVIEW OF LITERATURE 

2.1 Yunus, M., 2007. ‘Creating a world without poverty: social business and the 

future of capitalism’ 

This book was written by the famous Dr Mohammad Yunus, an economics 

professor and founder of the Grameen Bank. This is quite a readable book, and 

examines the ways in which traditional capitalism cannot solve problems like 

inequality and poverty, due to human nature and the drive for profit. He states that 

this is not the case and humans are also driving by other passions, the spiritual, the 

social and the altruistic. This book tells stories of some of the earliest examples of 

social businesses, and reveals what Yunus sees as the next phase in the economic 
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and social revolution which involves the worldwide effort of every human being 

to eliminate poverty. 

 

2.2 There are major differences between social and economic entrepreneurs.  Prabhu 

(1999) argues that both, business and social entrepreneurship,  are distinguished 

primarily by ideology, which guides their choices of mission, means and ends, and 

that social entrepreneurs are persons who create or manage innovative 

entrepreneurial organizations or ventures whose primary mission is the social 

change and development of their client group rather than the pursuit of profit.  

Social entrepreneurs involved in for-profit activities see profit as a means to an 

end, while economic entrepreneurs see profit as an end in itself (Dees, 1998; 

Thalhuber, 1998). In addition, social entrepreneurs are generally operating in 

community environments that are dynamic and somewhat unpredictable (De 

Leeuw, 1999), adding yet another layer of complexity to the process.     

2.3 Many authors note that social entrepreneurs (much like economic entrepreneurs) 

do not allow the lack of initial resources to limit their options, and that their reach 

often exceeds their grasp (e.g., Dees, 1998; Henton et al., 1997).  In addition, 

many social entrepreneurs share with their economic counterparts a strong desire 

to be in control of their environment, the urge to experiment, and a higher than 

average tolerance for uncertainty (Prabhu, 1999).  Catford (1998) points out that 

social and economic entrepreneurs share the same focus on vision and opportunity 

and the same ability to convince and empower others to help them turn these 

visions into a reality.  In social entrepreneurs, however, these characteristics are 

coupled with a strong desire for social justice.  

2.4 Dees (1998) has identified five qualities which a social entrepreneur possesses: (i) 

adopting a mission to create and sustain social value; (ii) recognizing and 

relentlessly pursuing new opportunities to serve that mission; (iii) engaging in a 

process of continuous innovation, adaptation and learning; (iv) acting boldly 

without being limited by resources currently in hand; and (v) exhibiting a 

heightened sense of accountability to the constituencies served and to the 

outcomes created.  Dees argues that the closer an individual gets to satisfy these 

criteria, the more that individual fits into the model of a social entrepreneur.  But 
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he also recognizes that, in many ways, the literature on social entrepreneurship 

describes a set of behaviours that are exceptional.  These behaviours should be 

encouraged and rewarded in those that have the capabilities and temperament for 

this kind of work. Hence, according to Dees, should everyone aspire to be a social 

entrepreneur?  No.  Not every social leader is well-suited to become 

entrepreneurial.  The same is true in case of business as well.   

2.5 Similar to the work of Dees, Guclu, and Anderson, decision management 

literature has emerged in other areas of social entrepreneurship. Pragmatic 

literature geared at practicing managers discusses social entrepreneurship from the 

perspective of financial management and strategic planning (Brinckerhoff, 1996; 

Dees, Emerson, & Economy, 2001; McLaughlin, 1998). The general concept is 

that by diversifying revenue streams, employing financial management tools and 

tapping unused resources, charitable organizations can buffer themselves from 

economic decline and be more prepared to take advantage of fleeting 

opportunities (Brinckerhoff, 1996; Dees, Emerson, & Economy, 2001). In other 

words they can be more entrepreneurial. Adding to this internal strategy is the 

concept of inter-organizational cooperation, collaboration, or merger as a different 

means of managing the organization against environmental risks (McLaughlin, 

1998). 

2.6 In a different area of social entrepreneurship Olszak Management Consulting, Inc, 

(OMC) and Massarasky and Beinhacker performed empirical research on social 

entrepreneurship recently. These two reports complemented each other in both 

purpose and findings. OMC surveyed 25 organizations in Pittsburgh, 

Pennsylvania currently involved in social entrepreneurship. The goal was to 

examine the use of best practices, and whether the use of best practices had any 

effect on success of the venture. The study could not correlate best practices with 

success but an unanticipated result was that organizations reported that the 

entrepreneurial venture increased visibility in the community (Tropman, 2002). 

2.7 Also, somewhat unlike their economic counterparts, social entrepreneurs emerge 

not only as highly entrepreneurial individuals, but also highly collaborative ones, 

providing “....collaborative leadership to bring diverse parties to the table, identify 

common ground and take joint action.  They build bridges” (Henton et al., 1997, 
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p. 153).  The ability to develop a network of relationships and contacts is a 

hallmark of visionary social entrepreneurs, as is the ability to communicate an 

inspiring vision in order to recruit and inspire staff, partners, and volunteers 

(Thompson et al., 2000, p.331).   Because social entrepreneurship often demands 

establishing credibility across multiple constituencies, and the ability to mobilize 

support within those constituencies, networking is a critical skill for social 

entrepreneurs (Prabhu, 1999).  Unlike economic entrepreneurs, Prabhu argues that 

social entrepreneurs are often highly supportive of each other’s efforts, in some 

cases writing letters to one another to show this support.   

 

3. Objectives 

� To find out different challenges exist in social entrepreneurship.  

� To find out what are the major challenges faced by social entrepreneurs? 

� To study about the factors which influence social entrepreneurship? 

 

4. Research Methodology: 

4.1. Type of Research 

� Research type of project is exploratory research. 

 

       4.2. Method of Data Collection 

           Primary data  

1. Structured Questionnaire method. 

2. In-depth Interview method. 

      Secondary data 

1. Magazines, Business Journals. 

2. Government website and other website. 

 

4.3. Sample Design 

Geographical area/ Universe:  

Nagpur region is considered for study. 
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Sampling Unit: 

The units are all the social entrepreneurs in Nagpur region. 

 

Sampling Method: 

For this research probability sampling is used.  

The design of the sample is as follows: 

� Type of the probability sampling: - Simple Random Sampling. 

� Sample Size: - 100 social entrepreneurs. 

 

4.4. Tools Used 

� Five Point Rating scale is used for getting response. 

� Factor analysis is used for data analysis. 

 

5. Data Analysis and Interpretation 

Appropriate statistical analysis is adopted. The data is tabulated and analyzed. Factor 

analysis is used for analyzing the data. Data received through questionnaire is first 

tabulated and then a statistical formula is used for each kind of data.  

 

Factor Analysis is used for categorizing the different variables. 

 

Table 5.1: Communalities 

Initial Extraction

Earning Profit 1.000 .765

Getting Fund 1.000 .682

Raising Money 1.000 .656

Family and Friends Support 1.000 .712

Business People Support 1.000 .748

Government Approval 1.000 .672

Maintaining Product Quality 1.000 .702

Sustaining Employees 1.000 .789

Competition from others 1.000 .774

Promoting Awareness 1.000 .819
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Getting Expert’s Assistance 1.000 .756

Developing Business Solutions 1.000 .765

Acquiring Technologies 1.000 .489

Improving Quality of Life 1.000 .774

Maximizing Social Returns 1.000 .690

Getting Skilled Employees 1.000 .718

Extraction Method: Principal Component Analysis. 

 

Table 5.2: Total Variance Explained 

 Initial 

Eigen 

Values 

  Extraction 

Sums of 

Squared 

Loadings 

  Rotation 

Sums of 

Squared 

Loadings 

  

Component Total % of 

Variance 

Cumulati

ve % 

Total % of 

Variance 

Cumula

tive % 

Total % of 

Variance 

Cumulative % 

1 2.569 16.055 16.055 2.569 16.055 16.055 1.800 11.253 11.253

2 2.123 13.267 29.322 2.123 13.267 29.322 1.791 11.191 22.444

3 1.802 11.262 40.584 1.802 11.262 40.584 1.653 10.333 32.777

4 1.441 9.004 49.588 1.441 9.004 49.588 1.647 10.291 43.068

5 1.413 8.833 58.421 1.413 8.833 58.421 1.594 9.961 53.029

6 1.109 6.931 65.353 1.109 6.931 65.353 1.536 9.599 62.628

7 1.053 6.583 71.935 1.053 6.583 71.935 1.489 9.307 71.935

8 .853 5.334 77.270     

9 .771 4.820 82.089     

10 .697 4.358 86.447     

11 .637 3.981 90.428     

12 .420 2.627 93.055     

13 .342 2.136 95.190     

14 .317 1.982 97.172     

15 .240 1.502 98.674     

16 .212 1.326 100.000     
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Extraction Method: Principal Component Analysis. 

 

 

 

 

 

Table 5.3: Component Matrix 

Component

1 2 3 4 5 6 7

Earning Profit .123 -.509 .241 .227 .578 9.026E-02 -.197

Getting Fund -.253 .658 .174 -6.593E-

02

-.214 4.764E-02 .320

Raising Money 9.545E-02 -.409 -.347 -.155 -.457 .261 .243

Family and 

Friends Support 

.149 -.140 .804 9.894E-02 2.155E-02 9.440E-02 -5.800E-

02

Business People 

Support 

.523 2.131E-

03

-.344 -.292 -1.263E-

02

.453 -.276

Government 

Approval 

.265 .439 .551 -4.295E-

03

.197 .190 .175

Maintaining 

Product Quality 

.527 -.538 -1.395E-

03

-7.889E-

02

-2.531E-

02

-.299 .194

Sustaining 

Employees 

-.357 .366 -5.079E-

02

.587 -.158 .336 -.205

Competition from 

others 

.151 .422 -.118 -.570 .453 .151 -7.575E-

02

Promoting 

Awareness 

-.594 -.308 .174 -4.264E-

02

.159 3.021E-02 .560

Getting Expert’s 

Assistance 

.556 .163 -2.094E-

02

.548 -.185 -.241 -.159
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Developing 

Business Solutions 

-.549 -1.309E-

02

.287 -.392 -.206 -6.004E-

02

-.425

Acquiring 

Technologies 

.466 .210 9.588E-02 -3.520E-

02

-.422 5.811E-02 .187

Improving Quality 

of Life 

.265 .370 -.422 .222 .504 -6.801E-

04

.293

Maximizing Social 

Returns 

-.321 -.364 -.150 .272 5.507E-02 .592 6.866E-02

Getting Skilled 

Employees 

-.583 .123 -.429 9.917E-02 .131 -.373 -.115

Extraction Method: Principal Component Analysis. 

7 components extracted. 

 

6. FINDINGS AND CONCLUSIONS 

Table 6.1: Factor analysis of the challenges of social entrepreneurs 

Components Variables 

1 Business 

People 

Support 

Maintaining 

Product 

Quality 

Getting 

Experts 

Assistance 

2 Getting Fund   

3 Family And 

Friends 

Support 

Government 

Approval 

 

4 Sustaining 

Employees 

Getting 

Expert's 

Assistance 

 

5 Earning Profit Improving 

Quality of 
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Life 

6 Maximizing 

Social 

Returns 

  

7 Promoting 

Awareness 

  

Note: Factors having score greater than 0.5 is selected 

 

Factor analysis reflects seven crucial factors on the basis of extraction (Table 3). From 

extraction values it can be concluded that earning profit, family and friends support, business 

people support, sustaining employees, promoting awareness, getting expert’s assistance, 

improving quality of life are the most sensitive factors of challenges of social entrepreneurs. 

Business People Support, Getting Experts Assistance, Maintaining Product Quality has been 

identified crucial for factor1. Getting Fund has been identified crucial for factor2. Family and 

Friends Support, Government Approval has been identified crucial for factor3. Sustaining 

Employees, Getting Expert's Assistance has been identified crucial for factor4. Earning 

Profit, Improving Quality of Life has been identified crucial for factor5. Maximizing Social 

Returns and Promoting Awareness has been identified crucial for factor6 and factor 7. So 

these are the factors that create challenges to the social entrepreneurs and influence their 

work. 
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